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Agency Brief for 
Integrated Brand Activation
)

	Brand: Close Up
	Project: P.Gaga
	Date: 29.01.14
	Brand Communication Idea : In-Sync



This is a brief for:
· A Campaign Idea
· One or more executions from a Campaign Idea		Execution in which Channel?

Note: Roll your mouse over ▲ symbol for guidance on filling in the boxes

	1. A. What is the Job-to-be-Done and resulting marketing objective? ▲
[bookmark: OLE_LINK3]	
· JTBD: Disrupt current behavior of young independent adults (18 – 24 yrs) who currently share toothpaste with their families and make a conscious decision to switch to new CloseUp Deep Action. 

· MCO: Grow share of endorsement on brand equity “Is best at giving you fresh breath” and “Help me get closer” by 2% from 9% and Newness 

· MMO: Grow market share by 50bps from 3.9% YTD’13 by FY’14.  


	2. What insight drives this brief? ▲

“We thrive to be close to others, but self-doubt sometimes keeps us at a distance. This is only possible when you are confident about your mouth being really fresh” – CloseUp empower young people to feel confident socially.


	3.  Who are our target audience & their media consumption? ▲
· Young adults (18 – 24 yrs old) with LSM 7-9+, urban who shop in MT. 
· University student to first jobber who wants to feel confident to meet people and make an impression to close people or someone special to you. 
· Socially active and want to look good among peers. Also yearn for something different that answer their unique characters and attitudes.   

	4. If Briefing for a Campaign Idea: Initial recommendation on disciplines and potential role of channels to reach and engage our target and why: ▲
Recommendation
1. Adaptation from Global Brand Experience Toolkit to meet with the local target group insights. (No requirement in initiating new BCI only adapt on key materials)
2. Create Talk-ability campaign through among our consumers and social influencers. 

Potential role of channel
1. Social media platform. 
2. OOH media/ viral digital to create buzz among urban target. 
3. POSM and CTA 


	5. What do they think and do now? (in relation to our brand and its product category) ▲

Think:	“A toothpaste is a toothpaste ... plain and simple!”

Do:	Use “whatever” toothpaste is in the bathroom / mom buys!


	6. What would we like them to think and do in response to the communication? ▲

Think:	CloseUp is more than a Toothpaste, it gives me the confidence to get Close ... really close! (Fresh Breath)
           
Do:	Got to get my CloseUp - NOW!


	7. What is the single most important point to communicate? ▲

Closer for longer, 12-Hour lasting fresh breath (ลมหายใจสดชื่นยาวนาน 12 ชั่วโมง)

Why should they believe it? ▲
1. The new formula that has mouth with active zinc that spreads to the deepest corners of your mouth to remove germs that cause bad breath, giving you the freshest breath for hours*. 
2. It also has mouthwash that in the toothpaste that helps give lasting fresh breath. 


	8. Practical requirements: All for Qualitative Stimulus
A. Outputs
· Activation concept that build on the message and link to global BET.

B. Timings: ▲

· 1 Week from briefing period

C. Budget Production: ▲ 5 Million Baht
			
D. Mandatories (if required, maximum of three): ▲

a. Overall Mood & Tone must be cool, vibrant, surprising and edgy. 

E. Legal & Other considerations: ▲
· Claim is easy to imitate, confidential is crucial 

F. Agency Next Step: ▲
· Map timeline that will allow for the delivery as per above timings
· Launch June’14 


	9. IBC Leader: 		
Suthipa Panyamahasup, Director of Hair & Oral Care
    

	10. Business Card Summary:
Recruit young independent adults who currently share the toothpaste used by their families so they make a conscious decision to switch to new CloseUp Deep Action. 


 (
IBC Leader Signature
Unilever:
 
Agency:
)
*Rights: Agreement of ownership of legal rights in the work is a MUST
 when adding partners.
Attachments: 
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