MAEW

aunla uagvionag

Craft beer + Collagen + Vit C

Creative Campaign Planner « 097-271-6923  at.nonthagorn@gmail.com



Why MAEW?

aaradiduadadlkeay
wudKklnu Warm, Playful, Social, Fun

.

— Quiet Confidence * @ian aulkey




Proven. Not New.

e Collagen beer Guinau
e Stable (u alcohol
e [UWAgusavI0

Product Truth + Science

» Suntory maaud 2015 (ajL',u)
» Hydrolyzed collagen stable (u 5% ABV

» Meta-analysis ka19du RCTs guguwalu 90 Ju

» Collagen IUwWagusavd craft beer 1ag (neutral taste + ataraudnd)




Hero Video

Opening 0-35
AMW:
e wide shot house party aauts
e WouUdUAS=aASs:I8UUlUGIU
e dgv ambient VoU + UDS + Yy:zUAILUI
o ws:londurSatvkinlaagauldsd
VO + Text (v Tudaviniau):
e “dgamy...AlkdonAULGYD"

1 v

18-24 3: Control Shift
mMw:
e sound wavaauuws:lankdukWould
e ndovlviu
e ws:2ATLIAU Ld movement smooth du
(WWldidaaudd )Woue usunavAUDESIUT
e FovUa:NIWARY W vauzAWS:1dALAUDE
Text / VO: “gvionag”

3-8 3: Hard Cut — Chaos
NMW:
e beatdrop
e flash light / crowd / 1du / suuad
e cut < 1-1.53/shot
wu detail:
e WOUIBU “IAU"
o ws:longvagludvkd: U over

8-18 5: Build “Almost Lost”
MW:
e montage 1S uad pattern:
e WWoU 1: WIKUA
e WOU 2: UD0Y
e Wau 3: KaumlG:

llnsA micro moment:
e ws:oAKkgaldalviiaua:lauSan (sio)
e Uawav ws:ongvlkolUiaus:qlk
e AYISYUSDINAULUIUN




Always-On

" TikTok

@] n'-iiuw

Original audic

View more on Instagram

oQm

os on TikTok W

oL 1,925 likes
@)mjjumgud
Ardarfududnyanian & #jamyjamess Add a comment

J3 original sound - 2aTutauiiaNg - 2l

EH(EHE]

*3alo25v (A3AN)

View profile

Food Visaul + Sound ASMR
(lagtawn: TIKTOK Adsiiidgowaang)

Concept:

91k1slnadac + drink n balance

AU AsSWauLASavau bg Wu prop e
a2281v:

dud, Kyas:nz, AVLWI LazA1si1 mixer drink

aasauc), Unudvas=nuud, tnldgswaviu

=r

au

AW:
close-up texture

Hook:
“ .Judavuuuld”

IG Carousel Post (viuniwane)



https://www.tiktok.com/@jmjjumgud/video/7618921650083450119?q=jamyjamess%20%E0%B8%95%E0%B8%B3&t=1774484114626
https://www.instagram.com/reel/DR70RPAEjt5/

KOL Strategy

*auisadsulaowuuna budget Gildutkidoudagv vibes

Core Principle: [ulslh KOL 533 ualAw “lag3auuvuwidad uasuusud fit wwnld”

HERO KOL: @jamyjamess * lAsunnag1v saudiu Gans deal viuldlu budget Tuav (AusauddU)

Creator Role & List: @djpoom * @pegliyah * @amy_klinpratoom * @annpcks « @zaraahhhhhhh

Lifestyle Aesthetic Creator (IG / Reels)

Role:
e MmiKkuusuad “gauuulucavya”
Style:

e café/dinner/ pre-party / after moment

e composition @y uald staged 1Au
Content:

e getting ready

e table shot + drink

e after night out still fresh
KPI:

e save/share/ vibe

Relatable / POV Creator (TikTok)
Role:

e MiKAU “IKUGI LY
Style:

e situational (pov)

 self-aware (daily Auldasuanviuaala)

e (U polished (real + meme)
Content:

e “Aulilnsp:saq”

e oUW VS AFVTD

e moment AAISWD
KPI:

e watch time / comment / share

Foodie / Drinking Culture Creator
Role:

e asv ritual / habit
Style:

e ASMR

e pairing

* MiX V19°)
Content:

e dud + beer

e 1M cocktail vr89)

e street drinking vibe
KPI:

e replay / engagement


https://www.tiktok.com/tag/jamyjamess
https://www.tiktok.com/@djpoomofficial
https://www.instagram.com/pegliyah/
https://www.instagram.com/amy_klinpratoom/
https://www.instagram.com/anpcks/
https://www.tiktok.com/@zaraahhhhhhh

Audience: A

Health-conscious Women (22-32)

Pain:
e 281n2anlUUNSE / 1§83 anavAu udaviaiikin:qlnsuy
e Aovnls “enjoy moment” uagvaginasavinIwanuaidnga
e 1ASovduLanagadndludanu lifestyle AldldguniwiazAduadgvIy

Motivation:
o HonavnrMiksdni “dvadrgag ula:=au”

e UALKI option AMiKsdn guilt dogav
e ASovauuanagadandlu danu lifestyle AldlauniwuazAduaroviu

Hook/Insight:
e Visual-led (Uangsurinu)
e Product Gav support “how it looks” Tuls “what it does”
e Hook i “quint IG »5v” Tidav motivational Tidav inspirational
dovaaauud dry / slightly ironic / relatable uvuluasuig

IG Carousel Primary + Reels Secondary

e UGC: audGiaunsuaginavsusnae (Carousel)
e Lifestyle Content: tihduAlUagluusunuavyda (Reels)

Lemon8 Trust Optional

» Testimonial & Case Study: una>1u Case Study nuaavlAlKuUNFUAIBISLA

Ueykilansvagvls Wumsiiuguwaawsoiaus=aunisaiasv tWoaand1wavtald
udvLaNA




Audience: B

Social Drinker (22-35) Tiktok short video Primary + Live secondary
Pain: e UGC: cioowgngnu viral tIkeiaare POV / real moment / meme (short video)

e QuuWalhavau luaenawkun / 1dewasu / Auddovula o Lifestyle Content: ihduAluagluusunuavdsa wu wuAdiuANUISURD

e 1AY0 moment wuu WaAuaua uadutianmwhalulko (Insuldriviu) logo WIkSuwaasduivauagiu live aa wu aaula Jeude (live)

e 9¢1A participate lUdv AdYLUANAIYSTVWD + KUTWD e Entertainment & Inspiration: nautnuditiuaisuaindusdn tioagivms

Su$ (Awareness) ua:mikAudennuys wWu alwduuudIFAudouddsus

Motivation:
e UDVKI option Ak socialize 1& udly lose control Facebook long article + visual text + long-form video
e 281n3dn31 “dudvidanld TWldTauvvAulRdULUUIGUY” Primary
Hook/Insight: o Educational Content: IkA>10313avcive A relateable Au product
e “1219¢" (vibe: agluaniunmsai ualukaa) e Testimonial & Case Study: una>u Case Study AuaavlAtRumFuAgIrouA
o “LAYIWD” (Lowkey self-awareness: §‘cT:)3'1c‘iuwa:mnILic‘1) Ueynilaasvaavls
e “Wowwousulu udadv...” (ludevwa product asv ud logo K3 text  Behind the Scenes: \1lugkav0iu 1wWu JuaauMSKaQ ISMSUWAYDY KD
kSoauA1 merchandise davoagluwsu wu uAdAuAILLEUTTalA) ussgnmAluawWa yoelhuusudqQidda (Humanize) uazasionnubio

e Comparison: paulnudsguligu WalKItKun WY WU WSO Collagen vs
Wgsaala



Aullaso:saa!? Campaign Activation

Phase 1: Kick-off (KOL / Hero Push) Phase 2: UGC Explosion Phase 3: Social Amplification
Creator n1 content av tiktok: Autaudovioas:ls: aauLtnunv social media:

e 15UGY: “AulilAsd:soq” e 219 “AuyavIav” e [Unouwuad

e dalU chaos format vige: e repost + share
2UQDY result; e [ADU] — [S:KkI1V] — [KaV] e {(K3uwalu engage as®

o IWOUWD KSO Q2ULLNUNIVASY:

e (MiovgvlolA o WOU VS A e 9190 mechandise u1sn¢ KSalne
{a hashtag: Ad98v: Iknaungoalea: (views, saved,

o #lnsazsoa (lduAtwatBKIAaUN) e WWouudu — AdoUvEa engagement)

o Myrvvarubiwavavalk vibe GAdsiElu e Woula: = agvaesula ¢ anA1SauusuduInlu

anchor song {u tiktok ¢ WWDUKIY — AdvaY e i1 merchandise dwoo12la

content kSataawdu culture as

. - ., 0 & . d=du KSPIQUIYLIAN
Tie-back avuusud (drAgy luvunarglu meme 10y))

luaavwaasvii product ma:ls ualkudain: “Aaunsaa = Auntaan”
*nAdsi product, logo, text KSaAWALLWYIILTSLUI KSDSDVLUEYD



Mapping Content Pillar

Brand Awareness
e Lifestyle Content
e Hero vibe / festival /
social energy

asivnwdiiuusud
= aun “l5gda1dun wWagvLd
E)Ej"

A2081v:
e IWaunauw hangout
e mw vibe dq nAuasnALlu

WQv189);
mikAuaannldu version U
UIVMLOY

Education / Value
e Educational Content
e Foodie + pairing
{AAusdni “laa:lsnauly”

lulsuAquau

C.

A2o81v:
e Aua:lsudruraubiu
e Guavbliuwoh
e insight social drinking

ludavasuuuunauns
191UV “Sdnaaradudalivwd”

Promotion / Sales
e “1919gdSV” (Social Proof)
e subtle product
integration

JuriKkunn:
e convert wuuluq hard sell

A2081V:
e WaUWL vs adololA
e POV Kavursa
e fio product ualuvreasv

LAUWA > Waue

Lifestyle / Engagement
e “lnsa:soa” (Campaign)
e UGC/ meme /relatable
content

JuniKkuin:
e 431V interaction
e QU reach

A2981V:
e challenge
e share lkWou
e duet/ reaction

dulfnd engine yav growth



6-Month Content Plan

Month 1-2: Build Awareness

Objective:

mikAu “widlanvoavuusud” Aou

gvoludovure ludovsu

Focus:
e Branded (Lifestyle)
e Education (1u19)

Content Direction:
e Festival / hangout vibe
e Friend dynamic
e Food + drink aesthetic
(ASMR)
e Insight ¥ relatable

KPI:
e Reach
e Video views
e Profile visit

Month 3-4: Drive
Engagement

Objective:
210 “QWiu” — “I15Udu / Gdousou”

Focus:
e Lifestyle (engagement)
e Education (insight z?cn‘?u)
e Suld Social Proof

Content Direction:
e “Wou vs " format
e POV Kaothsa
e meme / insight usviu
e reaction content

KPI:

e Engagement rate

e Share / Comment

e Save (especially foodie)

Month 5: Campaign Peak

Objective:

asiv moment tkeylkau “1au

n

alvy

Focus:
e Campaign: #lAsa:saq
e UGC + Creator push

Content Direction:
e KOL launch challenge
e UGC compilation
e duet/ reaction
e comparison content

KPI.:

e UGC volume

e Hashtag usage
e Mentions

Month 6: Sustain & Scale

Objective:
[UlK campaign meKkav peak
Wasuilu behavior

Focus:
e UGC daLiiov
e Social proof
e Foodie (Qv save + share)

Content Direction:
e “best of #lAsp:=soq”
e real user moment
e food pairing / aesthetic content
e recap + reinforce positioning

KPI:
e Repeat engagement
e Community growth
e Save /Share rate



17281Y Content

2t — - & i - 2 1 ink818) » Inst hot nd vid
(B3alouazmwasv (hannniw) Wansdaaisnnovienda (@drink818) « Instagram photos and videos

3,475 likes, 252 comments - drink818 on March
20, 2026: "The 818 Outpost presented by Cash. .

©

818 Tequila | Eight Reserve by 818 (@drink818)
« Instagram photos and videos

1,648 likes, 35 comments - drink818 on October 21,
2025: "The Playbook by SET + 818 Dropping 10.2

&)

818 Tequila | Eight Reserve by 818
(@drink818) « Instagram photos and videos

7.204 likes, 102 comments - drink818 on August
24, 2025: "Good things come in small pours”.

ng videos on TikTo m

@itsmejamyjamess

:xciting videos on m on TikTok  Wat:

S T jmjjumgud itsmejamyjamess

nlhuiawiiamsiiiudieiuee @m _ gu . . (l:!) l_ UW S ﬁi‘]
#Meatballs #vina w5 #CookingWithJMmJ Aulnsaiiniulifiugs #jamyjamess IWuirWwiaiu #jamyjamess

J1 Alll want for Christmas Is You - Mariah 43 original sound - luRuiliaud - 33lu JJ original sound - jamyjamess (#7334) -

Carey EIThIERIE jamyjamess (#73%3)


https://www.tiktok.com/@itsmejamyjamess/video/7452340178737171730?is_from_webapp=1&sender_device=pc&web_id=7615931369617524232
https://www.tiktok.com/@jmjjumgud/video/7612985509240900872?is_from_webapp=1&sender_device=pc&web_id=7615931369617524232
https://www.tiktok.com/@itsmejamyjamess/video/7599652044827299093?is_from_webapp=1&sender_device=pc&web_id=7615931369617524232
https://www.instagram.com/p/DWHNXubFJrE/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/p/DNwDstGZOzU/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/p/DQFDI3fkbAS/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==

PLUS IDEAS

L MAEW Sampling Kit . MAEW Bar Crawl

200 AW — amber box + can + reflector

| Pop-up Shafinnifion
Tufddoulusiadlwas — Legal-safe 100%

Announce 48 ¥1. — FOMO + UGC W3

. MAEW x Local lllustrator L MAEW Artist Collab

Limited edition can — attitude 1:4'1‘1':# cute

wdalluiztam pop, rap, r&b (hiphop culture)
Differentiate anA craft beer uidue

walildda product luTwwas Uasadumazwining
fis alcohol 1Tluiné uazin culture trend s

Digital / Collab Digital / Collab
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