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HEALTHCARE COMMUNICATIONS CREATIVE BRIEF TEMPLATE
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BACKGROUND INFORMATION :
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Depending on the level of the relationship between the client and the agency this part might require further information regarding any or all of the following topics:

Ø
Therapeutic area and scientific background; market data (general market figures; competitive intelligence; last three years’ brand performance, etc.); targets and their current beliefs and behaviours; stakeholders and their current beliefs and behaviours; current and future trends; SWOT analysis; current brand assets and medico-marketing story flow, etc.

DEFINING THE CONTEXT :

What are three critical factors shaping the brand environment and creating the need for communication?

Ø
Examples: healthcare authorities’ policy change, new study or change in the science, new competitor arrival, new indication, new application, patient advocacy group empowerment, internal marketing strategy change…?

DEFINING THE TARGET AUDIENCE :

Who are the audiences? Please specify target audiences, other stakeholders and influencers?

DEFINING THE BRAND STATUS AND THE PROJECT GOAL (S ):
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What is the brand’s current situation in the context described and what is the main goal you would like to achieve with the result of this brief?

è Use the SMART* goal techniques when defining your goals. Please state the barriers (beliefs, habits, competitors, current strategy, etc.) which are currently impacting the brand performance.

Ø Examples:

o SMART* goal: “achieve 5% increase in the prescription of the brand by the specialists within one year through a multichannel campaign.”
*SMART: Specific, Measurable, Achievable, Relevant, Time-bound

DEFINING THE STORY :

What do you need to communicate to achieve the desired goal?

Ø Example:

o “In the treatment of ‘x’ disease, the long-term management of the condition should be the focus point in order to provide the patient with a life worth living.”
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RESULTS OF THE PROJECT
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WHY, and HOW, do you think that this story and project will help the brand achieve the desired goal(s)?

Ø Examples:

o Why: We believe that raising the understanding and the credibility of the “long-term efficacy” message will help the adoption by
specialists ‘Y’.

o How: Through a “provocative and patient centric” approach which illustrates the long-term impact of the disease on patient quality of life.
IMPACT ON THE AUDIENCE

WHY do you think this project will be relevant to your audience(s)? HOW do you think it would impact their current beliefs and behaviours?

Ø Examples:

o Why: “The long-term management of ‘x’ disease is now widely
discussed in the scientific arena and we see more and more publications emphasising the importance of long-term efficacy.

o How: “By linking long-term efficacy to patient quality of life.”
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BRIEF CHECK
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Is this brief clear, simple and inspiring enough for the creative team? If not, please state your reasons.
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