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What to putinabriefso the piececomes
outright first time

Five questions every brief hasto answer, achecklist and five templatesto copy.
Worksforareel, acarousel, apost, avideo oraweb page, and with any tool. You
don't need PortaliaFlow to apply it.

THE FIVE QUESTIONS

01 Whatisthe piece, and whenisit for?

02 What doesit have to say, and to whom?

03 Withwhat materials, and what references?

04 Who decides, and how many rounds are included?

05 How will we know it came out right?

01
Whatis the piece, and whenisit for?

Half of the pieces that come back with changes didn't failonthe idea: they failed on
something nobody had written down. Before thinking about content, make the job clear:

D Type of piece and channel. Areelforasocialnetworkisnotthe video forthe website,even
if they come fromthe same shoot.

Exact format: lengthornumberof screens, vertical orhorizontal, withorwithout on-screen
text, withorwithout subtitles.

Publicationdate and, counting backwards, the date the draftisdue and the deadline for
approval.

What thispiece isfor,inone sentence: sell, raise awareness, explain,remind. If itdoesn't fitin
one sentence,it'stwo pieces.

O O 0 0O

If it'spart of acampaignoraseries, whichone and whichnumberitis.



TEMPLATE - BRIEF HEADER

Piece: [type]for[channel] - Format: [length or screens, orientation] - Campaign: [name, or “one-
off”]

Goesouton[date]:Draft on[date]- Approval by [deadline]

Whatit'sfor:[onesentence].

02
What doesit have to say, and to whom?

A brief that says “something cool about the new service” willcome back with changes. One
that says whichidea the viewer has to walk away with almost never does.

O One single ideathe viewerhasto walk away with. If there are three, pick the firstand keep the
othersforotherpieces.

Whoit'stalkingto: not “everyone”, but the specific personthe agency and the client have in
mind.

What we want themto do next: save, comment, openalink, write, nothing. And the exact link
orcall-to-actiontext.

What can't be said orshown: prices, promises, competitors, wordsthe client avoids, people
who haven't givenpermission.
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The factsthat have to be exact: names, figures, dates, addresses, terms. Writteninthe brief,
notfrommemory.

TEMPLATE - THE PIECE'S MESSAGE

Theideathey haveto walk away with: [one sentence, the way the client would say it to a friend].

It'stalking to: [specific person: what's goingonforthem, what they'relookingfor]. Afterwards
wewant themto:[action] - [exactlink or call-to-action text].

Don't say orshow: [list]. Exact facts: [list].

03
With what materials, and whatreferences?

“I'l send you the photos” is the sentence that delays the most pieces. Whateverisn'tinthe
brief the day the piece starts doesn't exist.



What the client deliversand by when: photos, videos,logo,legalcopy, product. Withfile
namesandwhere eachthingis.

What the agency provides: music, templates, stock photos, voice-over. Inwriting, soit'snot
arguedabout later.

The versionof the brand guidelines(orthe logo) that countstoday. Anoldlogoisa
guaranteedround of changes.

Two orthree “like this”referencesand one “notlike this”, withaline onwhy. The client'sown
previous piecescount.

What happensif the materialdoesn't arrive ontime: the date moves, orwe work withwhat we
have. Decidedbeforehand,notondelivery day.

O 0 O 0O 0

TEMPLATE - MESSAGE TO REQUEST MAT ERIALS

Hi[name]. For [piece] (goes out on [date]) we need these materials by [date]: [list, withtheformat
of each]. Uploadthemto [place] named [client-piece-date]. If we don't havethem that day,
publicationmoves to [new date].

04
Who decides, and how manyrounds are included?

The brief is also anagreement. If it doesn't say who approves and how many rounds there are,
whoever insists the most will decide.

O Who approvesthe piece, by name, and who standsinforthem. One person: everyone else
givestheiropinionbefore the brief, not after.

Who answers questions during production, and how quickly.

How many rounds of changesare included and what countsasaround: one list of changes
sentinone go.

What countsasachange of concept: touchingthe idea, the audience orthe message from
question2 meansgoing backto the brief,notacorrection.

Who signs off the brief forthe client and forthe agency. Awritten “OK” onthe brief saves
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more roundsthanany template.



TEMPLATE - BRIEF AGREEMENT
Approves: [name] (stand-in: [name]) - Questions: [name], replies within [nNJworking hours.

Roundsincluded: [n]. Aroundis onelist of changes sent inone go through [channel]. Changing the
idea, theaudience orthe messageis a new piece.

Brief signed off by [client] on [date] and by [agency] on [date].

05
How will we know it came outright?

If the only measure is “the client likes it”, every piece is a lottery. Write down beforehand what
it has to meet to be approved.

O Three orfourcriteriathat canbe checked: it saysthe ideafromquestion2,respectsthe
brand, fitsthe format, carriesthe call-to-actionand the link, the factsare exact.

Who reviewsinside the agency before the client seesit,and withwhichchecklist. Nobody
reviewstheirownpiece.

Whendelivering, explainintwo lineswhich decisionsyoumade and why. A piece withan
explanationgetsapproved more thanapiece onitsown.

Whenitcomesbackwithchanges, note which questionof the brief had the gap. That'swhat
to fixinthe next brief.

O 0 O 0O

Once amonth, lookat whichclientsand whichtypesof piece come backmost often. It's
almost always the same unanswered question.

TEMPLATE - CHECKLIST BEFORE SENDING FOR APPROVAL

Saystheideafromthebrief inthefirst seconds oronthefirst screen- Correct format andlength-
Logo andbrandfrom the current version - Call-to-actionandlink checked - Names, figures and
dates checkedagainst thebrief - Nothingfrom the “don't say” list - Reviewed by someonewho
didn't makeit - Delivery note withwhat was decided and why




What you can do this week, without changing tools

O Take the last piece that came back withchangesand see whichof the five questions
wasn'tanswered.

Use the headerand the piece'smessage inthe next brief, evenif it'sinanemail.

Sendthe materialsmessage, withadate, to the two clientswho are always “just about
tosendit”.

0O Ao

Runthe checklistbefore sending forapprovalonevery piece thisweek.

YOU MAY ALSO FIND USEFUL

Howto put yourclient approvalsinorder\What to agree, howto askforanapprovalthat can
be given, and what to do with changes andwith clientswho don't reply.

Howtotellaclientis cooling off beforetheyleave Thefoursignalsthat aclientiscooling off,
howto measurethem by hand every monthandwhat to do about eachone.

Howto knowwhat youowe eachfreelancerat month end Fivestepsso that paying
freelancersdoesn't dependonaspreadsheet:rateinwriting, cost bornwith the piece, what
countsascompleted, expensesandmonthend.

Howto showyourclient what youdo forthem every month Five steps so yourclient knows
what youdo forthemwithout atwenty-pagereport: what to tell, let them seeit, what's pending
ontheir side, afixedrhythm and the twenty-minute meeting.

Andthetwenty-five templatesfrom the five guides, together: Allthe templates onone page
(portaliaflow.com/en/templates)

portaliaflow.com/en/approvals-guide - portaliaflow.com/en/client-health-guide -
portaliaflow.com/en/freelancer-payments-guide -portaliaflow.com/en/client-updates-guide


http://127.0.0.1:3170/en/templates
http://127.0.0.1:3170/en/templates

If you'd rather all this lived in the same place as the piece

PortaliaFlow doesn't write the brief foryouand hasno briefsmodule. What it doesis
keep everything the brief decidesattachedto the piece, inaportalwithyourbrand:

Eachpiece carriesitstype (reel, carousel, video, story, post),itschannelanditsdate in
the content calendar, whichthe client also sees.

The client'smaterialsandreferenceslive intheir Library, perclient and withtemporary
links, notinachat.

Questionsare asked onthe piece itself: withthe client, inthe approvalthread; within
the team, with@mentionsthe clientdoesn't see.

The client approvesorasksforchangesonthe piece itself; asking forchangesrequires
anote,andeveryroundisnumberednext toitsversion.

Eachpiece followsitsclient'sworkflow (production, review, approval, publication) with
one personresponsible ateachstep,and nobody approvestheirownpiece.

Andto see,withasample piece and made-up data, how it goesthroughproduction,

review, approvaland publishing: Try it: this is how a piece moves through your team
(portaliaflow.com/en/what-your-team-sees#prueba)

Andwhat it doesn'tdo: it hasno brief form, doesn't write content, doesn't publishto
socialmediaand doesn'treplace the agreement withyourclient.

APortaliaFlow guide, clientportal foragencies -portaliaflow.com/en/brief-guide - Feel free to share it withyour
teamand yourclients.


http://127.0.0.1:3170/en/what-your-team-sees#prueba
http://127.0.0.1:3170/en/what-your-team-sees#prueba

