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11 million bits of information 
per second
Our senses transmit an estimated 
11 million bits of information into 
our brains... per second!  That huge 
number is made up of sensations, 
thoughts, words, images, sounds and 
intangible feelings.

It’s amazing how we cope with that 
information overload. We ignore what 
doesn’t immediately interest us.

That’s why a good brief starts with the 
audience.

Who are they, and what do they want 
to hear? What will engage and inspire 
them? How can you frame your 
message so that, amid the noise of all 
the hundreds of thousands of other 
messages they’re being bombarded 
with, they REMEMBER yours? 

A balanced brief
The briefing stage of any event 
project is the most vital part of the 
process. It’s where all the best work 
gets done. It’s why we focus most 
of our efforts on ensuring that our 
team can form the right strategy 
and creative approach before we 
even think about building anything 
physical. 

Your message has to be ‘news’ and a 
‘promise’.  Simply, your audience has 
to learn something new (about you, 
or the world, or themselves) and link 
it to what you are offering to do for 
them (provide a service, a thing, an 
experience, or a place). 

I think it’s useful to think about a live 
experience as an advert. At the turn 
of the 20th century an industrialist 
(no one is quite sure which) famously 
said, “Half the money I spend on 
advertising is wasted. The problem is I 
don’t know which half.”

The right half
Our job is to make sure that much 
more than half your money is spent 
effectively.

And that means creating a 
memorable experience. That’s the 
basis of the brief. A sound strategy.

And that means thinking in purely 
human terms: what happens when 
YOU walk into a space, what 
stimulates your senses? Use that as a 
basis for the brief.

1. BE SEEN, BE HEARD

By Adrian Bell
Co-founder and Executive Director

At the end of the day, 
we are only as good as 
the brief.
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What’s the news and what’s 
the promise? What is new 
about your message?
Whatever it is, it has to be news to 
the audience. I didn’t know that – 
that sounds interesting, let me pay 
attention.

Match the news to the promise. Don’t 
talk about your company. This is not 
about you making more revenue or 
achieving ROI for your shareholders 
– it’s about the customer. Of course, 
ultimately revenue and ROI are vital, 
but don’t talk about you, talk about 
the customer. 

The experience is the 
message
Your brief should work out the first 
impressions people need to have 
to be attracted to the stand – so it 
stands out from all the others. It has 
to match the message. Is it linked to 
a wider business strategy (messages 
the audience will have seen before) 
and so needs to fit into a longer-term 
campaign?

Interrogate your strategy
With the help of your event agency 
you can think these things through. 
Is your inclusion in the event (or series 
of events) tactical or long-term? 
it is important for the agency to 
understand what your wider business 

strategy is and how this project fits 
within it. Does it form part of an existing 
campaign, or launch a new one? Is 
it about retaining your existing clients, 
or acquiring new ones? The agency 
should work with you to align their 
creative work with your priorities.

Think about the competition
Once we know the target audience 
really well, it’s important to understand 
who else is trying to talk to them. What 
sets you apart from your competitors? 
Why is your news / promise better, 
different, more compelling? What 
can you offer that they can’t? And 
vice versa. Again, a good agency 
will research their previous event 
experience and look for opportunities 
to enable you to frame your news and 
promise so it stands out more than the 
competition.

Create a tone and image 
that’s unique to you
This comes back to first impressions: 
Do you want to be relaxed or 
business-like; friendly or coolly 
detached; energetic or calm? One 
of our most successful exhibition 
experiences was one that explicitly 
offered our audience an ‘oasis’ in the 
middle of the chaos of a hugely busy 
trade exhibition. It was a space to 
escape the noise (lots of white, cool 
surfaces, and very little messaging), 
and it worked. What were we selling? 

Luxury apartments away from the rat-
race. Perfect.  It was the image we 
decided to portray based on a great 
brief from the client.

Set clear goals, then 
measure them
An event without purpose is costume 
jewellery – sparkling and impressive 
from afar, but ultimately without 
substance or value. Everyone needs 
to be clear about what the ultimate 
goal is. Is it about growing a mailing 
list, building awareness, or shifting 
more product? Or is it something 
as disruptive and fundamental as 
a complete image change? Once 
the goal has been established, the 
next step is to determine both what 
success looks like and how we can 
measure it. 10-percent more sales? 
Hitting 4,000 subscribers? What if the 
goal is an image change? How can 
that be measured?

Leverage the past
Give your agency the chance to 
learn from your past marketing 
materials as well as the ones you are 
currently using. By getting a feel for 
the aspects of your current marketing 
(and how it’s developed) they will be 
able to get into your way of thinking 
and become part of your business. It 
means you get to ideas that suit your 
needs faster.

2. BE STRATEGIC
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Time to deliver
This is when the functional 
competence of your event agency 
is really tested. It’s all very well being 
creative, but it’s also important to 
be practical. That means having a 
firm grasp of specifications, logistics, 
assets, and both technical and 
human capabilities and limitations.

Logistics
Drill down into the detail. What have 
you actually asked for? Turn the brief 
– and the creative response to it – into 
lists. Fundamentally, successful events 
are founded, in functional terms, 
on great lists. Sounds dull, but for us 
they’re like concrete foundations 
laced with steel.

List everything from audio to furniture 
and from lighting to invites - right 
down to goody bags and somewhere 
for guests to sneak off for a cigarette 
(necessary in the Middle East!).

Don’t just make 
assumptions, share them
Clients make assumptions and so 
do agencies. That’s fine. The trick 
is to share and compare them. 
That’s how to avoid problems which 
will, invariably, appear at the last 
moment. Record them so both sides 
are very clear on expectations. One 
of the key advantages of an intensely 
collaborative and consultative 
approach to event design is that it’s 
the best way to avoid nasty surprises 
for either side. Gaps in knowledge 
and expectation must be filled 
quickly. 

Leverage assets
Where there are existing brand 
guidelines, either for your business 
as a whole or for this campaign in 
particular, make sure that the agency 
can use any which you already have. 
If the agency spends time researching 

information or creative materials 
that you already have, you’ll end 
up wasting money. That time will get 
charged. So, if you have valuable 
data, share it.

The agency can use it to help their 
team gain extra (and more valuable) 
conclusions and insights.

We like to call it ‘re-sighting.’ By 
making previous assets available you 
can also ensure a look and feel that’s 
consistent with your overall public 
image.

3. BE FUNCTIONAL
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Talk about money at the 
start of the process
The ‘B’ word (budget!) needs to 
be mentioned up-front. Ideas, 
technologies, spaces and 
constructions all cost money. 
The agency needs to know the size of 
the canvas from the start. Too often 
clients dream big and agencies let 
them. “There is no budget” or “be 
creative” just isn’t helpful, creates 
conflict and wastes previous time.  
Establish limitations: a good agency 
will embrace and work within them. 
So, just because a budget sounds 
small doesn’t mean it’s not the right 
budget. An agency needs to know 
what it can work with. Once it does, 
the creativity (and resourcefulness) 
can flow.

Be honest about technical 
and business constraints too
Be clear about the technicalities of 
an event, such as the nature and 
size of the venue, and any building 
regulations or architectural limitations 
that have to be taken into account. 
It’s also important to investigate any 
business constraints you may face, 
like the availability of key staff, or 
your hours of operation. The potential 
logistical constraints associated with 
moving large amounts of equipment, 
product or people should also be 
considered.

Think beyond the event
Based on the context provided by the 
brief, a good agency will help you see 
the bigger picture and think beyond 
the event itself. Doing that will allow 
you to focus on a broader, deeper 
and longer lasting experience for your 
target audience. The news and the 
promise can travel further in time and 
gain traction based upon the physical 
experience delivered by your stand.

Achieving that demands a truly 
consultative approach with your 
agency. It ensures that gaps within 
the brief are filled at the earliest 
opportunity and that the delivery 
of the event goes beyond simply 
erecting stands at a venue. 

4. BE PRAGMATIC
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You need a good relationship 
with your agency. One based on 
experience and trust. Together you 
have to tell a story that ensures your 
audience knows where you stand. 
What we enjoy the most about 
the events business is the personal 
relationships: clients, creatives, 
techies, roadies, event staff, 
caterers... everyone. It becomes 
a family. 

We respect each other’s talents 
and expertise. We work hard. We 
always try to be innovative. We love 
to see an audience delighted and 
engaged. And it all starts with the 
brief. So, when you brief an agency, 

make it personal. Get to know 
the team. You will be placing your 
business’s most valuable assets in their 
hands: your brand, your image, and 
your promise to your customers. 

Get the briefing process right and you 
will achieve your objectives and, most 
likely, exceed them. 

For more information please contact

Ben Codrai
Marketing Executive

ben@actionimpact.com

5. MAKE IT PERSONAL


