COMMTELLIGENCE  /  2026 BRIEFING WORKSHEET
[image: A picture containing logo

Description automatically generated]
[image: A picture containing logo

Description automatically generated]
	01
	CONTEXT
What are we trying to achieve, and why?


	1. THE WHY
Why are we doing this? What problem or opportunity are we responding to?

	5. LIKES
What styles or work approaches do we respond positively to, and why?


	2. THE BACKGROUND
What does the agency need to know about how we got here? Link to relevant resources where helpful.

	6. DISLIKES
What do we want to avoid, and why?


	3. WHAT'S HAPPENED BEFORE?
Have we done something similar? What worked and what didn't? Add links to previous materials where helpful. 

	7. WHAT'S GOING ON RIGHT NOW?
Are there current projects, issues, community conversations or sensitivities that could affect this work?


	4. BRAND IN ACTION
What existing campaigns, designs or applications can we share with the agency to show physical examples of our brand in action?

	8. WATCH-OUTS
Are there stakeholders, topics, previous decisions or potential reactions the agency should be aware of? 
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	COMMUNITY
Who are we trying to reach, and what do they need?


	1.  PRIMARY AUDIENCE 
 Who most needs to see, hear or act on this? Specify key demographics.

	5.  WHAT MATTERS TO THEM?
 What need, motivation or benefit should the communication connect with?

	2.  SECONDARY AUDIENCES 
 Who else matters to the project?

	6.  WHAT MIGHT STOP THEM?
 What barriers, objections, misconceptions or frustrations could get in the way?

	3.  WHAT DO THEY ALREADY KNOW?
 What is their existing awareness or understanding?

	7.  WHO COULD BE HARDER TO REACH?
 Are there audiences that need a different approach, channel or message?

	4.  What is their existing awareness or understanding?
 What specific action or behaviour are we trying to encourage?

	8.  WHAT DO WE ALREADY KNOW?
What research, feedback, engagement results, customer data or community insights can we share?
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	CREATIVE
What do we want to say, and what should it look and feel like?


	1.   THE BIG IDEA 
What is the campaign, project or initiative called? Is the agency developing the name?

	5.   Design Inspiration
Any reference materials we can refer to? Good or bad examples?

	2.   KEY MESSAGE
 If the audience remembers just one thing, what should it be?

	6.   CHANNELS 
Where does this need to appear: web, social, print, EDM, media, video, outdoor or somewhere else?

	3.   TONE
How should the communication sound and feel?
	7.   DELIVERABLES 
Exactly what outputs do we need, and how many of each?  What sizes, formats, aspect ratios, durations, or technical specs are required?

	4.   CREATIVE DIRECTION
Brand guideline instructions. Fonts, colours, graphic elements, look and feel.
	8.   CREATIVE FREEDOM
What is non-negotiable, and where does the agency have room to challenge us or bring a new idea?
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	CONSTRAINTS
What does the agency need to work within?


	1.    BUDGET
What is the available budget? Does it include production, media, printing and third-party costs? If the budget is to be confirmed, consider a budget scenario 1, 2 and 3. 
	5.  FINAL APPROVAL
   Who actually has authority to sign it off?

	2.    DEADLINE 
  When does it need to launch or be delivered? Is that a hard deadline or a preferred date?

	6.    REVIEW ROUNDS
   How many rounds of feedback can the timeline and budget reasonably accommodate?

	3.    PROJECT PLAN
What are the key milestones between briefing and delivery?
	7.    RESPONSIBILITIES 
 Who is providing copy, imagery, data, brand assets, access, printing, distribution or other inputs?

	4.    REVIEWERS
Who needs to review the work?
	8.    NON-NEGOTIABLES
Are there brand, accessibility, legal, governance, procurement, policy or technical requirements we must work within?
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	CRITERIA FOR SUCCESS
How will we know the work achieved its purpose?


	1.     SUCCESS LOOKS LIKE…
At the end of this project, what would make us say, “That worked”?
	5.   QUALITY 
    Is success about more than just numbers, such as the quality or relevance of participation?

	2.     TARGET ACTION 
   What do we want the audience to do? Or is this for awareness only?

	6.     TARGETS 
    Can we set realistic numbers or benchmarks before the campaign begins?

	3.     PARTICIPATION
What level of entries, registrations, downloads, enquiries, attendance or other participation are we aiming for?
	7.     MEASUREMENT 
  How will we collect or track the results?

	4.     REACH & ENGAGEMENT
Which reach, traffic or engagement measures matter to this project?
	8.     REPORTING
Who is responsible for evaluating and reporting on the campaign afterwards? And in what format?
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