
 

CREATIVE BRIEF 
  
   

Brief Number:  1 

Topic:  Poster 

   An outdoor poster, as words and/or images only. Clever 
use of media will be in a later brief. This week, just focus on 
what’s in the rectangle. 

     

Client:  Sanitarium 

Product:  Up and Go Blends 

Target audience:  Busy young people 

Key insight:  Young people are trying to fit more into their days, so are 
less likely to eat breakfast at home 

Proposition:    The fastest brekkie 

Reasons to believe:  ● Handy on-the-go popper carton 
● Australia’s #1 liquid breakfast is now available in 

three delicious and on-trend flavour combos 
● All the ingredients you’d expect for breakfast - fruit 

and nuts, milk and oats, with no added sugar. 
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CREATIVE BRIEF 
  
   

Brief Number:  ǭ 

Topic:  �utdoor Poster ȵ Billboard 

   Think out-of-home static and digital billboards, including 
special builds. Anything that can be contained within the 
paid media space (e.g. an experiential action on a paid 
billboard site is fine. A flash mob is not) 

     

Client:  ADT Home Security 

Product:  Interactive Home Security 

Target audience:  Homeowners across Australia 

Key insight:  With more couples working and singles living alone, 
homeowners are spending more time away from their 
homes, and from the valuable people and things inside. 

Proposition:    There ǎhen youɏre not 

Reasons to believe:  ● 24/7 live video stream of your home 
● Check in on family or pets to make sure they’re 

home safe 
● Arm and disarm your security system remotely 
● Turn lamps and appliances on at home, from 

wherever you are 

 

  
 

 © 2019 The Communications Council 

 

A C 
oo·,.,.,e, 

'" Ct'! If m tJ n icot l,:;,ns 
cound . 

AWARD 

AWARD 
SCHOOL 

1uppor t ctlj by 

focebook 



Motion-sensors detect when pedestrians are close-by. 
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If no one is around ... 

Intruder strikes when pedestrians move further away. 
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Brief Number:  Ǯ 

Topic:  Radio 

   30 second radio ad 

     

Client:  UberEats 

Product:  UberEats 

Target audience:  Baby boomers (approx. 54-74 years old) 

Key insight:  Baby boomers are more adventurous with their 
lifestyle than previous generations, but haven’t yet 
adopted on-demand food delivery 

Proposition:    Taste the ǎorld at home 

Reasons to believe:  ● Restaurant-quality food at home 
● No need to call or travel to pick up 
● New flavours and cuisines to experience 
● Access to restaurants beyond your local area 
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KID1 

KID2 

KID1 

KID2 

MUM 

KID1 

VO 

SFX 

SFX 

KID1 

KID2 

VO 

My mum makes the best Alco Matar. 

Well, my mum makes the best Kapao Moo Grob. 

Well, my mum makes the best Unagi Nigiri. 

Well, my mum ... 

Kids! Dinner in 4 minutes. 

OK,Mum. 

As times change, so do the dinner requests of our children. 

*Doorbell* 

*Plates hitting table* 

[Chewing food] See? My mum makes the best Confit de Canard. 

Well, my mum makes the best... 

But with Uber Eats, you'll never stop delivering. 



 

CREATIVE BRIEF 
  
   

Brief Number:  ǯ 

Topic:  TVC ȵ Cinema 

   30 second film ad 

     

Client:  Australian Government 

Product:  Childhood vaccination programs 

Target audience:  Parents of children between 6 months and 4 years old 

Key insight:  The long-term benefits of vaccines are hidden because 
they work. But the consequences of not vaccinating might 
see your child never grow up. 

Proposition:    jet your child have a future 

Reasons to believe:  ● All childhood diseases we vaccinate against can 
cause serious illness or death 

● All vaccines available in Australia have been 
thoroughly tested for safety and effectiveness and 
are continually monitored 

● Skipping or delaying vaccinations puts your child 
and those around you at risk of contracting serious 
illnesses 
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-

PROTECT YOUR OWN . 
IMMUNISE. 

~~ -~ -.r..J J\ .::: 

Austra lian Govern ment 

PARENTS: Happy birthday, dear Rosie. 

VO: 

Happy birthday to you! 
Hip hip, hooray! 

Don't you think it's weird that it's 
compulsory to vaccinate a dog ... 

VO: but not your child? 
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Brief Number:  ǰ 

Topic:  tobile 

   Anything on mobile that’s inherent to the way people use it, or gets people to 
use mobile in a new way. This could include Tinder, Facebook, YouTube, 
Snapchat, Instagram, Spotify, Uber etc. 

Client:  Whitelion (​www.whitelion.asn.au​) 

Product:  Fundraising 

Problem  Young offenders are often perceived by society as inherently bad, meaning 
people feel less inclined to donate to a charity like Whitelion. 
The truth is, many young people end up in juvenile justice due to impossible 
choices and being victims of circumstances rather than being ‘bad kids’. 
We need to change the public perception about these perpetrators, and help 
people understand what these troubled young people have gone through. 

  

Target audience:  Australian mothers of both kids and teens 

Key insight:  Mums know that kids ‘act out’ when there’s something else going on for 
them. Maybe they’re hungry, tired or anxious. Kids express their needs in the 
only way they know how. 

  
They don’t judge their kids as ‘bad’, but instead seek to understand what’s 
happening under the surface. 

Proposition:  Pelp the kid behind the crime 

Reasons to 
believe: 

● Over 50,000 children and young people are in ‘Out of Home’ care, 
over 23,000 are homeless and 10,000 are in the youth justice system 

● Young offenders have no access to services that can help keep them 
from returning to jail and break the cycle 

● A donation to Whitelion helps provide practical support to young 
people - access to food, clothing and hygiene for individuals, or 
programs that deliver access to positive role models and a pathway 
to education and employment, helping to rehabilitate young 
offenders and also prevent at risk youth ending up in prison. 
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http://www.whitelion.asn.au/


Make your pgints actually 
worth something. 

• 

:~ white l ionau 
'·,, .. ~ Sponsored 

YOUR WOOLIES POINTS MAY 
MEAN NOTHING TO YOU 

BUT THEY MEAN EVERYTHING 
TO YOUNG PEOPLE WHO 

CAN'T AFFORD GROCERIES 

Donate Your Poinls 

65 l ikes 

w hit elionau Shop lifting is the most common cr ime amongst 
young people. You can help without doing anything . 

0 
Sponsored 

lnstagram Ad 

> 

• 

r- 7 
1111111111111 
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Thank youforsupporting Whitelion 

0 
Users can scan their card 

with their devices camera ... 

Donating money to young offenders isn't popular -
yet many consumers carry rewards cards that they don'tfind valuable . 

Whitelion accumulates Woolworths Rewards po int donations nationally 
and turns them into food hampers. 
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<i)rewards POINTS BALANCE 

50 

' 
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·· .. . ...... , 0 
tR)rewc\rdS 

~rl.LO SAVINGS WAITING 

Samuel 

~9~ --.. 
j Dooate Poi>ts to Whttelion J 

19 ,~, d' 

TouchlDtoApply 

0 
... or donate via 

their digital wallet 

$10 

' ... 



 

CREATIVE BRIEF 
  
   

Brief Number:  Ǳ 

Topic:  (igital 

   (igital exists all around us. �n desktops, Google, as 
innovative new technology, even as A.U. Þhat can you use 
Ⱦor inventȿ in the digital spaceȰ 

     

Client:  (ollar Shave Club 

Product:  ©aǞor delivery service 

Target audience:  ten who shave 

Key insight:  Shaving is a necessity, not a luxury. vo one wants to pay 
too much for the basics. 

Proposition:    The cheapest ǎay to shave 

Reasons to believe:  ● jow-cost raǞors delivered to your door - reusable 
handles with replacement blades for the price of 
disposables 

● Tailor your frequency of new products to suit you Ɂ 
monthly or every other month - so you only pay for 
what you need 

●  vo fees to join 
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TWO DOLLAR SHAVE CLUB 
We're affordable ... so pay twice ... and shave a mate. 

~ I https://www.dollarshaveclub.com/twodollarshaveclub 

® TWO DOLLAR SHAVE CLUB 

How does it work? 

Upload a photo of your mate's terrible beard and we'll let the public judge it. 

We'll consolidate polling results from lnstagram, Facebook and Snapchat. 

If the people say "shave", you'll pay twice on your next month 's subscript ion, 
(not that you'll even notice) and your scruffy mate will get his hands on an 
awesome grooming pack from D.S.C. 

Upload a clear image of your mate's beard: I BROWSE ] 

Link your social media: (@)CfJ(Ql 
- - - - - - - . - - - - - . - - - ..... - -- - ... -- -- - - - -- - .. - - ... --- - - .. - - ~ - --

Link your mate's social media: @)(JJ[DJ 

Enter your mate's address: f I 1 

Campaign Microsite 

We all have a mate with a terrible beard. 
Two Dollar Shave Club is a campaign by D.S.C. that helps our customers ' 

scruffy mates realise the importance of good grooming. 

0 

TWO DOLLAR SHAVE CLUB 

@lu ke_b[o wn nominates : 

@tom smith 

[ SAVE SHAVE 

Click here to n omin ate you r mate 

0 _ _ _) 

lnstagram Story Poll 

0 

-Facebook 
(O'\ LukeBrown 
v::::::J s t,rs ,~ 

Sorry , Tom Smith. The people have spoken. 86% 
say "shave". Your f irst month's Dollar Shave Club 
subscription is on me. Put those razors to good use! 

Two Dollar Shave Club by D.S.C. 

oo = ® ~ 
~ 

0 

( Learn More 

-

F acebook Results Post 



 

CREATIVE BRIEF 
  
   

Brief Number:  ǲ 

Topic:  EǓperiential ȵ Ambient 

   An idea that consumers can interact with when they’re out 
and about. Think about ambient media, stunts, pop up 
shops, installations, and experiences. 

     

Client:  Comm ank 

Product:  Apple ¦ay 

Target audience:  Comm ank customers with an i¦hone 

Key insight:  While we’ve all been left stranded without our wallet, we 
never go anywhere without our phones. 

Proposition:    A smoother ǎay to pay 

Reasons to believe:  ● 1asy set-up on your i¦hone 
● fust tap your device on the terminal to pay 
● jeave your wallet at home 
● tore secure than your physical credit or debit card 
● Automatic storing of your receipts and transactions 

in the Comm ank app 
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Apple Pay has eliminated the need for a back pocket. 

ConmBankWinterAid For every customer that donates one, CommBank 
provides a quilt to a person or family in need. 

◊ 
ConmBankWinterAid 
Donato your back pocke t 
a t fllr,; major branctl . 

ThM kS 10 Apple Pay, 
yoo won't bo nccdilg II 

,__ __ ____ _ 
r "' I ) I 

L....,J 

Fll~t.10 

1 Customers are encouraged to 
donate when using Apple Pay. 

CommBank & Apple Pay - smoothing out the lives 
of all Australians during our coldest months. 

Commonwealth Bank of Austra lia 

Conm BankWinterAid 

2 Donated pockets are sewn into a 
patchwork quilt to display how many 

customers have donated at that branch . 

Winter Aid 
Donor 

3 Tailors replace customers' back 
pockets with a donor's patch. 
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Brief Number:  ǳ 

Topic:  tedia 

   Anything that redefines the ɖwayɖ we advertise. A new 
product, a vetflix series, a new piece of tech, a social 
movement Ɂ something we’ve never seen before. 
Something that changes culture, how we consume 
advertising, and the way people think and talk about 
something. 

     

Client:  TigerAir 

Product:  TigerAir brand 

Target audience:  Domestic travellers 

Key insight:  Air travel is expensive, so sometimes means that we miss 
out on priceless moments of togetherness with friends and 
family who aren’t close to home 

Proposition:    Ånmissable moments are ǎorth travelling for 

Reasons to believe:  ● TigerAir offers routes across Australia 
● The events that matter most to you (reunions, 

sports events, weddings) only happen once 
● Always low fares so you never have to say you 

can’t go 
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INSIGHT: , . sick days for money o~ \eav~. . 
Aussies love throwing a sickie$a~.ft ;~~ ~:St~n~~Yi~~ore than the average T1geratr fltght. 
But sick days cost employers , 

IDEA: 
The Flights for Sickies Incentive Program 

Sec 
l 

2 

,, A.nstralian Government S erannuation 
up _. d choice form ~~nn~r 

Tigerair's Flights for Sickies is an incentive program that combats absenteeism. 

By law, your employer can't exchange your unused sick leave for a bonus payment or 
extra annual leave. 

However, this program allows you to cash-in unused sick days for Tigerair flights to 
anywhere in Australia. 

Flights for Sickies is not designed to take away your valuable sick leave. 

Instead, it's to encourage employees to trade a mid-week day off on the couch 
pretending to be sick for a memorable weekend away with friends or loved ones. 

0 I would like to join the Flight for Sickies program 

Signature Date 

.____~II.___ ---i 
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Brief Number:  Ǵ 

Topic:  Integrated Campaign 

   äou should have one central big idea that is executed across 
a ɖminimumɖ of three different channels that work best for your 
campaign idea and target audience. vo media channel is off 
limits. 

     

Client:  Ýolkswagen 

Product:  Transporter van 

Target audience:  Small business owners 

Key insight:   usiness owners are always seeking and capitalising on 
opportunities as they arise. They need a vehicle that can 
tackle anything business life throws at them. 

Proposition:    The most fleǓible van 

Reasons to believe:  ● The Transporter can handle a large load 
● Configure your van how you want it (roof height, 

doors or windows, and how many seats) 
● 4totion tech (all wheel drive) to tackle city and 

country roads 
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[ 

Adapt. 

As your business needs evolve, so will your Transporter. ® 



/ 

i 

I I ~ 11 

42 ('Ir 

Tom'sU 

,-- ---, \ 

- -- .___ __ 
Tom' Used 
Whit goods 

© 

® 
Adapt with 

Transporter. 

\ 

Annoying neighbour wheels old fridge to curb. 

NEIGHBOUR: 100 days without rain. 
Who'd have thought? 

Man stencilling his van forces a fake smile. 

Inside van as it drives. 

VO: Adapt to the challenges of small business 

VO: with Transporter. 



VanStarter App 

Starting a new buiness? 
Adapt with Volkswagen's VanStarter. 

VanStarter is a van share service for new small businesses that may not yet have the finances in place 
to purchase a van outright. Free for 1 month, Volkswagen provides the van while the user pays only for fuel. 

To qualify, the business simply needs to be regiestered, less than 3 months old and employ 3 staff or less . 

• • 

BOOK FILTERS 

[ Q. Current Location ) Configure your Transporter 

[ 0 Available Now VEHICLE' OErA\L 

More Filters > Transmission No preference 

Roof height High 

Roof rails Yes 

Sidedoor Electric 

Rear doors Panel 

Seats Ccnfiguration 3 

Armrests No preference 

Double bench seat No 

0 D 

0 0 
The Van Starter app locates Each Transporter is configured differently 

Transporter vans in the local area. to cater for a variety of industries. 



CREATIVE BRIEF 

Brief Number : 

Topic: 

Client: 

Product : 

Target Audience: 

Key insight: 

Proposition: 

Reasons to believe: 

10 

Strategy 

Croes 

Classic Clog 

Young adults 
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Croes have an 'uncoo l' reputation amongst young 
adults, but many of t oday's fashion trends were 
uncoo l for a long period of time (e.g. Birkenstock 
and New Balance). 

Inevitably coo l 

• Incredibly light and suitab le for many occas ions 
• Over 100 co lours and graphic designs 
• Venti lat ion ports add brea thability and help water 

and debris drain away 
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VO: Remember when default ringtones were the most uncool thing ever? 

VO: Get on the front foot. 

SFX: Default iPhone ringtone. 
Everyone in cafe checks their phones. 

33=t=t00 
32UOH 

' \\ f-~----



Oncethey 
think we're cool ... 

...it's too late. 

GETONTHEFRONTFOOT 
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