SAMPLE CREATIVE BRIEF
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Occasionally open-defecate
Open defecation is
disgusting

Use an unhygienic latrine
Sanitation is not a priority
There is no help to improve
sanitation

Ashamed

Unsatisfied with latrines
Vulnerable

Do, Feel, Think Tomorrow
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Always use the latrine

Own a hygienic latrine
Sanitation is important
Improved latrines are easily
available

Proud

Safe

Satisfied





AGENCY OBJECTIVE:

[Restate succinctly what is in Terms of Reference. What you want agency to do: develop an integrated campaign, buy media, etc.]

TARGET AUDIENCE:

[Specify what target audience is the focus of this brief]

BEHAVIORAL OBJECTIVE: This campaign is expected to contribute to the following key program behavioral objective among the target audience:

[Specify what behavior is the focus of this brief].


SUMMARY OF RESEARCH FINDINGS:

[Insert relevant baseline data and research findings and insights such as: coverage, behavioral determinants, willingness to pay, buying behavior, benefits sought from sanitation, etc.]


COMMUNICATION OBJECTIVES:

[There are several ways to present the communication objectives – 2 options are shown below. Option 1 states the communication objectives based on SaniFOAM determinants. For example, if research points to an association between beliefs and the targeted sanitation behavior, then the communication objective would be stated in terms of beliefs and so on. Option 2 uses a commonly found model used in commercial marketing – Do, Feel, Think Today and Tomorrow].

[Option 1‐ Illustrative]: The campaign should achieve the following specific communication objectives based on the insights gained from formative research. The behavioral determinants targeted – based on the project’s behavior change framework SaniFOAM are specified in parentheses. After the campaign, the target audience will:

1) Understand that true purpose of a toilet is to separate feces from contact with people (knowledge)
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2) Know that adding a simple inexpensive slab to your toilet can improve your community’s and family’s health and (knowledge)

3) Believe that having a good toilet is possible (belief)

4) Know that all feces, even children’s, are harmful to others and to the environment (knowledge and social support)

5) Know that it is no longer acceptable to defecate in the open (social norms)

6) Speak to a mason for more information (intention)

7) Re‐examine their priorities for expenditures (competing priorities)

[Option 2 – Illustrative]


MEASUREMENTS FOR SUCCESS:

[This is how the ad agency’s outputs will be evaluated – list below is illustrative]

Thorough pretesting including: comprehension, attraction, persuasion, identification and acceptability.

Number of audience members reached.

Level of exposure and retention measured through longitudinal survey.
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MANDATORIES:

[Include what you consider as essential for agency to keep in mind – this serves as a check‐list throughout]

Approach: [Here you want be clear that you want to avoid a traditional IEC/health belief/emphasis on disease approach – specify what you are looking for such as aspirational, entertainment‐education, etc.]

Integration across all channels

Tone: [Specify tone you want: captivating? Humorous? Dramatic? Etc.].

Characters/visuals: [Specify any guidance on characters for example rural or low‐ literary, etc.]

Durability: [What happens after? Will campaign serve as platform or foundation for future campaigns?].

.Close collaboration and approval/sign‐off by the Project at multiple points: [Specify where you want to get more involved and sign‐off such as casting, draft and final scripts, etc.]


