H.U.M.A.N. COMMUNICATION CREATIVE BRIEF™
A familiar creative brief adapted with the H.U.M.A.N. lens so creative work is grounded in real conditions, clear meaning, usable activation, credible support, and learning.
	Project / Initiative
	
	Date
	

	Prepared by
	
	Business owner / sponsor
	

	Primary audience
	
	Requested deliverable(s)
	

	Launch / due date
	
	Review / approval owner
	



	HEAR
	UNIFY
	MOBILIZE
	ASSURE
	NURTURE

	Situation, audience & history
	Message, proof & concept
	Assets, approvals, channels & activation
	Credibility & reinforcement
	Learning & improvement



Use this brief before writing, designing, filming, presenting, or publishing. Keep entries short. The H.U.M.A.N. sections are integrated into the brief so the creative work stays recognizable as a creative brief while preserving the meaning of the Model.
	1. HEAR: Situation, Audience & Creative History


What business, audience, stakeholder, campaign-history, or environmental condition must the creative work reflect?
	Business / communication situation
	What is happening, why does it matter now, and what outcome must this support?

	Audience reality
	What does the audience already know, believe, question, feel, need, or experience?

	Past campaigns / creative history
	What has already been communicated or tried? What worked, what did not, and what should be repeated, avoided, retired, or built upon?

	Constraints / sensitivities
	What timing, access, legal, brand, stakeholder, cultural, operational, or approval condition could affect the work?



	
2. UNIFY: Message, Proof & Creative Concept


What meaning should the creative work create, and what message, proof, and creative idea will carry that meaning?
	Core meaning
	What is the single most important idea people should understand?

	Key message / takeaway
	What should the audience remember, repeat, or explain to someone else?

	Supporting messages
	What secondary messages, reasons, benefits, proof themes, or audience-specific points should support the key message?

	Facts, figures & proof points
	What data, statistics, facts, examples, outcomes, claims, or evidence should be included or considered? What must be verified?

	Creative concept / territory
	What creative idea, theme, story, metaphor, visual direction, or campaign territory should guide the work?

	Tone / voice / feel
	What should the work feel like, and what should it avoid sounding like?



	3. MOBILIZE: Assets, Review, Sign-Off & Activation


How will the creative work move from an idea into usable communication people can see, use, act on, share, deliver, or reinforce?
	Desired response or action
	What should the audience do, decide, support, use, share, or feel ready for after seeing this?

	Call to action / next step
	What exact next step, link, source of truth, meeting, decision, tool, form, or behavior should the work point people toward?

	Deliverables / creative assets
	What needs to be created? Example: email, one-pager, slide, video, social post, talking points, graphic, landing page, event materials, toolkit.

	Visual / content assets
	What supporting visuals, photography, illustration, icons, charts, infographics, video clips, testimonials, diagrams, or branded assets are needed?

	Review / sign-off workflow
	What brand, legal, compliance, accessibility, stakeholder, leadership, or subject-matter review is required before release? Who signs off, in what order, and by when?

	Brand / design requirements
	What brand standards, logo use, colors, typography, templates, image style, accessibility, or design rules must be followed?

	Channels / use environment
	Where and how will this be used? Consider channel, meeting, event, manager cascade, frontline use, stakeholder conversation, digital platform, or printed material.

	Activation sequence / timing
	What needs to happen first, next, and after release? What dependencies, launch moments, review cycles, or reinforcement windows matter?

	Owners / handoff
	Who owns creation, review, approval, distribution, manager use, updates, and follow-through?




	4. ASSURE: Credibility & Post-Release Reinforcement


What will make the creative work accurate, credible, trusted, brand-right, and reinforced after release?
	Source of truth / verification
	What source materials, references, data owners, claim support, or fact checks make the message accurate and credible?

	Trust or confidence need
	What could make people skeptical, uncertain, or concerned, and how should the work address it?

	Post-release credibility signals
	After release, what signals would show whether people trust, question, misunderstand, or challenge the work?

	Reinforcement / consistency
	Who must use, reinforce, or repeat this consistently after release? What must stay consistent across related materials?



	5. NURTURE: Learning & Improvement


What should be learned, reused, updated, or improved after the creative work is used?
	Success indicators
	How will we know whether the creative work helped?

	Feedback / signal to watch
	What questions, confusion, response, behavior, engagement, use, or stakeholder signal should we monitor?

	Update / reuse plan
	What may need to be updated, reused, retired, repurposed, tested, or improved over time?




	H.U.M.A.N. Creative Brief Check

	☐ HEAR
	Does the brief reflect the business situation, audience reality, past campaign history, environment, and constraints?

	☐ UNIFY
	Are the key message, supporting messages, facts, figures, proof points, and creative concept clear enough to guide the work?

	☐ MOBILIZE
	Does the brief clarify the assets, visual direction, review/sign-off workflow, channels, timing, activation path, owners, and use context?

	☐ ASSURE
	Are claims, facts, source materials, credibility needs, and post-release reinforcement needs clear?

	☐ NURTURE
	Is there a way to learn, update, reuse, retire, or improve the work after release?
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