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Y ou heed to get inside peoples&E™ heads.
Start with your clients. They know their business and their customers better than you do. (If they don&€™t, they should. Y ou can help them learn more.)

How? Use a marketing/creative brief to get the information you need to ace the copywriting (and marketing) assignment. (A marketing/creative brief is atool used by ad
agencies and corporate marketing and creative departments.)

Following is a marketing/creative brief adapted from one | used during my stint at a Seattle ad agency. Even though | now work solo, | till use it today.
(Begin form)

Marketing/Creative Brief

(Note: Designed for B2B much of this brief is aso applicable to B2C.)

Good input is key to a successful project, campaign, or marketing program. This marketing/creative brief is designed to elicit good input. But it takes thorough and thoughtful
answers on your part. Please answer the following questions carefully.

1. What is the description of the piece(s)? (Ad, Web site, brochure, radio script, direct mail, etc.)

2. What is the marketing focus? (What products or services are we telling about?)

3. What is the communi cations problem that the piece(s) must solve? (Awareness, positioning or repositioning, product introduction, category introduction, etc.)

4. Who is the audience? (Demographics, title, function, responsibility, etc.)

5. What istheir point of view about the product, service, category?

6. Who is the secondary audience(s), if any?

7. What business problems or issues does the product(s)/service(s) solve for the audience(s)? (Efficiency issues, profitability issues, operations issues, technology issues, etc.)

8. What effect do we want the piece(s) to have on the target audience(s)? (Purchase, phone call, visit Web site, request more information, increase their awareness, etc.)
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9. What can we offer to achieve the desired response? (Demos, situation evaluation, sales collateral, personal visit, white paper, etc.)
10. What is the single essential message we must tell the target audience(s) to achieve the desired effect? (Be as concise as possible.)
11. What evidence is there to support our claims? (Features and benefits, testimonials, case studies, etc.)

12. Can anyone else make a similar promise?

13. Arethere any technology issues to address? (Compatibility, operating systems, hardware requirements, etc.)

14. What specific industry issues must be addressed? (Trends, etc.)

15. Are there any industry, product or competitive issues to be avoided?

16. What tone should the piece employ? (Hardhitting/serious, educational/informative, humorous, etc.)

17. What do you like about your current piece(s)? (Look and feel, tone, messaging, functionality, etc.)

18. What don&€™t you like about your current piece(s)? (Look and feel, tone, messaging, functionality, etc.)

19. What overal impressions (look and fedl, etc.) would you like the piece(s) to make?

20. Will this piece(s) be used with any other pieces? (proposals, collatera, letters, etc.)

21. How will the piece(s) be used (online, leave behind, trade shows, mailed, etc.) and at what point in the sales cycle?

22. Any other comments?

(End form)

Admittedly, getting clients to answer these questions isn&€™t always easy.

That&€™s why it&€™s best to be flexible with the use of a marketing/creative brief. Y ou can ask the client to fill it out. Y ou can use it to interview the client. Y ou can fill it out
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yourself for the clienté€™s review. Any sort of collaborative approach works well.

In the end, stressto your clientsthat if they want more clicks, more leads and more sales, they need to actively participate in the input process.

One you have al the information you need, you&d€™re ready to write awinner.

(c) 2005 Neil Sagebiel

Nell Sagebiel is aveteran copywriter, urban escapee and proud publisher of Headlines from Floyd, a FREE monthly ezine of proven copywriting and marketing tips for

generating more business. Regular ezine features include his popular "marketing magic" and "copywriting gem" sections. To sign up and also get a FREE valuable bonus report,
Close More Sales with Testimonials, take afew seconds right now to visit http://www.neilsagebiel.com.
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