The first three sections of the creative brief are derived from the marketing plan and prior communication between the creative specialists and brand managers. The planning framework of this text, shown in Chapter 1, also supports all sections of this creative brief illustration. Chapter 1 highlighted the importance of the marketing plan for promotional planning, which should provide sufficient background on the nature of the communication problem or opportunity. Chapter 3 described important aspects of consumer behaviour along with options for target audience selection and guidelines for a target audience profile. Combined, Chapters 4 and 5 explained the usefulness of response models and communication objectives that guide remaining decisions. Chapter 6 indicated different brand positioning options that creative specialists might propose as communication solutions. The rest of this chapter describes the creative strategy decisions that the creative specialists focus on when developing ad executions upon finalizing the creative brief. Finally, creative briefs may also include supporting information and requirements that should appear in any message to ensure uniformity across the ads used in a campaign.
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