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( MEMO / Memorandum )
( Contact Report )
( Brief - ROI : Relevance Originality Impact )
(Weekly Progress Report)
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10.

11

12.

13.
14.

D

GAD / CSD
AD
AD
AS
AE
AE

AE

Creative Director
Group Head/Associate CD
Senior Art Director
Senior Art Director
Art Director

Art Director
Copywriter

Copywriter

Production Manager
TVC & Radio Producer
Senior Artist

Senior Artist
Computer Graphic

Traffic

Media Manager
Media Planner

Media Buyer

PR Director
PR Manager
PR Executive

PR Executive
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Advertis|
FAX
To All the DDB contacts handling Digital account
(See Distribution List)
Fr Ryan Hendricks J
Date January 30, 19%
SUBJECT AX URGENT REQUEST

Dear Collégues,

Some of you have just visited Hong Kong for a regional marcoms conference. | am sorry
you all couldn’t participate. We covered"alot of ground.

The result is that in _sRite of a few key details incI,udinP the distribution of fees to each of

XOU‘ we have established in the minds of local Digital clients that DDB is the agency of
hoice and that we will meet their needs.

For now, we have an urgent project that requires your input and your local' client
Involvement,

The project:

1 We need each of you to take the attached 5 ads to the local client (see list of contacts)
a d a k them to ehoose two ads for their local market.

2. Begin translation into %our local language (English for Sing, Mai, India, Indonesia)
to be completed by February 17th.3

3. Advise us of the best local business press for reaching management people - send info

to me hut please copy Twiggy Lam.
We will compile the feedback, create a media plan and seek your input on the Final plan.

Please make a detailed note, of the time hours spent on this project as you will he
compensated accordingly!

Best regards,

Q\RywiY Fendricks
P

» »NLUUAV WowOntor L. AW UWFmnits, Sun Hung Kai Cle, .. Har8Qik Road. Wanchai. Hong Kong, Til.: HKfﬂ?"r'l\].X;

o AICTMN.J « S'ULIV)|I|  »VSPIITIMA o feoi'ftiMf * ffilUTTi * o fliir W/ | fVmiti»
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Memo
To K.Riingrong/K.Somrudee, K.Rungtlnp, K.Apassom
From Naruemon
Date 31/1/95
ccC K.Monthicha, K.Rinnidee, K.Pleamta, K.Jeerapha, K.Surat,
K.Supacharee
Subject Prima Gold Campaign/intemal Meeting

Please be informed that the internal meeting of 1995 Prima Gold
advertising campaign will be held at 4.00 pm of Jan 31, 1995. Please be

available at the 5th floor meeting room.

Thank you in advance for your co-operation

Naruemon



BNEEDHAM WORLDWIDE CONTACT REPO!

Representing Client

Venue
] 2558
0
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0 1

0 2

Representing Agency  J
]

" 12538

99.99%

3

e T
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25,059,298
25,569,929

DDB NEEDHAA>8/VORLDW

NVIMA< 1

Account Supervisor
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CREATIVE BRIEF FORM

MARKETING OBJECTIVE

What is the chent’s marketing objective?

What is the advertising objective and how will it be measured?

TARGET

To whom will the advertising be addressed?

What would this target be like as a person? Most important, what feelings, attitudes
and beliefs does this target hold about our brand?



» What is the Personal Media Network© of a typical target audience member? In what
type of acdvities does the target typically engage?

ACTION

» What action do we want our target to talce as a direct result of exposure to the
advertising?

+ What action will that action replace?

REWARD AND SUPPORT

« What competitive advantages or equities does the brand have that are or would be
valued by the target?

» As aresult of the advertising, the target will conclude;
I
instead of
| will
because




PERSONALITY

What is our brand's current personality?

What does it need to he?

MEDIA

When, where and under what circumstances will the target be most open to hearing
about and desiring to obtain the specific reward and support?

Considering the target's Personal Media Network®, client objectives and budget, and
competitive consicerations, what combination of media vehicles will impart the greatest
Impact to our campaign?

KEY INSIGHT

What is the one key insight upon which to focus the campaign?



Creative Brief

Client

Product

Date 19 2538
Job Promotion Flash

Marketing Objective
1
2
3

Advertising Objective >
1
2 S

Target Group
25-40
533 20-25
. C.D :

Mechanics



Requirements

1
0

Ik

Promotion Flash

Promotion Flash

% N 4 2538
BH ™ 4 2538
21 MY 2538
25 IR 2538

15
20
3
25

15
55
10
35



0 Promotion Flash l
21 | )

4, ! HR

0 Promotion Flash

0

0 L )
Deadline

0 L Finished A/W within Jun M '9

0 Finished AW within Jun 15
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Tentative Timing

Client Premier Marketing Co.,Ltd.
Product LADY Sanitary
Job Description Promotion Flash
Date May 19, 1995,

Description Deadline Action
L/O & Copy May 26 Agency
Revised L/O & Copy (if any) May 31 Agency
PCE presentation / Approval May 31 Agency, Client
Pre-production Jim 2 Agency
Shooting Jun 5 Agency
Tracing (Bag, Glasses) Jun 7 Agency
AIW presentation Jun 9 Agency
AIW to client Jun 9 Agency
Tracing (Plates) Jun 13 Agency
AIW presentation Jun 15 Agency
AIW to client Jun 15 Agency

{ -

Naruemon Veerawattanakorn

cC Client K.Pieumsook
Agency : K.Surat, K.Pallida, K.Nuttana, K.Wanida, K.Puangthip
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Focus on only
the most essential fac

Far East




PREPARATION

Client ROl Introduction
Homework

4 C's Document

? Far East Advertising Public Company Limited Fp" ‘ i3 ._ _ ‘ )




Asetof M A process
Issues that by which

guide o theissues §
stralegy BB are explored §

An
Attitude

Far East Advertising Public Company Limited "%



A set of
ssues that

| A process
by which

bR the issues

are explored

guide
strategy

v

Far East Advertising Public Company Limited %




THE ROI GUIDEL
QUESTIONS




1. Marketing Objective_

a. What Is the client’s
marketing objective ?

b. What is the advertising

objective and how will it
be measured

Far east Advertsing Puplic company Limited



2a. What segment of the
consumer population
“might buy our brand 7

2b. At what stage or
stages in the decision
process is advertising
most likely to have a
critical effect 7

B}

# Far East Advertising Public Company Limited '
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Aceptac




2L, Cons'idering 2a and 2D,
to whom will the advertising |
be addressed ?

2d. What would this target

be like as a person ?

2e. What Is the Personal
Media Network © ofa
typical target individual 7

'
oy it




3. ACTION

3a. What action do we
want our target to take”

3b. What action will
that action replace ?




4. REWARD AND
_ SUPPORT __

., a. What competitive
advantages of equities ?

. b. What reward will the brand

(or product or service) promise to

persuade our target

to take action ?

. ¢. How will that reward be

supported ?

Far East Advertising Public Company Limited FP" .



W hen |

Instead of

| Wil

Because



s .. P E R S O N A L I'T Y

-a. What Is the brand’s current
personality ?
(no more than five adjectives)

- 0. How must this
personality be changed ?

. C.no more than five adjectives
what will our brand’s personality
then be ?



M E D | A

-a. When,where and under what
circumstances will our target be
most open

- D. Which vehicles on the target’
Personal Media Network @ reach
the target

- C. Which media vehicles on
the list best suit ?

. 4. Considering the competitive
media mix



7. KEY INSIGHT
(.) . Focal or starting'point
for creative team

Insures focus

Generally reward,
support or personality.
May also be target
characteristics,
action,media



INSIG HT
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GUIDELINES  KEY INSIGHT PRIORITY

.Marketing /
Advertising
Objective

=

.Target

N

. cAction
. .Reward
.. Personality

| . .Media



R.0.1. BRIEF FORM

MARKETING OBJECTIVE

« What is the client’s marketing objective ?

« What is the advertising objective and how will it be measured ?

TARGET

« Towhom will the advertising be addressed ?

« What would this target be like as a person? Most important,what feelings,

attitudes and beliefs does this target hold about our brand ?

Far East Advertising Public Company Limited




* What is the Personal Media Network of a typical target audience member?f
what type of activities does the

ACTION

« What action do we want our target to take as a direct result
of exposure to the advertising ?

« What action will that action replace ?

REWARD AND SUPPORT

« What competitive advantages or equities does the brand have that are

or would be valued by the target ?

 As a result of the advertising,the target will conclude:
If I

instead of

[will

because

Far East Advertising Public Company Limited



PERSONALITY

W hat is our brand’s current personality ?

W hat does it need to be ?

MEDIA

W hen,where and under what circumstances will the target be most open to

hearing about and desiring to obtain the specific reward and support ?

Considering the target's Personal Media Network .client objectives and
budget,and competitive considerations,what combination of media vehicles

will impart the greatest impact to our campaign?

KEY INSIGHT

W hat is the one key insight upon which to focus the campaign ?
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Brief

TVvC

Press Ad

Mag Ad

Radio Spot

Double Head

Client Service

AE

AS

TV Commercial

Press Advertising

Magazine Advertising

Account Executive

Account Superviser

AE

AE

AE



AD Account Directer

AE AS
GAD Group Account Director
AE, AS, AD
Traffic
Visuaiizsr
Artist (Artwork)

Production

Copywriter

Art Director

Creative Group Head



Asso.CD Associate Creative Director

CD Creative Director

Media Planner

Media Buyer

Media Manager

PR Executive

PR Director



. 2538

Partnership

4 2509
)
. 2536
Copywriter DDB Needham Worldwide
Senior Copywriter EURO RSCG

123
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