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Integrated Creative Brief 


Creative request process:
· Complete request form (Options: integrated brief for big campaigns, project request for smaller projects)
· Submit creative brief to traffic@latimes.com
· Traffic team receives the request. Traffic reviews brief to make sure enough communication is provided to move forward, such as the purpose of the campaign or project, the message that we want to convey and who the target audience is.  Dependent on the information provided, Traffic will continue with opening the job or returning to the client for more info.
· Traffic opens the jobs and assign, a copywriter, a designer and a developer as needed.  
Depending on the scale of the request, a meeting may be required.  Traffic sets meeting with client and creative to discuss direction.
· Traffic assigns job number for EVERY deliverable.  Traffic must back track from deadline and set milestones (copy, design and production) for each deliverable.
DEADLINES:
· Standard Project turnaround time: 10 business days
· Integrated campaigns turnaround time: 3 to 4 weeks
· Creative will provide layouts to traffic for internal routing: ACD, Copy; ACD, Design; VP Marketing
· Once layouts are approved internally, traffic will route to client.  Client is responsible for routing to all stakeholders (i.e., Adv. Sales, editorial, Brand Publishing, Circulation, and Publisher).
· Once initial design layouts have been fully approved (internal and external), creative will work on building additional print sizes, digital units, emails and web coding (depending on the scope of the campaign) or print production.
· Traffic then distributes final deliverables to the client, send off to print production if necessary or schedule placement through the media specialist.
Contact Name:      
Ext:      
Dept:       

Project Name: 
                                       :


Project Description: (one sentence)                           
Today’s Date:      
Date for Final Concepts/Rough Drafts: (10 working days)      
Date for Final Deliverables:      
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What is the campaign mission? (Quantified call to action)
What elements of media and communication are planned as a part of this campaign? NOTE: this section is about the sequencing of the campaign, specific deliverables are on page 2)
	Media/Communication 
	Role in the Campaign 

(i.e. performance, what will this media contribute?)

	 FORMCHECKBOX 
 Print Advertorial Supplement
	

	 FORMCHECKBOX 
 Print Ads
	

	 FORMCHECKBOX 
 Online Ads and Social Media 
	

	 FORMCHECKBOX 
 Online Landing Page
	

	 FORMCHECKBOX 
 Direct-to-consumer: Bill Stuffer, Bundle Hanger, Inserts
	

	 FORMCHECKBOX 
 Broadcast
	

	 FORMCHECKBOX 
 Outdoor media: Billboard, Bus Benches  
	

	 FORMCHECKBOX 
 Other: 
	


Who is the target audience?
If Other, what do we know about them?

(Primarily male, female or both; median age; profession; median income; married or single; education level; habits and behaviors)

     
What is the overall tone of the campaign?
What is the ONE message we want the audience to remember?

(ONE key impression, written in the target audience’s first-person voice)

     
Why should the audience believe this ONE message? 

 (List supporting copy points here) 

     
What elements must be in your communication? 

(Please include previous job # if revision)

	 FORMCHECKBOX 
Dates:      
	 FORMCHECKBOX 
Price/Rates:      
	 FORMCHECKBOX 
CTA:      

	 FORMCHECKBOX 
Contact Info:      
	 FORMCHECKBOX 
Ad Units:      
	 FORMCHECKBOX 
Redirect/URL:      

	 FORMCHECKBOX 
Logos:      
	 FORMCHECKBOX 
Other:      


Deliverables

Please check all that apply. Indicate size and specifications under each section.

Budget (inclusive of all deliverables) :      
Print Media
 FORMCHECKBOX 
 LAT In-Paper (ROP)  
 FORMCHECKBOX 
 LAT In-Paper (Class)  

 FORMCHECKBOX 
 Outside Publication
 FORMCHECKBOX 
 TCN
 FORMCHECKBOX 
 Hoy

Size(s), specs and submission information:      
Interactive

 FORMCHECKBOX 
 latimes.com Banner Ad    FORMCHECKBOX 
 Landing Page       FORMCHECKBOX 
 Microsite       FORMCHECKBOX 
 Email       

 FORMCHECKBOX 
 Non-latimes.com Banner Ad      FORMCHECKBOX 
 Other       

Size(s) and specs:      
Interactive Landing Page/Microsite/Newsletter/Email
What is driving the user online, what is the catalyst?

 FORMCHECKBOX 
 Print Ad      FORMCHECKBOX 
 Text Alert      FORMCHECKBOX 
 Comment/Posting      FORMCHECKBOX 
 Banner Ad      FORMCHECKBOX 
 Email     FORMCHECKBOX 
 Other
What will tell the user they are in the right place? (your recommendations)

Title:


Arresting Visual Theme:


Call to Action:


Engagement Device: 


Advertiser / Advertising Integration: 


Copy/Editorial that must be included (please attach a separate document)

Links for Email: 
Broadcast

 FORMCHECKBOX 
 TV
 FORMCHECKBOX 
 Radio
 FORMCHECKBOX 
 Video

Include length and final deliverable format:      
Outdoor

 FORMCHECKBOX 
 Billboard (Digital / Static)     FORMCHECKBOX 
 Transit
 FORMCHECKBOX 
 Super Graphic
 FORMCHECKBOX 
 Other:

Size(s) and specs:      
Point of Purchase

 FORMCHECKBOX 
 Rack Card
 FORMCHECKBOX 
 Rack Header
 FORMCHECKBOX 
 Bundle Hanger
 FORMCHECKBOX 
 Other:      
Size(s) and specs:      
Collateral
 FORMCHECKBOX 
 Brochure     FORMCHECKBOX 
 Postcard     FORMCHECKBOX 
 Invitation & Envelope     FORMCHECKBOX 
 Premium     FORMCHECKBOX 
 Poster     FORMCHECKBOX 
 Bill Stuffer     FORMCHECKBOX 
 Other: Size(s) and specs:      
Estimated quantity:      
Budget Cross charge-Number:

PLEASE EMAIL THESE FORMS TO: traffic@latimes.com
The Traffic Coordinator will let you know which creative team is assigned to your project and the milestones attached to the project.
