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BRAND/PRODUCT ESSENTIALS

Components of Ogilvy Creative Brief
THE PRODUCT IS:
A simple explanation of the exact product you will be advertising (and its main feature). Brand and product may be same thing (as in the case of corporate advertising e.g. IBM)

THE BUSINESS OPPORTUNITY IS:
What are you trying to achieve in business terms?
Is it about trial, increasing penetration, growing share, cementing loyalty, increasing profitability?
What is the source of this business? E.g.
To attract new users to the brand from key competitor X
To grow sales/increase penetration by getting to new mums first

WHY ARE WE ADVERTISING IN THIS INSTANCE?:
This is how the advertising should deliver “more trial” or “more sales”
It is the basis of your strategy e.g.
To tell users of X it is better than theirs because …
To appeal to certain characteristics of the user which underpin their reason for use = “I like to be different” or “ I must have the best”

WHO ARE WE TALKING TO AND WHAT RELEVANT THINGS ARE GOING ON IN THEIR LIVES?
Not jus “30-45 year old, middle class housewives with kids”. The creative team needs to get inside their heads in order to appeal to them:

“Women who are sick of being patronised by feminine care advertising which shows them as beautiful confident people. They want the truth”

WHAT DO THEY THINK/FEEL ABOUT?

A) THE CATEGORY - What characterises use in the category and what makes these people different e.g. “interested and concerned about the environment but not sure what to do about it”

B) THE MAIN COMPETITION - How do they feel about it and is there a weakness you can leverage, e.g. “Greenpeace are the most high profile, but are too militant for these people”

C) OUR BRAND - Truthfully, how do they feel about it? If they dislike it say why. If they ignore it, say so and look for something that will interest them. If they like it, say why. If they’ve forgotten it, talk about the things that will trigger a stronger response

WHAT RESPONSE DO WE WANT? (WHAT DO WE WANT THEM TO THINK/FEEL AS A RESULT OF SEEING/HEARING THE ADVERTISING?)
What message do you want to leave in people’s head about the product or the brand?
What will change as a result of the advertising?
What do you expect people to “take out” of the advertising, rather than what you “put in”?

WHAT IS OUR KEY PROPOSITION?
The advertising must be about having something to say - a specific opportunity, or a solution to a specific problem. Not to be confused with the response. E.g. The response to the proposition is “Miriam tells a good joke” is “Miriam is very funny”. The proposition is not “Miriam is very funny”

WHY SHOULD THEY BELIEVE IT?
What is the support for (the reasons to believe)  what the advertising

BRAND/PRODUCT ESSENTIALS

