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CLICK TO EDIT TITLE AGENDA 
1. General ice-cream industry 

2. The world of Cornetto  ice-cream 

3. Brand vs Digital JTBD + communication plan 

4. YOUR CHALLENGE! 

5. Q&A 

 



CLICK TO EDIT TITLE Generation Z 
(Born 1991 – 2005, aged 7 – 23 y.o.) 

• Known as “Digital Native” 
•Witness widespread digital technology & electronic gadgets 
•  Characterized as tech-savvy,  speed demons, and tolerant 

of diverse culture 
• Realistic sensitivity to global issues and environmental 

concerns 

Source: FGDs, 2013 
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LOCAL ROLE MODELS THAT BREAK AWAY FROM 
TRADITIONAL MOLDS FAST-EVOLVING  

TECHNOLOGY & MEDIA…  

GLOBAL POP-CULTURE INFLUENCES, BOTH WESTERN AND EASTERN 

Drivers 
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•INDIVIDUALISTIC & EXPRESSIVE THAN PREVIOUS GEN 

• FRIENDS ARE STILL THE SPACE WHERE 
THEY CAN LIVE THEIR PASSIONS. 

• VALUE GROUP BELONGING.   
CHOOSE TO EXPRESS THEIR UNIQUE IDENTITY  AS A GROUP. 

Values & Expressions 

•HAVE UNIQUE IDENTITY STANDPOINT BUT STILL  

NOT WANT TO BE STEREOTYPED 
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HIGHER SOCIAL MOBILITY AND PURCHASING POWER.  

THEREFORE, EXPOSURE TO INTERNATIONAL AND   

KNOWLEDGE-HUNGRY AND REQUIRE INSTANT 
FEEDBACK 

WHILE THEY ARE OCCUPIPED WITH OTHER LIFE PROIRTIES, 
LOVE/FLIRTING IS MEANS TO HAVE FUN IN THE PRESENT MOMENT.  

Values & Expressions (Cont’) 

http://tvshow.tlcthai.com/wp-content/uploads/2013/06/00128.jpg


Their A Day in a Life 

Weekday 
Morning 

(05.01-09.00) 

Get ready for school/  
Travel to school/ 

Use Mobile Phone 

Before Noon 
(09.01-12.00) 

Studying/ Spend time w 
Friends/ 

Surfing Internet/ Use 
Mobile Phone 

Afternoon 
(12.01-16.00) 

Afternoon Study/ 
Snacking/ Play w 

Friends/ Surfing Internet/ 
Use Mobile Phone 

Evening 
(16.01-19.00) 

Dinner @home/ Watch 
TV/ Use Mobile Phone/ 
Surfing Internet/ Go for 

Exercise 

Late Evening 
(19.01-00.00) 

Watch TV/ Surfing 
Internet/ Use Mobile 

Phone/ Sleep 

Weekend 
Morning 

(05.01-09.00) 

Wake up lately/ 
Watch TV/ 

Use Mobile Phone 

Before Noon 
(09.01-12.00) 

Spend time w Family or 
Friends/ Watch TV/ Use 
mobile phone/ Surfing 

Internet 

Afternoon 
(12.01-16.00) 

Spend time w Family or 
Friends/ Snacking/ Use 
mobile phone/ Surfing 

Internet/ Visit Shopping Mall 

Evening 
(16.01-19.00) 

Dinner @home/ Spend 
time w Family or 

Friends/ Use Mobile 
Phone/ Surfing Internet/ 

Go for Exercise 

Late Evening 
(19.01-00.00) 

Watch TV/ Surfing 
Internet/ Use Mobile 

Phone/ Sleep 

Source: 3D 2012-2013, Unilever Database  

Teens usually go online most of the time. 
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Enjoy The Ride,   

Love The Ending 
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http://2.bp.blogspot.com/_Bpz_hbtQ-eg/S-ehhhf-qlI/AAAAAAAAADE/iTLVy65KApw/s1600/6.jpg
http://2.bp.blogspot.com/_Bpz_hbtQ-eg/S-eheZnno7I/AAAAAAAAAC8/CYnSA6dNemE/s1600/7.jpg
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25.- 

20.- 

(Driving 2-tiers strategy) 
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The Cone Journey  
(2013 – 2014) 
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2013 2014 Re-launch Cornetto (New logo, 

Local Presenters: Ploy, Joey, 25H) 
Get closer to fav. International artist 
(RED theme products + promotion) 

RED RANG ICONIC 

All VDO FLL/04 Cornetto Matcha Green Tea 30s_7-11_FINAL.mp4
All VDO FLL/05 Cornetto Tiramitsu 30s 7-11 FM OK.mp4
All VDO FLL/03 Icone 30Sec FM OK.mp4
All VDO FLL/08 Cornetto_Product 15s_FINAL.mp4
All VDO FLL/09 Walls_SF_TH_15s_Love_RED_No 7-11_FM_NoLeader.mp4
All VDO FLL/07 06 Cornetto_The Ride Promo 30s_FINAL.mp4
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ENJOY THE RIDE, LOVE THE ENDING 

#FEATURING 

 

มา FEATURING  กนัเบบ๊ ี ๋

Eat more … 
get more 

Eat more 
and WIN! 

NEW 
PRODUCT 

Flip and 
win! 

Cupidity 
film (love 

story) 

New presenters 
and new single 



CLICK TO EDIT TITLE 

WIN 

REDEEM 

Drive sales with teen’s 
related brands and cool 

gadgets 

Drive brand equity and sales by 
partnering with international 

artist and articulate a “money-
can’t-buy” experience  

 
 

DRIVE SALES AND BRAND EQUITY 

http://www.google.co.th/url?url=http://n4bb.com/blackberry-enterprise-service-10-hosted-service-available-uk-governments-g-cloud-programme/uk-flag/&rct=j&frm=1&q=&esrc=s&sa=U&ei=8sEZVO-oF9CIuASUs4GgBQ&ved=0CBkQ9QEwAg&usg=AFQjCNHKUUDXpJNpy8iuIdYSVPqXqvId4g
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I don’t‘ buy CN when I want to 
snack.  

I want to buy CN when I want to 
snack especially with my peers. 

CN is just a regular cone ice-
cream with different flavor 

offerings. It’s doesn’t appeal in my 
top-of-mind when it comes to 

snacking occasion.  

I think that CN is an iconic brand 
that allows me to unwrap my 
feelings and not afraid to take 

first step for  love and friendship.  

CURRENT DESIRED 

DO 

THINK 



Given the brand’s proposition, as a brand team, you 
are task to initiate a campaign on teens’ digital 

touchpoints (facebook, youtube, instagram, twitter) 
that drive sales while building Cornetto brand 

credential as an iconic brand for teenagers. 

Cornetto’s available digital channels : 
• Facebook: www.facebook.com/CornettoThailand 

• Youtube: www.youtube.com/CornettoThailand 

• Instagram: @CornettoThai  

 

Remarks 
1. Use the available Cornetto product (current variant) 

2. You cannot change the packaging  But what are other options than 
back of lid code? >> Think creatively. 

3. Know your target audience “Who are you talking to?” 

4. Know your JTBD and purpose of the campaign. 

5. With the right insight, wise execution and media channel >> WIN! 

 

http://www.facebook.com/CornettoThailand
http://www.youtube.com/CornettoThailand
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Teens 17-19 (M.5 – Freshmen) who are 
non-conformist,  and like to explore 
new things >> live life to the fullest . 

Think that Cornetto is the only iconic brand that  
allows me to explore different dimensions of life and 
dare to do. 

Remind current lid-promotion campaign during 
Valentine’s festive to boost up sales. 
 

(ไมเ่อา Est., Chang, Mountain Dew, Red Bull) 

(Entertainment: as mood and tone/ execution) 

GET 

TO 

BY 
LOVE, MUSIC 

How do you want them to think, feel or act differently about 

your brand? 

 

Who are you targeting and what do you know about them?  

CORNETTO DIGITAL CAMPAIGN JTBD 
(Example) 

CAMPAIGN 
PERIOD 1  Month (14 Jan – 15 Feb’15) 

 

How do you propose to do this through your content? 

 

 

 

http://darafashion.gmember.com/wp-content/uploads/2014/01/21.jpg
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 THANK YOU  


