20T,

2548,

20T,

20T,

253,

20T,

2537,

AL
16

16

, 2035,

115, .
, 2532,



2548.

, 2530,

2509,
, 2509,

20T,

25T,

25T,

6-10.

2549,

2931,

, 2538,

L.

99

23

, 2532,



100

2541,
231
28
2548,
, 2509,
. 9
25T,
2
2548,
2534,
3
25T,

2538

Baldwin, Huntley. Creating Effective T.v. Commercials. 1ged. Lincoinwood, lllinois: NTC
Business Books, 1988.

Baldwin, Huntley. How to Create Effective T.v. Commercials. 2rded. llinois: NTC
Business Books, 1989.

De Bono, Edward. Creativity and Lateral Thinking: Creativity in Communications. London
 Studio Vista, 1971,



100

De Bono, Edward. Serious Creativity. 1¢ed. Greate Britain: Harper Collins Publisher,
1992

Felton, George. Advertising: Concept and Copy. 14 ed, Eaglewood Clfs, New Jersey:
Prentice-Hall,1994.

Kover, Arthur J. Copywriters’ Implicit Theories of Communication: An Exploration.
Journal of Consumer Research. 21 vols. New York: March, 1995,

Marra, James L Advertising Creativity: Technique for generating Ideas. 14 ed.
Eaglewood Cliffs, New Jersey: Prentice-Hall, 1990.

Ogilvy, David. Ogilvy on Advertising. London: Pan Books, 1983.

Schultz, Don E.;and Barnes, Beth E Strategic Advertising Campaign. 1¢ed.
Lincoinwood, lllinois: NTC Business Books, 1995.

Steiner, Gary A. “The Creative Organization" Marketing Management and Administrative
Action. Edition by Steuart Henderson Britt and Harper . Boyd. 3rded. New
York: Me Graw-Hill, 1973,

Wrigh, Johns.; Warner, Danilels.;and Winter, Willis L Advertising. 3rded. Me Graw-Hil,
1971,

Young, James . A Technique for Producing Ideas. Chicago, lllinois: Crain
Communication, 1975.



AWIANTANNIING 18
ChuLALONGKORN UNIVERSITY



Topic Qutline for Interviews (Not in order of asking)

(Concentrate questioning on the last campaign or the last advertisement.)

L

2.

Background; how got into copywriting. Career orjob? Select or dift?
Daily work technique. Work with partner.
a. Is there a routine, regular way of dealing with writing an ad?
. Getting ideas, how does it happen?
C. Inspiration or craft. Leaps or building?

d. Visualize the end or build to get there?

The specific routine, process for last advertisement written. Try to reconstruct,

How did the idea for it happen? Concentrate on opening of process.
a. What did you try to do in the advertising?
b. To whom?

Go deeper into the actual writing process. Reconstruct what went on. If
necessary, ask person to close eyes to reconstruct what happened.

Strategy. What role in process? The creative brief (if use)?

Is the advertising written to be seen/read by someone? A specific person or a
category (such as the defined target audience person)? Or is it written for
yourself? To yourself?

If you write to someone outside yourself, who is it?
a. Tell me about this person; real or imaginary?

b. Discuss that person’s needs. Can they be described?
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¢. What does this person want to hear/see or shy away from?
9. Ifyou write to yourself, tell me more about it. How do you do it?

10. Do you keep this picture/ the needs of the person who sees the advertising in
mind as you write or do you “just write?" (if former) How do you do it?

(If“just write") What does “just write” mean?

11. Feelings about/conceptions of the target person (either the person described in
the strategy or, if write to someone, that person)

12. How do you know when the advertising will connect? (Whether or not the person
interviewed writes to a specific person, ask the following questions about the
target audience person who sees the advertising)

13. How do you feel about the person (people) to whom you write advertising?
Liking, empathy, respect, contempt, nothing, what?

14. What do you think that person is
a. doing
b. thinking
c. feeling

When exposed to your advertising? What kind of involvement does the person

have with your advertising?

15. What opens up that person to message? What turns that person off? (if
necessary, refer to current brands.)

16. What is the compelling idea might get through to that person?

17. What goes through his/her mind when looking at your advertising? (key to most
recent if possible.)
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18. What kinds of things get through, what rejected, what ignored? What are the
“filters” (if any) that change your advertising in his/her mind?

19, (This question restates the earlier questions) Getting a little more general, how
do viewers process information? Thinking of that person, what gets through,
what does not; how (if at all) does the message get distorted? (Tie to last
commercial if possible.)

a. Distortion? Why, to meet what need?
b. What kinds of messages do people want to hear?
¢. Saythey wantto hear/really want (if different)?

20. Information. Does the advertising impart information or is it mainly to leave some

sort of “impression”? (If information, probe with following. If “impression” go to
17)

a. Seek orignore?

b. Direct or implication? (Say or suggest?)

c. Dense or relatively sparse?

d. Clearorfuzzy?

e. Content. Reinforcing or new? Reinforcing what?

21. Impression. Ifyour advertising is designed to leave an impression (need not
preclude giving information), what is the effect/impression?

a.  Enhance self, confidence, and well-being.
b. Closure, making up for a lack, satisfaction.

¢.  Reaching out, loving, relational.
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d. Reality or aspiration.

22. Context. What framework do you try to establish with your advertising? IS that
context “ordinary” or out of normal experience? How does your message fit with
that context?

23. Symbolism.
a. Icon
b.  Symbols
c. Core culture

24. Rationallemotional. What gets to consumers better? Does it depend on what is
advertised? A balance?

25. Going a litter wider. Some people say that advertising appeals to, communicates
with people’s fantasies, their dream worlds. Do you believe this? To what extent
do you include this in the advertising you write? (If yes, explore these fantasy
worlds and how the person interviews participate in itwrites to it.)

26. What do you do when you write advertising to help insure that your message
gets through? What other things help the message get through?

217. Do you have a personal style, something that belongs to you, maybe
distinguishes your work from other people’s?(if yes) Describe it. How did you get
into it? How is it different? How does it help your advertising?

28. What things in advertising do you think turn people off in general? Are they
things you try to avoid? What things get through to people, things you like to
include or regularly include?

29. What is important for people to feel about the advertising?

a. Liking? Does it make a difference?
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. Trust
30. What kind of dramatic structure works:
a. Foryou
. Forthis kind of product/brand. Why?

3L. Fill'inthe blank. When you start writing, how would you fill in this sentence: wish
that this commercial..................eeeeee

32. Advertising you admire.
a. Name a campaign or two that you really admire. Not yours.
. What do you admire it?
¢. What does it do as craft?
d. What does it do in impact?

e. Imagine that you would take out one element that would make it less
effective. What would it be? Why would it make it less effective?

33. What effect do you think clutter has? How does it affect how people view/are
affected by advertising? What about the “clutter” of other things that affect their
lives?

34. The brand or product. What do you think of it? What has it got going for it; what
drawbacks? Your role as a mediator between brand and viewer.

35. The client; does the client share the same values ahbout copy as you? What
about other people in the agency? (Probe for relationships with creative
management and account people.)

36. Research. Feelings aboutit. Research as supplier of information. Research to
aid the writing process. Evaluative research. Does it affect your work? How?



37. Some background information about the person interviewed.
a. The usual age, education, marital status.

b.  Degree of involvement with/passion about the work? Just ajob

something more? Frustrations and joys. q

c. Some idea of work history.
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., BLACKMAN

Creative Brief
Client Product Job Title
Tuin Lotus Co, ™
Lid Radio Spots
Print Advertising
Background
5, 400
1 (Base  Regular)
2 (Herbal)
3 (Therapeutic)
4 (Whitening)
B (Kick)
Overall Competition Hertel Toothpaste
Colgate 3% 67 %
Darlie A% 3 %
17% ( :
16%
Pepsodent 3%
Fuocaril 2%
8%
|
(, Juice Bar, )

Area

Campaign

Re - image and
re- launch

ol %
22 %
13%
10%
4%

10 %

+5%
+22%
+6%
-1%
+4%

Date
21212003



Territory

Loyal users
I Character
appealing
Growing generation
Task
1
0 Uplift image Appealing
(Growing generation)
0
0 (
) ( Movement
0
Work requested
J 1 60  /cutdown 15
I (Working people - jobbers) - 25

) SES. ¢ up, Modem Life style, Quality conscious Health conscious

SES CD, Rural Life style, Price conscious  brand loyalty
sophisticated



Single Message (Buitton)

Support
Please see the above text.
Personalties
*  Modem Thai ( )
Friendly

( Executional Approach

10
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CHIK SHAMPOO
30 SECOND TVC
Indian languages

The insight:

Obedient hair Hair has its own mind- like a naughty, badly behaved child... it has to be
fkept |r|1 pldace, made to be obedient  which Chile Shampoo with its Double conditioning
ormula does.

Shamiana

A pedestal fan is blowing at the side of a wedding shamiana (this is a large open air
canopied shelter like a huge tent used in India to seat wedding quests outdoors. Not
everybody hires hotel ballrooms - this is a less expensive option).

A bunch of beautifully dressed ?irls who need to go past the fan, are afraid that it
will mess up their hair. One girl pulls her hair back with her hand, one covers it a
bit with her long scarf/stole. But their hair still flies a bit.

The voiceover says about the first girl: “Her hair is badly behaved!”

And about the second: “And her hair simply does not know itsplace!”

A third girl however goes right past the fan without a worry, her head held hi([w,
her beautiful hair blowing freely behind her. As she comes out of the range of the
fan, her hair settles nicely back. She is the centre of attraction...and admiration.
Enter Chik Shampoo with Double Conditioners. In %raphics, a mnemonic with two
shining bgia\ds on a strand of hair go through rough hair and make it soft and
manageable.

whicr? keeps hair soft and manageable. VO explains this.

Cut back to see all three qirls walkin% past the fan each of them with lovely blowing
hair that settles back in place when they cross the range of the fan.

A second pack shot with a VO announcing the brand...and adding

“Now you too can have obedient hair! ”
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The gleaming beads travel through the
strands...

mating the hair sort and separate..

. waving in 5 smooth sheet.
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Is life too smooth foryou? Treatment One

Video

Opens with Little Joe falls from a tricycle! Painfully,

he picks himself off the floor.

Cut to Joe in a race. Though in last place, he now

manages to ride a hicycle.

Cut to Joe holding his wrist. He injures himself while

practicing Chinese calligraphy.

Cut to Joe holding a brush pen in each hand and

writing simultanedusly.

Cut to Young Joe being slapped in the face by a g,
Cut to Joe being yelled at by his boss for binding a

document on both sides.

Cut to Joe showing a kid how to use a hammer and

banging his thumb;

Cut to Joe in copy room, office. He notices some
Plrls behind him are havmq problems with paper
he copy button.

ams. He is about to push

He smiles expecting his copier to jam too.

Cut to a close up of Joe’s face. Something is wrong.
He's got a frown and is starting to sweat.

Cut to a pack of Double A next to copier. Copies

keep flowing out really smoothly.

desperation, Joe turns away from the copier,
screams and crashes out of the window.

Cutto Double A pack shot.

SUPER:
No jam. Is life too smooth for you?

Audio |
sentimental music

[

08

1helieve failure is the secret to
My SUCCeSS.

At school.

At work.

At play.

Driving me forward,

making me learn,

helping me grow.

1simply can't imagine livin
Withow I... ) )

MVO:
Unfortunately Double A never
fails you.



life too smooth foryou? TreatmentTwo

Video

Opens with Joe falls from a bicycle! Painfully, he
picks himself off the floor.

Cut to Joe in a race. Though in last place, he now
manages to ride a bicycle.

Cut to Joe being slapped in the face by a gir.

Cut to Joe being%/
document on hot

elled at by his boss for binding a
sides.

Cut to Joe showing a kid how to use a hammer and,
banging his thumb.

Cut to close up of Joe. He smiles affirmatively. His
eyes glitter with confidence.

Cut to Joe in co
the copy button.
jam too.

i

room, office. He is about to push
e smiles, expecting his copier to

Cutto a close up of Joe's face. He's got a frown and
is starting to sweat. Something is wrong.

Cut to a pack of Double A nextto copier. Copies
keep flowing out really smoothly.

desperation, Joe turns away from the copier,
screams and crashes out of the window.

Cutto Double A pack shot.

ER:
No jam. Is life too smooth for you?

Audio

Joe: .
From Falling, you lear to
stand firm.

From Mistakes, you learn to
be more careful.

1believe failure is the
mother of success.

Driving me forward, making
me grow.

From paperjams, you leamn

MVO:
Unfortunately Double A
never fails you.
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. WALTER

Title Getstuck

]
‘I
< e o b2 Y
Boss : “Norman. Pintip, Airoora...
10... )T HI
(™ ... where'sthey gonoT’}

F st

L r i A 2 (TEPNATRAN, Sk

PAPER JAM

Boss 13 ”
(It's so late now.)

(Hey. 1 what are you doing  there?)

Super : y
(Double A double quality paper)

(Don’t let’s paperjams jam-up
your whole life)



Bfiru. Dari PepsodeiH
(New. From Jepsodem)

Sikat Gigi Double Civre
(Double Care Toothbrush)

Sekers npupun Anda menggosok,
o tetap lembut di gusi.

(No matter how hard you brosh,
it’s soft on gum)

el



i

Karena, dengan bulu sikm hukon comer membersilikan
berwnma yang super tipis... dari siss makanan 1api juga super Fembut di gusi..
(Becauge with its ultra thin (that's not only does the cleaning {but also ultra soft on gum)
colour bristies...) from left over food...)

S Kid : Pahl ( gestures}




Pepsudent Double Cave,

bersth maksimal, lembut
di gusi,

{Peépsodent Double Care.

maximeal cleaning, sofi on
gum)
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