
How to write a good brief 
and why it matters

The benefits of writing a good brief

Communications come in all shapes and sizes. They can range from a single 
sales email to a blog on your website, or a social media post to a paid advertising 
campaign on social media, and everything else in between. It’s tempting to dive 
straight in, but smart marketers take time to think first about precisely what the job 
the communication has to do, who it has to influence, what they want them to do 
and what information they need to persuade them to take the desired action. This 
will keep your communications strategically on track.

The simple tool that does this for you is called the Brief, and every successful 
communication and campaign has one. What’s more, writing a brief is a simple 
process that involves answering some key questions about your business or your 
product and your audience. 

A brief is a simple and efficient was to help you collect your thoughts and examine 
the opportunity from the key angles. It will also help you keep your  content more 
focussed and relevant to your audience.

Without a good brief, it’s 
difficult to know what to say.
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Example of a sample brief
A brief is like a compass, it points your marketing communications in the right 
direction.

Here is a typical brief. It shows you how to complete a briefing form using the 
example of Start Up Club.

1. Product/Service – what are you selling?

• Start Up Club run by Town Square Limited

2. Objective – what must your communication achieve?

• Encourage hub members to become regular attendees of our webinars by 
signing up to receive the weekly newsletter that announces upcoming sessions. 

3. Target Audience - who is the primary target for your message?

• Start-ups, small businesses, entrepreneurs, freelancers

4. Strategy – how will the communication achieve this task?

• By telling the audience that by signing up to receive the regular newsletter you 
won’t miss out on important webinars that are of real interest to you.

5. Proposition – what is the key feature or benefit?

• Don’t miss out on our free webinars that deliver qualified business advice, 
insights and ideas that can help you and your business.

6. Support – what information or evidence supports the proposition?

• The webinars are given by experienced business people with specialist 
knowledge and first hand experience. 

• Many of the speakers have been through the start-up experience themselves 
and are fellow Start Up Club members.

• The webinars cover a wide range of highly relevant business topics.

• Attendees can benefit from gaining new business knowledge and  learning new 
skills.

• The webinars are free to attend.

7. Competition – who else is fighting you for your target audience?

• Numerous other organizations from other co-working spaces to local chambers 
of commerce and digital platforms are offering webinars.

8. Tone of voice – describe your brand or businesses TOV in 3 words

• Start-Up Club understands the needs of start-ups and small businesses 
choosing to specialise in developing relationships with individuals and small 
teams rather than big corporations. Our tone of voice is friendly, personal, 
helpful.
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9. Desired response – what should the communication make 
people do, think or feel?

• Sign up for the newsletter.

• Book attendance at webinars via Start Up Club website, newsletter links, social 
media posts.

• Value being part of a business community that shares their values and supports 
each other.

10. Media – where will the communication appear

• Various media including Start Up Club website, blogs and newsletter.

• Social media including Facebook, Instagram, LinkedIn.

Depending on your business, or the message you’re putting out, you don’t have 
to complete all the boxes, but the more the better. The most important ones to 
think about are #5 Proposition and #6 Support because together they answer the 
most important question everyone will have as soon as they see your message or 
communication – What’s In It For Me?

Brief writing exercise – now it’s your turn

Use the headings from the Brief above (or as many of them as you can) to write 
your own brief. First decide if you want to communicate a message about your 
company or business as a whole, or one product or aspect of it.

Now. you’re ready to go. To help you, below we’ve given you some pointers as to 
what to write under each heading. These are only examples and what you write 
is up to you. But a word of warning. Although we’ve displayed the brief as being a 
set of boxes to fill in, writing a brief is a lot more than merely being a box ticking 
exercise. The overall guiding principle here is the more thought you put into writing 
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your brief, the more relevant and effective will be the messaging or content that 
results from it. And at the end of the day that’s what it’s all about.

Explanation notes to help you write a brief

• Product/Service – write here what it is specifically you are communicating. 
Is it a product, a sign up for a newsletter, a donation to charity, a special offer 
announcement?

• Objective – write here the job that has to be done: increase sales, boost 
membership, generate greater awareness, change a point of view, inform about 
something new.

• Target audience – who makes up your target audience? Describe a typical 
target customer. Are you taking to everyone who buys your product or a group 
within your customer base? Are you talking to existing customers or new ones? 

• Strategy – How is your communication going to work. For example, there are 
various ways to sell a car: price, performance, looks, economy, etc. Can you pin 
down the key way you go about your business or sell your product?  

• Proposition – can your communication make the customer an attractive offer? 
Can it highlight a key benefit or problem your business or product solves? Your 
proposition should answer the key question your audience wants answered – 
What’s In It For Me? 

• Support – write here what it is that justifies your claim or proposition, or gives 
the information or evidence that backs up your claim or any promise you make.

• Competition – who are your competitors and what claims are they making?

• Tone of voice (TOV) – describe your brand or business’s tone of voice. For 
example, a serious newspaper’s TOV is authoritative and a tabloid’s TOV is 
cheeky. 

• Desired response – what action should the target customers take: buy, sign 
up, visit. Write here what you want them to do specifically with as much detail as 
possible. 

• Media – list here all the places your communication will appear.

Working with a supplier or consultant
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You may feel that some communications jobs need the help of a creative 
professional like a copywriter, or a graphic designer, or a social media consultant.  
The role of the brief is just as important here too. It will help you  explain more 
accurately what’s required from them and in a way they will be familiar with and 
understand. It’s a also a good idea to present them with your brief first and discuss 
it with them because their knowledge and experience can also inform the brief 
before you finalize it. A good brief makes for more focussed discussions and also 
gives you a good measuring tool, because you can refer back to it when evaluating 
their work and ask yourself is it “on brief”.

Summary
A good brief keeps your sales and marketing communications including social 
media – on track, saves you time and effort and improves results.
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