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(Campaign Planning Process)
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® Market / Brand / Consumer / Competitor

® SWAOT, Insight, Pain Point
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4 (Key Message & Big Idea)
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5 (Media & Touchpoint Planning)
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Discipline

In 2025, TikTok, Creative,
LINE, and E-Commerce

platforms are experiencing
notable growth.

Meanwhile, Social sees a
considerable decline, whereas
affiliated marketing
demonstrates encouraging
progress in this year. 67 | 38 8 4
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Part 2

(Role of Campaign Planner)
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