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Agency Briefing Template

Project Details
	Project Name
Give the project/campaign a name. Or note if the agency needs to develop this.
	

	Organisation/Client
Who is commissioning the work? Include the relevant business unit or department. Are there any other external stakeholders directly involved in the delivery?
	

	Project Team & Contact Details
Who is the main contact, and who else is involved in delivering the project?
	

	Required Completion/Launch Date
When must the work be delivered or launched? Is this date fixed or preferred?
	

	Date Brief Provided
When was this brief submitted to the agency?
	



Context
What are we trying to achieve, and why?
	Project overview/background
Why are we doing this, and what problem or opportunity are we responding to? Include links to relevant plans, research or supporting information.
	

	Objective
What must this project achieve? Keep this specific and focused on the intended outcome.
	

	Previous relevant activities/learnings
What has been tried before? What worked, what did not, and what should we do differently?
	

	Current issues or sensitivities
Are there current issues, stakeholder concerns, past decisions or potential reactions the agency should know about?
	



Community
Who are we trying to reach, and what do they need?
	Primary audience
Who most needs to see, hear or respond to this work? Include relevant demographics like age, gender, interests, etc. Developing an audience persona is also encouraged.
	

	Secondary audiences
Who else needs to be considered or may influence the outcome?
	

	What do we already know?
What research, feedback or community insights do we already have? Are any audiences harder to reach or likely to need a different message, format or channel?
	

	What do they already know?
What is the target audience’s current level of awareness, knowledge or understanding?
	

	What matters to them?
What needs, motivations, concerns or benefits should the communication connect with?
	

	Desired audience action
What do we want people to think, feel or do? Note if the objective is awareness rather than action.
	

	Barriers/challenges
What objections, misconceptions, access barriers or frustrations could get in the way?
	



Creative
What do we want to say, and what should it look and feel like?
	The Big Idea (campaign name)
What is the campaign, project or initiative called? Note if naming or concept development is required.
	

	Key message
If the audience remembers only one thing, what should it be?
	

	Supporting messages
What additional information or proof points support the key message?
	

	Tone/personality
How should the communication sound and feel? For example, reassuring, direct, energetic or authoritative.
	

	Relevant references/examples
Share useful campaigns, designs, publications or examples of your brand in action. Explain what is relevant about each example.
	

	Likes/dislikes
What styles, campaigns or approaches do we like or want to avoid, and why? Include links or examples where possible.
	

	Creative direction and brand guidance
What should the work look and feel like? Include preferred fonts, colours, imagery or graphic elements, and attach the current brand style guide. Also important to note any elements that should not be followed or used.
	

	Channels
Where will the work appear? Include all relevant channels and note how audiences use them.
	

	Deliverables (include quantities & specifications)
What outputs are required? Include quantities, dimensions, formats, durations and any other technical  specifications.
	

	Creative freedom
What must be followed, and where can the agency challenge the brief or recommend a different approach?
	



Constraints
What does the agency need to work within?
	Budget
What budget is available? Include production, media, printing and third-party costs if applicable. If your budget is still to be determined, consider providing a low, medium, and high tier so the agency can offer multiple options.
	

	Key dates
What are the key milestones, review stages and delivery dates? Include launch dates and blackout periods, such as when staff are on extended leave.
	

	Roles and responsibilities
Who will provide copy, imagery, data, approvals, platform access, printing, distribution or other inputs?
	

	Reviewers/final approver
Who will review the work at each stage, and who has final sign-off authority? How long will you need for each review?
	

	Technical/legal/governance requirements
What brand, accessibility, legal, policy, procurement, governance or technical requirements must be followed?
	



Criteria for Success
How will we know the work achieved its purpose?
	Definition of success 
At the end of the project, what would make us say, “That worked”?
	

	Success measures/KPIs
What realistic indicators, targets or benchmarks will show whether the objective was achieved? Include quality as well as quantity where relevant.
	

	Measurement method
How will results be collected or tracked, and what tools or data sources will be used?
	

	Reporting
Who will evaluate and report on the results? Specify the audience, timing and format of the reporting.
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