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background/Marketing
Aims
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ad objective
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target group/consumer’s
big problem
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competitive frame/frame
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. VHIRE NN

consumer perception

6.
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consumer benefit

[T EK

ad proposition

unique selling position
positioning

promise
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support/reason why

target group/consumer’s
big problem
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tone and :
manner/personality
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Competitive Frame
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Consumer Benefit
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Consumer Benefit
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Ad Proposition
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Tone and Manner
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How to Raise a Job
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Briefing Made Easy
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