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Three top tips
to writing an
inspiring brief.
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Collaboration




Data-informs the challenge
Define ‘what good looks like’
Use your insights
Be ‘Customers First’

Utilise your expertise



TheDigital.Co

@TheDigital Co
Paul@the-digital.co
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Libby McGugan
Doctor, Author, Musician



OBJECTIVES AND
MINDSET

{ DR L1IBBY MCGUGAN
MBCHB, FRCS, FCEM
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HOW DOES IT FEEL?






‘WISE
PSYCHOLOGICAL
INTERVENTIONS’



DECIDE

BELIEVE

THINK FROM THE END
~-HOW DOES IT FEEL?

PRACTISE

APPRECIATE



[ think, therefore I am.

Reneé Descartes
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Getting the best from pitching

Petra Cameron
Head of Advertising, RBS



Be Available
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INFORMAL
SPEAKER QUESTIONS
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