
Feedback Guidelines 
A guide to providing feedback to your creative team
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Many of our clients are new to providing feedback to creative 
teams and may feel unsure of what to say or how to say it. We’ve 
put together a few basic guidelines to help communicate with your 
creative team and allow them to provide the best creative work for 
your project.

1. Be specific

Creative work is subjective. Ambiguous phrases such as “make it pop” or “it’s too bland” are not specific 
enough to guide your creative team towards a successful design solution. What “pops” to you and what 

“pops” to your creative team could be two different things. You might think “pop” means brighter colors. 
They might think “pop” means bigger and bolder fonts. 

So, be specific as possible in your feedback. Tell your creative team exactly what you like and don’t like. Is it 
the font? The colors? The imagery?

Feedback: It needs more pop.

Specific Feedback: The colors might be a bit muted for our audience. A brighter color scheme might ap-
peal to them and feel more like our brand.

2. Allow your creative team to lead design decisions

Your project will be most successful if you resist the urge to tell your creative team exactly what to do. 
Whenever possible, try to provide specific critique without micro-managing.

Instead of directing your creative team to make changes in the way you think will work best, simply ask 
them to provide a few additional solutions for you to consider. This is a respectful way to allow your cre-
ative team to exceed your expectations and provide alternate design solutions that address your concerns 
in ways a non-design professional may not have been able to imagine.

Feedback:  Please make our name red.

Design neutral feedback: I’m not sure our audience will think we are a serious organization with our 
name in soft blue. Could you provide a few additional design solutions to make the mark feel more 
serious?
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2. Explain the “Why” 

Usually, when a client starts directing a design, it’s because they have an underlying concern that the 
presented design has not successfully addressed. Instead of trying to solve the design problem for your cre-
ative team, it’s much more effective to simply explain the concern you have, and trust your creative team to 
provide a new solution to address it.  

For instance, feedback such as “make the title bigger” directs your team towards a specific solution, but 
doesn’t provide context for your concern underlying the request. 

Perhaps you want the title to be bigger because it’s too small to read. Or, perhaps your concern is that it 
doesn’t stand out from the rest of the text on the page. 

Our creative teams are trained professionals who may consider many possible solutions before deciding 
on the best one for the job: they may choose to make the font bigger, use a different font, change the color, 
create white space around the title, etc.

Feedback:  
Please make the title bigger.

Feedback that expresses the underlying concern:  
I’m worried that people won’t be able to distinguish the title from the rest of the text on the page. How 
can we put more emphasis on it?

3. It’s not about you, it’s about your audience

It’s easy to get caught up in what you like and what you don’t like. It’s important to remember that this cre-
ative work isn’t about you, it’s about your business. What matters is if your audience likes it, and if it meets 
the goals established at the beginning of the project. 

 
Feedback:  
I don’t like light blue. Change it to red.

Audience-centered feedback:  
The light blue color is playful, but our audience is serious. Could you provide a few more color options?

4. Use respectful language

Creative teams are used to receiving feedback. You should feel comfortable sharing both positive and nega-
tive feedback with your creative team.

That said, receiving client feedback can be a vulnerable process, even for professionals. Please remember to 
be courteous and thoughtful about the way you frame your design feedback. Constructive criticism is help-
ful. Insults are never appropriate or helpful. 
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Everyone likes to feel appreciated. Even if your team’s work didn’t hit the mark on this round, please don’t 
forget that this team is volunteering and donating their time. 

We are sad that we need to include this section and example in this document. No volunteer donating their 
time should ever have to receive feedback of this nature. 

Example Feedback: 
Hell no.

None of these marks convey ANY of my brand characteristics to me. Are these computer-generated? 
All are a definite NO. The association I got was maybe… tribal, possible cultural appropriation. Defi-
nitely NOT COMMUNITY OUTREACH. And definitely not ME. Bad reference. 

All these designs are a big miss. I am not feeling any of the marks you have sent. Not even a little bit. I 
am sorry to be so blunt, but I figure you need to hear my honest reaction.

Perhaps their work didn’t hit the mark on this round. That’s okay, and a normal part of the creative process.  
It is possible to be honest while remaining respectful. As always, express your concern about what’s not 
working tactfully, and mention any elements you do like from the presented work as a point to move for-
ward into the next round. Try to avoid all caps, as they can feel confrontational.

Respectful feedback:  
The icon options presented in this round don’t feel right. I am concerned that they aren’t expressing 
community outreach. I want to keep cultural sensitivity in mind, so let’s avoid anything that is remi-
niscent of tribal iconography going forward. 

The elements I do like are the colors and the typefaces from direction A. Can we return to the mood 
board and revisit some of the initial icon benchmarks? Let me know if there is room in our scope of 
work to see a few new icon options that have a stronger visual association with my brand keywords. 

I have read and understand the Visible feedback guidelines and 
agree to follow them to the best of my ability.

C L I E N T

 
Signature 

Name  
 

Date
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