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Web Sites

There are countless reasons why and how a website can benefit your business. The Internet is the most professional, effective, and cost efficient way to advertise and reach qualified prospects. 

With a web site, your product or service is accessible globally, to prospective customers 24 hours, 365 days a year. More and more people these days are using the Internet as a first post of call because of its convenience and to save time. Customers and the general public almost expect that a company has a web site. If people want information on a product or service, they are now saying, "I think they have a web site, I'll check that out first."

1.The big picture
Give the high-level background information about your business, using declarative statements: “This is what’s happening” and “This is what we want to do about it”. Don’t forget to explain the biggest obstacle to success. 

2.  Website Objectives

This is a paragraph or two summarizing the important business objectives or outcomes you expect from your site.

Instead, your objectives should explain the ultimate goals and/or criteria for success of the design/redesign. These might include statements like:


• 
Get readers to double the amount of time they spend/content they consume on the site


• 
Make people want to organize into communities on our site


• 
Increase subscriptions to our premium content section
3. Competition

Think hard about who your real competitors are.  Some competitors may be online only.  List each competitor and include at least the following information about each:


1 
URL

2 
Traffic rank 


3 
What they’re doing (notable product or advertiser initiatives)


4 
Strengths and weaknesses


5 
How is the competitor putting pressure on your readership and revenue


6 
Which sites or components of competitors’ sites meet your audiences’ needs?


7 
What is the perception of your brand vs. competitors?


8 
What sets your brand apart from your competitors?


9 
How is the content on the site unique, distinguished from any other content that’s available on other websites?

4. Who is the audience?

Here are the kind of questions you might answer in order to paint a clear picture of your audience and what they care about.  (Add your own questions that make sense for your publication):


1 
Detailed demographics (but don’t stop at that!)


2 
What do they read?


3 
What motivates them, frustrates them or makes them laugh?


4 
Are they customers? Prospects?


5 
How often do are they online?


6 
What do they do online?


7 Do they visit competitors’ sites? Which ones?


8 What should the users’ first thoughts be after engaging with the site post-redesign?


9 How Web-savvy/technically sophisticated is this audience?


11 What are the needs of this audience that must be met by the site? What solutions are they looking for?


11 How strong is our brand equity with your audience?


12 Who is the secondary audience?
5. Unique Selling Proposition (USP)

What is the single most motivating and differentiating thing you can say about your website to the target audience to make them act in the desired way?  Your USP must say to your audience, “use this website, and you will get this specific benefit.”


• 
The proposition must be one that the competition either cannot, or does not, offer. It must be unique—either a uniqueness of the brand or a claim not otherwise made by competing publications


• 
The proposition must be so strong that it persuades new readers to register or subscribe to your publication.

Tests for your USP:


1 
Does it immediately communicate precisely what you want to say?


2 
Does it contain a fact about the brand you didn’t know before you started writing? Is it surprising or thought-provoking?


3 
Does it contain a strategic insight?


4 
Does it contain a benefit to the reader?


5 
Do you believe it?

6. Brand Character

Describe your editorial voice.  That’s the way you speak to your readers and will largely determine how those readers feel about your brand.  How do you want people to feel about the brand after they’ve used your website?  What should be the audience’s #1 takeaway from the redesigned site?

7. Mandatory items

Every publication has certain items that cannot be left to the discretion of the designer or that inform the creative direction.  It’s important to spell these out. 

For example, if your number one goal is growing your email list, you may include the item “subscription form on every page”.  Or, maybe you need a certain ad unit to always appear above the fold because of advertiser commitments. Getting these right up front will save you frustration and lost time later. 

8. Materials

Do you will provide the content for the pages or you want to be developed by the agency?

If YES please mention:

Name of the company – tag line/if you have one

Logo – do you have a logo for your company? Please send the jpg file. 

Tone and Images to be used?

Funny and casual, or formal and buttoned-up, or… What do the audiences believe or think, before you start communicating with them? What tone and imagery should we use to engage them? Specific visual goals?

Messages: Features, Benefits and Values?

List top features and/or facts about the program, service or organization, and its value to target audiences. How do these stack up against the competition? If you could get one sentence across, what would that be? How would you prove it? Other major points?

9. What do you need from the creative team? When do you need it?

Example: Web page design, Landing pages, ebanners/header, eMagazines, eNeswsletter etc

Write information about media, size and color as well as deadlines for:

a) creative idea first presentation

b) initial creative  idea review
c) final review of materials
d) final client approval
e) final materials delivered

10. Project Timeline

Indicate major milestones:

11. Client services check list

[ ] Do you have any reference sources: previous ads, brochures, competitor ads, books, videos or Web sites?

[ ] Do you have contact info / links to people, research or resources that can help the creative team?

If YES please provide the materials/info to the creative team.

12. Budget

Has a budget been approved? Please indicate your budget for this project if is possible or indicate if you have any budget limitation.


13. Others

Add any key information not covered under the above items.
Thank you for your time spent to complete the Marketing Communication Brief. 

We will come back to you with our complete project evaluation with project milestones and, time lines and budget evaluation.




Client:


Client contact information:


Name, phone number and email address of the person or people on the client side. 


Project Name:


Date:
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