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	Job Info

	Job Title:
	
	Job Ref:
	

	Client:
	
	Date Opened:
	

	Brand/Product:
	
	Account Manager:
	

	Product Category:
	
	Client Approved:
	


The solution we create is only as strong as the problem we've defined: This creative brief is not the answer; its just a way of compiling the information that we’re likely to need to find a solution. Make it lean and to the point. Keep it simple. Be flexible. Use this form as a prompter only – don’t feel obliged to fill every question box.
	Situation Analysis

	Creative Requirement
	(Explain precisely what the required output from the design team is)


	The Challenge – Objectives
	(Specifically what is this job required to achieve – raise awareness, reposition, gain trial, sell x, etc)


	Background
	(What information is pertinent to the job strategy and design? What's the current situation?)


	What does the future hold?  What’s out there?
	(Where do we want to be?)



	Competitive Insights
(Activity, Positioning, Trends)
	(What are the other guys doing right or wrong relative to this project?)



	Marketing Activity Insights
	(Current publicity, media, and promotion used by the market)



	Who are we Targeting?
(Demographic, Lifestyle & product Usage)
	(Who is the driving audience for this particular job? Who is the contributing audience?)


	


The basic laws of building a brand tells us that a highly focused brand is stronger in the long-term than an unfocused brand.  The most powerful brands own a word in people’s minds.
	Wasabi Brand Focus© Summary

	What are the Generic Values of the Category?
	(How are the brands in the market space commonly described?)



	Features & Benefits
	(List key product features and brand benefits)


	Consumer Experience
	(Summarize the consumer experience, or brand personality)


	Attitude & Culture
	(Summarize the cultural attitude, or company values underpinning the brand)


	What’s the Brand Essence?
Substantiate it.
	(Our single-minded proposition. Methods: Six Words, Elevator Pitch, Onliness’ Test.)




© Degrees of Focus model is copyright Wasabi Creative.

The biggest ideas aren’t necessary the words and images! Search for intriguing angles and insights.
	Creative Direction

	What Tone & Manner 
will fit this Project?
	(Authoritative, warm, informative, premium, etc)



	Key Message

	(What’s the desired thinking we want our target to have after viewing this work?)



	Call to Action
	(What do we want the target to do after viewing this work?



	Do we have a BIG 
CREATIVE IDEA?
	(Accent the brand position. Exaggerate the promise, What would happen without it, etc)



	Suggested Design Direction
	(Detail Account Manager & Client’s ideas)


	Required Mandatories
	(What must we include: (logos, contact details, legals, etc)



	What is the Jeopardy?
	(What could go wrong? What do we need to avoid?)



	Reference Material
	(Location of files, design reference books or websites etc



	Production Notes

	Production & Media Budgets
	(Outline dollar/time budgets)


	Likely Production Specifications
	(Creative/production/media specifications and constraints)


	Design & Production Timing
	(List all milestones & deadlines that need to be met)




Wasabi Creative Limited. PO box 109093, Auckland, New Zealand 1149. +64 9 520 5252. www.wasabi.co


