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Creative Brief
Media Brief



Ad. Brief
Company XXX

1-What do you want to advertise?

Company XXX is the most Preferred everyday drink for teens and moms know it. Drinking Brand A is a
part of teens’ life wherever they are or whatever they do. For perspective, teens believe that Brand A is
well matched to their outdoor ctivities by giving ultimate refreshment and, on top of it, sharm% Brand A
makes closer bonding with their peers. Also, teens want to get Brand A when they are doing their own
activities by themselves at home. It is because drinking Brand A gives more excitement/ en#o ment for
their in home activities by giving a feeling of being with their peers. Knowing the meanm%} of Brand A
for teens, mom is willing to prepare/ serve Brand A for their children (Jr. high/ high school students).

2. Why do you want to advertise this? N ,
Considering market trend for the past 1 year, it is confirmed that moms consume Brand A less than
teens even though moms like the brand ‘and appreciate the fundamental value of the brand more then
teens. For perspective, moms have got better scores in brand preference and key image ,
communication compared to teens. However, portion of weekly + drinkers among morn is 20% points
smaller than teens. ~ addition, the attribute of "Good to share with my family and friends" is not well
convinced to moms rather than teens.

Mom Teens Difference
Brand preference 42.9 38.3 4.6
Great tasting 50.0 47.0 3.0
Very refreshing 320 26.0 6.0
Daily drinker 54 9.8 -44
WeekIY drinker _ , 34.5 50.1 - 15.6
Good 1o share /family & friends ~ 42.0 49.0 -7.0

Note : July 1xxx - June 1xxx

3.What is the source of business?
1}Any kind in the category which is available at home
2) Juice or milk which"aré commonly prepared for family

4. Who are you advertising to?

Mto(rjns %/v;]o want to get more closer relation / their children (13-18 year old, Jr. high/ high school
students).

Normally, children starts to have their own world from Jr. high school days that implies less
communication/ interaction with their moms. Even at home, teens are doing their own activities in their
room such as computer game, chatting via internet, or listening music... Teens don't want to get any

interruption especially from their parents who are regarded as the old fashioned and have no
understanding for teens.

But, it makes mom feel isolated or ignored. Moms know that their children are already grown up and
mom’s daily care is not necessary an*more but moms want to be their closer friend sharing something
in common. Therefore, moms are willing to serve/ share Brand A with their children even though they
don't drink it quite often usually. It is possible because moms want to share something with their
children naturally and, on top of it, they like the brand anyway.

5.What do you want to communicate? _ _ _
Mom and children can enjoy Brand A together everyday. The unique Brand A sensory experience is

%Hving ultimate refreshment’and adding more enjoyment for teens and moms. Moms and teens realize
ey are good/ closer friends while sharing Brand A.

6.What consumer change do you expect? S ,
Get more weekly + drinkers among moms and teens based on the belief which is “Brand A is good to

share with my family”. Therefore, Brand A takes top priority in their mind set when they purchase &
serve beverage for their children.



7.Tone and Manner
Warm and cheerful

8. Campai%n launch date & Budget & Length of TVC
Launch date :October2md
Budget : 170 million Baht

Length of TVC :15”,20" and 30”

9. Results (mom based)

Current (Jun, 2xxx) Target (Dec.2xxx)
Brand preference 44.8 48.0
Purchase intent , 73.9 76.0
Good to share with family 45,0 50.0
Very refreshing 36.0 40.0
Great tasting 54.0 58.0
Weekly + Drinkers 40.4 43.0

10.  Keytime line : TBC

Task Due date

Agency brief July 31
1~ storyboard
%?d stgry %oard |
ory board approva
PPI\X PP

Shooting

Client review

Pass censorship

On-air Oct.2nd

jab)
=

OHOOoOOFNO
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2003 Brand XX Media Brief

Brand Vision- TO achieve |eadership.in share and brand preference in year 2005 by improving brand
preference, leading in innovative line extensions and marketing innovation.

Media Vision: T0 lead the brand dialogue with target consumers throuPh impact and innovation to drive
brand equity, brand preference and’incremental profitable volume.

2003 Goal:  To achieve target volume of 85 tons, share of 34%, brand preference of 35%

Market Background: , o o . o
Continuous Consumer TracklngZ and Market share indicated that Brand XX is still behind competitor, in
both market share (Brand XX 29.5%. vs Competitor 38.3%) and brand_preference r(Brand XX 30% vs
Competitor 50% among 12-29 P{ears). . Key business o%)ortumty IS to build brand preference via building
connection with teens, ‘especially teen in Bangkok (12-19 years old).

Strategy: o . . . _ S

1) improve brand preference via reinforcing the connection with teens behind topical insights.
2) Broaden brand appeal via launching innovative line extensions

3) Improve consumer value via price/pack innovation

4) Improve customer service and outlet execution

Key Product and Marketing Initiatives: 0, = o . o
Thematic: Launched the new campaign behind holistic & integrated communication with the objective to
connect with Thai teens in Bangkok in a very relevant way.™ The new campalqn IS hased upon core
consumer insights that Thai teens are fun-lovirig and want to"enjoy life without controntation,

2003, we need to develop the next 3 ‘holistic’ communications that expand the creative paths beyond
getting around rules and regulations while addressing what's topical on Thai teenagers’ minds today.

Promotion: Role of promotion is not onIY a key driver to increase incremental volume but also to create
brand preference & excitement among target consumers. There will be 1 Promotion behind holistic
campaign during Q2.

Communication Goals: . :
To be the leading brand by connecting with tanget consumers. to create brand preference and capture
10

top-of mind awareness of new Thematic, new Promotion with integrated communication to reach target
consumers across key touch points.

Media Goals: . .

* Ensure competitive TV weights 0 build business

o Ensure continuity on TV (Goal 52 wks/Minimum 24 wks) _ ,

* Minimize advertising wastage Dy focusing on media with a strong profile against our core target

grou(s) - _ .

addtion to effective reach, ensure media outlet is relevant for the message and skewed towards

that which the target is actively using (.. TV programs they watch actlve?y rather than having on
as background noise) , o

o Implemeént media test to develop learnings for the future (e.g. TV weights, media mix etc)

Maximize added value through media deals beyond space hooking alone e.g. TV-tie in, editorial
support, etc

Target:
Communication Tar Media Ta

t t
Thematic / Promotion Teens 16-19 years old, B%/D, Teens 10-24 years ol(rjq eall SES,
nationwide nationwide

Communication Selection Mix: , ,

Tv IS a key priority medium to drive message reach and frequency nationally against target consumers.
Radio IS {0 drive'message reach and frequency and connect at multiple day-parts. Secondly, Radio is
key medium to su?port pomotion _ _ L

Cinema IS t0 create maximum impact in captive environment, focusing on Thematic in BKK
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Net,w spaper is an announcement ad to drive awareness of new product & promotion and support tactical
Initiative.

outdoor IS 0 build impactful visibility outside home at key targeted location.

Creative Material Guideline:

Available Creative Materials

Project # Executions Unit/Size

Television  Thematic 1 3 new advertising refreshed every 3 30/15 sec
months (Mar, Jun, Sep)

* Ensure each advertising reach minimum
1,400 TARPs and on air at least 8 weeks

Promotion %aﬂvergsoing to support during summer (Mar  30/15 sec
- Ma

I Radio Thematic ~ 8-10 spots / day + activity 30 sec
| Promotion  8-10 spots / day + activity 30 sec |
Cinema Thematic 3 new advertising refreshed every quarter 30 se¢. screen ad & 30
Mar, Jun, Sep) sec. video wall
Newspaper ~ Promotion 2 insertion per campaign 8 column x 15" (Junior

Island position): Full color
Outdoor Thematic %-3 nem layout refreshed every quarter or  Big Billboards
months
1 Need recommendation for impactful, high
visibility in key strategic areas.

Budget: . .
200§ total media budget is 130 MM Baht.

Spending Priority:
By Medium
1 TV

2. Cinema
3. Billboard
4. Radio

5 Newspaper

By Project .
1 Thematic
2. Promoation

Attachment: Activity Grid
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2546
(Bangkok International Gift & Houseware 2003 BIG 2003)



1. TERM OF REFERENCE

2 ( )

3 ( )

4, (Exhibitor)
5. (Visitor)

6.

1. BIG 2002

( )

(Visitor)

2544

233



234

TERM OF REFERENCE
2546
(Bangkok International Gift & Houseware 2003 BIG 2003)
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2546 (Bangkok International Gift & Houseware 2003
BIG 2003)

2545 - 2546

31

3.2

=

5.1 Exhibitor
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5.2 Visitor
( )
(1) ; distributor
(2) trading company
buying agent
3)
( )
2545
3
(1) (. .45- . .46)
overseas press tour /
| direct mail, press conference
(2) (18-23 . .46) press

center /

| / visitors
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(1) key visual

231

(24 . .- . .45)

post show report

2545
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