CoMMunications/marketing project brief
Part 1 Background information

	PROJECT DETAILS

	[bookmark: Text1]Initiative name      

	Entity      
	Project manager      

	Phone      
	Team      



	PROJECT OVERVIEW – what your project is about

	Project background 
Include history of the project, what has been learnt from past or related projects/campaigns and existing research into market/competition/target audience.

	     

	Project objective – what do you want to achieve?
Be as specific as possible. Why are we doing this? What do you want the audience to think, feel or do?

	     

	Project summary – what is your whānau planning to do, when and where?
Include location and date(s) of the project/event/campaign and any deadlines/project milestones. Please include as much detail as possible.

	     

	Budget – your total communications and marketing budget for this project
Including design, print, advertising, distributions costs, etc.

	     

	I need to receive quotes for design, print and advertising before any work can start. |_| Yes |_| No

	Risks – what could go wrong and what you will do to fix it?
Examples: lack of funding, work delays, timing, conflicting messages or events, negative media attention etc.

	Risks
	Mitigation

	     
	     

	     
	     

	     
	     

	     
	     

	     
	     

	Target audience and their perception(s) – who do we need to reach and what do we know about them?
Include demographics like age, gender, where they live (consider suburbs) iwi. Also include any insights into interests, opinions, attitudes and values. What does your audience currently think, feel or behave like in respect to your project?

	     

	Key messages
What are the most important things people need to understand about your project? Different audiences may need different messages.

	No.
	Messages (rank in order of importance)

	1
	     

	2
	     

	3
	     

	Key stakeholders
Who has a stake in the project and to what extent do they need to be consulted, require sign-off, etc?

	     

	Measurement – how will we track success?
Examples: visitor numbers, number of contacts generated, satisfaction surveys, whānau feedback through social media channels, media coverage, documented behavioural change.

	     



Part 2 Strategy and channels

	STRATEGY – what type of marketing and communications are you planning to do and why?
Include what approach you would like to take to reach your target audience(s) and why. Examples: high-profile advertising, TV pitch, online campaign (highly visible) or low-profile (direct communication by mail or email, at expos), online, news media, internal communications.

	




	CHANNELS - what communication and marketing channels would you like to use?
Include specific channels most likely to reach your target audience.

	Channels
	Responsibility
	Timing

	Advertising – print, radio, outdoor media, etc
	     
	     

	Direct communication – mail, email, phone, etc
	     
	     

	Grassroots/community marketing – collateral distribution, through Te Putahitanga channels, etc
	     
	     

	Face to face – events, expos, fairs, etc
	     
	     

	Website and social media channels
	     
	     

	Blog
	     
	     

	Media/PR 
	     
	     

	Internal communications
	     
	     

	Other      
	     
	     



	ACTION PLAN/MILESTONES – including promotional material, ad bookings etc 

	Action
	Responsibility
	Timing

	Finalising communications and marketing brief
	
	     

	Source text and photos
	
	     

	Editing and proofing copy
	
	     

	Briefing Designers 
	
	     

	Approve media schedule
	
	     

	Produce and circulate first creative concepts/proofs
	
	     

	Approve final creative proof
	
	     

	Liaise with other team members of required
	
	     

	Briefing web / programming specialists
	
	     

	Briefing  designers
	
	     

	Briefing other stakeholders
	
	     

	Measure and evaluate
	
	     

	Debrief
	Everyone
	     



	PLAN APPROVAL – WHO NEEDS  TO SIGN THIS OFF?

	Plan approved by      

	Who needs to approve this?     
	Who else?      



Part 3 Creative brief

This outlines the design specifications for material such as brochures, posters, consultation documents, ads etc.

	GET – target audience
Eg Whanau of all ages / groups / living in Murihiku 

	     

	WHO – think/feel/do this
Eg To feel connected and part of our whānau lead wananga

	     

	TO – think/feel/do this
Eg To feel proud and confident in their identity and participate in events on the marae

	     

	BY – single-minded proposition
Eg Seek to find out more about their whakapapa

	     

	WHY – should they believe this
Eg Because our initiative goal is to connect make whānau feel connected

	     

	LIKE THIS – personality/tone and manner
Eg Eye-catching, energetic and whānau friendly

	     



	DESIGN SPECIFICATIONS

	Image (if applicable) – photo/illustrations/none

	     

	Approved copy (signed-off by business unit and communications advisor)

	     

	Overall look and feel

	     

	Mandatory elements

	     

	Essential information – what else needs to be on your material?
Examples: details of event/campaign/project, ways to get more information, TPT  logo and partner logos, etc.

	     



	Deliverable/media
	Quantity
	Size/ production specs
	Material deadline
	Insertion date
	Delivery/email address for material

	Eg 
Press ad
	1
	300 x 600
	15 July
	19 July
	sales@Fairfaxmedia.co.nz

	     
	     
	     
	     
	     
	     

	     
	     
	     
	     
	     
	     

	     
	     
	     
	     
	     
	     

	     
	     
	     
	     
	     
	     

	     
	     
	     
	     
	     
	     



Part 4 Debrief

	Were objectives achieved?

	     

	Actual vs. planned strategies – what changes happened and why?

	     

	Budget review – was the budget stuck to or over/under and why?

	     

	Did any problems arise? – expected or unexpected

	     

	Given a similar situation in the future, how would we do things differently?

	     

	What feedback did you receive from others about the project? (eg media report, ad hoc feedback etc)

	     

	Follow-up actions

	     




