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Creative Brief

THE 10 WORLDS OF JEWELRY.COM AS GIVEN BY
THE CLIENT

Jewelry.com will not only provide a comprehensive
directory of retailers, brands, and products, but will be
the first and only platform allowing consumers to shop
in their targeted jewelry retail environment. Ten differ-
ent portals inside Jewelry.com will offer consumers the
jewelry shopping experience of their choice. Unwanted
distractions are filtered out as consumers enter their
preferred shopping arenas:

* Luxury Stores and Designer Names

* Chain and Department Stores

¢ Discount and Warehouse Club Stores
* Internet and TV

* Shop Your Local Jeweler

* Shop Jewelry.com

* Bridal Jewelry

* Fashion Jewelry

¢ Watches

¢ Related Products and Services

Now the company has no real brand image.

Service and knowledge are paramount and the reaction
to the site is intended to highlight this fact.

Jewelry.com has asked for a development of new cre-
ative materials. We shall create two campaigns and sug-
gest a brand platform for the executions.

BRIEF PROJECT DESCRIPTION/COMPONENTS
New brand statement that should carry over in a variety
of communications.

. Logo and complete style guide
. Print

Y

. Web

. Radio

. Email

. Virtual Tour

NO Ul A~ Wi =

WHO ARE WE TRYING TO REACH?
Consumers unaware of the varied benefits available at
Jewelry.com and the extensive knowledge base. Con-
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sumers already somewhat aware of the brand due to the
name which has huge inherent value - Jewelry.com

Below an outline of consumers provided by the client.

1. The guy looking for a gift. He wants to buy his partner
jewelry, but isn’t sure what to look for. He, more than
anyone, is looking for someone to guide him through
the process.

2. Looking for quality — prefers designer names, whether
she knows them or not. Karen likes to her clothes/acces-
sories/ purchases to have names. She rarely buys on sale
as she considers the items, leftovers or last

seasons’ remainders.

3. Looking for a gift — doesn’t buy jewelry often. Gilda is
nervous about buying jewelry. She’s scared that she’s not
getting what she pays for. After all, how can she know if
a gem is genuine or not? She asks many questions before
starting her shopping. She’ll use Jewelry.com and its
partners for comparative shopping and research but will

usually make the final purchase in the store

4. Loves jewelry — looking for something new - some-
thing hot — but at a budget. Chrissie buys carefully.
She’ll buy herself fine jewelry after carrying out research
regarding pricing, product and value. She wants classics
with a twist and rarely will buy on a whim. She’ll visit
several jewelry websites, and stores before making her
purchase. She appreciates service and will spend a bit
more if she feels her patronage is valued.

5. Looking for a bargain — only buys clearance/sale. She’s
the ultimate bargain hunter. She has a large jewelry col-
lection and hasn’t paid regular retail for years. She’s the
woman who buys when she feels she’s underpaying, de-
spite whether she needs, or even truly wants the piece.
Once on the site she heads straight for the clearance/sale
section and will repeatedly visit. She’ll be attentive to the
trends and recommendations and wait to snap up (often
based on what she’s read), a product in clearance that is
similar to the ‘hottest’ item.
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The above will like the combination of product selec-
tion, style, and care, they seem to be thrilled that visits
to Jewelry.com will provide solutions/avenues to all their
needs when they come into the site.

WHAT IS THE OBJECTIVE OF OUR ADVERTISING?
Position Jewelry.com as “Not just a jewelry site” but as
the “jewelry conduit and knowledge site”. Drive traf-

fic and sales Inform the public of the special care and
value and inordinate amount of knowledge available.
Make the public aware of the many products available.
Make the public aware that Jewelry.com is a stylish entity
and the experts on all jewelry as well as a portal to any
purchase.

WHAT IS THE DESIRED BRAND POSITIONING?
You can get there from here/every need and
every individual.

1. Perfect place — Jewelry.com
2. Price — Jewelry.com
a. Bargain

b. Upscale
c. Everything is available
3. Stylish design
4. Information
5. One place to go
6. Avenue to what jewelry buyers need
7. Knowledge, knowledge, knowledge — made easy

Think of Jewelry.com as a gateway and container where
a consumer can go and find a variety of jewelry and all
the advice and information one will need for a smart and
stylish “buy“. A consumer exploring the site they will
find what they need.

Where is the communication going to run?

GUIDELINES
There are no guidelines in place, but we have opportu-
nity to define them. Now there is no corporate tag line.

STATEMENTS
You can get there from here:
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Knowledge: Reviews, guidelines
Variety Support

Solutions

Not just a jewelry site.

The jewelry site style

Price

Design

Promotion

Deals

All the above statements are true and are basis
for campaign.

We will define the brand and position it with the new
work.

THE CONVERSATION

“Wow, | can't believe this place. It's Hip. Upscale. Styl-
ish. Knowledge. I didn’t know there were sites like this. |
have to go. | have to buy. Ill tell all my friends.”

POSITION ONE

The most practical and strategically on point based on
the reference material.

Jewelry.com
Now, you know.

This direction can be taken to indicate the knowledge
found within the site and defined by each of the 10
worlds of Jewelry.com. Each piece of communication will
reflect the knowledge base, and opportunity presented
at Jewelry.com.

1. “I was looking for a gift for my wife — budget and my
lack of knowledge held me back. | found Jewelry.com
and found all that | need - “Now, you know". | only
shop holidays and special occasions. | wanted to find
where | could go look around and then go to store and
find a great deal.”

2. “l was able to shop Jewelry.com and found a great gift
and even something for myself.” — Now, you know.
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3. I only shop the latest. I'm looking for style. Price is
not that much of an impediment. | spent much of time
on Jewelry.com. | created my own avatar. I'm alerted to
everything | like. — Now you know

The Now, You Know platform is self-explanatory. Not
sexy but is exactly what would be needed for a launch of
the line.

POSITION 2
Our knowledge defines us. Our Imagination directs you.

Taking a somewhat sexier road we can use the knowl-
edge base idea to set up the idea (imagination) that this
unique repository of knowledge is based on the creative
notion that knowledge is akin to imagination (there is
no other site like this) and this imagination will direct
the consumer to make the right choice — A freedom or
consumer imagination can be subordinate to the main
position. Remember this is a knowledge based site. So
far the consumer wants to be led and the imagination
position should belong to Jewelry.com.
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Media Plan Overview

MEDIA TARGET Jewelry.com target of men and women.
The target market is broken down into only two focused * Use targeted media, to speak to each of the five
media targets, and within these are the more specific outlined demographic groups.
demo groups as outlined in Jewelry.com Vision: The * Coordinate media placement with public
Jewelry.com Visitor. relations opportunities.
* Create a cross-media plan that effectively and
Primary — Women 25-64 efficiently reaches best prospect consumers and
Secondary — Men 25-64 key influencers.
MEDIA OBJECTIVES OVERALL
* Brand Jewelry.com as the jewelry information Strategy: A full pull through of new and traditional media
source elements are proposed to successfully reach the diversi-
* Re-introduce Jewelry.com with expanded capa- fied Jewelry.com user. Since current and prospective
bilities to inform, compare and search a variety site users can be found on all levels — demographic and
of jewelry categories geographic, a combined creative/media effort will be re-
* Position Jewelry.com as the media source for quired to successfully communicate the value of Jewelry.
current trends com through multiple media channels. We will endeavor
* Drive consumers to Jewelry.com’s comprehen- to push a jewelry consumer from first-time site visitor, to
sive directory of retailers, brands and products repeat visitor, to first-time customer, client, and finally
advocate.
MEDIA STRATEGY
¢ Utilize an umbrella media mix to reach the broad In a consistent campaign, with messaging targeted to the
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5 potential visitor demographics, the synergy of media
and marketing elements will be integral to build and
maintain awareness of Jewelry.com and its comprehen-
sive directory of retailers, brands and products.

A full analysis of media options is proposed to ascertain
the most efficient and effective media mix to promote
Jewelry.com to the target audience. A preliminary
review suggests that a mix of media, correlated to the
desired budget might include:

* Broadcast & Cable TV

* Online Banners, Video and Streaming Audio
e Radio

* Print

* Outdoor

Our review is based on media choices that have the abil-
ity to do the following most efficiently:

1. Reach the target audience with sufficient fre-
quency, with an efficient cost ratio

2. Engage the target audience when the target is
most receptive

3. Build a network of message opportunities across
all media platforms

4. Develop a relationship to instill brand loyalty

The combined campaign objectives of media, market-
ing and public relations will be to create a program that
mines prospects to bring to Jewelry.com, nurturing the
relationship on and off the site to create buyers, develop
loyal customers and Jewelry.com advocates.
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Logo #1
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Logo #2

JEWELRY..
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Logo #3

Jewelry.com Rk
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Logo #4

JEWELRY.COM
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Logo #5
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Logo #6

Jewelry.Com s,
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Logo #7
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Logo #8
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Logo #9

Jewelryecom
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Website #1
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Banner Ads #1
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Print Ad #1
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Website #2
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Banner Ads #2
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Print Ad #2
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Website #3
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Website #3a
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Banner Ads #3
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Print Ad #3
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Print Ad #4

She loves him, all right.

He had to buy an engagement ring He did the research at Jewelry.com. We have a directory of retailers and brands, a
place where you can virtually rake a tour where you can virtually try things on. There's information & reviews. He got
guidance on what's hot and how much he should pay. Peaple can post their Jewelry.com experiences too. He posted
his Yes, I'll marry you experience on Jewelry.com. Visit us.

Comparision shop thousands of nationwide jewelers all in one place
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Print Ad #5

IT VAP Y D\/
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She was marking newspaper ads in the hunt for jewelry clearance sales She was not buying retail. She'd buy beautiful
and show her friends. They would be bitter. Her friends have mixed emotions about her. She was going to go from here
to there and back again. Then she would pounce. Her hushand suggested Jewelry. com and the preview clearance. He
told her Jewelry.com is partner to the greatest jewelry retailers in the world and by investigaring you will get an extra

special chance to preview clearance items

She felt much love for him. Her marriage felt validated.

Comparision shop thousands of nationwide jewelers all in one place
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Print Ad #6
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TV Spot #1

Jewelry.com
TV 30 second spot

Video:
2 shot couple (young mid 20’s — 30): behind is one home in
great southwest dessert. Mountains behind them.

Audio:

Man: | had to buy an engagement ring for my girlfriend
Woman: Whispers to him
Man: Fiancée. Didn’t have to want to.

Man: | needed guidance on what’s hot what she may like, how
much | should pay and more

I got on the computer and visited Jewelry.com. They have a
directory of retailers and brands a place where you can virtu-
ally take a tour and a place where you can try things on.

Man: Virtually. And information & reviews about jewelry and a
place where people can post experiences.

B
Man: Well | bought something now I believe she may actually ~
love me.

Woman: Oh, I love you all right. Now you know.

Man: Thanks for showing it.

Music Baubles bangles and beads.

Announcer:

Jewelry.com Now you know
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TV Spot #2

e N Jewelry.com
TV 30 second spot

Video: Audio:

Woman at kitchen table with numerous newspapers Man: What are you doing?
on the table. She’s using markers on different items.
Man walks in. Woman: Marking. Im marking

Man: Why marking?

Woman: Clearance sales. I'm in the hunt. I'm shopping
jewelry. I'll buy, not retail. I'll show my friends.

They'll be bitter.

Man: That's why they love you.

Woman: A very good point. | may go from here to there
and back again. Then I'll pounce.

Man: Gas?
Woman: I'll save for a refinery.

Man: Fine? What about Jewelry.com? The
preview clearance?

Woman: Jewelry.com Clearance? More and quickly.
I have to leave by 3AM

Man: Jewelry.com is partner to the greatest Jewelry
retailers in the world and if you investigate you'll find
information and the bargains you crave.

Woman: You are so in tune with my needs.

Man: Now you know

Music Baubles bangles and beads.

Announcer:

Jewelry.com Now you know
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TV Spot #3

e N Jewelry.com
TV 30 second spot

Video:
Stylish woman

Audio:

I'm looking for a gift. Besides worrying about my
glycemic index I'm nervous about buying jewelry.
How do | know I'm getting what I'm paying for?

I mean | know I'm getting something that I'm paying
for. How do | know it's real? Anyway. I'm going to
Jewelry.com to comparison shop amoung the biggest
brands in the world. All comfy and cozy right on
Jewelry.com. I'll read reviews. Take the tour. Visit the
10 shopping worlds. I'll make a little vacation.. | can
see what others are buying; check birthstones, metals
and all kinds of things.

Then I'll go to the right store. | could buy online but |
like stores, and make the perfect purchase.

Everyone will love me. And now you know. What
| know about Jewelry.com.

It's very special.

Music

Baubles bangles and beads

Announcer:

Jewelry.com Now you know.
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Executive Team

ANDY RANDAZZO

Owner/Creative Director

Mr. Randazzo is principle owner and creative direc-
tor of Hitstate Inc. and an expert in brand design and
development. Andy has been producing advertising,
branding, web and print solutions for a variety of cli-
ents nation wide. Andy started Hitstate Inc. 9 years
ago in Los Angeles where he worked with many
entertainment industry clients. Since being back in
New York in the last 3 years his client now include
Bed Bath & Beyond, 1-800-flowers, Morgan Stanley
and many other New York based clients.

Andy’s clients include:

Sony (Branding)

Columbia TriStar (Branding)

ADD Marketing (Web Development & Advertising)
GSN (Game Show Network) (Identity & Branding)
X-Games (Identity & Branding)

ESPN (Branding)

Beadleston.com (Web Development)

Food Network (Branding)

ElevenSound.com (Web Development)

USA Network (Identity)

RedCar (Web Development)

PMK/HBH public relations (Identity)

Rainbow Media (brand design and development)
WE tv (brand design and development)

AMC Network (brand design and development)
IFC Network (brand design and development)
FUSE tv (brand design and development)

Bed Bath & Beyond (Packaging)

1-800-Flowers (Internal Brand Building)

KEVIN KELLY

President and Chief Executive Officer

Mr. Kelly, a company cofounder, is instrumental in the
growth and vision of the company. Mr. Kelly gradu-
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ated Magna Cum Laude from Berklee College of Mu-
sic with a major in Music Production & Engineering.
Mr. Kelly worked with major recording artists such
as Phil Collins, Steve Winwood, & Madonna, adding
his name to many top 10 singles & Platinum records.
Mr. Kelly’s experience in music engineering and
studio recording exposed him to the emergence of
digital technology.

In the mid 1980’s he began creating computer-gen-
erated artwork for artists and their record albums. He
expanded his programming knowledge to include
HTML, Cold Fusion, data base architecture and web
application design. Today Mr. Kelly is instrumental in
keeping BigBuzz and its clients at the leading edge of
the industry.

Obsessed with continuous improvement, Mr. Kelly
has recently graduated from the prestigious Disney
Institute Leadership Excellence program.

Mr. Kelly has been elected President of the Long Is-
land Advertising Club (LIAC), the largest association
of marketing agencies and professionals on Long Is-
land. The LI Ad Club is also the host of the annual
coveted BOLI awards.

BRIAN KELLER

Executive Creative Director

Brian Keller oversees the creative output of the com-
pany. His experience includes similar posts at Black
Ink Marketing NY, MSA NY, O’Connor Kenny & Part-
ners, Memphis, Think Creative, Tallahassee , FL and
has had experience as a Senior Writer at McCann Er-
ickson, San Francisco, DMB&B, NY and has served as
the broadcast production head at two large regional
agencies based in Baltimore, MD.

Mr. Keller has won numerous industry awards (TELLY,
ADDY, One Show, Medical Marketing Award, Caples
etc.) Mr. Keller’s experience in the educational field
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is vast and he has created break through work for
Towson University and Bill Cosby’s Picture pages (In-
teractive) among others including: Florida State Uni-
versity, Johns Hopkins University, The University of
Maryland, and other Universities and Colleges .

His general work includes: AT&T Wireless, Crest,
Money Magazine, HIP (Health Insurance Plan of
New York), Honda, Exxon, Cargill (Honey Suckle
White), Mandarin Oriental Hotel Group, Brother In-
ternational, and a host of youth oriented clients in-
cluding Bongo (A division of Candies).

Mr. Keller graduated University of Maryland and at-
tended New York University (Tisch School of the Arts)
Graduate School of Cinema Studies.

DEBOBORAH SCHULE
Media and Marketing Specialist
Our partner Deborah Schule and her staff directs

all phases of communications from project planning
and management, to client service and account rec-
onciliation. Ms. Schule’s 25+ years of experience in-
cludes account work in the categories of education,
entertainment, retail, business-to-business, issue-ad-
vocacy, real estate, fitness, automotive, healthcare,
online and telecommunications. Her media experi-
ence covers national, local, regional and multi-mar-
ket planning and buying in all mediums.

She has worked on the advertising agency side as
Media Director and Account Supervisor, in-house on
the client side as Marketing Director for 15 years,
and independently as a Media and Marketing Spe-
cialist. She has extensive experience in political and
advocacy advertising that encompasses numerous lo-
cal and national campaigns.

Ms. Schule’s in-depth knowledge of vendor advertis-
ing programs to build marketing alliances has prov-
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en successful in raising additional campaign dollars.
She creates media partnerships to enhance a client’s
exposure and increase market share. From media
tie-in’s and contests to community involvement and
charitable events, Ms. Schule employs a full vertical
pull-through approach in media planning

and placement.

Whether the project is a single or multi-market cam-
paign, Ms. Schule performs required research to de-
termine the most effective and efficient media mix,
based upon the client’s marketing goals and desig-
nated budget. Research is derived from independent
research firms such as Arbitron, Nielsen, MRI and
SRDS. Ms. Schule is well-versed in creating media
plans to successfully recruit students through tradi-
tional and new media.

Her experience includes planning and placing me-
dia for Charleston Alexander Diamond Importers,

Radio One, ABC Marketing, Cavalier Telephone,
Home and Garden Television, Johns Hopkins Uni-
versity, and numerous retail, business to business and
political accounts.

Ms. Schule has built her trade on a solid reputation
with trusted business relationships and negotiation
savvy. Having worked with a broadcast outlet as
well as on the client side and with advertising agen-
cies, Ms. Schule has developed a philosophy of fair
play that fosters mutual respect on both sides of the
negotiating table.

DAVID KNOERSCHILD

Senior Group Account Supervisor

An expert in online communications and Information
Technology, Mr. Knoernschild manages the Account
Group at BigBuzz and is charged with Account plan-
ning, strategy and organization. Mr. Knoernschild is
key to developing systems for agency and client and
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is instrumental in the “Deconstruction/Reconstruc-
tion” planning process.

David Knoernschild comes to BigBuzz from CMP Me-
dia of Manhasset, NY, a leader in the online, event
and print brands in all technology market categories,
with titles that include Information Week and Elec-
tronic Engineering Times (EETimes).
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Contacts

If you have any questions, please contact:

Andy Randazzo
Creative Director
Hitstate
516.705.5452
andy@hitstate.com

Kevin Kelly

President

Bigbuzz Communications
510 Broadhollow Road
Suite 300

Melville, NY 11747
516.845.0702 x303
kevin@bigbuzz.com
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