
Client Collection Management – Ginger, Kristina, Mindy, Rebecca, Teresa, Virginia, Michelle 

Project Open House Signage 

Artists Caslin 

1. Background / Overview:

What's the big picture? What's going on in the market? Anything happening on the client side that the 
creative team should know about? Any opportunities or problems in the market? 

CM will be a part of Staff at the "Open House/Back to School Night". This night is an opportunity for 
parents, kids, and teachers to interact and get a feel for the upcoming school year/summer reading.  
CCPL views these nights as an opportunity to drive home to the community that CCPL is a community 
center and a resource. CM wishes to remove the shroud that has veiled it from the community (CCPL 
external customers) and staff (internal customers) and be more accessible and relatable to both. 

2. Objective: what is the goal of the ad or campaign?

Write a concise statement of the effect the ad should have on consumers. Typically expressed as an 
action. And frequently focused on what the ad should make the audience think, feel, or do. 

Project that we are accessible/welcoming. CM wants to be more available to customers and community 
and get people to interact with them and find out feedback about both want.  

3. Target audience: who are we talking to?

Parents and kids 

Start with a few basics: 

- Who are they? Parents with kids in elementary school

- Where are they? Chesterfield/ Richmond area

- How will we communicate with them?  Engage kids with the activity then have staff engage waiting
parents and have them use the takeaways

- What else do we need to know about them? Probably participating in the Summer Learning Program

4. Focus: what's the most important thing to say or show?

Here you want to identify the single most persuasive statement, or compelling visual, you can present to 
achieve the objective. Keep it simple. Avoid generalities. 

Our accessibility, our willingness to collaborate 



5. Reasons why: what are the most compelling reasons to believe, to try, to buy?

List the rational and emotional reasons for consumers to believe what you say, to try the product, to buy 
the service. Include all major copy points and visual evidence listed in order of relative importance to the 
consumer. 

Help us build the collection.  The community should feel like they are included in the collections process 
and their input is meaningful and valued. 

6. Also: what else might help the creative team?

Here's where you can include consumer insights, memorable quotes, a description of the brand 
personality, positioning tag lines, creative thought starters, terms of the direct response offer, result 
expectations, and mandatory elements such as the logo and website address. 

Where the books begin/Spark your imagination & mine your creativity/Help us build the collection 

7. Schedule: What do we need from the creative team, and when do we need it?

Here you can provide details on media, sizes, client presentation requirements even production specs - all 
depending on the project. 

April 26th – Brief Review and Finalization, Concept meeting and finalization, Departmental 
concepting finished

May 6th – All body-copy is finalized and sent to Caslin, All genres for the activity are finalized and 
sent to Caslin

May 9th – 1st Departmental presentation and critique, pick an artistic direction

May 13th – 2nd Departmental presentation and critique, tweak the art picked

May 20th – Final departmental presentation and critique, with almost no tweaks and signed off on 

May 23rd – Material that need to be printed out-of-house goes out to print, in-house printing starts and 
materials are finished 

Due Date May 30th – All materials printed, finished, and in department ready to go 

June 6th – CM goes out with signage to Open House Night 

Sign and Activity should be re-usable 

Takeaways can be more specific for program 




