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Student Resource 3.1
Example: Creative Brief

To Kill a Mockingbird by Harper Lee – Book Cover – Creative Brief                                   September July 17, 20210

	Business Group:
	J. B. Lippincott & Co. Publisher

	
Channels:
	
Print (Hardback and Paperback)
	

	
Publisher Contact:
	
Elaine Miller
	





BACKGROUND
We are celebrating the 650th anniversary of the Pulitzer Prize–winning novel To Kill a Mockingbird by Harper Lee. We will design a special anniversary cover for this occasion. The cover must entice people to read or reread this great American classic. Please research the plot and main characters as well as the primary themes. We want readers to feel like they are witnessing a special occasion and engage them to flip the cover and read the book. The design must give shoppers a feeling of excitement and must encourage them to buy it. 
COVER OBJECTIVES
We want to raise awareness of this classic and create a buzz about this special edition so that it will sell all over the country. We want the teachers to be inspired to read this book with their students. 
TIMELINE
Initial creative review of rough sketch ideas on (date), final cover to be delivered to the printer on (date).
DELIVERABLES
Create three versions of this book cover in full color: one with a photographic image, one with an illustration, and one with a type-only, graphical execution. The size is 6 in. x 9 in.
TARGET AUDIENCE
Even though this book is targeted to readers of all ages, ethnicities, and genders, keep in mind that it is often read in high school. This book was first published in 1960. Research how it was marketed then, and how it might be marketed differently today, if at all differently.
TONE/LOOK & FEEL
There is no style guide, but style must be appropriate for high school students. 
MANDATORIES
“To Kill a Mockingbird” and “A novel by Harper Lee” copy lines
“Winner of the PULITZER PRIZE” as a text mention
“650th Anniversary” bug/logo to be designed and included. This could be in the form of a sticker or included in print. Think about different print finishes for this to give it a special appearance. Could it be varnished? Embossed?




Student Resource 3.2
Note Taking: Steps in the Graphic Design Process
Student Names:_______________________________________________________ Date:___________
Directions: For each step in the graphic design process, note the most important questions and tasks you need to address.
	Step 1: Identify and define the problem	

	








	Step 2: Gather information about the client, the competition, and the target audience

	








	Step 3: Develop a creative brief

	









	
Step 4: Develop a concept

	






	Step 5: Integrate concept and visual elements into roughs

	








	Step 6: Sell your design to the client

	










	Step 7: Finalize the design

	









	Step 8: Work with a third party (printer, web developer, etc.) to produce your design

	











Student Resource 3.3
Reading: Steps in the Graphic Design Process
[image: C:\Users\Mika\Documents\Pearson\2015\July\3\GraphicDesign_Lesson3_Presentation_ROOT_070115\Slide1.JPG]
A thoughtful, well-structured design process is essential to solving visual communication problems. Although there are different ways to work through the design process, the fundamental steps outlined in this presentation provide the basis for successful design.
[image: C:\Users\Mika\Documents\Pearson\2015\July\3\GraphicDesign_Lesson3_Presentation_ROOT_070115\Slide2.JPG]
To begin as a graphic designer, you must understand the needs of the client. Ask as many questions as you need to in order to understand what the client wants to communicate to the audience. Is the design meant to inform, educate, sell, or identify? 
Use this information to zero in on what the client wants you to communicate. Determine the single most important idea you need to communicate. This is the definition of your problem. Write it on a sticky note or an index card and keep it within view as you are working so that you can easily evaluate the relevance of your solution.
[image: C:\Users\Mika\Documents\Pearson\2015\July\3\GraphicDesign_Lesson3_Presentation_ROOT_070115\Slide3.JPG]
Thorough research helps the designer understand the client and find the solution that is most appropriate for the problem. In addition to Internet research, you will want to meet with the client, interview employees about their company, and look at marketing collateral. This will help you understand the company’s mission, history, and essential qualities. 
If you are working with a large company with a long history, you may need to ask: What part of the client’s history is relevant to this project? For instance, AT&T, the carrier for iPhone, is not really AT&T the phone company of 1950. In cases like this, the client’s historical identity may have no bearing on the current marketplace. 
You need to scrutinize every aspect of the target audience. Examine its demographics, and analyze materials that address audience interests. Be sure to consider the audience’s “what’s in it for me?” instinct. Informal discussions with potential customers are one way of gathering information. Industry and trade magazines often provide a wealth of information about the target audience and the competition. These also provide information about the types of images, graphics, colors, and type styles that are appropriate for the audience. 
[image: C:\Users\Mika\Documents\Pearson\2015\July\3\GraphicDesign_Lesson3_Presentation_ROOT_070115\Slide4.JPG]
A creative brief is a strategic plan that both the client and the designer agree upon. The creative brief serves as a springboard for the work that follows. Research done in the previous step plays into forming this strategy. Elements such as budget, deadlines, and deliverables are also important parts of the creative brief. 
[image: C:\Users\Mika\Documents\Pearson\2015\July\3\GraphicDesign_Lesson3_Presentation_ROOT_070115\Slide5.JPG]
Developing the concept is the most important part of a design project. Designers often use words to combine thoughts or ideas into concepts. Brainstorming is the process of writing down every idea that comes to mind, because even ideas that seem irrelevant might later spark a great concept. 
One way to generate ideas is to use a mind map. To begin, write the core ideas in circles. Then connect related words, thoughts, or phrases to the core ideas.
Sketching is part of the process designers use to visualize and explore various concepts. Use quick thumbnail sketches to determine which are the best ideas. Don’t stop with your first ideas. Keep working until you generate a solution that is interesting and unique.
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Roughs are sketches that represent how all the basic elements will work in a design. They allow you to test your ideas. Roughs are done to scale and in the right proportions; type is used so that decisions about font and spacing can be made. If the client has provided working text, use it to develop typographical choices. If not, pour “greeking” (dummy text) into your layout to indicate size, fonts, and leading. Colors are clearly indicated. Imagery is chosen. Everything is specific enough to enable you to make a decision about which concept, composition, and visuals work. 
Because roughs are often created on the computer, they may look like a finished piece. But the client does not see this phase. The purpose is to flesh out a few of your best ideas. If a thumbnail you have chosen to turn into a rough doesn’t work, go back and choose other thumbnails and turn them into roughs. 
[image: C:\Users\Mika\Documents\Pearson\2015\July\3\GraphicDesign_Lesson3_Presentation_ROOT_070115\Slide7.JPG]
Comps are what you use to sell your design to the client. A comp is a detailed representation of a design. It usually looks like the finished piece. Type, illustrations, photographs, paper stock, and layout are close enough to the finished product to give an accurate impression. By presenting three ideas, you give the client an opportunity to participate in decision making about the final design. Be sure that you like all three of the designs that you present, because you don’t know which one the client might choose. When presenting your comps to the client, be sure to refer back to the original client problem and explain how your comps address it. 
Designers typically use Photoshop, InDesign, and Illustrator to produce comps. In this course, you will be creating your comps using Photoshop.
Since a comp represents your solution, it must be extremely clean and accurate. Typically, you first present your comps to your design director and then, if they are approved, to the client. 
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Executing the final design requires careful work to ensure that all of the design elements work together and communicate the intended message. If the client has asked you to change one item, make sure you look at how that change impacts the rest of the design. You will likely need to go back and forth with your client once or twice, with the client proofreading and approving the finals. 
Well before making your final client presentations, be sure that your final design can be reproduced without going over budget.
The final design you give to the printer or web designer will be in a page layout program such as InDesign, or converted into Adobe Acrobat PDF format. Make sure you have your design in the final page layout format when you ask for final approval from the client.
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Providing the right materials to the printer or web designer and communicating clearly is essential to the success of any design production. For example, when you submit the job to a printer, make sure you have all of the pieces. This includes layout, image files, and font files for all fonts used in the design. If the job includes multiple pages or folding, also submit a folding dummy (a full- or reduced-size, folded and trimmed version that clearly indicates the page flow of the final printed piece).
It is your responsibility to see your project through to the end, which may include approval of the job as it comes off the printing press or in a digital mock-up. This step, called a press check, requires particular attention to detail. 
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At almost every step of the design process, you as designer will be interfacing with the client in order to produce a design that resonates with the client and accomplishes the client’s objectives. Remember to keep the lines of communication open. As you work through each step, think about what your work is saying to the client, and how the client will respond.

Student Resource 3.4
Research Notes: Event Poster
Student Names:_______________________________________________________ Date:___________
Directions: A concert hall in your area is planning an event with one of your favorite performers. The performer has hired you to create a poster to advertise the event. The creative brief on this page describes the work you are expected to do. First, read the creative brief and look for the different aspects of the problem that the poster must solve. Then answer the questions on the following pages of this resource. Use the Internet and other sources to gather information about the performer who will be featured on your poster, as well as information about the target audience, the venue, and the competition.
To begin, work with your teacher to define the specifics of the concert hall and the performer.
Where will the event be held? 
Who is performing? 
Poster to Advertise Upcoming Event with _________________________ (performer name) at _____________________________ (concert hall) 
Today’s date: 
[bookmark: _Toc121121982]BACKGROUND
This poster must reach out to people who live within 50 miles of the concert hall and who love the performer’s kind of music. We want the audience to enjoy the performance, engage with the artist to help the artist deliver his or her best work, help defray the cost of the performance through the purchase of tickets, and raise the profile of the performer, the venue, and the art itself. 
POSTER OBJECTIVES
We want to create a buzz all around town about this event so that all tickets will be sold and the concert hall will be filled with an enthusiastic audience. How can you entice prospective ticket buyers to be intrigued about this event?
TIMELINE
Initial creative review of rough sketch ideas on (date), print ads delivered to publication on (date).
ASSIGNMENT
Create full-color poster promoting the event. 
[bookmark: _Toc121121985]TARGET POPULATION
[bookmark: _Toc121121987]This poster is aimed exclusively at portions of the local population that are likely to enjoy this type of performance. Please research this target population in terms of gender, age, average income, marital status, style, musical background and preferences, subculture, and special lingo. How do people in this group differentiate themselves from the rest of the population? 
[bookmark: _Toc121121990]TONE/LOOK & FEEL
Must adhere to the branding of the performer.
[bookmark: _Toc121121991]MANDATORIES
Logo of the performer
Web address for ticket purchase
Date and time of performance
Full address of venue
Details of all ticket purchase information, including price
Why is the client (the performer) advertising? What is the client’s intent? (For example, does the client want to inform, educate, entertain, sell, or direct?)




What is the message the client wants to communicate? What is the essence of the event? What is important for the public to understand about this play or concert or dance presentation?



What is the single most persuasive idea that the poster should communicate? 




When you listen to the performer’s music or watch the artist perform, what images does it conjure in your mind? What words describe the performer’s style? 




What is the performer most well-known for? What events has the performer staged over the past year? What do people say about the performer? 




Describe the look and feel of the performer’s CD or DVDalbum covers and prior concert posters. (Think about colors, style, language, images, and so on.) 






What are the demographics of the performer’s typical audience (for example, gender identity; age; marital status; taste in music; social and financial status; education; clothing style; type of car driven; type of house; places the performer hangs out; specific likes or dislikes; religious, political, social, or ethical views; etc.)? What makes these people tick? What would the client like these people to think? What would the client like them to feel?




What is the tone and style of delivery most likely to be accepted by the target audience? How can you respond to the target audience’s question, “What’s in it for me?” 



What are the distinguishing characteristics of the location where the event will be held? 




What are the barriers that would discourage the target audience from buying tickets? 




Who is the performer’s biggest competitor? How does the performer distinguish him- or herself from the competition? 



Student Resource 3.5
Assignment Sheet: Creative Brief
Student Names:_______________________________________________________ Date:___________
Directions: Use the information in your research notes to write a creative brief for your poster project. First, do an outline, noting the information you want to include in your creative brief under each section heading below. When you are satisfied with your notes, create a polished version of the creative brief using a word processing program such as Microsoft Word. Remember, this is a brief: it should fit on one page! Before you begin working, review the assessment criteria and study the example creative brief in Student Resource 3.1, Example: Creative Brief.  
Overview: (What is the basic information about this project? Who is the client and what are the client’s needs?)






Message: (What is the value of this performance to the target audience? Outline how this performer compares to the competition. What is the single most important idea to communicate?)





Timeline: (When are the comps due? When is the finished work due? For this project, you can use hypothetical dates that you think would be realistic for this type of project.)





Deliverables: (What will be delivered to the client?)





Target Audience: (What are the most important points to consider about the audience the poster is directed to? Where will this audience view the poster? What should be included and what should be avoided when addressing this audience?)






Style / Look and Feel: (What style appeals to the target audience? Funny, loud, casual, calming, racy? What should be communicated visually? What images would be most effective? What language would be most effective?)  




Mandatories: (What are the client’s mandatory requirements in terms of content, style, etc.?)




Additional Information: (You might want to include information about the competition, for example.)




Make sure your creative brief meets or exceeds the following assessment criteria:
The creative brief contains a clear description of the client and the client’s needs and objectives.
The information about the target audience is adequate for determining the style of the message (the creative approach).
The creative brief clearly states the single most important message to convey to the target audience. 
The creative brief itemizes all deliverables and spells out all deadlines.
The creative brief is neat and well written, with no spelling or grammatical errors. 

Copyright © 2011–2015 NAF. All rights reserved.
Copyright ©. All rights reserved	1	NAF 2021
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Step 3: Develop a creative brief
B

® What is the most important information about the client?
® What is the specific problem to be solved?

® Who is the target audience? What do they currently
think, and what do we want them to think?

® What is the single most persuasive idea we can convey?
® What creative approach will work?
* What should we consider about competitors?

* What are the budget, deadlines, deliverables?
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Step 4: Develop a concept

® Use written words to express a concept.
® Use a dictionary and thesaurus to get the words right.

® Create an idea tree to combine both obvious and

unlikely ideas.
. people )
® Read between the lines. e suaiigets jet set

friends
comfort

® Solve the problem in a
way that makes sense
to yOLI. change

exotic
fine food

‘expensive

new

® Create thumbnails to corprising
visualize ideas. discovery

® Recognize the solution.

friends
escape  music
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Step 5: Integrate concept and visual elements
into roughs
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® Choose your best thumbnails. 1 v%(/; =~
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® Express your idea in visual form with:
« Type

« Photographs

« Illustrations

« Graphics e
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Step 6: Sell your design to the client
I

« Choose your best roughs and
turn them into comps.

- Refine and develop to help
client visualize the solution.

« Can your clients recognize
themselves in the solution?

« Produce your design solution
in the form of digital files.

« Present three fully executed
ideas for client feedback and
critique: one conservative,
one innovative, one blend.





image8.jpeg
Step 7: Finalize the design
B

In this step, you put the finishing touches on your design.

® Make any necessary adjustments requested by the
client.

® Produce the overall design in a page layout program
such as InDesign.

® Make sure your final design can be reproduced on a
mass scale without going over budget.

® Get final approval from the client.
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Step 8: Work with a third party to produce your design
B

® Create all art in Adobe Illustrator or Photoshop, and verify
that the colors are the same as in your layout program.

® If your design will be printed, make sure your files are all
set to the CMYK color mode used for print.

® Provide the printer or web designer with a layout, image
files, and font files.

® Provide the best-quality full-color printout you can get to
show what you want the final job to look like.

® Submit a page to the printer or web designer with
information about the job.

® Work with the printer or web designer to proof your job
before the final product is finished.
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The graphic design process requires teamwork
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Step 1: Identify and define the problem
B
® What is the client’s intent?

® What is the purpose of the
design?

® Who is the audience?

® How should the audience
respond?

® What are the most important aspects?

® What is the single most important idea to communicate?
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Step 2: Gather information about the client, the
competitors, and the target audience
B

What is the client’s history?

What are the client’s core values?

How does the client differ from competitors?
What are the needs of the target audience?

How will the target audience
benefit?

Respond to the target audience’s
question: “What's in it for me?”





