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(Gross  Domestic  Production:  GDP)

Advertisers l

Advertising Agencies I

Production Houses l

External Facilitators I

Media Organisations l
Target Audiences |




(Advertisers)

(Advertising Agency)

(Production Houses)

(External  Facilitators)

(Media Organization)

(Target Audience)



outsource
Creative Industry
Creative
Economy

11

1
(Business Services)
1F
. . 8712
(Other Business Services)
. : 87120
(Advertising Service)




}
(1) (Worldwide ~ Network  Company)

BBDO, McCann
Erickson, Leo Burnett
1

2) (Micro-Network  Company)
multi-hub creative network

Bartle Bogale Hegarty, Wieden & Kennedy
(3) (Local  Company)
(Standalone Company)

2
}
(1) (Full  Service
Agencies)
(Planning) (Creation) (Production)
(Placement) (Evaluation)



(Integrated  Marketing

Communications)
2) (In House Agencies)
(3) (Limited - Service Agencies)

Creative  Boutique

(4) (Media Buying Service)

The Advertising Book
2545 2540
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o 20,685
20,000
13952 15,736
15,000
10,000
5,000
0
2546 2548 2550
1-10
11-30
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(Business  to
Business)

4:

o
_

{1}

(Media  Organisation)

58.13
17.20 6.96 6.42
411 6.53
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(Production Houses)




(External  Facilitators)

(Business to Business) /
/

2.1

(Talent)
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1 FeasAealuA1uAIINAAASINATTA

2 AruguazAIINFEINITaluniIsaauIdanisiuwmni

ANNUAINUAILLANANNAY IYlngnAT

3 AuMWIRINIsIuLEMsungnAl

(Integrated ~ Marketing ~ Communications)

11



(QoS - Quality of Services)
(Professional Ethics)

2

4. AwgINIsalunisasauAgNiuil  use AnnlaiFauly

AIUAILNIW ( Geographic Coverage)

5. AMNUAINUAILUBDNIMUGTIN  (Cultural  Diversity) 3@

ANLTauan (Core Belief)

12



(One size fits all)
Aia vse wwilfuAswiludA (Best Practices

Guidelines) (Compliance)

(Cross-Cultural ~ Management)

(Cross-Culture & Beliefs)

2.2

13



2.3
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47.2 25

5.1
25
7.6
25

14

26.0

16.1
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500

1,000 3
200

50
25,000
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500

42

43

20

5,000

(Initial Investment)

250,000



1) (Creative Man)

(Pitching)

Clio Awards, New York Festival, Cannes Awards
Ad Fest  Asia Pacific Advertising

Festival
13,000 - 18,000
20,000
2) IT
18,000 - 25,000
3)

10,000 -18,000
21
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(Story Board)

(Production House)
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(Initial Investment)
(Operating Expenses)

25



1:

- 65,000

750,000 -1,000,000
100
10,000 - 20,000

150,000

6.2

(Operating Expenses)

15,000 2 30,000
IT 18,000 3 54,000
15,000 3 45,000

26



10,000

1,500

500

1,000

5,000

2,500

80,000
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2 35
3 5
(Hour Rate), (Daily Rate),
(Month Rate)
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CRM
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(Market Segmentation)
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Above the line
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(Advertising Theme)
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