
Design Brief Findings & Research
Having a thorough understanding as to the purpose for commissioning a design is a necessary step in
producing a successful design brief. The only way to achieve this is by a gathering information, probing the
client as in-depth as possible

There are many ways to go about this. Telephone conversations, online questionnaires, emailing back-and-
forth. But in my opinion this is better done in person to make sure nothing is lost in the brevity of some
answers to a list of questions

The information required may be substantial, hence overwhelming if a client has to go through it by
themselves. Chances are it is not going to be completed to a designers satisfaction.

It is not uncommon that there are many aspects a client wouldn't have thought about or know about and may
not be competent to answer in seclusion.

In a face to face meeting, as a designer, you are better positioned to get the information required whilst
establishing that all important initial contact. Further contacts with the client may ensue using any of the
listed methods for final clarifications or to fine tune requirements gathered .

Information to be Gathered

This can vary depending on the nature of the design task being undertaken, but generally the following is
required

Client Information

Understanding the client is integral to achieving delivering a successful design. Information may include:

Finding out about the client's business,
How long its been established,
Its place in its particular field with respect to its competitors. How the client sees itself now,
where the client sees itself in the future.
Its ethos, motivations etc.
What do the clients customers care about
What is the client selling
how to it want to project / present itself

This level of information is necessary so that when a customer views the final design the values of the client
( or it product) are apparent, hence be reflected in the design. These may be qualities such as

refinement, reliability, youthfulness,playfulness, dynamism , athleticism etc.

whatever the company or product is about.

Technical Requirements

This covers the format(s) the design will take. Flyers, business cards, billboard posters, product packaging
etc.

Printing costs are directly affected. Hence the designer may suggest limiting the colour palette at this point.

They also have a direct impact on the design process. Consideration must be given to what image - type
ratios work best on which formats perhaps ?

In large posters passers by may only have a few seconds to digest the message hence the text will be
minimal, yet memorable , and the imagery will try to convey the message in a manner that is easily grasped.

For a flyer or leaflet campaign, the designer is at liberty to convey much more information both in terms of
image and text as the customer will have it to hand.



Research/Past Material

Its probably a good idea to view pasts campaigns of the client and their rivals on similar formats. This will
give a designer a clearer idea of their expectations, especially if a client is launching a product in response
to one of its competitors. Galaxy Tab Vs iPad would be a good example. Here the products are very similar,
hitting the same demographic. This material would be a valuable resource.

May be useful in two phases :

During the requirements gatherings stage to help focus the client on their own objectives
During the design phase to provide the designer with sources of inspiration/ discouragement on what
or what not to do

Budgets

A client may wish to work within a strict budget. As such this will determine several factor of the design
process. It will directly affect the time a designer spends on a project thus research design will be shorter.
This may be fine on small projects. But for more involved projects it be necessary to explain what is
deliverable for a certain budget, and maybe a client needs to better manage their expectations for a given
budget. This must be done in the most professional manner as it may be a client firsts request, therefore they
may not have past experience to draw upon.

Other factors affecting budgets are deliverables, their format, numbers etc. Printing costs must be taken into
consideration. Designers must factor in overheads if they are to manage this process behalf of their clients

Depending upon the size design task, the research maybe minimal, especially if a client has a sound brief.
This can greatly reduce their expenditure since the designer is required to do less work.
For larger campaigns,this could be a much more involved process containing in-depth market research
before committing the design process. This level of preliminary work will certainly impact on budgets.
However for large companies with deeper pockets this shouldn't be a problem.

Assembling the Brief

With all the information to hand a designer is now in position to draw up a design brief. It is a matter of
collating the information to produce as clear yet succinct document outlining the body of work to be
undertaken, the deliverables etc. It is shared with the client so that each party can refer back to it at any time
during the design process

How is it used

For designers, it will keep them focused, not going off on some very creative ( although totally irrelevant)
tangent. The scope is well defined , outlining the clients needs and the designer is to keep to that.

More often than not a client will want to make additions to a design uttering phrases such as
'could we just add' or 'oh by the way'

expecting these additional requests come at no additional cost even though they fall outside the scope of the
original design brief. This is very true of web projects where the scope is potentially endless.

The designer now has a binding document to which he can refer the client regarding the agreed scope of
work, and a platform for re-negotiation, taking the extra work into consideration. At the end of the day the
goal is to please the client whilst being adequately remunerated.

Now the scope of work involved is known deadlines can be defined.


