getting the most from yoL
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very marketing and product manager

is looking for an agency that will

creatively contribute to the
achievement of their brand’s strategic
objectives. A good creative agency will know
the brand and the competitive environment
almost as well as the manager, and be able to
develop campaigns and promotional material
that will turn that indistinct little white tablet
into something that prescribers perceive as
having relevant, unique benefits that best fit
their needs.

Whether you are looking to develop an
advertising campaign for a new product
launch, or a leave piece for an existing
product, the first step to a successful
outcome is a good brief.

The brief is the information an agency
requires prior to commencing work on a
creative project. A good brief will focus the
agency'’s creative energies. A poor one starts
the agency off in the wrong direction, and
wastes everyone'’s time and resources.

Spend time getting the brief right
“A problem well stated is a problem half-
solved” — Charles Kettering

It is worth spending time getting the brief
right as effort put in at the early stages will
be rewarded later. It is essential that both
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client and agency agree the brief’s content.
This assures the client that the agency has
understood the brief, and the agency in turn
are confident they understand the client’s
expectations, allowing the creative team to
explore the possibilities for the product,
pushing the creative boundaries without fear
of wandering off-brief.

Most briefs are simply a list of questions
which will vary depending on what is to be
produced (see sample opposite). If the brief is
to develop a new advertising campaign, or if it
is the first time you have worked with the
agency on a particular product, it is important
to address the following questions:

B Why choose my brand rather than any of
the competitors?

B What are the rational/emotional benefits
that make my brand promise more credible
or desirable than the competitors?

Obviously, the simpler the answer to these
questions, the easier it will be to
communicate the message. The answer
however, must be more than a list of product
attributes. If possible you should seek
insights or truths about your brand which will
make your communication more relevant.

Dealing with the agency

It is important that your agency has access
to the information that will enable them to
create the best solutions for your brand —
clinical papers, market research, etc. Share
your thoughts on the strategic development of
your brand, not just the next set of
promotional material.

Where relevant, get the creative agency to
liaise with other outside agencies involved in
the brand’s strategic development (PR,
market research, etc.).

The best creative work comes from blood,
sweat and tears (and not just the agency’s). If
you want a memorable campaign then you are
going to have to work hard yourself!

Where to from the brief?

The agency will need time to ‘immerse’ in
the brand and to brain-storm ideas. This is a
critical time (particularly if a new advertising
campaign is being developed), and you should
be on hand to answer any queries from the
agency.

Once the creative ideas have been
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Intraduction
An ntroduction 1o the product including all

market research) and any marketplace lssues.

“A problem well stated is a
problem half-solved”
— Charles Kettering

developed into concepts (creative proposals),
the agency is ready to present to you. When it
comes to the initial presentation of work, you
should aim to have all relevant members of
the marketing team attend the presentation. If
there are others in the company you need to
‘buy in’ to the creative proposals, for example
the medical or managing director, they should
also be asked to attend.
When assessing the proposals the most
important questions to ask are:
B Does the creative work match the brief?
B Will it engage the target audience?
M Does it have ‘legs’, ie. will it still look good
in a year’s time — or longer?

Schedules

When developing the initial brief it is
important that timelines are included and
agreed. Give the agency adequate time to
work on their proposals — remember, genuine
creativity takes time. Allow time for
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bickground information, latest research (clinical and

r creative agency

Target audbence
Wha is the advestipromation to communicate with (GPs,
hospital doctors, pharmacists, nurses)?

Perpese o adventising/promation
What are the objectives of the campagn - i it 10 increase
mwarwness, gain market share ar launch a new preduct?

Baand personality

What is the product’s Unique Selling Propesition (LISP) or key
benefits. In other words, what does the product offer 1o the
target audience. Keep this simple.

Support
What evndence exists 1o suppert the USP - clinical data will b=
usatul hore,

Required audiesce response

What is the main message the target audience should ‘take out’
of the advestimatesial? What changes in behavicw is the
advert/material trying 1o achweve (if any)?

Competitor analysis

Haw does the product relate 1o other products in the same
market? It is important for the agency to know the client’s
relative pasiion in the market as the creative approach to a
markgl-leading beand will differ fram that 1o a second or thind
pilace product.

Maadatory executional requirements

Are there any ‘musts’ to be included, e.g. specitic branding
colours, patient types, ete. If deveioping an advert, which
medecal publications will it appear in and at what saze?

Timelines

When is the material required? Don’t forget to take into
account 1he time needed for medical approval, photo shoots
and testing.

Budger

What spend is being allocated o this project? Ideally this
should be detailed by job — acvertising campalgn, detail aud,
posters, ete.

unforeseen issues to arise — copy can take
time to get through medical approval and of
course signatories can take off to conferences
for a week or more...
Budgets

This can be a thorny issue for both sides!
Agreeing a general budget with the agency
before work commences is important. It
means the client gets no ‘surprises’ when the
work is completed and the agency can in turn
gauge the amount of resources they are in a
position to allocate to the project. There are
numerous agency models for charging, from
fixed project budgets to retainers to hourly
billing — often, it's a combination of these.

And finally, to get the most out of your
creative agency a good working relationship is
vital. However, like any relationship it has to
be worked at; there has to be honesty and
trust between both parties — and it also
should be enjoyable.



