	Creative Strategy 
	
	Value

	THE KEY FACTS
	What do we know about the product?
Key facts based on research: What’s unique and interesting about the product or brand? Dig deep to uncover facts and stories that are relevant and contain some insights.
	1.5


	THE OBJECTIVE
	What do we want to happen?                   
Identify what you’d like the consumer to think/feel/do after seeing the ad. (Remember, the goal isn’t just to sell stuff – it’s what the ad is trying to do as a piece of communication.)
	1.5


	THE TARGET 
	Who are we talking to?                   
1) A detailed description of the Demographics of the primary target group. (WHO you want to buy the product.)
2) A detailed description of the Psychographics of the target group. (WHY they buy the product.) 
3) Add some visuals of how you see the target consumer.
	1.5


	THE MAIN MESSAGE
	What one thing do we want the ad to say?                           
Clearly communicate the main promise the ad makes to the consumer, which is often the main benefit they receive from the product. Keep it short: one sentence, one focus.
	1.5


	THE TONE AND MANNER
	How will we communicate the message?  
What is the style/personality for the advertising? (3-5 words)
	
1.5


	THE ONE IDEA
	Put it all together in a single sentence.  
Using the TARGET/BENEFIT/REASON format outlined in the strategy presentations, write your creative brief as one sentence: “To those who…the brand/product is/does…because…”
	2.5

	EVALUATION
	· The Creative Strategy is typed up and saved as a PDF. Organize and format it neatly.
· The assignment answers all questions above.
· Answers are thoughtful, insightful, well-articulated and show depth of reflection. Keep things concise.
· Deductions for spelling or grammatical mistakes. 
	

	MISSED DEADLINE
	After deadline on due day: Minus 10%
After 24 hours: Minus 30%
After 48 hours: Minus 50%
Project not accepted after 72 hours.
	

	TOTAL
	
	10
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