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is about unfettered self-expression,
commercial art always has to start
with an objective and a strategy.
What do we need to achieve? How
are we going to do it? And at some
point, this challenge needs to be
brought to life for the benefit of the
people who have the not incon-
siderable task of turning a sound
strategic idea into a captivating
creative one. 

When Pope Julius II commis-
sioned Michelangelo to paint the
Sistine Chapel, he didn’t just ask
him to paint whatever he fancied. If
he had, he might have ended up
with a nice landscape or a hand-
some still life, but that wouldn’t
have delivered against his objec-
tive of wowing the blasé Roman
churchgoer. Instead he asked
Michelangelo to create something
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and fly...
If the Pope had simply asked Michelangelo to paint the ceiling, it is unlikely he would have gotten this.

Jeremy Diamond
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How to create a brief that sets creativity free

The agony and the ecstasy.

A lot has been written about the
creative brief, but the debate drags
on. How important is it? What is its
role? What should it contain? Who
is it for? Is anyone going to pay any
attention anyway?

The reality is that the debate is
largely semantic. Whereas fine art 
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ing for some time, a situation not
helped by a dowdy image. Ogilvy’s
solution was to create a sports
energy drink category in the UK
and then dominate it with
Lucozade.
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