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2544)

Photo en Vogue
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Before - After makeover
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Inform Promote " 7

‘ Locations
Good Evening 1Starbucks
Area
" 0 2544)
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2544)

Reach

Reach

82

16 2544)

! 1 ' Brand

16 2544)
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Concept

“Concept
Concept

83

Concept Keep Walking
Remind
1 Billboard 1 Magazine

A 6 2544)



Magazine Concept
" 0 2544)
Magazine ad. 4
Magazine ad.
Mag. ad.
( 7 2544)
2.6 Event
' Department
Advertising IMC  Event
Major

Shokubutsu

84

Billboard 1TV 1Print 1
Campaign

Mag. ad.
Fashion ad.

Strategy "

3 PR 1IMC
Premium
0.K-
Event
Co-sponsor
Shokubutsu
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ltem

2544)

Trend

0

Sticker
2544)

85

Shokubutsu

Collectible
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Art - Form

Product

10

Post-Card

7

86

2544)
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Magazine
v 6 2544)
Operation
2
5 60 Locations 2
10 2544)
2
Agency Leo Burnett Starcom
Leo Burnett Artwork
Layout Font Product 2

Font

87

Leo
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Burnett Artwork Marketing
Artwork
Campaign Campaign
Screen
Saver Internet
Global Brand
" 6 2544)
’ Format
Diskette Format Agency
Agency Proof
Approve

Racks " 26 2544)
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Artwork

Artwork

Artwork

89
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Artwork l Artwork

Diskette.
“ Artwork Diskette
Format
" 10 2544)
Diskette
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‘ Graphic  Freelance
Graphic Design
Graphic  Design

Proof Proof
Digital  Proof
Proof 2
Proof
Blank
Information Promotion

" 10 2544)
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U

( Freelance )

4"

g

Artwork

93
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) Material Concept
0K- Concept Graphic
Design Concept Design
Approve Design
Material
Feel Graphic
Re-touch Sweet Daddy 30- 40
1
2 Versions

" , 2544)
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Offer Promotion
" 6 2544)

Search
( 16 2544)

5.2 |

Post-Card
( 7 2544)
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Post-Card
Post-Card
“Outlet Compare 2
List Outlet
Post-Card Starbucks
Starbucks
In-trend
( T 2544)
‘ b Post-Card
Brand
Entertain "
2544)

‘ Choose Location Choose
" 10 2544)

97

Greyhound
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‘ Outlet Starbucks
Starbucks Post-Card
? Take-it Freecard Outlet” ( 7 2544)

?  Take-t Freecard

Take-it Freecard

Distribute " ( 0 2544)
2
?
?7 2
‘ Post-Card
Take -it
Freecard Distribution Channel
Post-Card
Nood Greyhound
Post-Card Post-Card
Starbucks
Starbucks Starbucks
Exclusive Starbucks
" 16 2544)

Take-it Freecard
Black Canyon
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1
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6 2544)

Spa
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Loyalty
Take-it Freecard

"
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Product
Imagination
Mind "

Postcard

"

100

10 2544)

Offer Promotion

0

Take-it Freecard  Offer

Post-Card
7 2544)
Present
Deal
0.k
10 2544)

Deal
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2 Collection
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101

43

7 2544)
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Rating
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"

Set

102

Promote

3-4

6 2544)

Joint  Promotion

7 2544)
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‘ Reach Awareness
You
Awareness Distribute
" 6 2544)
' pn Happy
Collection
n (
“Feedback

" 10 2544)

103

16 2544)

Feedback

7 2544)

Number call
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* Research Pick up

1
Target group
Campaign Billboard
.......... Magazine
Leo Burnett
" 6 2544)
“Feedback
Event
Take- it Freecard Web Site
0.« " 6
2544)
Promotion
ad. " 1 2544)
‘ Post-Card

7 2544)
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1] 2
Outlet
Rack” ( 16
Rack
Distribute Rack
T\ 16 2544)
“Post-Card Concept
Concept Post-Caro
Concept

Handbill

2544)
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‘2 3 You
Reprint "
2544)
Logo
1
( 7 2544)
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‘ Update
Collection
2 Collections 2 Collections
Update
( 16 2544)
* Issue
Agency
" 6 2544)

106

Artwork

Rack

Update
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Black Canyon
, OK-

2544)

Starbucks
Starbucks

107

Black Canyon
Post-Card
80
Rack . 16

Starbucks

Senso Work
" 16 2544)
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Mind .. Mind
Target Mind
Brand  Brand
Check
Check Work
Reach Refill Issues
Evaluation Monitor Track
" 0 2544)
‘ Feedback
Brand " 16 2544)

9.5

108



“Information

2544)

9.6

9.7

(Artwork)

109

Promotion " N

Design

" 6 2544)
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Sponsor

Presenter

2544)

Sponsor

Plate

Artwork

I

2544)

Promotion

Activity

Co-sponsor
Event

110

Post-Card Plate
Artwork
Sponsor
Plan
Sponsor
Sponsor
n ( ,6
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* Promotion Lose Concept
" 16 2544)
‘ Campaign
Keep Walking P
Campaign Concept Keep Walking
Campaign Campaign P
' "ol 50% P
Campaign
Campaign
pn
Concept Image " 6 2544)
11, ! '
* Candidate
Offer Media strategy ~ Media Review
Quarter  Review Evaluate
Process 2 5
3 2
Medium

Defend Compare Cost Per Person/ Per Viewer



"
2544)

starcom
Check

Leo Burnett Relist
Monitor Cost
n ( ,6

Concern
Proceed

* Distribute Update

100%
n (

2544)

2544)

‘ Budget
Budget

Budget
Awareness

Joint  Promotion
Budget

Collection
2544)

12 ?

121

112
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‘ ldea Post-
Carddl Continue Information
Support " [
2544)
‘ 1 "1 Product
" 10
2544)
12.2
‘ Flexibility
13
Cost  OK. Cost 0 K-
Media
" 6 2544)
12.3

Budget
" 0 2544)
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13,

131
Distribute
Distribute
2 ' P Happy Commit
| 16 2544)

132

114

2544)

Reach



Starbucks

Maintain
2544)

”(

PerfecUt

16

115

Post-Caro
Feedback
Sales
. !

Channel

2544)
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‘ Commit Commit
Target
Rack " ( 16
‘ Outlet
Channel ~ Channel " ( 0 2544)
135
( 16 2544)

13.6

116

1 Perfect

2544)

Penetrate
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“Rack Target

' ', Target Waste"
( 16 2544)
137 1
‘ Privilege Long Term Johnnie
Walker Long Term 6 . 0
2544)
138 1 1 1 1 ’
‘ idea Post-
Card continue information
support " T

2544)
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139

‘ Evaluation Qualitative Research
70 % 30 %
Quarterly Review

update
Database
..... Handbill
Support
1 ( 6 2544)
13.10 ' '
‘ Monitor stock

( 6 2544)



11
12
13
14
15

21

2.2
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1
' 2
(Descriptive  Analysis)
(Inferential - Analysis)
(Hypothesis testing)
(One-way ANOVA) Scheffe
1
1
(Hypothesis testing)
(Pearson's Moment Correlation Coefficient)
2
2
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1 ! (Descriptive Analysis)
11 !
1
(0
200 50.0
200 50.0
400 100.0
1 100
50.0 100 50.0
2
(0
15-19 87 21.8
20-24 206 515
25-30 76 19.0
31-35 3 18
400 100.0
2 20-24
1 206 51.5
2 15-19 87 21.8
3 25-30 6 19.0

4 31-35 a 18
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24

318
42

400

318

!

10.5

24 6.0

2.5

13

03

2.5
6.0
13
79.5
10.5
0.3
100.0

9.5

42

10

121



5,000
5,001 - 10,000
10,001 - 15,000
15,001 -20,000
20,001 - 30,000
30,001 - 40,000
40,001 - 50,000

50,000
4
1
5001 - 10,000
2
52
3
36
4
28
5
17
6
9

308

123
123
52
28
36
12

17

400

122

()
308
308
130
10
9.

30

23

43
1000

5,000
123

10,001 -15,000
13.0
20,001 - 30,000
9.0
15,001 -20,000
7.0
50,000
43
30,001 -40,000
3.0
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13

30

245 61.3
86 215
30 15
8 2.0
13 3.3
13 33
3 13
400 100.0
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15
/
3.3
8
1 2
5

61.3

2.0

13
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400

() 400 0
9 (1000) 0
() 30 30
o  (925) (75)
AR 45
o (89 (11.2)
1
100.0
370 92.5
30
355 83.8

45

400
(100.0)

400
(100.0)

400
(100.0)

15

112

124
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N = =

45
99
60
8
118
400

99
18
60
45

1.69

141

125

11.3

24.8

15.0

195

29.5

100.0
24.8
195
15.0
113

118
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30

30
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16.5 16.3
15

239

2.42
0.85

126
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59.8
16.3
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59.8
65
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10

10

51

213
66
400

213

16.5

12.8
10

199
0.63

68.3

2.5
12.8
68.3
16.5
100.0

128

66

ol

2.5
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206

515
115

70

10

206
115
400

3.06
0.74

23
17.5
51.5
288
100.0

28.8
175
2.3

129
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10.

12

111
(27.8)
119
(29.8)
103
(25.8)
77
(19.3)
46
(11.5)
59
(14.8)
40
(10.0)
78
(19.50

(2.3)
12
(3.0)

222
(55.5)
194
(48.5)
219
(54.8)
200
(50.0)
226
(56.5)
182
(45.5)
156
(39.0)
99
(24.8)
30
(7.5)
59
(14.8)

54
(13.5)
82
(20.5)
69
(17.3)
92
(23.0)
124
(31.0)
115
(28.8)
149
(37.3)
161
(40.3)
199
(49.8)
150
(37.5)

400
(100.0)
400

. (100.0)

400
(100.0)
400
(100.0)
400
(100.0)
400
(100.0)
400
(100.0)
400
(100.0)
400
(100.0)
400
(100.0)

4.08

4.07

4.03

3.80

3.78

3.64

3.43

3.42

3.38
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130

0.74

0.74

0.74

0.84

0.66

0.88

0.89

1.09

0.84

0.90
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13.

14,

15,
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1.00-2.33

2.34-3.66

3.67-5.00
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(

23

115)
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(208)
19

(123)
102
(255)
108
(21.0)
158
(39.5)

122 114 58 40 325

(305) (285 (145) (100.0)
6 137 0 4 32

(440) (343)  (50) (100.0)
79 51 9 g4 3.8

(448) (128 (73 (1000
150 102 16 40 29%
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139 48 13 40 258
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400

131

111

0.89

1.02
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1 4.08
2. 4.07

3 4.03
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5. 3.78

A

10

1 3.64
2. 3.43
3. 3.42
4, 3.38
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6. 3.25

1. 3.23

8. 3.18

9. 2.58
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13

39 233 5
(33) (28) (88 (145
U3 W 4
(30) (83 (575) (113)
7 134 197 5
(43 (335 (493) (129
710 28 n

@3 (25 610 (9
7 1% 187 3%
43 (0 68 @
3 0 1T L
(8 (508 (3L75) (105)
7 18 155 18
(68 (495 (388 (45
1519 277
(43) (98 (68 (19)
0 B B0
(100) (625 (195) (69)
109 206 5 13
(273 (L5) (128 (33)

348
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(100.)

400
(100.)

400
(100.)

400

(100.)
400
(100.)
400
(100.)
400
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400
(100.)
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(100.)

381

317

3.70

3.63

3.58

345

340

3.39

321

2.82

134

0.76

0.68

0.75

0.68

0.75

0.81

0.70

0.79

0.76

0.84
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340

3.39
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1
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(325)
104
(26.0)
1 13
(10.8)
13
(1038)
28
(7.0)
2%
(6.0)
23
(5.75)
10
(25)
g
(2.0)
6
(1.9)

2
47
(118)
52
(13.0)
61
(15.3)
73
(183)
%
(65
47
(118)
30
(7.9)
2
(5.9)
23
(58)
16
(4.0)

3
1
(103)
64
(16.0)
58
(145)
64
(16.0)
19
(48)
3
(8.5)
46
(1L5)
2
(73)
23
(58)
20
(5.0)

4
35
(88)
51
(12.8)
60
(15.0)
46
(1L5)
32
(8.0)
39
(98)
63
(15.8)
37
(93)
28
(7.0)
11
(28)

5
3
(8.9
46
(1L5)
3
(8.9
63
(15.8)
30
(7.9)
37
(93)
49
(123)
50
(125)
48
(12.0)

137

287
(1L9)
317
(793)
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(64.0)
289
(723)
135
(339)
181
(453)
211
(528)
148
(37.0)
130
(325)
69
(173)
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26.0
43
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9.3
123
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68

10.8

332
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400
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138

130
104
5
317
289
"9

83.0

170

100.0
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332

216

169

155

155

136

117

105

83

42

38

38

139

(%)
65.1

50.9

46.7

46.7

40.9

35.2

316

25.0

12.7

114

114

0.3
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1
216 65.1
50.9
155 46.7
136 40.9
117 35.2
313
21
400
17
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373
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93.3
6.7

100.0

169

140

933



18

13

41
3

3

1

15
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12

373

141
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11.0

8.6

8.3

46

40
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3.2

2.1

1.6

11
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41
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19.6

313
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08

05
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8.3

17

8.6

21

4.6

15
12

11

143

32

a

4.0
3.2
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2 (Inferential  Analysis)
2.1 (Hypothesis testing)
(t-test)
(One-way ANQVA)
Scheffe
1

144
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19

3 2
1 1 1 1
42 21 54 2 144 238 106
36 3 45 24 138 241 106

8 60 9 45 282 239 106

19
241
2.38
20
T P
144 2.38 106 -302 163
138 241 1.06
P> .05
20

0.05



2

15-19

20-24
25-30
31-35

22

P> .

146

1 .
2
1 1 1 1
17 14 15 14 60 243 114
38 a 59 22 150 243 103
16 13 18 8 55 233 106
! 2 I 1 7 212 105

18 60 9 45 282 239 106

21
15-19
20-24 2.43
25-30 2.33
31-35 2.12
One-way ANOVA
Sum of Squares  df  Mean Square F p
1.868 3 623 H56 645
311440 278 1.120
313.309 281
22

0.05
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45
10

60

2 7
2 13
0 3
38 233
3 25
0 1
45 282

2.29

2.15
2.00
243
2.32
1.00
2.39

147

SD

1.38

114
1.00

1.06
0.95

1.06

2.43
2.32
2.29
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24
One-way ANOVA

Sum of Squares  df  Mean Square F p

3.666 5 133 £54 659
311.440 216 1122
313.309 281

P> 05
24

0.05
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© 5,000
5001 - 10,000
10,001 - 15,000

15,001 - 20,000
20,001 - 30,000
30,001 - 40,000
40,001 - 50,000

50,000

2.74

ol BAow N

25

1 1
25 17 26
25 23 34
T 6 16
5 3 10
6 8 6
2 0 5
3 2 0
5 1 2
B 60 9

15
10

45

79
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19
24

10
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10,001 -15,000

30,001-40,000
5,001 -10,000
15,001 -20,000
20,001-30,000

2.29
2.40
2.74

2.31
2.33
2.63
1.83
2.10
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SD

1.06
1.04

1.04
0.96
1.05
1.06
117
1.29
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2.63
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2.31
2.33
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One-way ANOVA

of Squares  df  Mean Square F P
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9
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2.33
241
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SD
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1.05

0.89
1.00

L17
0.79
0.71
1.06

241

2.33
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One-way ANOVA

of Squares  df  Mean Square F P

11911 6 1.985 1811 097
301.398 215 1.0%
313.309 281
P> 05
28
0.05

19-28
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400 242 8
400 348 A071
P< 05
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1.000

420
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1.000
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400
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0.05
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