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Support:

Media:

Tone of voice:

Mandatories:

Adcept Poster

Colgate

Optic White High Impact Toothpaste
Adults 18+

Over time, our teeth become stained by coffee, wine,
tea, dark berries, and cigarettes, rendering our once
white, bright teeth to dull, yellowish hue. While there
are many options available to whiten your teeth,
nothing is simpler and easier than brushing with
Colgate Optic White High Impact Toothpaste.

The easiest way to whiter teeth

With its unique whitening formula, Colgate Optic
White High Impact Toothpaste makes your teeth 3
shades visibly whiter in 4 weeks.

Adcept poster — a media neutral ‘key visual’ style
ad. This is all about developing your foundations of
coming up with simple ideas. You can’t play with
the media, or alter the page. Idea is everything.
Fun and lighthearted

Colgate Optic White High Impact Toothpaste logo
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Adcept poster campaign

Ford

Ranger XLT 4x4

Self-employed building professionals, 30 to 50 years old.

Many work utes boast strength and power, but the
reality of running your own business means you need
inteligence as well.

Work smarter with Ranger

The Ranger XLT is packed with advanced, intelligent
technology to help you with the job. It's the most
advanced truck ever seen in Australia, with
amazing safety features like collision warning, lane-
keeping aid, and Emergency Assistance, which calls
‘000’ in the event of an accident. Finally, its voice-
activated Sync 3 can navigate, check for traffic,
and even read texts out to you.

Media-neutral, adcept poster campaign (x 3
executions). As in brief 1, you can't play with the
media, or alter the page.

Smart, helpful.

Ford logo
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Radio
RSVP
Digital dating service

Single Millennials that have flirted with the likes of
Bumble and Tinder. While they've found these
platforms to be fun and exciting, they're exhausted
by ‘playing the field’ and are now looking for 'the
one'.

In a hookup culture where it's about that next swipe,
encounters can feel shallow and fleeting. Against this
backdrop, our audience is looking for connections
with substance and meaning.

Find something real

RSVP builds deep and lasting relationships, with 1
out of every 3 members finding a long-term
relationship, and 1 out of 5 finding a life partner.
Unlike some other platforms, their community
wants to foster frue connections.

30-second single radio ad

Lighthearted, authentic, and empathetic.

rsvp.com.au
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v

Google

Google Home

Mainstream Australia, aged 18+. They've heard about
Google Home, and are curious as to what it can do

for them.

Google Home is the fastest, most helpful way to get
stuff done and find answers in your home.

Your voice has all the power

Google Home is the hands-free assistant and piece
of technology that enables you to search Google,
play music, manage tasks, and control your
smarthome (with other hardware) — and all it starts
with your voice command, Ok Google...”
30-second TVC

Helpful, straightforward, empowering

Must include the product
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Social
OzHarvest
Fight food waste

Young professionals with disposable income, living
alone or with others

Every year, over 5 million tonnes of food ends up in
landfill, impacting the environment and the economy.
The biggest wasters are Gen Y, who buy food but fail
to meal plan, or forget to cook it when life gets in the
way.

They determine whether food is good to keep or not on
whether it looks like the perfect specimens we see in
Donna Hay magazines and ads. But bruised and floppy
produce doesn’'t mean it should be binned. Because
even though they're ‘ugly’, they can still taste delicious.

Ugly food can be beautiful

We need people to change how they value food,
beyond what they see on the surface. We need to
encourage them to use the food they would
otherwise throw out, through blending (soups,
smoothies), mixing (fritters, dips), and baked (tarts,
pies) — thereby making minor blemishes like bruises,
wilting, odd shapes irrelevant.

Ad spaces on social media channels. This can
include sponsored posts, Facebook Canvas and
Instagram stories.

Friendly and playful. Not preachy.
OzHarvest logo

Call to action to join movement at fightfoodwaste.org
If hashtag required, use #fightfoodwaste
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DUMPSTER DINER

Millenials throw out old produce because they don't know
the exciting possibilities that can be made from it.
Let's demonstrate it, with a social media driven pop up-restaurant.

’
woolworths (@)

1. Take Woolworths old produce 2. Pop up restaurant

3. Social

Take supermarkets unsellable blemished

The restaurants location is shared via Instagram /
produce that is destined for the bin.

Ordering is done by checking in on
Facebook weekly behind different supermarkets.

Facebook / Instagram

Experienced chefs are free to creatively explore

Ozharvest then shares the recipes on socials
options based on blemished ingredients available.
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Digital

Coca-Cola

Entire Coca-Cola range

Millennials, aged in their 20s and 30s

For generations, Coca-Cola has been the drink for just
about everyone, everywhere.

But today's Millennial consumers want more choice in
what and where they eat (UberEATS), in what they watch
(Netflix), at the pub (the explosion of craft beer), and, yes,
even in their Coke.

They want options, and to be able to choose a Coke for
every mood and moment.

There's a Coke for every you

The world has evolved and so has Coke. With a wide
variety of flavour and health variants (Classic, No
Sugar, Stevia, Diet, Zero, and new Raspberry), there's a
Coke for everyone to choose.

Digital. Think anywhere online or on mobile. Mobile
apps. Google, banners, websites, AR, mobile-led VR.
Not social or digital installations.

Fun and optimistic

Must talk to the entire range and not focus on a specific
variant.
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CREATIVE BRIEF

Brief Number: 7

Take an existing product, and shift either its target audience, the product benefit, or the
product use/occasion. Or, do something else. Whatever it is, change how or who its sold to
create a new selling strategy. Complete the brief to explain your thinking, and then
deliver an idea against this.

Topic: Strategy

Client: You decide

Product: Any existing product
Target audience: You decide
Keyinsight: You decide

Single minded proposition: You decide
Support: You decide

Media: You decide

Tone of voice: You decide
Mandatories: You decide
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CREATIVE BRIEF

Brief Number: 7

Take an existing product, and shift either its target audience, the product benefit, or the
product use/occasion. Or, do something else. Whatever it is, change how or who its sold to
create a new selling strategy. Complete the brief to explain your thinking, and then deliver

an idea against this.

Topic:
Client:
Target audience:

Key insight:

Single minded proposition:

Support:

Media:
Tone of voice:

Mandatories:

Strategy
Red Cross flood appeal
Australians

Australian’s don't donate to flood relief because they
don’'t feel connected to the issue

Help flood victims in need

People have been de-sensitized tfo images of floods, so
we need to do something different

Experiential / Print
Non-profit, helping

Logo
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Integrated campaign

Blackmores

The Blackmores Sydney Running Festival
Australians of all ages and fitness levels

There are lots of benefits of running, whether it's
leading a healthy lifestyle or simply being outdoors.
But being a ‘runner’ can be intimidating, particularly
if you only run to catch the bus in fime. The
Blackmores Sydney Running Festival means that, at
least for one day, everyone can be arunner.

Be part of the run for everyone

The Blackmores Sydney Running Festival contains 5
different events catering to different fithess levels.
There's a Marathon (42.195 km), Half Marathon
(21.0975 km), Bridge Run (10km), Family Fun Run
(3.5km) as well as a Wheelchair Marathon (42.195
km).

Integrated. No media channel is off limifs. You
should have one central big idea that is executed
across a minimum of three different channels.

Inclusive and motivational
Blackmores are a vitamin company and the sponsors

of this event. You aren’t advertising the vitamins but
the Running Festival itself.
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RUNLOCK

Netflix has become more popular than television.

Let's get people off the couch and reward them for running by adding new shows to
Netflix only available after earning it. We know you need some chill time after the
marathon, so we're introducing Runlock.

1. Netflix App - Movement tracker 2. Print
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Runlocker

ET

O km V Tkm

runlock

N

To get people excited about running,
every km ran is 1 new show unlocked

Run to unlock new shows on Netflix N] Eﬁg uﬂ m
Download the Netflix app. Every km ran unlocks 1 new show X

released on the day of Sydney Running Festival

BLACKMORES'
SYDNEY RUNNING

For more details visit netflix.com “




3. Digital - Netflix

i - 1
www.netflix.com p y oy |

m] &ﬁ@ mﬂm Home TV shows Movies Originals Recently added My List m @ﬁﬁuuu Home TV shows Movies Originals Recently added My List

Run to unlock these new titles

I[ | runlock r/ [|§ rurl1lock. ] [}” runlock

==Y =% ) /"_ \5

Soriipmiciibin ‘l SYDNEY RUNNING |

* Download the Netflix app.
For every kilometre ran, 1 show is

unlocked at Sydney's running festival.

1km

Other films

Comedy

Netflix opening page displays new shows/movies on its way. Upon clicking on a show, further information about the festival is shown
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Tone of voice:
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Outdoor/Experiential

Qantas

Non-stop flights from Perth to London
Australian travelers

Australians are eager and enthusiastic fravelers,
thanks to our healthy disposable incomes, generous
annual leave periods, and connections around the
world.

But the ‘tyranny of distance’ means that flying to
Europe has been something endured rather than
enjoyed. The new Qantas route enables Aussies, Nno
matter where they live to spend less fime fransitting
and less time in the air.

Australia and England have never been closer.

The QANTAS Dreamliner Perth to London is the first
non-stop flight between the two counfries. It can take
over 2 hours off the journey for people on the Eastern
Seaboard and 3+ hours for those in Perth.

Outdoor/Experiential. Think static and digital
billboard, ambient mediaq, stunts, and experiences.

Vibrant and exciting, capturing the sense of
anticipation of a holiday.

Must include the specific Perth to London route and
the Qantas logo.
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Gamechanger
The Workplace Gender Equality Agency
Pay equality

All Australians, focusing on those with cultural sway
(e.q., influencers, CEOs, policy makers)

Australia suffers from a 15-18% pay gap. which is the
most drastic at parenthood. Because of myths, biases,
and outdated stereotypes, once women become
mothers, they are less likely to be hired and are seen as
less competent, leading to lower pay — known as the
‘Motherhood Penalty'. In contrast, fathers are more likely
to be hired, and are seen as more competent. We need
to raise awarenss of this issue, so that one’s personal life
of becoming a mum doesn’t impede their progress.

Let's put an end to the Motherhood penalty

The Motherhood Penalty exists because of prehistoric notions of
mums being ‘caregivers’ (while dads are ‘breadwinners’). There
is no statistical proof that mums become less productive after
giving birth. Instead, parenthood has been shown to promote
interpersonal communication, flexibility, and being more
assertive — beneficial workplace skills.

To do this you could brand a moment to generate mass
awareness. Create a business network to realise positive
oufcomes, or create a physical symbol to highlight this
inequality.

Anything that helps redefine the way we advertise. A new
product, a Nefflix series, a new piece of tech, a social
movement - something we've never seen before.

Empowering, intelligent, provoking.

Must feel like it could change behaviour
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