Design of a conversational
Al tool for improving the quality
of inter-organisational briefings

Corperate Context

The In-House Creative Studio faces a significant challenge due to an increasing workload
among its team of creatives, which includes visual designers, concept creators,
copywriters, producers, photographers, and project/event managers. This team may only
experience slight expansion, despite the growing demand for campaign and event
materials targeted at three main groups: B2B, B2C, and Talent. Consequently, the Creative
Studio is forced to be selective, unable to approve all project requests due to the
overwhelming volume of work. Ideally, the studio would like to take on more projects.
However, the creative team's efficiency is frequently undermined by the considerable time
spent managing internal stakeholders, the misalignment resulting from unclear
communications, and inefficient workflows. The primary source of these issues was
identified as stakeholders providing incomplete or illogical design briefs.

Design of an Al Briefing Tool

This graduation project explores how Conversational Al might be used in the context of
setting up inter-organisational project briefs to help briefing writers improve their design
briefings. This resulted in creating an conversational agent that enabled stakeholders to
self-evaluate and improve the quality of their v1 briefings without external help before
the first briefing meeting with the Creative Studio. The final design was evaluated over
the span of two sessions with an internal stakeholder of the case company and the
Creative Strategist. In the first session, Jelly’s ability to assist the briefing writer was
evaluated. In the subsequent session, the feedback comments of Jelly were compared
to that of the Creative Strategist.

THE MAIN
STAKEHOLDERS
AND THEIR ROLE
WITHIN THE
BRIEFING PROCESS

You should know 3 things about me
@' 1. My Purpose

For now, I can provide preliminary feedback to
you on the first seven categories of the briefing
document. These are: 1. ‘Aanleiding en

Achtergrond; 2. ‘Doelstellingen’, 3. ‘Doelgroep), 4.

‘Doelroep Inzicht, 5. “Belofte (kernboodschap); 6.
‘Bewijs”and 7. ‘Opdracht & Deliverables’

2. MyRole

Iam great at giving you feedback. View me as a
guide who can show you the path, but for now,
you'll need to walk it yourself. I'm not too great at
implementing the feedback, as | lack the
organisation’s context.

! 3. My Disclaimer

1 can occ
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that does not represent the Creative Studio’s view,

Advanced bollie Settings v

Clear Conversation

INTERNAL STAKEHOLDER INITIATES a :
project and writes a briefing for :
the Creative Studio :
|
1

@ Hi, my

name is Jelly ! What is your name?

THE CREATIVE STRATEGIST meets with the !
stakeholder and ACTS AS A THERAPIST '
revealing the real problems of the !
stakeholder's briefing through |
critical questions. |

|

THE ART DIRECTOR DEFINES what SOLUTION '
would work best for the real L
challenge, BALANCNG both the client’s !
objective and the brand'’s purpose (i.e. !
inclusion, diversity and sustainability). !

|
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