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ADVERTISING

| “STRATEGIC THINKING”
| “INSIGHT-BASED CREATIVITY”
| “KEEPING PACE WITH BUSINESS CHANGE”

VISION
The Department of Advertising, Albert Laurence School of Communication Arts
aims to produce business-minded and creativity graduates with ethics, social
responsibility and cultural sensitivity in order to remain competitive locally,
regionally, and globally.
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MisSION
The mission of the Department of Advertising, Albert Laurence School of
Communication Arts, is to offer practical and highly academic instructional
program which provides three integral components of advertising namely:

l1l. Activities that
instill ethics, social
responsibility, and
cultural sensitivity
to prepare students
to work globally
with success.

ll. Teaching and
learning environment
that encourages
business and creative
practices that align
and network with the
advertising industry.

. Advertising principles,
branding principles,
marketing principles and
integration of traditional
and new marketing
communication tools and
media.
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Advertising Workshop Showcase is an annual event arranged by Advertising graduating students.
The theme of this year showcase, AD of Thrones, is aiming at offering powerful communication and
brand strategies to our clients so that the clients can use these strategies as tools to win
consumers' minds and to conquer the throne in the market. Our students are very lucky as they
have received great opportunity to work for the clients and have learned so much from the project.
| would like to thank all clients and guests who always support our students.

A. CHULAMANI (CHANTARAWANDI
THE CHARIPERSON OF ADVERTISING [JEPARTMENT

This year, our students have been
working wholeheartedly on the
consumers' insight towards their
brands to create a campaign
worthy of the AD of Thrones, the
communication of the best brand
in product category. We hope you
enjoy our "AD of Thrones"
showcase.

DR PRICHAYA MANMIN

Advertising Workshop Showcase
2016 proudly presents remarkable
students' marketing communication
campaigns based on insightful
research data. The created

communications are expected to win
the heart of consumers as the theme

of this year is AD of Thrones.
Please enjoy the showcase.

DR PARICHART
WONGWEERANONCHAI

Advertising Workshop Showcase is
a graduating project of Advertising
students. This year, the theme of
Advertising Workshop Showcase
is "AD of Thrones" representing
Advertising students as

"AD Warriors" who fight for their
greatest works so as to win over
their thrones. With great practice,
they are now ready for the real
Adverting battlefield to conquer
their own thrones with pride.

A. DUANGPORN SUPANVANI]




The Advertising Workshop Annual
Showcase organized by the
Department of Advertising features
the campaigns created by our
strategic and creative graduating
students. As one of the advisors,

I am proud to present brand
solutions that could energize the
client's business.

DR. NUTTHAPHUT PANDJAD

As the era of transition,
everything is flexible.

This is also the same as our
Advertising Workshop students
who are flexible yet steady in
various situations they face.
Now, students are ready to go
out to the battlefield, face
challenges, and fight for their
own thrones.

A JARIYA WU
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FORWARDINGS

FROM ADVERTISING |[ECTURERS

The Advertising Workshop
Showcase does not only aim at
helping clients win the “thrones",
but also at helping the students
as well. Throughout the year,
they have been fighting in the
battle of overcoming weaknesses,
self-confidence issue, fear, and
stress. Eventually, they surpassed
all those obstacles and gracefully
won their own "ADof Thrones."

A. PITCHANUT
NUEANGJAMNONG

AD of Thrones is not just a
graduating project, but it is the
way that we prepare our students
to be ready for professional life.
This project does not try to
present the greatest work of our
students, but it tries to show the
effort and determination of our
students who join hands and
brainstorm ideas to fight for their
own thrones.

A. ARPHASRI SOTHONVIT

In the competitive world, there will
always be those who win and those
who fail. Advertising Workshop is
the place where students prepare
themselve and learn how to fight.

| wish for all Advertising Workshop
students to be the humble winners
and the unwavering fighters. Hence,
you will be the winners not only in
games but also in everyone's hearts.

A. CHUTINUN KAEWKATORN




ADDICTED

KUREN NO OZA

WE DELIVER
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his new world is called the world of choices where consumers own the almighty power. It is the power that is not
anything close to absolute but it is the power that is continually shifting and changing. The consumers can choose the
product that they prefer anywhere within a mouse click.

In this world, every product has its land and in those lands lie the Throne that only one brand could own. With insightful
strategies and ideas, the AD of Thrones have brought communications that supply and motivate power to conquer the
Throne. So, ladies and gentlemen, beware the insightful mind for it is the powerful tool to win the Throne.
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s KUREN NO OZA: THRONE OF THE CRANE
‘l Born from the father heaven, those who belong to this sacred land are from the origin of the sun.
. Yayoi Japanese Restaurant is the brand which belongs here.
‘i With Japanese origin, Yayoi is a restaurant that offers fresh ingredients of Japanese food with faster
KUREN N0 B7A time of cooking for consumers to enjoy their moments in several occasions.

"JTRONE DU LAPIN: THRONE OF THE RABBIT

Born from the mother wood, those who belong to this land possesses fun and chew-loving spirit.
KidKid Chewing Gum is a Thai gum brand which belongs here.

With several flavours, long history of origin, and its sweetness in nature, this brand offers lovable
chewy benefit that consumers always enjoy.

"JRONO DEL SEMENTAL: THRONE OF THE STALLION

Born from the mother earth, those belong to this land possesses the love-of-nature spirits.
Glendee Potato Stick is the brand which belongs here.

Not only that the brand uses Vacuum Fried technology for its potato sticks to lessen the
remaining oil in product but also to become a super healthy premium brand that keeps products
fresh crispy and good quality. Therefore, Glendee is aiming to make the snack fun to enhance
consumer’s moment without guilt and also provide portable package as well as generating
higher value for potato.
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(CLIENT BRIEF

(lendee was established in 2015 under the control of Greenday global Co., Itd. that offers
snacks, which are 100% made by fruits and vegetables that guarantees the best quality. Greenday
is a premium brand of vacuum fried, vacuum dried fruit and vegetable chips. Made from the finest
ingredients via highly advanced technology. Without any additives, preservatives or food coloring.

According to the newly launch of Glendee which offers coconut chips, coated chocolate fruits
and potato stick in a new form that is produced purely without preservatives or colorants and made
from 100% real potatoes, using the same concept according to the main company. Also, Glendee uses
Vacuum Fried for potato sticks to lessen remaining oil in product in order to become a super healthy
premium brand and also to keep products fresh crispy and good quality.

[n addition, Glendee also have to deal with the main competitors who have already been
establish within this particular market which are NOI, Pringles, Perfecto or even Lay’s who use similar
price and packaging, real-potato chips, and same shelf positioning. In order to remain in the market
as the leading brand, Glendee has to come up with effective communication strategies in order to
maintain their consumers and also gain more prospect consumers. Glendee’s primary target is Gen Y
who is university student and first jobber. Glendee has many distribution channels, which are convenient,
stores, supermarket, and also provide traditional trade and bookstores.

(Glendee positioned itself as a premium brand with highly advanced technology and quality of
finest ingredients, so Glendee is premium health friendly snacks that provide various Thai unique and
Western flavors which are Tom Yum Kung, Larb, Cheddar Cheese, Onion & Sour cream and Original
to serve differentiating consumer needs. They aim to make snack fun to enhance consumer moment
without guilty and also provide portable package in the form of box and cup as well as generating
higher value for potato.

MARKETING OBJECTIVES

« Toincrease sales from 30 million baht to 90 million baht per year
« Toincrease market channels and distribution channels.

« Tofind prospect target market

« To increase brand awareness from 20 % to 80%

« To create brand loyalty (consumer’s evoke set)

BUDGET: Five Million Baht

TIME FRAME: 1 Year Plan
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JEANS

Name: Chalermporn chatchalermvit
Tel.: 097-0955832

Email: honeyjeans123@gmail.com
Area of interest: Account Executive

MILD

Name: Pasiri Pantupong

Tel.: 088-4900889

Email: ppasiri28@gmail.com

Area of.interest : Account Executive

BOOK

Name: Sarunyu Atipatharapong
Tel.: 090-0164966

Email: bookpipe_@hotmail.com
Area of interest: Creative

LEE
Name: Thanaphat longduriyang

Tel.: 082-7770169
Email: leelongcheese@gmail.com
Area of interest: Creative

JUNE

Name: Thitiya Jearranairattanakorn
Tel.: 095-4854595

Email: thitiya.j.j.j@gmail.com

Area of interest: Account Executive

TEE

Name: Vitaya Anotaiyuenyong

Tel.: 080-2849857

Email: anotaiyuenyongt@gmail.com
Area of interest : Account Executive

I5

Name: Manunchaya Wangsri
Tel.: 081-6422927

Email: manunchayaya@hotmail.com
Area or Interest: Account Executive

CAKE

Name: Mananya Temratiwong
Tel.: 088-8626211
Email: cakekecake.mt@gmail.com

Area of interest: Account Executive

KIM

Name: hansin aslam

Tel.: 085-8326110

Email: hansin_as@hotmail.com
Area of interest : Account Executive

TEE

Name: Teerawat Thumkhunanon
Tel.: 080-5985321

Email: tagemoz@hotmail.com
Area of interest: Media Planner

Name: Thipsukon Rattanarangsri
Tel.: 093-5838440

Email: thipsukon92@gmail.com
Area of interest: Creative Director

TAO

Name: Taotao chan

Tel.: 094-7966476

Email: taotaokoh20@gmail.com
Area of interest: Creative

BOSZ

Name: Warit Suddee

Tel.: 088-8844199

Email: ramones.ws@gmail.com
Area of interest: Creative Director



RESEARCH

OBJECTIVE

 JO IDENTIFY POTENTIAL CONSUMERS OF THE BRAND AND TO UNDERSTAND CONSUMER’S

LIFESTYLE

- "JO INVESTIGATE CONSUMERS BEHAVIOR TOWARDS (JLENDEE
- JO UNDERSTAND WHICH OF THE 4P’S FACTOR OF (FLENDEE AND COMPETITORS, AFFECT

CONSUMERS THE MOST

+ "JO KNOW THE RIGHT MEDIA TO COMMUNICATE WITH THE TARGET CONSUMER AND TO KNOW

CONSUMERS UNDERSTAND THE MESSAGE OR NOT

RESEARCH METHODOIOGY

QUANTITATIVE RESEARCH

METHODOLOGY: Survey
TOOLS: Questionnaires
SAMPLE SIZE: Users 150 and Non-Users 150

SAMPLE: Male and female, aged 18-40 years old who are
in business area nearby BTS in Bangkok.

QUALITATIVE RESEARCH

METHODOLOGY: Focus group
TOOLS: Guided Question, Recorder, Moderator

SAMPLE: Male and female, aged 25-40 years old who are
in business area nearby BTS in Bangkok.

SAMPLE SIZE: 24 Participants ( 4 Groups )
Age 25-30 ( user = 6, non-user = 6)
Age 31-40 ( user = 6, non-user = 6)

RESEARCH FINDINGS

1.”JO IDENTIFY THE TARGET OF (JLENDEE.

4.7%
Age 36-40 34.7%

Age 18-24

18%
Age 31-35

R

\ Glendee Users

) 4

40.7%
iy, 0 18-24

Glendee Non-Users

Hobbies

I 16.7%
sport 21.3%

R R R o

shopping 2 24.7%

. . I 1 c.7%
music/movie 22%

I 13.3%

reading 9.3%

I 0 1.3%

travelling 22.7%

Occupation

56%

33.3%
30.7%

ey g™ 36.7% T
Age 25-30
Education Income
80%
72.7% 40%
30.7%
26%
13.3% 17,705 13.3
14916.7%
o2 7% 4% 2%
- g 5 -
Master ~ Bachelor  Diploma High School >10000 10001 - 15001 -
Degree Degree THB 15000 THB 20000 THB

10%.
4%

0y

M "

18% 19.38.7%

0% 1.3%
< 20001 Officer ~ Government Bussiness  Student House maid
THB Worker Officer Owner

The potential target of Glendee are both male and female, age around 25 to 30 years old. Who is an office worker with the income of
15,000 — 20,000 baht and graduate with bachelor degree. Single status with no child. Moreover they are health-concern, sporty and a shopping

lover.
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2. JO UNDERSTAND CONSUMERS PERCEPTION OF (3LENDEE

Glendee Users Glendee Non-Users
i 0 Glend e /NI " —"(—— 50
21 & 13
184 . 147
wew / J J J J | -15--- 135
32 o
91 N PEI'!‘F'E'ﬁTU I U (T SN G SR 105
59 ' 25

From the graph you can see that people who consume Glendee are able to recognize Glendee logo as well as brand image.

3. JO UNDERSTAND WHICH OF THE 4P’S FACTOR OF (LENDEE AND COMPETITORS, AFFECT
CONSUMERS THE MOST.

Product As the result, the important factor that effect both user and non-user
is the Product. Glendee users concert of nutrition as the most important factor
of all. While for non-users, reputation leads the highest.

Glendee product contain high nutrition and no artificial substances
are added. People believe in the product’s attribute. However, nutrition is not the
main key factor. Compares to other factors, the average score of nutrition factor
is not much different from other factors. So, nutrition is not the real reason why
consumers purchase the product.

Variety of Flavor
Package
Quantity

Reputation

!.llll

3.41 Meanwhile, non-users choose to purchase competitor brand as they
—_ have been in the market for a longer period of time. Which consumer are more
ove o ) . . :
Y familiar with. In relation to its reputation, such as Pringle brand.
NUIrioN 2. 853 =
No Artificial 8307

4. JO IDENTIFY THE MOST EFFECTIVE MEDIA TO COMMUNICATE WITH THE TARGET CONSUMER, ALSO
TO KNOW WHETHER CONSUMERS UNDERSTAND THE MESSAGE CORRECTLY.

\ad "
L @ l ‘nuﬂnnanruilauman%inuauﬁmu‘lauﬂﬂuﬁm.
Yo v
o v i
e e

< “soulumnnfiaanas Ml Warsudiaduaas” I

@ [ istostimioyaatuibormtag) Mg
000 yafududoon
e *maSocial medlamn:magﬂna“ﬁaﬁa"> ‘ l'ﬁ‘iﬁ-n’amwua:nim‘hl'hlﬂus:‘hﬁm%‘> E l

< “seuuuuivimuaadii fdwmmimsauefonnlsumiawn® l j
Informative Ad

PA L rseenladassoulug innziinduda R oS AW SIRES -~
flatinnziues” wmalilldasleasnnsadilany’ @ I “Presenter vilwwimiiliin wunilfusszmiowdimmasiin= >
9

TV and Social media result as the most used media channel for relaxing. With informative advertising type and funny content. Leads to making
faster purchasing decision because target life style tend to be serious. Funny content is what they're seeking for from the media, informative advertising
can make purchasing decision quicker. Presenter can leads purchasing actions and awareness. Because people tends to follow the presenter.

PROBLEM RECOGNITION

According to the research, the target are pleasure seekers. The strongest point of Glendee is the nutrition. However, it is not enough to make

Glendee stand out. Therefore, funny’ content to relate to the target's lifestyle and leads to the campaign direction. In conclusion Glendee has low brand
awareness.
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DEMOGRAPHIC

* Age: 25— 30 years old (Single status
with no child)

*  Gender : Both male and female

*  Income of 15,000 — 20,000

*  Occupation : Bachelor degree

TARGET ANALYSIS
PSYCHOGRAPHICS

They like to have fun in their own ways. Includes
various activities. Such as sports, extreme
activities and more. We can categorize them
into group which represent as variety seeker.
This cover people who like to do different kind
of activities together with friends. They choose
to do this activities by themselves but with a
company.

TARGET INSIGHT

BEHAVIOR & [ IFESTYLE

Consumers who like to play sports with
theirs friends twice a week. Not only, they like
sports but they also love hang out with their
friends. Seeking for varieties by trying new
stuff, to gain fun experience for themselves.

Our target audiences are the pleasure seekers who enjoy fun activities. Such as shopping, travelling and sports. Eating potatoes snack is one
way that can enhance theirs sharing moment. They prefer to do the activity with their friends because it make them have more fun.

MARKETING COMMUNICATION OBJECTIVES

*  To create brand awareness among target consumer.
*  To build brand image that relate to consumer lifestyle.
* To use emotion as a funny content to get attention from consumer.

®  To build brand reputation.

*  To create brand engagement and maintain relationship with customer on the right media channel.

CREATIVE MESSAGE STRATEGY

Play with daily situation. By representing that eating Glendee with friends, the unexpected moment is expected to happen. The mood and tone
are fun and friendly. Also play with the slice of life that people will face in their daily life.

SELLING STRATEGY

BIG IDEA:

-

o
~

N HU

5

Represent potato which is the main ingredient that we use for Glendee.
In the product we choose to use vacuum frying process because it is the best

process that will keep the potato as real as possible, also it can help keep the taste

L

o/ Q/

A uuy ladad

.

r Represent fun by this fun we cover up all kind of fun

that it is related to our target consumer such as the
fun activities that they do together with their friends.

-

when they eat Glendee
=
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that consumer can expect to get

1
Represent less oil as it is the benefit
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MESSAGE EXECUTION STRATEGY
KEY VISUAL

KEY MESSAGE

“gruginduu i

STORYTELLING

Fun and friendly mood and tone. The execution
will also play with the slice of life that people will
face in their daily life with the sense of humor.

PHASE |
(JaN - MaR)
OBJECTIVES:

* Toincrease the brand awareness, educate
product benefits and brand image.

STRATEGY:

*  Embeb ‘Fun’ in ordinary activity and make
it extra ordinary and more fun.
*  Educate healthy snack in a fun way.

MAIN MEDIA:

* Toincrease the brand awareness, educate
product benefits and brand image.

SUPPORT MEDIA:

®  Guerilla Advertisement
*  Radio

*  Print Advertisement

®  (Game Advertisement

COIOUR

MOOD « TONE

Fun and friendly

CAMPAIGN TIEMLINE

PHASE II
(Apr — SEP)

OBJECTIVES:

*  To create reputation, free trial and
 purchasing.

* Toincrease sales.

*  Toincrease communication channel.

STRATEGY:

*  C(reate activities that build brand reputa-
tion by doing something noticeable and
give out free trial.

*  Encourage customer to purchase the
product.

MAIN MEDIA:

*  (hallenge Activity, Flash mob

SUPPORT MEDIA:

* Line official
*  Sale promotion
*  Fun machine
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PHASE III
(OcT - DEC)

OBJECTIVES:

* To create engagement and repurchasing
* Toincrease sale.
*  To build brand loyalty in target consumer.

STRATEGY:

*  C(Create activities that build brand engage-
ment and repurchasing. By offering sales

promotion.

*  Encourage customer to purchase the
product

MAIN MEDIA:

* (SR marathon

SUPPORT MEDIA:

* (SR game application
*  Viral clip (Line game)
*  Diamond collect

*  Poster

*  Point of charger




EXECUTION

1.Viral Clip Advertising

There are three viral clips. That contain fun with friendly mood and tone. Due
to the activities that we do in the viral clip includes riding a roller coaster,
Karaoke and Laser Game. Also shooting as a real vision and this viral clip will
be 30 second long. This video aims to increase brand awareness, educate
the product benefit and brand image.

1.1 Four friends at the amusement park, on the roller coaster together.
Having fun and while eating Glendee.

1.2 The gang goes to play Lazer game. Having fun and everyone is happy.
While consuming Glendee. To demonstrate that Glendee can enhance the
moment.

1.3 The gangs of friends singing karaoke. While consuming

Glendee. Presenting the sharing moments.

2.Guerilla Advertising (Slider Event)

Attract target with Glendee slider and let them have fun with it. By asking
participants to write theirs contract and do the mission while they sliding
down the slider. While video is recording. It will be set at Terminal21, Central
World and Central Rama9. Activity aims to gain brand awareness and repu-
tation.

STEPS:

1.Collect participants data.

2.Slide down with a camera recording. Participant ask to hold a quote sign.
3.Post the picture and hastag #Glendmunmunbabmaimun”

4.Get free Glendee.

Challenging activity

Challenging activity aims to build reputation. By letting consumers create
video clip. Under the theme “Mun-Mun-bab-Mai-Mun” under one condition.
In the video clip Glendee product must contain product in it. Then post via
Facebook with #Glendee Mun-Mun-bab-Mai-Mun” The best 10 videos will be
selécted and share via Glendee Facebook page. Whoever get the most likes
will win. The prize; 1st prize get to travel with a group of 6 friends to a fancy
Resort.

STEPS:

1.Like Glendee Facebook fan page

2. Take a video clip and upload. Then hastag#Glendee Mun-Mun-bab-Mai-
Mun don't forget to turn the privacy setting to public.

3. Evaluate by numbers of likes and shares for top three participants. Those
who get the most like and share they will get a reward from Glendee
Reward:

1.10,000 Bath
2. Be a presenter of next Glendee’s viral commercial.

Flash mob

This activity aims to build brand awareness and build experience of
customers. Also to give product trials. There will be a flash mob, by a lot of
people at crowded area. In order to grab attention. To give out product trail
and gain good reputation. People will receive a new experience of Glendee.
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PHASE [II: HELP SOCIETY MUN-MUN-BAB-MAI-\MfUN

CRS Marathon
j : This CSR campaign aims to build brand reputation and also to do fund raising. Donating
Glend&% sfuduguuliou 50% of the total profit to the Thai Health Organization. “Fund Glendee Run” is the title

of the campaign. There are two meanings, which is Fund. Refers to the fund raising to
Thai Health Organization, and second meaning is Fun. The similar pronunciation refers
to the joy that they will achieve. In this marathon there will be 3 stages of obstacles.
Including:

Stage 1: Balloon stomping.

Stage 2: Water Balloon.

Stage 3: 3 legs run.

The price is 450 baht but there will be 100 baht discount. If participations brings 10
cup of Glendee.

STEPS:
1. Apply at event.
2. Be prepare and ready.
3. Ready set go!
4. Do the missions, the is complete. More reward for offer.
5. Reach the goal within given time.
6. Get the rewards.
Reward: Gold medal for winner
Silver medal for first runner
Bronze medal for second runner
Aluminium medal and Glendee for every participants

Online CSR game application

v bt Game Building: The highest Tower is aim to create engagement, to

m increase sales and build brand loyalty. It aims to motivate consumers
to buy Glendee. QR code will appear within the package, to top up the
points in the game. Once reach to a certain points required. Glendee
will donate to the Thai Health Organization. This execution will use the
QR code under the Glendee’s lid to scan.
Steps:
1.Create account by connecting with Facebook.
2.Buy Glendee and get code under the lid scan it and you will get one
Glendee in the game.
3. If you collect 10 Glendee, we will donate 2 bath to Thai Health
Organization.

CAMPAIGN EVAIUATION

PHASE PHASE Il PHASE I
(JAN - MaR) (Aew— GEP) (OcT - DEC)

OBJECTIVES: OBJECTIVES: OBJECTIVES:
* Toincrease br‘ and Al educate *  To create reputation, free trial and *  To create engagement and repurchasing .
product benefit and brand image. purchasing. * Toincrease sale.
* Toincrease sale *  To build brand loyalty in target consumer.

*  To increase communication channel.

EVALUATION METHOD: EVALUATION METHOD: EVALUATION METHOD:
*  Number of view like and shares. *  Number of trial that we send out. -Number [ *  Number of participation.
*  Number of participation.(Profile collected) of participation. *  Number of purchase.
*  Number of view in line game. *  Number of code that redeem in the game.

*  Number of purchase.
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BoAT

Name: Supachai Charncheva

Tel.: 085-922-2560

Email: boatt_drum@hotmail.com

Area of interest: Marketing Researcher,

Brand Strategist

Jacy

Name: Chae Yeong Jun

Tel.: 093-015-7311

Email: chaeyeongj@hotmail.com
Area of interest: Creative

MuK

Name: Mathinee Rangsi

Tel.: 065-504-4992

Email: mathinee_8@hotmail.com
Area of interest: Brand Strategist

MINT

Name: Napakcha Limpanamontee
Tel.: 087-505-4999

Email: minmin.hola_ piiz@hotmail.com
Area of interest: Account Excutive,
Brand Strategist

JERN

Name: Poorida Srichanachaikul

Tel.: 082-499-4415

Email: cena_orthon@hotmail.com

Area of interest: Account Excutive, Creative

NAMWAN

Name: Sirada Bannakankit

Tel.: 083-129-8251

Email: isulhwaa@gmail.com

Area of interest: Brand Designer, Creative

AEY

Name: Thanyawarat Poungbuppa
Tel.: 095-540-2888

Email: p.thanyawarat@hotmail.com
Area of interest: Creative

NuMHOM

Name: Wasita Visvanunt

Tel.: 063-852-8333

Email: nh_wasita@hotmail.com

Area of interest: Digital Planner, Brand Strategist
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MANNY

Name: Krit Thiewpan

Tel.: 089-813-1178

Email: manny_bcf@hotmail.com
Area of interest: Creative

ANN
Name: Nahyun Cho

Tel.: 086-876-3711

Email: nahyuncho94@gmail.com
Area of interest: Creative

PLAIPE

Name: Peewara Buathong

Tel.: 083-651-5909

Email: pee_disney@hotmail.com

Area of interest: Account Excutive, Creative

A

Name: Punnayawi Chueawanit
Tel.: 087-440-0009

Email: typunn@gmail.com
Area of interest: Creative

PaT

Name: Thanakarn littalarn

Tel.: 085-553-7525

Email: pachjt@gmail.com

Area of interest: Creative, Brand Designer

FERN

Name: Vitchukorn Supanuntarerk
Tel.: 092-262-0012

Email: fernnie_cy@hotmail.com
Area of interest: Media Planner




RESEARCH OBJECTIVE

O IDENTIFY (JLENDEE'S TARGET

» JO MEASURE BRAND AWARENESS OF (JLENDEE

+ "JO EXPLORE PURCHASING FACTORS THAT INFLUENCE CONSUMER TO BUY

« JO KNOW WHAT MEDIA WILL FIT THE TARGET

« "JO KNOW THE CHARACTERISTIC OF CONTENT THAT CAN GET CONSUMERS’ ATTENTION
« "JO KNOW MORE ABOUT LIFESTYLE OF (JLENDEE'S AND COMPETITORS’ CONSUMERS.

RESEARCH METHODOIOGY

QUANTTTATIVE RESEARCH QUALITATIVE RESEARCH
METHODOLOGY: Survey METHODOLOGY: Focus Group
TOOLS: Questionnaires TOOLS: Guided Questions
SAMPLE SIZE: 300 respondents ;ecdordir
(Users: 150 Non-Users: 150) Skl
Consumer Journey
SAMPLE: Male and female with age of 18-25 years SAMPLE SIZE: 32 respondents
old, around selective department stores near BTS in (Users: 16 Non-Users: 16)

EApRE SAMPLE: Male and female with the age of 18-25 years

old, who are university students and first jobbers.

RESEARCH FINDINGS
1. [DENTIFY GLENDEE'S "JARGET

' Gle

Consume.’; wa | 10.000-16.999 w15,000-19.999

&
™20,000-24,999 »25,000-26,9%9

u1820 w2123

o &
M L
2426 \ 003

R T 30,00 aove
{ i l; Active
| |
sdventure over  E——— | .
| ‘ Innovative

| |

|

<&
| ey

Leam new thing.
[openminded] Pl | T L
. e Age e C
<

o/N=3001.1 22 53 as S5

Majority: d
18-23 Majority: Majority: 10,000-14,999
~Attitude & Interest of consumer could be categorize into 3 main group, Bachelor Students
which are active, innovative, open-minded person Degree

The potential consumer of Glendee is the university students, age between 18-23 and focusing mainly on female.
Moreover, they are an open-minded, innovative and active person. They like to travel individually, in couple or as a group.
So, they have chance to consume product during these activities and moments.

2. BRAND AWARENESS

Findings: objecti W )
Glendee has low brand awareness. Consumer think of Lays,

as the first brand when they think of potato chips. Moreover,
Glendee has low awareness on packaging due to confusion with
Jagabee because they have similar size and packaging design.

On the other hand, Glendee can gain high awareness on
brand character, “iagsiu’

Glendee Packaging is confused with

e mm————
IR ——

...............
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3. PURCHASING FACTOR

Findings: ovjectives #3 W

Purchasing|

s

| 36 374 361 368
B8 1335 1y oy 3.2 3.33.47] 5%

| 3 & 84284 1

§ ‘ et 2742 63
Bl
J‘ 125
| |
P ol y
|

Qnmtvmlnh Producthas  Noarifical  Variety of Qultyof
nugition 20ded Mlavours ingredient
cammRi
wGwde  miaitomn  whrege

| * are os of MOst convenient comparing to
the main itor, shows in the QT research. So do in QL
research, that show that customer also like the cup-like packeging
that make it easy to be carry around with

*Glendee's t are best on:

Despites Glendee’s high nutrition, but still consumer does not think it is the reason for them to buy the product.
However, size and portable packaging are the main consideration in persuading them to purchase the product.

4. MEDIA CONSUMPTION AND (CHARACTERISTICS OF (CONTENT

W o
Media
N {9219 )
Al lil
I ..

Medial

2

Usdete fotow Emumsn Guaton Updets  Ono
...... . r»-

' e
1
H Btics il
1
20015 : ——
usedm |
o |
ST | I }
i

Facebook 16  Twiter Youmbe  lne
wre  mpemie 0000 Seeem————— L i i L SO C

| *Media that consumer used most will be Fucebook. So, this will be * ¢ gothighest usage on Updating News
| the main media for consumer and supported by Youtube clip that ____._OT research. And for media CDHSU'"PUON time we
|

will be posted in facebook. use it most during 10pm to 3am from QL research

The majority of university students use Facebook as the main media. Moreover, they mostly use the media during
10p.m to 3a.m for updating news. They also prefer the mood and tone of the advertising to be a ‘Fun’ and none hard sell
commercial.

5. [IFESTYLE

Findings: objectives #5 w

They spend their time and money on shopping,
education and travel. They also would like to seek

§ iy i i iibei e % for new experiences. In addition, they enjoy doin
i |‘ i [ thiodtanamaen | “woufununaag | : . s oL e L L
| O e | a dont™ | various activities such as, activities individually,
1 R~ - e . CRMICr
: —_— e activities with couple, or activities as a group.
aunaTldanam
|1 “ii&'ﬁm{amu 100% smen ’ % a2l wuuiayily :
| : 3 fi “hifuay | ﬁu{nvilua‘wuﬁmu :
\ avils 5

________________________________

They alwaysspend time and money with
They alsowouldliike to
They liketo do activities such as @ indi

PROBLEM RECOGNITION

Glendee is a new brand in the market, so Glendee still has low brand awareness. In which this leads to low
brand interactions with consumer. So, it would be more difficult for Glendee to have a strong relationship with
target. Moreover, overall of Glendee does not efficiently match with the target’s activity and occasions.
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TARGET ANALYSIS

DEMOGRAPICS PSYCHOGRAPHICS BEHAVIOR & LIFESTYLE

* Age: 18-23 years old *  Open-Minded Person that like to do activities
* Gender: Both male and female * Adaptive individually, as a couple and group,
* Income: 10,000-15,000 baht * Active Person in various moments they have. No

/month matter moments in each activities is
*  Education: Studying Bachelor good or bad.

Degree and Graduated

Bachelor
*  Occupations: Students

TARGET INSIGHT

University students are categorized as GEN Y. They are open to try new things and always active. They love doing various
activities as an individual, couple or a group.

MARKETING COMMUNICATION OBJECTIVES

» Toincrease brand awareness among university students and persuade that Glendee can fit with every occasion and
moments.

* To inform reason to purchase among university students.

* To build strong relationship and engagement with target.

* To create product trial and purchase among university students.

CREATIVE MESSAGE STRATEGY

SELLING STRATEGY

The purpose of this marketing communication message is to convince university students that Glendee is convenience to fit
with every activity, moments and occasion they are facing. Glendee can be purchase even if consumers are alone, with couple or
with a group of friend. Moreover, Glendee can be consuming in moments up or down, or in good or bad situation consumer are in.

BID IDEA

%4 (]
="

“NRBUHIIDILST”

e

| | :
Every piece of Every cup of No matter whatever
Glendee Glendee being build v with of
you eat you purchase between yourself, up or down,
consumer and couple or as a Glendee will
Glendee group always with
you

26




MESSAGE EXECUTION STRATEGY

KEY MESSAGE

Relationships
Every piece of you have in
Glendee you every moments
eat between you &
Glendee

STORYTELLING

The moments of alone, pair or as a
group and in no matter of up or down
moments you have between Glendee
and consumers. Activity you have with
Glendee can be when you are alone,
couple, or group and in each activities
you have with, can be in moments up
& down. Glendee is the solution for
you in all these activities and moments
because it is convenient and suitable
for all activities and moments

PHASE 1

(JUN-SEP)
OBJECTIVES:

* Toincrease brand awareness from
university students and trials

* To persuade that Glendee can fit
with every occasion

* To inform reasons to buy among
university students

STRATEGY:
“Open up your Moments”
MAIN MEDIA:

*  Viral Clips (on Facebook)
*  Pre-Roll Advertising (on YouTube)

SUPPORT MEDIA:

Ambient advertising on BTS door,
escalator and bus stops, BTS Platform,
Transits Advertising, Product Trial,
Facebook Post

KEY VISUAL

1
|
“vovoan Auidou...” |14
“npndudisovisT’ i

CAMPAIGN TIMELINE

PHASE I
(OCT-JAN)
OBJECTIVES:

* To create action of purchase
among university students.

STRATEGY:
“Try to blend in with Glendee”
MAIN MEDIA:

*  Online Contest (Video Clips:
Themes: alone, couple, group)

SUPPORT MEDIA:

Sales Promotion (alone, couple,
group), Print Advertising on Facebook
(alone, couple, group), Viral Clip on
Facebook

27
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*  Orange= Health, Youthful,
Happiness

* Red= Love, Strength, Passion

*  Brown= Friendly, Outdoor

*  White= Goodness, Fresh, Easy

MOOD & TONE

“ FUn ”

PHASE II
(AUG -DEC)
OBJECTIVES:

* To build relationships and engage-
ment among target

STRATEGY:
“Keep up in their minds”
MAIN MEDIA:

* Events: ‘Glendee Playground’
(Game Zone: single player, dual
player, multiple players)

SUPPORT MEDIA:

Print Advertising on Facebook (alone,
couple, group), Viral on Facebook, Pre-
Rolls advertising on YouTube




EXECUTION
PHASE [: “OPEN UP YOUR MOMENT"” OBJECTIVES:

* Toincrease brand awareness from university students and
trials

 To persuade that Glendee can fit with their every occasions

* Toinform reasons to buy among university students

1. Viral Clips 2. Pre-Rolls Ads
AU “DEIAULAEN AU “DEAULGLI“
anau “asiiflug” aau “atiiug”
aau “atiiunfe” aau “atiduniy”

\
decte Glendee
22" sponsored - &

ufoduasaaiilasie? #naduiiGaos #Glendee

A yRtuAR - wMIMIiWEnMy | THE MASK SINGER miinaniindas
e

* “

aufinazisdiy ? waufeaiNauaasant...

Shop Now

OBJECTIVES:

* To create action of purchase among university students

(q:as Eogorﬁl . Online Event: “ Video Clips Contest "

STEP:

1. Like Glendee fanpage

2. Create a clip video base on 3 main themes in moments of
up & down (alone, couple, group)

3. Shares on Facebook (during: 1st October to 30th December)
4, Most like and share wins a prize (Prize announced 31st

:lnnanrs'ﬁumaé A i
Sky Rooftop |
yam 10000 U | December)

Alone: Central Card worth 10,000 baht
Couple: Dinner at Sky Rooftop worth 10,000 baht
Group: Vacation at The Escape KhaoYai worth 10,000 baht

innansﬁuluoé A -
Sky Rooftop |

yaf 10,000 uIn

28




PHASE [II: “KEEP UP IN THEIR MIND”

Blendee roadshow AJUmAIAIA

WSaLWUAUAUAUNAUIAZDJIALYRIISY

Tsra:undes ¢ ndu fiauldl

OBIECTIVES:
*  To build relationships and engagement with target

“ Offline Event: Glendee PLAYGROUND ”
STEP:
1. Use Glendee cup as a Ticket for entering the event
2. Game Machine: Up & Down themes
3. Consist of 3 zone:
 Single player zone
Dual player zone
Multiple player zone
4. Location: ABAC, KU, BU, SIAM CENTER and MUIC

Floor Plan

Single
i Dual
Player
y Player

CAMPAIGN EVALUATION

PHASE 1
(JUN-SEP)
OBJECTIVES:

* Toincrease brand awareness from
University students and trials

* To persuade that Glendee can fit
into theirs every occasions

* To inform reasons to buy among
university students

EVALUATION METHOD:

* Viral clip: Evaluate from the num-
ber of likes, shares and visits from
fan page

*  Pre-Roll YouTube: evaluate from
the number of viewers

PHASE 11 PHASE Il
(OCT-JAN) (FEB-MAY))
OBJECTIVES: OBJECTIVES:
» To create action of purchase Content
among University students *  To build relationship and engage-

ment with target

EVALUATION METHOD: EVALUATION METHOD:

*  Online contest: Evaluate from the » Event: evaluate from the number of
number of the clip that consumers participants.
create and number of like&share
for the clip
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SYNERGY




Guy

Name: Sumanut Numgoed

Tel.: 089-893-5666.

Email: myyguy94@gmail.com

Area of interest: Brand Strategist,
Digital Planner, Marketing Researcher

NET

Name: Chananchida Duangkanjana

Tel.: 097-196-8791

Email: nettnt1995@gmail.com

Area of interest: Brand Strategist, Creative

POOKIE

Name: Naruemon Kiangkham

Tel.: 083-050-6464

Email: crtbond@gmail.com

Area of interest: Copywriter, Digital Planner

FERN

Name: Rada Aksorniti

Tel.: 088-281-0511

Email: ylvarada@gmail.com
Area of interest: Digital Planner,

Media Planner

UMM

Name: Sorrapas Lohakitsermsakul
Tel.: 083-183-3385

Email: umiimii.huahua@gmail.com
Area of interest: Media Planner

OHM

Name: Thanik Fongsaithong
Tel.: 093-996-1955

Email: thanik.f@gmail.com
Area of interest: Creative

Name: Thornthan Nakudom

Tel.:: 094-292-4699

Email: pinny.ntp@gmail.com

Area of interest: Account Executive, Art

Director

KAOPOON

Name: Wanrada Chavananon

Tel.: 086-884-8179

Email: poon.wanrada@gmail.com

Area of interest: Brand Strategist, Digital

Planner
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[TiM

Name: Lattawit Sangmanee

Tel.: 081-778-1161

Email: tim.lattawit@gmail.com

Area of interest: Copywriter, Creative

Proy

Name: Panchanok Kumpun

Tel.: 086-318-8777

Email: ploypanchanok@gmail.com
Area of interest: Art Director

JAN

Name: Sirikorn Hunpradit

Tel.: 061-963-5624

Email: j.sirikornn@gmail.com

Area of interest: Brand Strategist,
Digital Planner

EUI

Name: Tanyawan Devahastin

Tel.: 065-192-6915

Email: euieuieui2@gmail.com

Area of interest: Account Executive

GG

Name: Thitipong Piyawongphaiboon
Tel.: 086-893-5365
Email: gig_16263@hotmail.com

Area of interest: Creative

BeEnZ
Name: Thuwachit Apichayarporn

Tel.: 090-991-7999
Email: apichayarporn@gmail.com
Area of interest: Brand Designer



RESEARCH OBJECTIVE

O FIND OUT THE PROFILE OF POTENTIAL CONSUMERS

"JO UNDERSTAND BRAND AWARENESS OF CONSUMERS

"JO UNDERSTAND THE PURCHASING FACTORS & BEHAVIORS TOWARDS SNACKS

"]O IDENTIFY THE MOST EFFECTIVE COMMUNICATION ELEMENTS AND COMMUNICATION MESSAGE
"JO FIND OUT CONSUMER MEDIA USAGE

RESEARCH METHODOIOGY

QUANTITATIVE RESEARCH

METHODOLOGY: Survey
TOOLS: Questionnaires

SAMPLE SIZE: N = 300
Glendee user N = 150
Non users N = 150

SAMPLE: Male and female aged 18-32,

QUALITATIVE RESEARCH

METHODOLOGY: Focus group

TOOLS: Guided Question
Consumer Journey, Personification
(Recorder,Moderator)

SAMPLE SIZE: N = 18
Glendee user N = 12

which are university student and first Non users N = 6

jobber, live in Bangkok
SAMPLE: Male and female aged 18-32, which are

university student and first jobber, live in Bangkok

RESEARCH FINDINGS

1. PROFILE OF (JLENDEE POTENTIAL (CONSUMERS

GLENDEE Who can influence you to buy Glendee?

szl B 453
34%
2432
™ %
Ty &
8% 8%
73% 21% 6% 3%

offce 7| myseif [Friend Cousin  Famiy Presenter

workar

When do you consume snack’?

. Reading

13% ! 12%12%

I}

Watch :  See
 Movie

10% 995 995 9% 9% '9% o

I I | |7%i7%

Chatwith . Travel Working Playing Party Listen
friends i game music

6% 6%

5%
4%
3% I 3%

After Rush During
meal hour meal

According to the charts, the potential consumers of Glendee are university students aged 18-23 years old. They are
independent and confident since they mostly make purchase decision themselves in order to show that they always do their best
in everything, and get best results for themselves, based on the three highest means of activities involving with and self influence
when purchasing. Consumers consume snacks during these independent activities, defined as a Trendsetter with ‘Innovative’ idea
and categorized as ‘Stylish.’
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Reasons of Purchasing towards Snacks

Three main factors of purchase include taste
g healthiness and hygiene. As a result of behaviors, they are
defined as ‘Selective’. It is because they prefer to eat tasty food,
I e R, causing no harm towards health. This behavior reflects
. ‘B =m quality-of-life concerned person

Tasty Healthy Hygienic Low Calories Quantity Classy
2. EFFECTIVE BRANDS ELEMENTS AND (COMMUNICATION MESSAGE

— s Brand Awareness
" The chart shows low brand awareness of Glendee among its users.
2- 29 Pringles Moreover, consumers are confused in the product category since the research
Oisg . indicates non-separation of potato chips and potato sticks snack.
4 N =150
Brand Elements r!iow d? you think about thuse cummumcanon elem'ents ofGIendee o

From the research, it indicates three main weak points of
Glendee’s brand elements including unmatched brand messages i pen oo @ e Q
to the target, confusing artworks and non-specific main message, fwge: | s Ao o
unremarkable logo, when it is placed on the packaging. Those * | cortusg ot | una aumh“u@
weaknesses lead to overall unappealing communication message ™™ . F L W

and low brand awareness. However, participants are able to totewe e e P @
interpret the element in similar direction. 1 1 i ’

Confusing of "
| artworks

3. PURCHASING FACTORS AND BEHAVIORS JOWARDS SNACK (CONSUMPTION

What are factors make consumer purchase the product?

4.1
EEIETY 40'5 e 57
] 348
| § P as 3.2
i | I f 2.6
; B
| § : |
| | i
3 - B | ‘
: | | ‘ : I
| |

W ez b e G e o e o tam v vy T P Vewmntere sty irten

[

ra

Art / Visualization Package Benefits Product Features !

The most influential purchasing factor is ‘Product’ for both Glendee users and non-users. As expected, the mean of
taste is high due to the snack nature, which associated with consumers’ taste preference. However, the chart indicates that the
majority of consumers concern art visualization and the product design. Appealing brand appearance and modern packaging
design leads to the highest mean, comparing to other factors of both Glendee users and non-users. In conclusion, customers
eat by eyes first and they concern in their self-image when they consume the product.

4. SPECIAL MJOMENT JOWARDS SNACK
e @Y According to the consumer’s journey and research,
o S most of respondents is considerate the Bottom up moment.
T _ ° It is because it can relate to their behaviors and be used to
pry twist the product towards consumers’ evoked set. It reflects
- e that the product is tasty, even till last piece and consumer’s
S behavior of consuming snack by pouring the cup into the
- mouth. In addition, Sharing Moment appears in consumers’
i vower evoked set, when consumers seek for snacks to share and

w connect to others joyfully.

MINDLESS MOMENT CHEERS MOMENT

BOTTOM UP
MOMENT

g waiuTuqou
IKdaIAYY fiD:en”

D

“miis:enaoufl
Uulndoskuands”

“walkdafuioy
fiv:endovuqasoe”
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PROBLEM RECOGNITION

Glendee has low brand awareness in both users and non- users due to lack of brand communication and unmatched
brand element with the target, reflectings to the unclear brand personality. Moreover, consumers cannot separate the
differences between potato chips and potato sticks owing to lack of brand knowledge, affecting to reason to buy.

In conclusion, Glendee does not offer reasons to buy. Therefore, reasons to buy should be offered to attract consumers.

TARGET ANALYSIS

DEMOGRAPHICS PSYCHOGRAPHICS BEHAVIOR & [ IFESTYLE
* Age: 18-23 years old *  Concern of self-image Selective with their consumption
* Gender: Male and female *  Self-smart image »  Work hard, Play hard
*  University student » Atrend setter
* Innovative ideas
* Stylish

TARGET INSIGHT

» Consumers are concern of taste and nutrition of the product and always select the best products that are good for their
health. Define as a “Health Smart Person”.

+  Consumers are concern of theirs image. They consider products by the first sight. The products they consumed must be
able to reflect to their identity, status and smart image.

MARKETING COMMUNICATION OBJECTIVE

» Toincrease brand awareness to both users and non-users

* To educate brand personality to both users and non-users

» To create brand relationship with both users and prospect customers
* To inform reason-to-buy to users and non-users

 To create trial, purchase and repurchase among current customers

CREATIVE MESSAGE STRATEGY

SELLING STRATEGY
Be bright and bold with Gleendee potato sticks. Glendee takes quality standard seriously.
For our brainy consumers to have fun while munching away.

BIG IDEA:

represents the convenience of Glendee package

which is in a form of cup; easy to consume and carry.
Bring up good things to you and bring your image up
so “Bring up Glendee”

ZRING UP 'OUR “MART 'ASTE

'Smart taste’
“Your’ has double meanings. Not only it reflects
the smart production process of Glendee,
but also refers to the consumers
who are smart, creative and stylish
“Self image and belonging, Health smart”

refers to the uniqueness of consumer’s style.
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MESSAGE EXECUTION STRATEGY

KEY MESSAGE

‘RING UP 'OUR "MART ASTE

STORYTELLING

To be smart in every moment.
Including lifestyle tricks and hack.
Making life at ease. Blend in as routine
solution. For selective people who love
fun munchies. (Smart in fun ways)

PHASE 1
(DEC-MAR)
OBJECTIVES:
» Toincrease brand awareness by
80%
* To educate brand personality

* To inform reason-to-buy to both
users and non-users

STRATEGY:

* To embed brand personality in
* communication.

*  To show product benefits to

* customers “Health friendly &
* Bottom-up”.

MAIN MEDIA:

Video Viral (Social Media). Focusing on
three main smart moments. Hacks and
tricks to make life easier in fun ways.

SUPPORT MEDIA:

Pre-roll Ads on YouTube,

Point of purchase, online coupon,
Content on Social media, Banner,
Advertising Online, and Facebook boost
post.

KEY VISUAL
Glend&e

To enhance brand awareness of
brand logo and to make easy memorable
for consumer by using bottom up moment
to refer consumer behavior towards
product.

CAMPAIGN TIMELINE

PHASE 1l
(APRJUL)
OBJECTIVES:
* Toincrease brand awareness by
80%
* To create brand relationship

* To encourage trial & purchase/
generate sales

STRATEGY:
* To let product fulfill in consumer’s
lifestyles.

* To encourage consumer to interact
with the brand.

» To make customers feel closer to
the brand.

* To help consumers experience
each steps and become smarter in
daily life.

MAIN MEDIA:

Contest: By letting consumers show
theirs creativity, competing creative
menus.

SUPPORT MEDIA:

Content on Social media, Roadshow,
Live on FB, Premium, Pre-roll Ads
on YouTube, Point of purchase, Line
account, Banner, Advertising Online,
Facebook boost post
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MOOD & TONE

Sense of Humor
Smart
Optimistic

PHASE Il
(AUG-No)
OBIECTIVES:
* Toincrease brand awareness by
80%
» To create brand relationship.

 To encourage trial & purchase/
generate sales

STRATEGY:

* To motivate consumers to claim for
Glendee by demonstrating product
benefits and brand personality.

 To maintain the relationship
between the brand and customers.

* To offer every moment through the
day, reminding consumers to stay
smart no matter what happens.

MAIN MEDIA:

Roadshow:

‘DIY Glendee Roadshow* offers smart
hacks and fun tricks. DIY workshop
main purpose is to build relationships
with the consumers and encourage
trial.

SUPPORT MEDIA:

Poster, Billboard, Premium, Content on
Social media, Banner, Pre-roll Ads on
YouTube, Advertising Online, Facebook
boost post



EXECUTION

PHASE [: “SMART HACKS BY (;LENDEE”

i
i
{
]
]

Friend Cleaning: The problem is when his friend come over, to the room and  The yrgent studio: He needs to apply for an online job application but he do not ~ The cat: This is the daily problem, when he uses smart phone on the bed but feels
always end up making the room dity. He does not know how to tell his friend to tidy  haye formal picture that is required. The story shows the smart way and creative  lazy to turn off the light. The story shows the smart way and creative solution to
his rooms. But lastly, he shows the smart way and creative solution to solve  gojtion 1o solve problems, he solves the problem by setting up the studio by  solve problems. He solves the problem by using the laser to play with his cat and

problems, he just pretend that his mother is going to come over to this room. To himself. This video inspire consumers to act in smart ways. deceive the cat to turn off the light for him.
motivate his friend to get up and tidy up.

Viral Clips

Three video contents “Life hack” are to build awareness, educate brand personality and reason-to-buy to both users
and non-users. This will show the lifestyle tricks and hacks to make life at ease. The video aims to show smart way to solve the
daily life issues and also creative solution to solve problems. The video will enhance the brand personality of Glendee and inspire
consumers to act in smart ways.

Mobile Application

Create Smart Glendee Application in order to get closer to the customers
and create new ways to interact with customers. Also it consists of special content
and a new purchasing channel, which is gift box. Smart Glendee Application allows
customers to customize smart gift box.

Function of Glendee Application:

Content: Promotion update, Glendee activities

Hack of the day: Content on tips and trick to make life easier. Contaln special content
and facebook content.

Product details & Shopping: Educate & Purchasing channel

Glendee Smart Fram Game: Users grow their own potatoes, organize their own farm
and produce Glendee to get special gift from Glendee

Gift Box: Customize gift box and order

Contact: Link to official media account & contact details

\

PHASE II: “PLAY SMART WITH (JLENDEE” BRING UP
SMART MENU CONTEST
Contest

Bring up Smart Menu contest aims to create trial and purchase and
brand engagement with consumers. The purpose is to build relationship between
customer and brand. Also, to increase sale as well.

S ————

Steps:
1.Let consumers create smart menu by using at least three assigned ingredients
as the main material. st eiuetitessdiodisocabi
2.Upload the picture as public via Facebook and name your menu follow by S il NEaqhEubiponan
#Bringsupsmartmenu hashtag. 3 wgaadiasou 1o augaiuazandisaaadl
R . 5 . OFFICIAL GLENDEE APPLICATION. R
3.The top ten menus that provide the most creative menus will be on the ranking . vore s icarionTou Tl 1 oo
board in official Glendee Application. Also, participants can vote for the winner by voIsnTa
. . . ’ i $195aM 13U FUJI CARERA+ GIFTSET GLENDEE
using Glendee application (One vote per person available daily). s Bamidr o s e

nonAToAGISIAEU GIFTSET GLENDEE

#BRINGUPYOURSMARTTASTE Q
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Glend&e

»

w. DIY ZONE

Game in Application

This game aims to motivate consumers to visit the app daily and
in purpose of enhancing positive feelings towards the brand, including,

sales increase.

Steps:
important
in Glendee cups.

3.Use as discount at 7-11.

MAIN STAGE

cup Holder

SHOPPING
ZONE

o im0l
“SumnBany” SWS theese DO

educating process of Glendee production via game application and also

1.Users grow their own potatoes, organize their own farm, control
processes and upgrade the new levels of machines scan Glendee QR code

2.0nce ten Glendee are produced, redemption code will appear

uKYagausn

“Go smart TuluduA smart”

e
mmsumunwpmsreq

This event will provide five DIY life hack workshops. DIY hacks featured in the roadshow includes; Lamp,
notebook, cup holder, card holder and pencil case. Consumers can join DIY life hack workshop by purchasing 5 Glendee cups
and let consumers take photos to share their masterpiece on social media. This roadshow aims to build relationship and
encourage trails leading to increase sales.

PHASE 1
(DEC-MAR)
OBJECTIVES:

* Toincrease brand awareness by
80%

* To educate brand personality

* To inform reason-to-buy to users
and non-users

EVALUATION METHOD:

e Number of video views, likes, and
shares

*  Number of Application users

* Sale volumes

PHASE Il
(APRJUL)
OBJECTIVES:

* Toincrease brand awareness by
80%

* To create brand relationship

 To encourage trail & purchase
generate sales

EVALUATION METHOD:

*  Number of post like and shares

*  Number of video views, likes and
shares

*  Gift set orders

* Sale volumes

*  Number of Application users
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PHASE III
(AUG-Nov)

OBJECTIVES:

To increase brand awareness by
80%

To create brand relationship

To encourage trail & purchase
generate sales

EVALUATION METHOD:

Number of video view, likes and
shares

Number of post like and shares
Premium sale number

Application downloaders

Gift set orders

Sale volumes

Number of participants (Roadshows)
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RESEARCH OBJECTIVE

« "TO FIND OUT THE POTENTIAL CUSTOMER PROFILE IN THAI SNACK MARKET

« 'O FIND OUT THE BRAND AWARENESS AMONG THE TARGETED CUSTOMER

« "JO FIND OUT THE PURCHASING FACTOR TOWARDS (3LENDEE AND ITS COMPETITORS THROUGH
MARKETING MIX AND TO FIND OUT THE SATISFACTION TOWARD EACH BRAND

O FIND OUT THE CONSUMER’S PERCEPTION TOWARDS BRAND ELEMENTS, BRAND
COMMUNICATION AND BRAND PERSONALITY

RESEARCH METHODOIOGY

QUANTITATIVE RESEARCH

METHODOLOGY: Survey
TOOLS: Questionnaires

SAMPLE SIZE: 300

*  University Student (18-23) N = 100
* First Jobber (24-30) N =100

* Modern Parents (30+) N =100

SAMPLE:

Male and female aged 18-30+, which are
University students, First jobbers and Modern
parents, live in Bangkok

QUALITATIVE RESEARCH

METHODOLOGY: Focus group

TOOLS: Guided Question

Personification consumer
SAMPLE SIZE: 18
*  University Student (18-23) N =6
*  First Jobber (24-30) N =16
* Modern Parents (30+) N =6
SAMPLE:
Male and female aged 18-30+, which
are University students, First jobbers and
Modern parents, live in Bangkok

RESEARCH FINDINGS

1. FINDING POTENTIAL JARGET (CONSUMER AND POTENTIAL (CONSUMER PROFILE

fess than 100 P
Readng Paj
3% . 129

more than 600
= 2%

Influence Factor

L 3

During Meal

8 8 & 8

Working
P;
al

Yourselt (67% ) Tty
@ Family (9%)
@ Friends (13%) 1 =

Social media ( 6%) 42 <
@ Promotion (7%) °

3 target groups Average income Average snack spending

budget

n University Students
Aged: 18- 23 years old

m Occupation: Student I
2 Low Income High Spending

&«

100-300 > o

=] sw S 20% -

301600 < %

] 1% Movie Exercise oamor ok,
Shop

Snack occasion

First Jobbers

->

&
Aged: 24- 29 years old
M Occupation: Office worker
High Income High Spending

0 Modern Parents
- Aged: 30- 35 years old
Occupation: Housewife
Self employed High income Low Spending

>

Among the 3 target groups, first jobbers is the group of
potential consumers for Glendee because they have a balance of
income and snack spending budget. This can be the new group of
target in Thai snack market as well. Besides, theirs personality can
reflect the brand clearly. They are health concerning, independent
people who always make their purchasing decisions by themselves.
They trust themselves the most so they are confident with their
thoughts and also they are Internet explorers who search for new
information by themselves. So, their lifestyles are not like others. They
like being different in their own style.
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2. BRAND AWARENESS

Do you recognize this logo or not? As the result, Glendee has low brand
Logo has been shows to user recogmze W user recognize awareness. Even thOUgh Cledes usars had
check aided recall 14.67% 3

consumed the product. They still could not

@E .& recognize the logo because the brand has
en " Glendee User e been launched into the potato snack market
for only two years. In conclusion, the brand is
lack of awareness especially appeared among

m user not recognize B user not recognize key target,

We have shown this logo and
ask the respondent if they
recognized the logo or not?

3. BRAND ELEMENT

What can the mascot associate with? From 3 Glendee elements, what do you think the brand offering?
49

& B

*
The mascot was shown in 25 24 Glend& ? Ll

S —r
order to find out what £ 14
. . We have shown 3 Glendee elements
responder_\ts associie with 8 7 to find out the effectiveness of brand 5
when seeing the mascot. 2 1 1 elements designs 1 -
ato @ Chicken BB Little chicken Brd Peanut Pengun B Eng MR ve b o ‘ ; .

The research shows that the brand package, logo and mascot are not consistent to what the brand is trying to
communicate. Especially unclear brand mascot that people cannot associate that they are potato. In conclusion, the inconsistency
of brand elements causes respondents cannot perceive what the brand try to deliver clearly.

4. BRAND PERSONALITY

What personality can Glendee associate? Which Thai celebrity can represents Glendee personality?
__ FIRSTJOBBER'

nnx;v:‘l‘l;i‘a'l;
We have given Glendee potato sticks to

participants as a trial of taste, touch and looks. s

fpuidtens

The participants were asked to associate the
brand personality in term of functional and
emotional benefits. Also, to compared Glendee
with a Thai celebrities in order to illustrate a
clearer image of the brand.

uuﬂuu wim
yeainiee

Tidiaulasi

1 “avistemy

Auvey wiszlshuig

‘ “anuwisla o 7 willeuseuntie”

For brand personality, the target has similar attitude. They perceived the brand as sincerity, lively and truthful. So these
personalities represent the realness and being straightforward to the brand. Which see it clearly when they compare the brand to
a person, each person represents their own different style. But have a similarity of lively and truthful.

5. PURCHASING FACTOR TOWARDS (FLENDEE

PrOGUCE rete your satistaction according to Glendee's product Overall, consumers are satisfied with Glendee in term of
/—"\ product the most. Packaging quality and packaging handling are the
. . highest and strongest point. It makes the packaging as the factor that
consumers like and satisfy with. In term of function and design that

= ' : stand-able, fit in hand, easy to carry and use the strong material that
shockproof to protect the snack inside
In addition, Product quality is another factor that reach
to a high score. People are satisfied with the product quality, as
Glendee are made from real potatoes, which provide unique taste,

oty e R e e non-preservatives and no colorants added to serve the real potato
M Glendee Laysstax [l Pringle quahty'
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PROBLEM RECOGNITION

Glendee has low brand awareness. Brand elements are not consistent and effective enough. Unclear brand personality
and no reason to buy. Therefore, consumer cannot recognize the brand elements of Glendee and there is no relationship towards
customers and brand, which cause the factor of no reason to buy.

DEMOGRAPHICS

TARGET ANALYSIS

PSYCHOGRAPHICS

BEHAVIOR & | JFESTYLE

* Age: 24-29 years old Independent * Work hard actively in rush
* Gender: Male and female Not follow the trends lifestyle
*  First jobbers Like to being different » Concern about their look or
Multitasking lifestyle appearance
* Like to travel to somewhere
different

*  Enjoy listening to music

* Like to mix and match the
dressing style

* Use social media in daliy life

TARGET INSIGHT

Based on target findings, consumers are different in their own unique style. They are confident in their own style and do
not follow the common (or ordinary) trends. They only choose the best things for themselves.

Moreover, they like to go their way and they do not rely or follow others. They have standing points for themselves.
We categorized them as real people.

MARKETING COMMUNICATION OBJECTIVE

* To educate the new message and personality of the brand. In order to increase brand awareness
* Toincrease brand involvement
» Toincrease product trial and reason to buy

CREATIVE MESSAGE STRATEGY

SELLING STRATEGY

To convince first jobbers to follow theirs own style and do not need to rely on other people. Glendee offers real taste of
potato sticks because it is made by 100% real potato with non-preservative and colorants, the mood and tone of the message
should be delivered in a vivid tone which represents lively and fun feeling, but yet stylish.

“Toste the realnosy’

Taste of people who are
expressing their unique
personality and lifestyles

BlG IDEA:

Taste of Glendee s product which The realness of people
are non preservatives or colorants personality who loves doing
that keep the real taste of potatoes different things

The realness of Glendee’s
product which using
100% real potatoes
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MESSAGE EXECUTION STRATEGY
KEY VISUAL

KEY MESSAGE

Real bite right taste

STORYTELLING

Play with the real lifestyle of people,
along with music genre, which

will differentiate each style. Being
independent and inspire people to
express themselves differently in
their own way: being extreme and the
sense of authenticity.

PHASE 1
(JAN-MAR)

OBJECTIVES:

* To educate the new message and
personality of the brand

* Toincrease brand awareness
among the target consumer

STRATEGY:

Introduce and express the new
image of the brand. By using emotional
and functional benefits of the product
in both online and offline platform.

MAIN MEDIA:

Viral clip (3 Short series) and Guerrilla
marketing (elevators)

SUPPORT MEDIA:

Radio spots, Sales promotion
(Instagram hashtag, Facebook GIF,
Sweepstakes and Mobile application)

CAMPAIGN TIMELINE

PHASE 1l
(APR-JUL)

OBJECTIVES:

* Toincrease brand involvement
among targeted customers

* To create a reason to buy for
consumers

STRATEGY:

Use online activities to
create involvement, contest and sales
promotion. To motivate people to buy
the product and build relationship with
the consumers.

MAIN MEDIA:
Photo booth

SUPPORT MEDIA:

Sales promotion {Instagram hashtag,
Contest, PO.P, Facebook GIF,
Sweepstakes and Mobile application)
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MOOD & TONE

Confident, Friendly, Chic and Upbeat

PHASE Il
(AUG-DEC)

OBJECTIVES:

* Toincrease purchase and create
re-purchasing among target

customers

* To create a reason to buy for
consumer

STRATEGY:

Create an event make an
action among customers and launching
the PR to influence the reasons to buy
by using both online and offline media
to reach the target.

MAIN MEDIA:
Event - “Style Your Life with Glendee”

SUPPORT MEDIA:

Sales promotion (PR, Event, Facebook
contest, Instagram contest and Special
packaging)




EXECUTIONS

PHASE [: “EDUCATE NEW IMAGE AND BUILD AWARENESS”

The backpacker series The vinyl records music series The stylish series

The backpacker series shows two friends who are travelers that likes The vinyl records music series shows a person that like to listen The stylish series shows a person that loves to dress up, playing
to explore places that have not been seen before. This represents musics but in a different ways of vintage and classic lifestyles. with outfits and not following the stereotype which represents the
the lifestyle of explorers being hip and a little rough. lifestyle of mix and match with self-reliant.

Viral Clips (3 Series)

Launch three video series; aim to educate the new image and personality of the brand. Viral Clips shows the main
concept. Includes the realness and being independent through lifestyles. Also, viral clips wants to represent being extreme
and the sense of authenticity.

The backpacker series The vinyl records music series The stylish series

Elevators (Out of home media)

To support the viral clips series, we created three versions of elevators (Out of home media). Consumers are
going to face the questions of “What is your taste?” first, to grab theirs attention. Then inside the elevator they will
approach Glendee lifestyle. The target will experience the viral clips of Glendee, along with the background music to fill in
to the mind of consumers. It will be locate at United Center Silom, which is a business center in Bangkok that aim to create
awareness of Glendee.

PHASE II: “INCREASE BRAND INVOLVEMENT & CREATE A REASON TO BUY

: N
H

OPTION 1 OPTION 2

STEP1 —— STEP1
Choose frame & Shoot 1 i Choose frame & Shoot
5ol

STEP 2 "‘Yi i
Like Glendees's Official '
Facebook page o ge! photo's

EE
Purchase Glendee product

STEP3
Receive Printed Polaroids

Reveal Your styie
With glendee Photo booth ELCECLLLLY
LIVE AT THE KNACK MARKET. THE JAM FACTORY This is to create brand involvement with the consumers and also

EVERY SATURDAY AND'SUNDAY re-create a new brand image and personality. The photo-booth will locate at
OF LAST WEEKEND OF NARCH TILL UAY the center of Bangkok because it is easy to access. Consumer can choose the

ey frame photo and can get free photo in Glendee’s official Facebook page or

purchase the Glendee’s product. Then consumers can get a printed Polaroid.
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with £

PHASE 1
(Jan-MaR)

OBJECTIVES:

To educate the new message and
personality of the brand

To increase brand awareness
among targeted consumer

EVALUATION METHODS:

Number of new customers
Number of sales volume
Number of download on the
application

Number of followers, likes and
shares on Facebook

STEP1 < ) DONE
Take a photo of your creativity with Glendee
under the theme “Real bite, Right taste”

—) STEP2
g Using Glendee's Mobile application,
=]
@

decorate your photo as you prefer.

STEP3
Upload your photo on Instagram with
hashtag #glendeetasteofmystyle.

STEP4

o LN We will randomly selected the 10 winners
' to get a free Glendee premium speaker.

Social media: Instagram Contest

Let consumers take and decorate their photo to represents theirs lifestyle
by uses Glendee’s Mobile Application. Consumer needs to upload their photo on
Instagram under the hashtag #styleyourlifewithglendee and the contest will randomly
select the 10 winners to win Glendee premium speaker. The purpose is to build
relationship between customer and brand. Also, to increase sale as well.

Zone 1: Main Stage
Twa days entertain concert thatinclude the indy music
that have a ditferent style such as, La-Ong-Fong,
‘The Parkinson, Somkiat and Yeliow Fang

Zone 2: Photo Booth < L 3 ] g Zone 3 : Outdoor Cinema
S tave s kot -2

ieme “Grab  prop

ree bot p
produet nsdo the bocth with the incredibe sound sysiem

Zone 5.: Cooking

Event “Style your life with Glendee”

The event will be divided into five zones. Containing main stage, photo booth,
outdoors cinema, handcraft and cooking zones. Which each zone have a Glendee
product for sell to let people buy and eat, while they are still enjoying the activities as
well. Mood and tone of the event is nature, fun, and fresh to remind about the brand
of Glendee. The tone will be represented as vivid colors for lively and fresh feelings.

. Thisis to create brand awareness and it will trigger re-purchasing.

CAMPAIGN EVALUATION
PHASE I PHASE II

(APRJUL) (AUG-DEC)

OBJECTIVES: OBIECTIVES:

* Toincrease brand involvement * Toincrease purchase and create
among the target customers re-purchasing among target

* To create the reason to buy for customers.
consumer * To create the reason to buy for

consumer

EVALUATION METHODS: EVALUATION METHODS:

*  Number of followers, likes and *  Number of participant of the event
shares on Facebook *  Number of sales volume

*  Number of participant of the *  Number of using application
activities

*  Number of using application

*  Number of sales volume

45




CONIENT TEAM

Kanawat |. (Head)
Sumanut N. (Head)
Tanatgan P. (Head)
Chinnawat S.
Chonnanee S.
Kanyanut T.
Manunchaya W.
Nguyen Minh Nhat
Permyod J.
Ploipailin W.

Rada A.

Sirinuch C.
Suthawan M.
Sutida U.
Thunyarrath C.
Waranya C.

Wasita V.

WORD PROOFING TEAM

Chamaiporn C.
Naruemon K.
Nathawadee V.
Yujie C.

ARTDIRECTION TEAM

Nuttapong R. (Head)
Thunyamai P. (Head)
Chanakran C.
Chananchida D.
Issariya H.
Kaewta Z.
Kanyarat V.
Matteo K.
Mongkhol W.
Napakcha L.
Narasa S.
Nisanart K.
Noradej R.
Pantita T.

Pasiri P.
Pimpitcha S.
Supreeya M.
Thanapoom L.
Thanasorn R.
Thanyawarat P.
Thitiya J.
Wanrada C.
Xinyi Z.

Yuan X.

—t—

CREDITS

PRESIDENT TEAM

Supanida C.

SECRETARY & TREASURER TEAM

Mananya T. & Rada A.

MC TeEAM

Hansin A.

Sitanan C.

S—— .
PERFORMANCE TEAM

Krit T. (Head)
Angela Ruth B.
Chanisa E.
Nita H.
Nutsima E.
Prattana T.

BACKSTAGE TEAM

Vitaya A.(Head)
Apirak T.
Chalermporn C.
Chananya C.
Supachai C.
Thipsukon R.
Thuwachit A.

PRODUCTION TEAM
Chadakarn R. (Head)
Thornthan N. (Head)
Bawornsak W.
Chanon P.
Chanyanuch P.
Chatupol V.
Chonlaporn K.
Denis C.
Jeonghyeun S.
Minho H.

Pakpimon S.
Panchanok K.
Paphaporn P.
Paripat K.
Poorin E.
Pornphorm R.
Ranida T.
Rattanapon M.
Rosanna N.
Sorrapas L.
Supathut A.
Tanachote T.
Teerawat T.
Tharinrada P.
Vitpol A.
Wasin S.

AUDIO & VISUAL TEAM

Athiwat C. (Head)
Anyamanee P.
Bhisit P.
Chotvit S.
Ekkavud S.
Kannitpong T.
Malisa R.
Nathapat O.
Piyawat T.
Poorida S.
Vorapon S.
Zhou Xin

VIDEO & PHOTO TEAM
Thatsaphon T. (Head)
Akraanan C.
Anurak C.
Bongkochporn N.
Davit T
James H.
Jiratchaya T.
Krittin N.
Kunakorn T.
Lattawit S.
Natdanai C.
Onkana S.
Pattrawan C.
Pawinee P.
Pimonporn B.
Pirawich M.
Punnada S.
Punnayawi C.
Richa C.
Rizwan R.
Rujinun D.
Sarawut J.
Sarunyu A.
Sirada B.
Siriapar S.
Sorathorn B.
Suthida P.
Thanakarn J.
Thanan D.
Thanaphat L.
Thanik F.
Thewarut K.
Thiraphat P.
Thitipong P.
Warit S.
Worawalun C.

,‘-

"p

PR TEAM
Chollada P. (Head)
Patama R. (Head)
Sirikorn h. (Head)
Apiriya P.
Boonrada T.
Bussakorn L.
Chae Yeong J.
Chamaiporn C.
Chanakarn T.
Chudaporn J.
Jittiwat H.
Jumphita J.
Kamonchanok T.
Kawinthida K.
Kesara K.
Mathinee R.
Nahyun C.
Pareena S.
Patcharapirom P.
Pavonrat S.
Peewara B.
Pimmanee P.
Pitchathanan R.
Ploypitcha R.
Pornteera T.
Prakaiwin S.
Preenapan P.
Rujira S.

Sopida D.
Sulapha P.
TaoTao C.
Vitchikorn S.
Rt
WooYoung S.
Xinying H.

Yujia Z.






