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Creative Brief Form 

Why Are We Advertising? 

A new product launch, but also brand reminder. It is also to introduce the new celebrity 

endorsement; Cheryl Cole. 

Who are we talking to? 

Females in socio-economic groups C2, D and EΦ !ƎŜŘ ŦǊƻƳ ǘŜŜƴǎ ǘƻ ƭŀǘŜ нлΩǎ ς 16-29, who have the 

time to take care of their hair and want it to look sophisticated.  

What must the advertising say? 

¢Ƙŀǘ [ΩhǊŜŀƭ ƛǎ ŀ ǘǊǳǎǘŜŘ ōǊŀƴŘΤ ƻƴŜ ǘƘŀǘ ōǊƛƴƎǎ ȅƻǳ ŀ ƴŜǿ ǇǊƻŘǳŎǘ ǘƻ ƛƳǇǊƻǾe the condition of your 

hair and is the answer to ǘƘŜ ŎƻƴǎǳƳŜǊΩǎ ƘŀƛǊΩǎ ǇǊƻōƭŜƳǎΦ 

The Proposition: 

[Ωhw9![ 9[±L±9 ΨC¦[[ w9{¢hw9Ω SUGGESTS THE SOLUTIONS TO ALL YOUR I!LwΩ{ b995{ 

FOR SOPHISTICATED YOUNG FEMALES. 

Why should the consumer believe us? 

.ŜŎŀǳǎŜ [ΩOreal is an established and trusted brand, with the support of various celebrities over the 

years. !ƭǎƻ ǘƘŜ ǎǳǊǾŜȅ ŎŀǊǊƛŜŘ ƻǳǘ ōȅ [ΩhǊŜŀƭ ƻƴ нфуо ǿƻƳŜƴ ƛƴ ǘƘŜ ¦YΦ 

What tone of voice? 

The tone is forceful because it is suggesting that this is the best and only solution to the consumerΩǎ 

ƘŀƛǊΩǎ ǇǊƻōƭŜƳǎΣ ōǳǘ ŀǘ ǘƘŜ ǎŀƳŜ ǘƛƳŜ ƛǘ ƛǎ ƴƻǘ ƻǾŜǊ-powering, it is still a light tone. 

Which media? 

This is print media, but the advertisement also has outdoor and broadcast variations. 

What special considerations are there? 

Just that it has to link to the broadcast advert as well as being an advert in its own right.  
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Explanation 

[ΩhǊŜŀƭ ƛǎ ŀŘǾŜǊǘƛǎƛƴƎ ǘƻ ƭŀǳƴŎƘ ŀ ƴŜǿ ǇǊƻŘǳŎǘΣ ŦƻǊ ŀ ōǊŀƴŘ ǊŜƳƛƴŘŜǊ ŀƴŘ ǘƻ ŀƭǎƻ ƛƴǘǊƻŘǳŎŜ 

Cheryl Cole as their new celebrity endorsement. At the time this advert was first released there were 

ŀ ΨōǳǊǎǘΩ ƻŦ ŀŘǾŜǊǘǎ ǘƘǊƻǳƎƘ ǇǊƛƴǘΣ ōǊƻŀŘŎŀǎǘ ŀƴŘ ƻǳǘŘƻƻǊ ƳŜŘƛǳms. The advert reminds the 

ŎƻƴǎǳƳŜǊǎ ŀƴŘ ǘŀǊƎŜǘ ŀǳŘƛŜƴŎŜ ƻŦ [ΩhǊŜŀƭ ŀƴŘ ǘƘŜƛǊ ǘŀƎƭƛƴŜ ǘƘŀǘ Ƙŀǎ ōŜŜƴ ǳǎŜŘ ŦƻǊ ǎŜǾŜǊŀƭ ȅŜŀǊǎΦ ¢ƘŜ 

advert also ƭŀǳƴŎƘŜǎ ǘƘŜ ƴŜǿ Ψ9ƭǾƛǾŜ Cǳƭƭ wŜǎǘƻǊŜΩΣ ǎǳƎƎŜǎǘƛƴƎ ǘƘŀǘ ǘƘŜ ŀǳŘƛŜƴŎŜΩǎ ƘŀƛǊ Ƙŀǎ ΨŦƛǾŜ 

ǇǊƻōƭŜƳǎΩ ŀƴŘ ǘƘŜ ǇǊƻŘǳŎǘ ƛǎ ǘƘŜ ΨƻƴŜ ǎƻƭǳǘƛƻƴΩΦ  Lǘ ƛǎ ŀƭǎƻ ǾŜǊȅ ŎƭŜŀǊ ǿƘŀǘ ǘƘŜ ƴŜǿ ǇǊƻŘǳŎǘ ƭƻƻƪǎ ƭƛƪŜΣ 

with it placed prominently on the right-ƘŀƴŘ ǎƛŘŜ ƻŦ ǘƘŜ ǇŀƎŜΦ !ƭǎƻΣ ǘƘŜǊŜ ƛǎ ǘƘŜ ǿƻǊŘ Ψb9²Ω ŀǘ ǘƘŜ 

top of the page, by the product name which clearly states the product is new. This advert also 

introduces Cheryl Cole as their new celebrity endorsement, this is the first advert she has appeared 

in and her name is printed at the bottom left-hand corner of the advert underneath her photograph. 

¢ƘŜǎŜ ǊŜŀǎƻƴǎ ŀǊŜ ǿƘȅ [ΩhǊŜŀƭ ƛǎ ŀŘǾŜǊǘƛǎƛng. 

 The target audience is females aged between 16 and 29 who are in socio-economic groups 

C2, D and E. The advert is aimed at females because they predominantly take care of their hair the 

most and take pride in their hair, so would want the product to solve their hair-care problems and 

[ΩhǊŜŀƭ 9ƭǾƛǾŜ ƛǎ ŜǎǘŀōƭƛǎƘŜŘ ŀǎ ŀ ŦŜƳŀƭŜ ōǊŀƴŘΦ ¢ƘŜ ǘŀǊƎŜǘ ŀƎŜ-range of 16-29 is because these are 

the females who are most likely to be interested in taking care of their hair, the females who have 

the most time to do so and more importantly have the money to spend on the product. They are 

also the females who are more likely to aspire to Cheryl Cole. Groups C2, D and E are the groups that 

mostly accommodate 16-29 year olds and those who aspire to Cheryl Cole. These groups have the 

time to watch television and listen to music, so they know who Cheryl Cole is and they are most 

ƭƛƪŜƭȅ ǘƻ ōǳȅ Ψ[ƻƻƪΩ ƳŀƎŀȊƛƴŜ ŀƴŘ ǎŜŜ ǘƘŜ ŀŘǾŜǊǘƛǎŜƳŜƴǘΣ ŀǎ ǘƘŜȅ ǘƘƛƴƪ ŀǇǇŜŀǊ ǘƘŜƛǊ ƘŀƛǊ ŀƴŘ ǘƘŜƛǊ 

ƻǾŜǊŀƭƭ ŀǇǇŜŀǊŀƴŎŜΣ ǎƻ ǿƻǳƭŘ ōǳȅ Ψ[ƻƻƪΩ ƳŀƎŀȊƛƴŜ ŀs it is a fashion magazine. Groups C2, D and E 

also have disposable income to buy the magazine and the product as they are either working or in 

ŜŘǳŎŀǘƛƻƴΣ ǎƻ ǘƘŜȅ ƘŀǾŜ ǿŀƎŜǎ ƻǊ ΨǇƻŎƪŜǘ ƳƻƴŜȅΩΦ  Which is why the advert is targeted at females, 

aged 16-29 in socio-economic groups C2, D and E. 

 ¢ƘŜ ŀŘǾŜǊǘ ǎǳƎƎŜǎǘǎ ǘƘŜ [ΩhǊŜŀƭ 9ƭǾƛǾŜ Cǳƭƭ wŜǎǘƻǊŜ ƛǎ ǘƘŜ ǎƻƭǳǘƛƻƴǎ ǘƻ ǘƘŜ ŀǳŘƛŜƴŎŜΩǎ ƘŀƛǊ 

problems, because the target audience want their hair to be perfect. They want their hair to be like 

/ƘŜǊȅƭ /ƻƭŜΩǎ ŀƴŘ ǘƘŜȅ ŀǊŜ ƭƻƻƪƛƴƎ ŦƻǊ ǎƻƳŜǘƘƛƴƎ ǘƻ ƎŜǘ ǘƘŜƳ ΨǇŜǊŦŜŎǘ ƘŀƛǊΩΦ {ƻ ǘƘŀǘ ƛǎ ǿƘŀǘ ǘƘŜ 

advert is aiming to give them.  

 The proposition is to give the target audience the solutions to their hair problems and to 

help them look sophisticated like Cheryl Cole. This is because Cheryl Cole is perceived as 
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sophisticated and the target audience aspire to her, so to associate the product with her suggests 

the product will make the target audience look sophisticated like her. Also the proposition wants to 

suggest that the product is ǘƘŜ ǎƻƭǳǘƛƻƴ ǘƻ ǘƘŜ ǘŀǊƎŜǘ ŀǳŘƛŜƴŎŜΩǎ ƘŀƛǊ ǇǊƻōƭŜƳǎ ōŜŎŀǳǎŜ ǘƘŜȅ ŎŀǊŜ 

ŀōƻǳǘ Ƙƻǿ ǘƘŜƛǊ ƘŀƛǊ ƭƻƻƪǎΣ ǿƘƛŎƘ ƛǎ ǎƘƻǿƴ ƛƴ ǘƘŜ ǎƭƻƎŀƴ Ψр ǇǊƻōƭŜƳǎΣ м ǎƻƭǳǘƛƻƴΩΦ  Which is why the 

proposition suggests the product is the solution to hair problems.  

 The consumer shƻǳƭŘ ōŜƭƛŜǾŜ ǘƘŜƳΣ ōŜŎŀǳǎŜ [ΩhǊŜŀƭ ƛǎ ŀƴ ŜǎǘŀōƭƛǎƘŜŘ ōǊŀƴŘΣ ǿƘƛŎƘ ƛǎ ǎƘƻǿƴ 

by the fact that the brand name, whilst featured on the advert repeatedly, it is not in a particularly 

large font-size. This is because the target audience presumably already know tƘŜ ǎǘȅƭŜ ƻŦ [ΩhǊŜŀƭ 

ŀŘǾŜǊǘǎ ŀƴŘ ǘƘŜƛǊ ǘŀƎƭƛƴŜΣ ǎƘƻǿƛƴƎ ǘƘŜ ōǊŀƴŘ ƛǎ ŜǎǘŀōƭƛǎƘŜŘΦ !ƭǎƻ [ΩhǊŜŀƭ Ƙŀǎ ŎŀǊǊƛŜŘ ƻǳǘ ŀ ǎǳǊǾŜȅ ƻƴ 

2983 women in the UK, which they state at the bottom, using this product, so the target audience 

ǎƘƻǳƭŘ ƴƻǘ ƻƴƭȅ ǘǊǳǎǘ [ΩhǊŜŀƭΣ ōǳǘ ǘƘƻǎŜ нфуо ƻǘƘŜǊ ǿƻƳŜƴ ǿƘƻ ŀǊŜ ǇǊŜǎǳƳŀōƭȅ ΨƧǳǎǘ ƭƛƪŜ ǘƘŜƳΩΦ 

Another reason for trust, is that it is shown quite predominantly that the product has already sold 

ΨƻǾŜǊ м ƳƛƭƭƛƻƴΩ ǳƴƛǘǎΣ ŀƎŀƛƴ ǎǳƎƎŜǎǘƛƴƎ ǘƘŀǘ ŀƭƭ ǘƘŜ ƻǘƘŜǊ ǿƻƳŜƴ ǿƘƻ ƘŀǾŜ ōƻǳƎƘǘ ǘƘƛǎ ƴŜǿ ǇǊƻŘǳŎǘ 

ŀƭǊŜŀŘȅ ŀǊŜ ŀƴƻǘƘŜǊ ǊŜŀǎƻƴ ǘƻ ǘǊǳǎǘ [ΩhǊŜŀƭΩǎ ƴŜǿ ƭŀǳƴŎƘΦ ¢ƘŜǎŜ ǊŜŀǎƻƴǎ ŀǊŜ ǿƘȅ [ΩhǊŜŀƭ ǎƘƻǳƭŘ ōŜ 

trusted. 

 The tone of voice is forceful, because as with all product launches, the brand wants the 

target audience to buy the product and believe in it. WhicƘ ƛǎ ǎƘƻǿƴ ƛƴ ǘƘŜ ǊŜǇŜǘƛǘƛƻƴ ƻŦ ǘƘŜ Ψр 

ǇǊƻōƭŜƳǎΩ ς the phrase and listing the problems- ŀƴŘ Ƙƻǿ ǘƘŜ ǇǊƻŘǳŎǘ ƛǎ ǘƘŜ Ψм ǎƻƭǳǘƛƻƴΩ ŀƴŘ Ŏŀƴ ΨŦǳƭƭ 

ǊŜǎǘƻǊŜ р ȅƻǳǊ ƘŀƛǊΩΦ {ǳƎƎŜǎǘƛƴƎ ǘƘŜ ǘƻƴŜ ƛǎ ŦƻǊŎŜŦǳƭΦ .ǳǘ ǘƘŜ ǳǎŜ ƻŦ /ƘŜǊȅƭ /ƻƭŜΣ ǿƘƻ ƛǎ ǎƳƛƭƛƴƎ ǎƘƻǿǎ 

the tone is also light, as the target audience do not want to be forced into buying the product, but 

instead convinced. So the tone is forceful but still light.  

 The media is print, because it was found in a magazine. The reason it was in the magazine 

Ψ[ƻƻƪΩ ƛǎ ōŜŎause it is a fashion magazine. The target audience who buy the magazine are interested 

in how they look, so are also likely to be interested in taking care of their hair.  
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Comparison 

¢ƘŜ [ΩhǊŜŀƭ ŀŘǾŜǊǘ ƛǎ ǎƛƳƛƭŀǊ ǘƻ tŀƴǘŜƴŜΩǎ nature fusion advert [see figure 1]. Both adverts 

are product launches and both products are trying ǘƻ ǎƻƭǾŜ ǘƘŜ ǘŀǊƎŜǘ ŀǳŘƛŜƴŎŜΩǎ ƘŀƛǊ ǇǊƻōƭŜƳǎ ōȅ 

ǎǳƎƎŜǎǘƛƴƎ ǘƘŜ ǳǎŜ ƻŦ ǘƘŜƛǊ ǇǊƻŘǳŎǘǎΦ IƻǿŜǾŜǊ [ΩhǊŜŀƭ ǳǎŜǎ ŎŜƭŜōǊƛǘȅ ŜƴŘƻǊǎŜƳŜƴǘΣ ǿƛǘƘ ŀǎǇƛǊŀǘƛƻƴŀƭ 

celebrities whereas Pantene use a ƳƻŘŜƭ ƛƴ ǘƘŜƛǊ ŀŘǾŜǊǘΦ [ΩhǊŜŀƭ ǎǳƎƎŜǎǘǎ ǘƘŀǘ ǘƘŜƛǊ ǇǊƻŘǳŎǘ ǿƛƭƭ 

ƳŀƪŜ ǘƘŜ ŀǳŘƛŜƴŎŜ ƳƻǊŜ ǎƻǇƘƛǎǘƛŎŀǘŜŘΣ ŀƴŘ tŀƴǘŜƴŜ ŀƭǎƻ ǎǳƎƎŜǎǘ ǘƘŜƛǊ ǇǊƻŘǳŎǘ ǿƛƭƭ ƛƳǇǊƻǾŜ ƘŀƛǊΩǎ 

condition. But Pantene also suggest their product is revolutionary and has new innovation. Both 

ŀŘǾŜǊǘƛǎŜƳŜƴǘǎ ŀǊŜ ǘŀǊƎŜǘƛƴƎ ŦŜƳŀƭŜǎΣ ōǳǘ [ΩhǊŜŀƭ ƛǎ ŀƛƳƛƴƎ ŀǘ мс-29 year olds, whereas Pantene are 

aiming for a slightly older audience 20-35. Both are targeting socio-economic groups C2 and D, but 

tŀƴǘŜƴŜ ŀǊŜ ŀƭǎƻ ǘŀǊƎŜǘƛƴƎ ƎǊƻǳǇ /мΣ ǿƘŜǊŜŀǎ [ΩhǊŜal are aiming at group E as well as C2 and D. 

[ΩhǊŜŀƭ ŀƴŘ tŀƴǘŜƴŜ ŀǊŜ ǎƛƳƛƭŀǊ ƛƴ Ƴŀƴȅ ǿŀȅǎΣ ōǳǘ ŀƭǎƻ ǎƭƛƎƘǘƭȅ ŘƛŦŦŜǊŜƴǘ ƛƴ ǘƘŜƛǊ ŀŘǾŜǊǘǎ ŀǎ ǘƘŜȅ ŀǊŜ 

targeting slightly different audiences.  

 ¢ƘŜ [ΩhǊŜŀƭ ŀŘǾŜǊǘ ƛǎ ǉǳƛǘŜ ŘƛŦŦŜǊŜƴǘ ǘƻ ²ŜƭƭŀΩǎ {t ό{ŀƭƻƴ tǊƻŦŜǎsional) advert [see figure 2], 

despite them both being product launchesΦ ²Ŝƭƭŀ Řƻ ƴƻǘ ǳǎŜ ŎŜƭŜōǊƛǘȅ ŜƴŘƻǊǎŜƳŜƴǘ ǳƴƭƛƪŜ [ΩhǊŜŀƭ ƻǊ 

ǎǳƎƎŜǎǘ ƘŜŀǾƛƭȅ ǘƘŀǘ ǘƘŜ ǇǊƻŘǳŎǘ ǎƻƭǾŜǎ ƘŀƛǊΩǎ ǇǊƻōƭŜƳǎΦ .ǳǘ ǿƘŀǘ ²ŜƭƭŀΩǎ ŀŘǾŜǊǘ ŘƻŜǎ Řƻ ƛǎ ǎǳƎƎŜǎǘ 

that Wella is professional and scientific hair care that is used in salons by professional hairdressers. 

This tells the target audience that the product is trust-worthy because professional hairdressers use 

it in their salons. It also strengthens this message by quoting a salon professional who works in a 

Wella salon. The Wella advert also says that the product is crafted specifically for the audience, this 

ƛǎ ŘƛŦŦŜǊŜƴǘ ǘƻ [ΩhǊŜŀƭ ŀǎ ǘƘŜȅ ǎǳƎƎŜǎǘ ǘƘŀǘ ǘƘŜ ǇǊƻŘǳŎǘ ƛǎ ǘƘŜ ǎŀƳŜ ŦƻǊ ŜǾŜǊȅƻƴŜ ƛƴŎƭǳŘƛƴƎ /ƘŜǊȅƭ 

/ƻƭŜΦ ¢ƘŜ [ΩhǊŜŀƭ ŀŘǾŜǊǘ ǘŀǊgets socio-economic groups C2, D and E, whereas Wella targets B, C1 and 

C2 due to the high quality and salon professional of the product. Both clearly target females, but of 

ŘƛŦŦŜǊŜƴǘ ŀƎŜ ǊŀƴƎŜǎΤ [ΩhǊŜŀƭ ŀƛƳǎ ŦƻǊ мс-29 year old while Wella targets 25-35 yeŀǊ ƻƭŘǎΦ  {ƻΣ [ΩhǊŜŀƭ 

and Wella are quite different adverts.  
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Appendices 

Figure 1 ς Pantene nature fusion advert 

 


