
ReplayTV Creative Brief  
 
 
Why are we advertising? 
The Personal Video Recorder (PVR) category is in its early stages.  Right now it’s getting 
a lot of attention from early adopters, and this attention needs to trickle down to the mass 
market.  Also, ReplayTV has a major competitor in TiVo, a PVR that does essentially the 
same thing but gets more publicity and name recognition. 
 
This is a make-or-break time for ReplayTV.  As of today, no one has figured out how to 
capture the interest of the general consumer.   ReplayTV ads that have run so far are 
focused on specific features of ReplayTV – “You can pause live TV.  Weird, isn’t it?” – 
making it sound gimmicky and one-dimensional.  TiVo’s ads are all about creating your 
own TV network which, considering people just learned that these things exist, is 
confusing. 
 
What is the advertising trying to do? 
Build category awareness. 
Make ReplayTV own the “big picture” benefits and show them in a relevant and 
compelling way. 
Push people to seriously consider ReplayTV and to want to learn more.   
Drive people to ReplayTV’s website where they can learn more in a controlled 
atmosphere (as opposed to retail stores where we can’t control what salesmen are saying). 
 
Who are we talking to? 
TV watchers, aged 25 – 45, predominantly men, HH income $50K+. 
People who have made an investment in the “TV watching experience” by purchasing a 
decent-sized TV and subscribing to premium (or ideally, digital) cable. 
 
What do we know about them that will help us? 
Most people have a love/hate relationship with their TV.  They like to watch it, but feel 
the experience could be better. While almost everyone would be interested in having 
more control over their TVs, they have no idea that things could be better.  This leads to a 
passive frustration – people just assume they have no options.   
The general feeling about TV is that there are great things about it but it can also be really 
frustrating.   
On the great side: 
• TV has never had as much content and variety as it does now – with so many 

channels there is something for everyone. 
• Technology has improved our viewing experience – from remote controls to big 

screens, HDTV, and surround sound, watching TV can be like going to the movies. 
• TV is an old friend – it has always been around and is an easy and accessible way to 

relax without going outside.  



On the frustrating side: 
• We sacrifice things (invitations, relationships) so we don’t miss certain programming. 
• We plan our schedules around shows, games, events. 
• We miss good stuff because we can’t make it home or don’t realize it’s on. 
• We sit through hours of crap because we feel like watching but there’s nothing on, 

and then feel guilty for having wasted our time.  
Our research has shown that anyone who uses ReplayTV (or TiVo) can’t live without it – 
it changes their lives in ways they never imagined. 
We also know that this target looks to the internet to learn more about new products – it’s 
a logical extension for them. 
 
What’s the main thought we want to communicate?  
There’s always something good on. 
 
What’s the best way to communicate it? 
Define what the product does – it makes your TV live up to its full potential. 
Show how this affects you – it allows you to make the most of your TV experience. 
Say what this means – you’re always watching TV at its best.  
Describe how this makes you feel – amazed … you never knew TV could be like this. 
 
The Big Picture Benefits 
ReplayTV makes your TV more interesting, valuable and satisfying by: 
• Doing all the work for you – just tell it what you want. 
• Storing all your favorite stuff so there will always be something good on …  

whenever you feel like watching. 
• Making sure you’ll never have to watch something you don’t want to watch. 
• Making sure you’ll never miss something you wanted to watch.  
• Never asking you to sacrifice anything.  
 
Executions (must be completely integrated) 
TV 
Print 
Outdoor 
Online (banners, website) 
 
Why driving people to the website is so critical 
Because ReplayTV costs $500 and is relatively new technology, consumers will want to 
know a lot about it before they purchase. Word of mouth is still limited (very few people 
own) and salesmen are inconsistent so we’re wary of sending people directly to retailers.  
The web is the logical place to harness the interest generated from “traditional” 
advertising.  It is the place to make people feel comfortable with the product and 
convince them to actually buy ReplayTV. 
 
 


