


CAPTURE YOUR IDEA
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Capture your big ideas on this creative mind map before you start to brief in your designer. Having a top-line vision for your project, big or small - will help you when it comes to the 
more detailed parts of your brief. It’s great to have a snapshot of the big WHY and the ultimate outcomes you want to achieve with your project so you can refer back later. Have fun!

Always start with the why! Why this project?  
Why now? Why are you passionate about this 

project? Why should others be? 

Being clear about the impact you want to 
achieve is crucial. What’s the dream here? 
What do you want people to do as a result? 

What is the future that you are trying to  
create through your work? Dream big!

What do you want to create?  
In a few words, what is the mood, colour,  

genre, style or tone of this project?  
What do you want your audience to remember? 



ASSEMBLE YOUR TEAM
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Assemble your A-Team, allocate roles and responsiblities. Keep it small and agile and have direct communications with the designer and one member of your team if you can. 
 *there’s nothing that stretches out a design project more than “too many cooks” and that’s a fact.

        
          

Probably you. You create the conversations and 

call the shots. You’re filling this in afterall! 
Be clear from the off, who is involved here? Perhaps include a cross section of people but keep the group small, you want to keep the project agile* during design & feedback stages.If you can, involve at least one “end-user” from your demographic to give their feedback before you sign off on the final design piece.

Ask for referrals. Choose well. Check out portfolios. 
Align with a designer that is passionate and supportive of your 
cause, you will get so much more value and heart in the work. 

Get a goody. They’re out there.  



TIGHTEN YOUR BRIEFS
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If you can manage to rock your briefing process, you are destined for high 
things and high fives. Let’s meet budget, hit deadline and have fun doing it.

Considering the importance of the brief - and perhaps contrary to belief - designers 
don’t need you to write a report-like, text-heavy thirty-page document including 

the history of your company since day dot. It could easily become a project in itself - 
both for you to write, and for the designer to inwardly digest - so keep it snappy and 
work smart. Rest assured that regardless of the complexity of what you are looking to 

develop, you really only need to some succinct, key elements so that you can get a 
costing or have your designer get started and move in the right direction for you.  

The brief should be just that, so everything that goes in should matter. 

Take out what doesn’t. 

YOUR BRIEFS
IT’S A BRIEF, KEEP IT 

THAT WAY!

YOUR BRIEFS





FREE YOUR MIND
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It’s time to inspire your design team. 
Visual communicators are just that – visual. 

One of the big drawbacks with the business-as-usual briefing process as a  
stand-alone, is that we are relying on a written document as the sole guide 

 for a design project. 

Why not share your visions for the project as collected inspiration, visuals and mood 
boards to help your design team find that sweet spot between their brilliant ideas and 

your inspiration and informed preferences. 

Then they can can go and work their magic, with a full set of the  
parameters of the project from the written brief, as well as these 

visual cues so they don’t steer too far off course from your 
expectations for the look and feel.

SHARE YOUR VISION

YOUR MIND
FREE



VISUAL CUES



ITERATE
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Be clear... Be THEM!

Being super clear with your feedback will be pivotal to 
minimising time at this stage. 

First get your designer to clarify how to deliver mark-ups.  
Work with them to find out what is going to get the most 

efficient turnaround, if they haven’t told you how they want to 
see edits, be sure to ask - some will want digital annotations 

on a pdf or screen shot, some will want them in the body of an 
email and I think I can be bold enough to say almost no-one 

wants to go through changes over the phone  
(there is no paper trail for pick ups).

TIME FOR CHANGES & 
FEEDBACK

ITERATE
Your designer may have offered up a suite 
of options for you to choose from or there 

may be one concept delivered for you to give 
feedback on (depending on the job type). 

This could be a potential “wobble point” where 
time can get wasted. So here are some tips.

I would almost always advise...
“you do you”. 

But right now, do them.  
Be them. 

Get into the headspace of your end-user  
(those “personas” in your target market) - try testing designs 

with them, if you are lucky enough to have them in your 
review team. How clear is the message? Is there enough 

information? What is the call to action? 
Is it culturally appropriate? Is it compelling?  

What needs to change to improve it?



SIMPLIFY
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USE WHITE SPACE Don’t forget

“A designer knows he or she has achieved perfection 
not when there is nothing left to add, but when there is 

nothing left to take away.”

Author of the Little Price, Antoine de Saint-Exupéry

SIMPLIFY

In this age of information overload, your audience are 
bombarded by thousands of pieces of marketing every  

single day. 

Make it easy and fun for them to stick around  
and engage with your good work by going lighter on the 

content where you can.

Space is often as important as content. 

Give your key messages, call to action, logos or 
contact information space to breathe and to be 

seen on quick glance. 

Too often we try and cram too much in, taking away 
is the true art here. 

What can you remove?



HOW DID IT GO?
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How did the project go? Afford yourself a small window of time to breathe, pause . . . and reflect.  Give yourself a pat on the back and celebrate any wins as well as sharing feedback with your 
team. Would you do things differently next time? What key learnings can you take with you into your next endeavour? Would you choose the same designer? Did the tips help?  I hope so. Good luck!




