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Mc CANN = ERICKSON (THAILAND) LTD.

Marketing  Communications  Brief

DOCUMENL o Date prepared ...
Product s Prepared DY s
Campaign e BUAQEL YEAI e

Document is divided into two Sections. Firstly, ‘THE SITUATION' which covers
general economic and specific market conditions into which the Communications

will be conducted.

Second Section deals specifically with the imporant factors in the

MARKETING COMMUNIATION RECOMMENDATIONS'.

SECTION 1 : THE SITUTATION

GENERA| ECONOMIC CONDITIONS

Affecting client market (eg inflation, cost of living, interest rates etc.)

INDUSTRY MARKET TRENDS
1. Expanding, factors or contracting.
2. Significant facfors in :
Selling methods.
Distribution.
Retailing.

3. Government or trade restrictions.
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HISTORY OF SALES AND MARKET SHARE:

Previous Year Latest Year
Brand Volume Value Share Volume Value Share
Client
Major
Competitiors: e
OthEIS & s e ———— e ————
TO-T AL, oottt ettt et ettt AL Attt R et ettt ettt e et ettt et et

Comment Sales on long-term trend.

CLIENT'S CURRENT ADVERTISING AND MARKETING
Product

Budget

Message

Media

POS

Trade Policies (Deals, etc.)

MAIN COMPETITIVE ADVERTISING AND MARKETING
Product

Budget

Message

Media

POS

Trade policies (Dals, etc.)

(If there is more than one competitor, list information under the same headings

as above.)

o a b4
AD 325 MFIANIMIUInITgNal 81



PRODUCT EVALUATICN AND COMPETITIVE_STATUS
Client Brand Competitors

Brands
i. Preformance
ii. Price
iii. Packaging
iv. Summaries Client's Product

strengths and weaknesses

in market compared with

competitors

Current users of : (a) Product category (b) Client’s Brand

INFORMATION GAPS AND RESEARCH RECOMMENDATIONS .

Information_required for decisions Recommendations on how best to get it.

CLIENT CONSIDERATIONS.

Marketing policies

Production Factors
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MARKETING OBJECTIVES

SECTION 2: MARKETING COMMUNICATION RECOMMENDATIONS

MARKETING COMMUNICATION OBJECTIVES.

(Number each objective and indicate which marketing objective each contributes
to. Also whether the objective will be best achieved by advertising, promotion,
public or trade relations, or some other strategy in the including Coemmunications

mix. )

kY E) e -
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TAREGET AUDIENCES (check primary and secondary)

Primary Secondary
sex Lm/F [Jep [HwW sex UM/F  Lcp UHw
Age [15-120113-170J16-24 Age (5-12 [J13-17J16-24

[]25-39 [140-54 []55+ []25-39 [140-54[]55+

SES. [JA B [Jc  ses.]A LB e
b [E - Up (e

Weighting...... % WEIBNEING. ..o %

EXISTING ATTITUDES AND OPINIONS OF TARGET AUDIENCE.

(State which of these attitudes towards the product need to be strengthened,
modified, changed)
Strengthened:

Modified :

Changed .

CONSUMER ACTION PREPOSITION.
(State clearly and simply what we want to say about the product which will bring

about the desired consumer action.)

~
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(State Brand Image and Tone of Voice which you believe the advertising should be

prepared.)

MEDIA OBJECTIVES AND STRATEGY

MERCHANDISING SUPPORT.

CAMPAIGN TIMEING

THE BUDGET

(Include Agency service fee in all figures.)

i. Media {Divide by Provinces where appropriate)

BKK/Central

North

Northeast

South

Baht

Television
Radio
Newspaper
Magazine
Trade
Others

Media Total

4D 325 MIPAMIMTUTNISGNAT
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ii. Media Production Total B .o

Other Production print, display, etc. Total B ..o,
iii. Resaerch Total B ..o
iv. Merchandising Support (where appropriate) Total B oo
v. Researves Total B ..o

GRAND TOTAL. B crnssnssinses
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McCANN-ERICKSON (THAILAND) LTD.
MEDIA BRIEFING FORM

To Media Group Head. . DALttt
Received by Media Group HEead.......eeeeeevrrseen (date)
Completion DEATNNE. .......uowweeereeerr e seeessmsressses (date)

(5 working days from receipt of Brief)

Media Research Charges Job NO..eicccrcocene. Authorised by

THE BUDGET As taken from the Marketing Communications brief.
(include Agency service fee in ail figures.)

i. Media (Divide by Provinces where appropriate)

BKK/Central North Northeast - South Baht

Television

Radio

Press

Magazine

Trade

Others

Media Total

ii. Media Production Total B e

iii. Other Production print, display, etc. Total B e

iv. Research Total B v,

v. Publicity (where appropriate) Total B oo

vi. Reserves Total B v
GRAND TOTAL = JO R
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Budget Timing (Divide media expenditure between calendar quarters of

appropriate.)

1% Quarter =] T 2™ Quarter  Bht

3" Quarter 2] 01 S 4" Quarter  Bht e,
Period of Advertising to

Media objectives and strategy (list in orders and as taken from the Marketing
Communications Brief.)

Bl s ok RS e s e e e SR

............

..............................................................................................................................

---------------------------------------------------------------

D (ANY OTNEE) cerrrrteeresmesssesessessssesesssssesssessssss s e ot st sessssss st oo sosss s

...............

..................
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purpose of this media plan to:

Yes No
Launch a new product/Service [ 7
Sustain an existing campaign N —
Test Market Ll

Or another reason (if so please state)

TAREGET AUDIENCES (check primary and secondary)

Primary Secondary
Sex | M/F L iCc/P | HW Sex | M/F e CH/W
Age | 5-12.113-17 _]16-24 | Age | I5-12 113-17 . 16-24
| 25-290 | 40-54 | 55+ | 25-38 | 40-541 55+
SES.  iA B | 1C | SES. A B C
oD IE D | E
WEIENHNE e % WEIENTNG oo %

REACH AND FREQUENCY (check relationship of reach to frequency you feel most
pertinent )
....................................................................................... Reach important
...................................................................................... Frequency tmportant

................................................................................. Reach & Frequency Fgual

s a b
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MATERIAL (Plase check length/sizes for consideration)

Television Radio : Magazin Newspapers
(510 Lo 60" PP, BW.....coreercrecieissinsannss FP
30" G0 L PP,Col HP
(0] [=7 COUPN—— Other...onminn. Other. Other..........
TAT F MATERIAL
ADPDIOVEd......ccvvrrereseseeeseeressness Will DE APPIOVED DY.ommeeecreccmsrerssnesssesssssesessssssssssssssssnssssn (date)

OTHER CONSIDERATIONS (give details)

(a) General O

.............................................................

.........

.....................

.........................................

..........................................

......

..............

........................

................................................
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DEADLINES: A deadline of 7 working days from receipt of this Brief by the
Planner is

required for full implementation.
Group ACCOUNT DIr€CION ..t sssrer s sssanee - Dateuvecieeeeen

(signature)
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