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A Brief
The video gives a fully detailed description a document that is shared between two companies or institutions. One is the client, and the other a service provider. Either of the two provides a detailed brief of what is expected to be done by the other party or a company profile with the goals expected to be achieved. We can see it being described by other speakers as a simple document and at the same time complex because it’s expected of the other party to interpret it. Especially the service providers, they need to give an output that will correspond to the company’s goal. 
We have different speakers, all service providers explaining their own different understandings of a brief document. We have individuals that perceive it not just as a document but as a relationship between them and the client. To them, it’s all about connecting with the client, about seeing the client's vision. We have a speaker that connected with a client through the brief document and ended up giving worldwide recognizable output just by having a deeper understanding of it. There are speakers that indicate that you don’t just accept the brief when forwarded. There are briefs that are rejected because of the message, the truth behind it all and the tone of the brief. Is it acceptable? How aggressive is it? Is it inspiring? So many factors that the speakers consider so that they can have an output that will make a difference. 
In this video, all speakers are service providers, excluding one speaker who is a writer, more so CEOs and founders of marketing companies. The writer has her own understanding of a brief. To her, a brief is to bring out her message in the form of a story and pictures through spreading to children differentiating between their ages. The other speakers have a discipline of reading the brief and understanding it, and even going to the point of re-writing it to have a credible and clear output. We have speakers that are not in charge of a brand advertisement but others that have been given charge of projects outside their circle, like constructions, just because of their interpretation of ac client's idea and vision.
Not all projects end up successful, mostly because of the interpretation of a brief. There other factors to consider, but the major one starts with the project managers, as we can see from the video. If the project manager doesn’t relate to the client's vision, it will not be a successful one. At some point, the project manager has to act as if the brand is his or hers, re-write the brief if he or she has to. That’s how a project can become successful.
