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Creative Brief Template

CREATIVE BRIEF TEMPLATE
The secret to project success

ABOUT THIS TEMPLATE
A solid creative brief can keep everyone on the same proverbial and literal page, maintaining the 
integrity of your target messaging and ensuring that the project stays on task. This is especially 
important when hiring voice over talent, as knowing what you need is the first step to hiring who 
you need. Plus, when you’re able to share a creative brief with the voice over actor, so he or she 
understands your project as well as you do, you ultimately stand the best chance of success  
in the first take.

https://www.voices.com/
https://www.voices.com/
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HOW TO USE THIS TEMPLATE
Here’s a free creative brief template that includes key questions you should ask yourself, your team, 
and your project stakeholders, in order to ensure that your project starts on the right foot, and stays 
there.

Using these questions as a jump-off point, you can then further customize the template to include 
other items more specific to your industry or the task at hand (like your voice over project!).

Simply copy and paste the text from the template below into your word processing program  
of choice.

https://www.voices.com/
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Your Project Title Goes Here

Creative Project Brief

Today’s Date Goes Here

PROJECT MANAGER

Name and contact information of the lead on the project.

OTHER INTERNAL STAKEHOLDERS

Names and contact information of others within the organization who will be involved with the 
project.

COMPANY BACKGROUND

•	 An About Us description of the company to give a quick overview about what you do and sell.

PROJECT BACKGROUND

•	 Include any useful information around how this project came about – was a need identified, and 
if so, what led to that discovery?

•	 Does the project fit within a greater context? If so, describe the bigger picture.
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CORPORATE BRAND

•	 What business brand constraints does this project have to operate within, and what sort of tone 
should the messaging, imagery, graphics, etc. have to be consistent with? For example: 
	 •     What creative or graphic standards are in place (colors, fonts, logo properties)?  
	        Provide documentation if some exists. 
	 •     What is the brand voice the company uses? Are you a relatable authority? Guy/Girl  
	        next door? Include any brand personality documentation that you have.

TARGET AUDIENCE AND OTHER STAKEHOLDERS

•	 Description of who this project is communicating with or who the final product is directed to: 
	 •     Note that “people 16-65” is not a target market (this is the whole market). The more  
	        specific here, the better. 
	 •     Include demographics as well as psychographics (information about how they  
	        behave/think/feel).  
	 •     Include customer profiles, if you have them.

•	 Describe any other audiences that should be considered. For instance: 
	 •     Will other company stakeholders or customer groups have sensitivity to particular  
	        messaging, which should be considered?

GOALS AND OBJECTIVES

•	 As a result of this project, what do you want people to do? Think? Feel?

•	 What specific, measurable, metrics of success will be used to assess this project? What are 
those numbers now, and what should they be after this project?

https://www.voices.com/blog/understanding-how-to-express-your-brand-voice/
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MESSAGE AND CREATIVE EXECUTION

•	 What is the one, single, clear message or communication objective of the project? 
	 •     Secondary messages can also be identified, but there must always be a singular,  
	        overarching communication objective.

•	 Why should the target audience care? What’s in it for them?

•	 What problem of theirs does this solve?

•	 What features and benefits need to come across?

•	 If the audience asked us to prove it, what would we say?

•	 Why should they believe us?

•	 What is standing in our way, when it comes to the audience believing us?

•	 What is the call to action?

•	 What messages/wording should be avoided?

•	 If your project includes scripting components, do you have examples of how scripts should be 
laid out? 
	 •     Check out sample scripts to get inspiration for your scripts.

•	 What does the target market believe before we tell them anything?

•	 What do we want them to believe after they’ve been exposed to this?

IMAGERY

•	 What type of images should be used, if any? 
	 •     Not necessarily a specific image, but more about how that image should feel, and what it  
	        should convey. 
	 •     Consider finding images online that are consistent with what you envision, and then  
	        describe how they’re a ‘fit.’ Does one convey a particular emotion that you like? Does  
	        another have the simplicity you envision for the creative execution? Is there another that  
	        features a graphic treatment that you like?

•	 What imagery should be avoided, if any? 

ADDITIONAL HELPFUL INFORMATION

•	 If applicable, include here: 
	 •     Any mandatory elements, for example, logo, website URL, phone number, tagline, etc 
	 •     Examples of past material that could be helpful, or that this should be consistent with or  
	        different from. 
	 •     Any helpful information about competitors – who they are, examples of what they do.

•	 Notes about the context: for example, if this will appear in a magazine, is there anything that 
should be considered because of placement, limitations, etc.?

https://www.voices.com/blog/voice-over-sample-scripts/
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FINAL DELIVERABLES AND CREATIVE SPECIFICATIONS

•	 What are the final elements that, once finished, define project completion?

•	 Include any specs that the deliverables need to be in, for example, from the printer or media 
outlet for size, color, file requirements, etc.

•	 Consider any exclusions to the project scope. Will aspects of the creative be completed internally 
and supplied, or are graphic assets also required?

BUDGET

•	 What is the budget or budget range for completing this project? If you need ideas on how to go 
about setting out a budget, you can look to examples, such as setting your animation budget to 
set you on the right path.

•	 If requesting a quote, how would you like that quote broken out (often a single number is 
provided)? Be specific regarding whether you would like a quote by line item, or even just broken 
out between agency fee and media spend, for example.

•	 Are there any exclusions? For example, are you providing any digital files or other art that 
wouldn’t have to be created from scratch?

•	 Consider requesting a quote that includes a list of any anticipated or possible additional 
expenses.

•	 Avoid providing a creative brief without providing a budget. A problem can be solved in many, 
many different ways, and it’s critical that external agencies, in particular, have at least guidelines, 
so that they can understand which range of solutions they should consider to meet your 
expectations.

SCHEDULE AND DUE DATES

•	 Include not only the final date, but deadlines along the way.

•	 Consider time for revisions.

•	 Include who the required approvers are and at which stages they should be brought it, and factor 
in reasonable time for those approvals.

•	 Ensure there is clarity around who is responsible for which stage of the project, and what the 
hand-off points are.

https://www.voices.com/blog/building-animation-on-a-budget/

