CAMPBELL-EWALD < Creative Brief

CLIENT: Kaiser Permanente PROJECT NAME (include Client, Brand, Product):
BRAND: Kaiser Permanente 2004 Brand Advertising campaign
PRODUCT: Brand Advertising ISSUE DATE: February 6, 2004 AUTHOR: Arthur Mitchell, et.al.

Health Advocates. Completely [J
dedicated to health and [
well-being.

No matter what my stage of
life, | want to be as healthy as |
can be.

Kaiser Permanente empowers me to maximize my well-being and live a happier,healthier
life. In other words,

to thrive.

PURPOSE:
(Why are we creating this communication?)
To launch the repositioning of Kaiser Permanente

CREATIVE OPPORTUNITY:

(What is the opportunity to achieve something really impactful?)
Kaiser Permanente's new positioning gives us the opportunity to revolutionize the category of health care advertising. Client wants [J

"brilliant image advertising".

ASSIGNMENT ELEMENTS TO INCLUDE:

O Collateral O Interactive

O Co-op O Print - National

O Database O Print - Regional

O Direct Mail O Program Headquarters

O Publishing O Tours/Events
O Radio

O Television - National

O Television - Regional

ISeIect A Work Ordell
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FUSION PROPOSITION
Kaiser Permanente empowers me to L[] OBJECTIVE

maximize my well-being and live a (What do we expect this communication to achieve?)
haphp[er,healthler life. In other words, L Raise awareness, opinion, and consideration of Kaiser Permanente among
to thrive. non-members, make brand ambassadors among members. Ultimately lead to [J

BRAND TARGET increased membership.

(Who is the brand target?)

Health Seekers - those who aspire to [ COMMUNICATIONS TARGET
healthier living, not just for his or herself, [
but if applicable, for his or her family as [J
well.

Loyalists - long-time members of Kaiser []
Permanente who want to do the best they [J
can for their health

(What is the target specific to this assignment?)

Beyond consumer and member targets, Kaiser Permanente's brand advertising [
must also inspire and motivate Kaiser Permanente's work force - staff and [J
physicians.

TONE OF VOICE

BRAND CHARACTER (What attitude should this execution express?)
(What’s the brand personality?) Acts like a leader. Human. Confident. Inspiring. Forward-thinking.

Caring, Dedicated, Knowing, [
Compassionate, Empowering.

KEY CONSUMER OPPORTUNITY

o . 0
KEY CREATIVE LINK What insight can we leverage most successfully with the target?

(What is the single most important creative (Product advantage, competitive weakness, timing, etc.)
element?) Kaiser Permanente has the opportunity to vault above the competition by:C
Thrive 1) Reinventing the Language. Don't use the same hackneyed terminology to [

describe what you do and how you do it.[]

2) Championing a higher cause. Make Kaiser Permanente stand as an entity [
dedicated to health. 3) Leveraging the system. Demonstrate how the Kaiser [J
Permanente integrated system is a conduit to better health

KEY IDENTIFIERS
e . MESSAGE
(What other elements will tie this execution )
to other communications?) (What do we want the consumer to learn, feel or believe?)
T.B.D. Kaiser Permanente wants you to thrive.

REASONS TO BELIEVE

THEME (List the specific reasons that support or substantiate the message and insight.)
(What is the current theme or tag line for Doctors who understand that total health encompasses physical, mental, and [

this campaign?) spiritual well-being, and are proactive leaders in your health care team. A totally [
Thrive. integrated system dedicated to health. Comprehensive health education services.

ACCOUNT APPROVAL SIGNATURE
MANDATORIES

CREATIVE APPROVAL SIGNATURE

CLIENT APPROVAL SIGNATURE

Eelect A Work Orde:l
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