Activity Brief Questionnaire
Disclaimer
This template has been developed by LS Consultancy and is provided free of charge. It is
intended to be used as a guide only and should be edited and updated per your own business
needs, risks and requirements. Dependant on the size and scale of your company, there may
be other sections that you need to include.
Whilst LS Consultancy has made every effort to ensure that the material contained in this
template is relevant and accurate, the template is only available for public viewing and use
on the basis that LS Consultancy disclaim all liability to the fullest extent permitted by English
Law for any loss or damage arising out of the use of this document or for any reliance by
users upon its contents.

Activity Brief Questionnaire
How to use this document…

This questionnaire is designed to get you thinking about…
o

Your business (“what you do”)

o

Your customers (“who they are”)

o

Your relationship with your customers (“how do we help them?”)

o

The sort of language we can use to get your message across.

You don’t have to answer all the questions or in the order they are listed.

These questions will help us understand exactly what you do and how you wish to be presented
through your digital communications.

How long will it take?
As long as you like (but probably less than an hour).

Don’t spend too long searching for answers – they don’t have to be perfect. Bullet points are fine,
this is simply information gathering to ensure that we can market your business with confidence.

1. Describe, in plain English, what your company does.
•

Explain who you are first, then explain what you do. For example, “we are a factory… we are
a shop… we are a website… we are a software development team…” then “we manufacture
phone handsets, we develop apps for the android platform, we sell bicycles, etc”

•

Avoid buzzwords or business-speak (e.g. “we provide solutions”, “we enable companies to
leverage their investment and generate increased ROI” etc).

2. How do you help your clients? What benefits do you offer them? How are their lives /
businesses enriched by your product / service?
•

For example, “the bicycles we sell from our online shop get you from place to place faster
than walking, but cost less than a car, and are better for the environment! Best of all, we
deliver!”

3. What is/are the main objective(s) you hope to achieve with the future marketing activities?
•

For example, to attract new customers, retain old customers, make your brand sound more
modern, enable you to charge higher prices by positioning yourselves as a ‘premium’
product, etc.

4. What is your USP (unique selling point)? (i.e. something your competitors can’t provide). Do you
have an evidence to support your claims?
•
•

For example, we are 50% cheaper than our nearest competitor, we have twice as many staff,
all our staff have a university education, we sell our product in more colours than our
competitors, our product is proven more reliable, lasts twice as long, etc.
Please provide any case studies, product reviews, testimonials etc.

5. Key Deliverables. If you already have a plan, what exactly do you want?
Let’s be clear about what you want. If you don’t know that is OK too, we can take the rest of your
answers combined with your objectives and will devise a plan.
e.g
•
•
•
•
•

New Business Branding
12 page brochure, copy & design
Static 5 page website [pages]
Full social media support
SEO support

6. Do any of your competitors provide a similar service? Who are they? What are their strengths?
What does their marketing (website, brochure, etc) look like? Provide links to their websites if
possible. Please provide social media account information if available.

7. Who is the main audience? Provide as much information about the client as possible.
•

For example, age, income, company size, job title, location, interests, political affiliation,
choice of newspaper, gender -- anything that can help identify the reader.

•

e.g. “Our clients are typically aged 30-40, have £1000 to spend, are university educated,
female, interested in the arts and the environment, liberal, iPhone users, married but don’t
have children, etc”

8. Is there a secondary audience who should also be targeted in addition to the main client?
•

For example, if you supply beauty products to high street stores, you might also want to
supply them to spa owners as well – they’re not your main audience, but it’s worth
considering them in the copy.

•

Ask yourself – is there anyone else’s business you wouldn’t mind targeting?

9. What is the primary conversion objective of future marketing activities?
•

A conversion goal is anything you want your website to achieve.
o It could be an enquiry about your product by phone or email…
o A sign up to your site or subscription to your newsletter
o A click-through to another site
o More comments on your blog or inbound links from other sites (“linkbait”)

10. Are there any secondary objectives?
•

For example, increased brand awareness, greater number of purchases by under-25s,
website (and copy) featured on another prominent site, etc.

11. Are there any brands that you aspire to? Do you have a preference for tone of voice?
•

Conversational? Friendly? Formal? Professional? Educational? Funny? Light-hearted?

12. If your business was a person, who would they be?
•

For example, Steve Jobs, Barack Obama, Don Draper, A 37 year old man in a suit, a 27 year
old hipster, a teenage girl with pigtails, a Mercedes Benz driver, Al Pacino in Scarface, the
sort of person who always wears a watch, etc

13. What do you like about your marketing provision? What don’t you want me to change?
•

e.g. short, concise, headline-driven, imagery, social media tone

14. What don't you like about your current marketing output?
•

e.g. too technical, too pushy, too long, too boring, etc

15. Additional information – now I’ve got you thinking, is there anything else you think I need to
know?

