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Introduction
Business Situation
The client’s product led the market until competitors launched products of a similar efficiency, but different composition.  The competition devastated the client’s market share – competitor products are positioned as more affordable and easier-to-use.  The client’s main goal is to win back market share by launching a product line extension that is of a similar composition to that of the competitive products.
Online Communication Objectives
Encourage site visitors to try the new product line extension by:
· Using the client.com web site to identify the differences in the client’s product and the competition by engaging the user through an interactive, best-in-class web site.
· Convincing the target audience that the client’s product is more effective than the competition and easier to use.
Primary Target Audience
	Gender
	Age
	HHI
	Description

	Women
	25-54
	>$50,000
	Discerning, appearance-conscious


The target Audience tends to exhibit the following attitudes:

· Skepticism as to the efficiency of this type of product

· Renaissance women: educate, active, smart

· Practical and in touch with reality

· Purchase brands that reflect their lifestyle

· Have a busy lifestyle juggling family, work, and social activities

· Probably work outside the home and are competitive with colleagues at work

· Willing to invest in healthcare products and activities, cosmetics, and clothing
Approach to life:  Appearance is important.  They constantly seek self improvement, whether it is health-related or some other aspect of life.  But it is a constant uphill battle to balance this with their other activities.  Thus, they appreciate products and brands that they can trust and that save time.

	What is the single most important idea?

	The client's product is the most effective among its competitive set


Creative Guidelines

· The site must support the brand’s positioning of efficiency

· The client would like an interactive, best-in-class web site to influence consumer perception, purchase behavior, and brand loyalty.

Online Information for Target Audiences (Source:MRI and @plan)

· Have probably been online for more than three years

· Access the internet at least once weekly, possibly at least once daily

· Equally split between broadband and dial-up, 67.1% access the internet from home

· Like to:

· Chat with Friends

· Seek/Give advice

· Play educational games online

· Download online coupons

· Participate in online incentive/reward programs

· Perform personal research (including info on personal health and fitness, entertainment, parenting and family, recipes and meal planning)

· Pay/View bills

· Sign up for email newsletters

· Post/View photographs

· Shop for vacation information/packages

Offline Information for Target Audiences (source: MRI and @plan)

· Enjoy gourmet cooking and may drink wine, coffee, and tea

· Read books and fashion, home/lifestyle, and women’s magazines

· Listen to top 40 music
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