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4. waRAuRTNEINEaTUqAiNeY (Appeals)

5. wnAnussnuiaaiunslinmilsmn (Advertising Visualizations)
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communications perspective. 5" ed. America : The McGraw-Hill Companies, 2001
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High Involvement Level

Low Involvement Level
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(Information Process)
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(Attitude Change)

' - X
nsasuulaevAuARRATL

UdtuATEN

r e = X
nralasuuaswAuAfintu

vneuay ety

5. NMIRBNENFIENALMENITEN

(Repeatition)

o o o v .
n1gdrdAINAIATYHeandn
anrzdnAnyresdeyaildnistdn

Y 1la

7UIUNITEI81ATANAATY

sianslintinla




15

6. AN TuTELAERINRWAN

(Brand Preference)
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(Cognitive Dissonance)
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(Personal Influence)
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Robertson, Thomas S. Consumer behavior. America : Scott, Foresman and
Company, 1984 : 125.
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z
AAUAULDA Learn — Feel — Do

Berkman, Lindquist uee Sirgy (1996: 322) l&nanal¥dn mafsRuladausiasaiaisn

Aflusadldrnudnlunsinmdayauss Morsualiflufnlsifiupnunaladguin - ardudues
Learn — Feel — Do flumnswfiuasssinfantasfiising Aa nisdnundiays (Learn) viruadlunng
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o o o ¥ ,
151N 4 AR ULILIRIAALEY Learn — Feel - Do Ineiutiauenanalssinmaasfuiiuas
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Thinking Feeling

High Involvement 1. Informative (Thinker) 2. Affective (feeler)

Car / House / Furnishings /
New Products
Model : Learn - Feel — Do
{Economic)
Possible Implications
Test : Recall
Media : Long copy format
Reflective vehicles
Creative : Specific information

Demonstration

Jewery / Cosmetics / Fashion /
Apparel / Motorcycles
Model : Feel -Leam - Do
(Psychological)
Possible Implications
Test : Attitude change
Media : Large space
Image specialists
Creative : Executional

Impact
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Low Involvement 3. Habit Formation (Doer) 4. Self-Satisfaction (Reactor)
Food / Household Items Cigarettes / Liquor / Candy
Model : Do - Learn - Feel Model : Do - Feel — Leam
(Responsive) (Social)
Possible Implications Possible Implications
Test : Sales Test : Sales
Media : Small space ads Media : Billboard
10 sec IDs Radio Newspaper
Point of Sale Point of Sale
Creative : Reminder Creative : Attention

u.'na'aﬁan : Belch, George E. Advertising and Promotion : an integrated marketing
communications perspective. 5" ed. America : The McGraw-Hill Companies, 2001
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1. High Involvement / High Thinking
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2. High Involvement / High Feeling
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3. Low Involvement / Low Thinking

grialnAasiinisramAnifinadntiesneudadulade (Doen nszAudlulssumiigaulug
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4. Low Involvement / Low Feeling
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Richard Vaughn 41N Foote, Cone & Belding Communication Inc. TMinausuuusNaeg
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WHUAINA 4 uAAILLLSNASY FCB Grid Aaannisutiusn@uduasiiznig 60 Ussum
e
@ Life insurance
Contact Economy
Lens @ car @
7] @ Auto insurance Console @ Sports car I
e
@ Family car
Stereo @
® 35 mm Camera component ® Expensive walch
ET @ Washer/dryer ® Eye glasses @ Wallpaper T
g Pontable
.g @ Car battery Ve
E @ Hair coloring
= @ Exterior
5:9-" T Battery house paint Perfume @ T
razor @
® Instamatic
camera ® Wine for
@ Credit card dinner party
T ® Complexionfface T
soap
@ Motor oil Ground @ Family/
® Headache remedy coffee ® steak restaurant
I |® Toothpaste @ Jeans ® Wine for -1
Insecticide® Drye Suntan @ @ Chicken self
bleach lotion Salad Inexpensive °
oil ® tch Greeting
® Low [ar cigarette card
-4 Pizza -+
@ Insect repellent Deodorante  ® Peanui uuer
soap ® ® Fasl food restaurant
E Fruit @ @ Frozen
g @ Regular baked imported
2 4+ shampoo Women's goods ® beer -4
g magazine ® ® Regular ® Donut frozen
; @ Liquid ® Non-disposabﬁ Diet ® cigarettes & Donut shop
k] bleach razor ® soft drinks
Barbecue ® Light beer
4 sauce +
Regular ® Regular beer
@ Disposable g Liquid soft drinks @
razor hand soap @ Salty snacks
©® Papar
towels
e e e
Lma'aﬂan : Ratchford, B. T. New insights about the FCB Grid. Journal of Advertising

Research (August — September), 1987 : 31. #3atalu wshingd dudameaiin.
wpegalafumislamnin, NEWWEMIUAT | ATINRNRNMNANENRESITNANARS, 2546 :
127.
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2.3 9a1# (Positioning)

aefilflurnmsturuniuiiiaFunsraiuaanly @y Seling  Point, Promise,  Key
Message, Differentiating Proposition, USP, Positioning 1ilufiu wiindeflfiFuniuaziinnuusansing
M ussiivdnnisulislszinndas lviauiu uwhillaRansnlassonudaazwudiamuaindnnii
2 o A o ad o o a : Y - ) » _ - y =l
AAtyReniuife mmnqedAtyviiaqauausesdufmuasfiuanssaindufiteasduts wadlugedn
AuArguialill dwiulumainisuaisiiazi@anldudnnisees Positioning Tunmmnasmeeesdudlu

HAUTNHNIBINGNAALNN

231 AMURNHTRIYIANE

as

Philip Kotler (2541: 385) l4namdn ammrailunszusunisitinnsaaialdinwunqmusiu

< o -« 19 -il 2 ' y L A
wianmdnsoiaesduiiiesiwanulandunnisasialunsdearsiudiising

167 M (2546: 164) Winanadn  qemaiuqaisulufaasnsduidaiuinanalages

| YN

fuilna Audusiazinaaliqauneléivaraqe wilunasinlamandausenldqaaaiasqaann

vialianiiu 2 9o e Lilifuiinaiisrnduau

o o

Wia {aFadNa (2545: 104) 1Ana1291 aemedunisimmuedne s AuviaAA189RuAN
d' 14 P @ 2/ - 14 ; ' P & :’r 4 -l 1 ! 1 ’
#aFnanuimelalifusinaannaiiinedudt asuiideniuviiasianuuansainguisedn

TALRL

apldnqsafluandusaduiinaldaimnuusnseanguitnadeansludegiidinn

2.3.2 dszumuessnn

38n1514amene (Positionings) tuinnmnemaelszinn  TRseldmumndayaaingluuy
w9jdien 5 viu anmis@efilaFuntseenuuasdlunsdrBanvitinisialuuassinalssing ol

-
TUATINLANIU

gﬂl.u.mﬁ 1 Harold W. Berkman, Jay D. Lindquist uae M. Joseph Sirgy Hnann 5 lumisde

Consumer Behavior (1997) iuisnlszinmeasqeanely o dssinn Al
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1. QaaEAUANANEMEIRIRUAY (Positioning by Product Attributes)
duqameiFouiteian wsslfunfigalunisdaslosduiufauaniBivuusud  duy

Hewlett Packard Laser Jet Printer fl4qantluFasrasanuasiuafinndalunisind (s

2. 1n1lﬁﬂl'|'ﬁuﬂizfﬂ1iﬁﬁé'u“ﬁna1n"§'u (Positioning by Consumer Benefits)

dnnsaaaniouaiedsiianinasennudedisfuuusudasninideutasanuie
wsutis M ATl Wy enassadiillsfuanssamatadugueni@flawy uen
drfuumyilin Wiy wilddulezd visautihasududatespeuRome i pnzdmLAuR

NfaNavIA NazAaInluns14anu

o ol o h N .
3. Qn'n'ml'l"\uqmﬂnumzﬂﬁuﬁ'ﬂﬂu'lﬁ (Positioning by Intangible Attributes)
AN weaaduA nAlulafiduge wazAuAnAGe An Aadudiedlils dnnueelenly

{awounsosusl vieduAunalulatl 1ty ndasdanes AouRIRes

4. ATIWAUTIAN (Positioning by Price)

iFlnpazie el @ananudiiusiuman anafinnainlluFoudsuiuguis e

e

e &

19 Acda o [ A ¥ ° LA T [l { o ol o o
Fusatifiansnaiunsaiearuand liiugusinaetinann Fainddouulsiunuiuannmess
AudviFauinig nanaRe wnduAiisneign Arunmienaaznlidian vialumasseiudaumngudi

H9AGIALINRAZEENARN

5. apmeAuLsElagiann e (Positioning by Application)

¥ o o - o all o g 1 L4 v

guilnadnasuduendanraznisldu ifeqalosduuusususasuusud  Taanizfumn
ansuznsldaulaenallvesduA 1y Campbell soup  2nemumdalidlududndmiuemns
na1Tu Gatorade MMasumisiiifuafosdand wininivn wiiansldqeenaesaniunliiuiriasan
aviudusiudulua viadwiumstauaans wWadanaudiuiusiaaiay Taaudusitinmsasaa

.l
[N

6. QAUBAUGLT (Positioning by Brand User)
AMufuRufIauIAaN wENraliantzivinasiesleaiugldAus 1aeuusud Wy Nike

- o r o < 3o~
azifigaleiunguAuiAUi 1ATe3d 187 Cover Girl Miaadaaiududjagunna

all an e . - o
7. Qnmm'f'mn'n'li'qaanuﬂmim (Positioning by Celebrity Recognition)
n13l¥qarelrunisldgide Buiifiyafndnys issandesiuwusudiniluaney yaaad
Faduaivardeaiuauiinguii munaiVausdng Jeaci i nquihvanadvrupnan

wususdine 1y nislidnunanauesiiiie @aeniugauareduAi Nike
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8. anmamuyARndn¥uEIRIRTI@UAT (Positioning by Brand Personality)
uqamnefidssauanugiaetnannn lumsafayaandnsosifuunmd 1w Coke 1
yrandnwoeiiiiiuarauafy AnuduRL usznindnwoinesawiing ws Pepsi Wantialudiupnia

AU AMNTIAEY AMNAYNAL

9. Q‘nmﬂﬁ"mﬂu')nmjﬂanﬁ'wﬁ (Positioning by Product Category)

dnnsmanazataypdndnsus iuLmRazisadesfumnamjsznmnsdui
7up I'H'-gmmﬂ'?‘;umd'uﬂu Soft Drink Un Cola Saflumaantasnufiauiriasanlnsusasiisamian
An91 Arm & Hammer 2easefiudausginaamefiufiusatuidentu Aa anlsaminugandiy

uszgrednvan

gﬂu.uuﬁ 2 Philip Kotler Tinannlilumia@a Marketing Management (1997) lAutiat/szinmeesqn

el 7 Uz aaild

1. NMFIAUMIIHRRATUNAUANANTER  (Product Attributes)
nsldqmnedunusniBaesdudviorsnig 1y awe srezosaniiunig usrhu W
Antiduaudmunsolamondaeslugusiidusuayniiugigalulan Sepulugiiuiugddnwoe
- . gt o - v g R -l vd’d & ' d'
wendnuriatmiliuansiiutamad s Tamilugusiidugnfirreasunniign mua e

Tnenfentnetian

2. mensshunmisndaiurimunailsslent (Benefits)
AuArazlfqaralugrusidluginluFewnatseiumd iy Knott's Berry Farm @1uns099

'
[ 7|

Anundsresies ugrusiiduauayndwiudindiensanuwdanni i Fadaeremizaniiviin

Tumzduanuuuiineasptues

[ [] - a o« ¥ L 4 . N
3. MINeuUmiERAAIMNAIUNTTIEIY (Application)
Japanese Deer aunsnldqamaldidineaiuaiuayndwivdnveaiieandanuaaialuFes

a1 ausonanieeiq lnudtafaansasnasauTuialduum

4. manshundanfaiumimuaagld (User)
. _ . o e v 4 ,
Magic Mountain &nansolsmnnliifneuiluauaynduiugidainizasnaynfiusiuesing

WRauAe AR MuATisuTaemuadE N s e 4 Fnag
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5. MerNAMumirdniuniaaunFauisuiuguis (Competitor)
Lion Country Safari @awnsalsmaisiaeadnfluaquayniddnduinuiavaiseiandianu

Aayn Japanese Deer Park

6. MIMIMUMisAR N Il TsEINYBINARA TN (Product Category)
Marineland of the Pacific Mieausuandfaailuasuaynuianuiuiievingy uwsid
vanduduaoniumanmsanmangag aziuladndunisnemumisaueadin il ludugudiusnsna

MwmilaAuAIanda

° . - e « .
7. mensumisrdaiuniaglfiTassauasannm (Price & Quality)
Busch Gardens uanjisnediflugiuayniiauAdngalulan fAuduiduiinasne

gilunui 3 Tne g s geAna Wnannlilumisde Marketing Strategy (2544) Hutialszinm

1099a11815 6 Uszim fall

1. NMFIBIMNUINNANHNUE (Positioning by Attribute)
il Bdneuesne 1ty AnrasRudideneld AannaduRivay UjiRenlésa

)

5 - v o -l v & o . \ -
wAaeFa1 wRnfszuuAeT il apdfifefinisgndudiudneusadlastnamiia

2. Menesumissnamlssias (Positioning by Benefits)
gniuduiiupnleslanifmsignitazldfu 1y Master Card uisaniulufnannig

uNNgn Card 8u

3. NMTRIUMUISINNIT LS (Positioning by Use/Application)
e ninhdvireun i lglilugifiussinliaranaiinfuven

4. N1 umislasdagle (Positioning by User)
WINW Head & Shoulder uutunnARgATegiiTua

5. Meardumislasdanugutistiu (Positioning by Competitor)
Wy soausdEveiliviledundisouudantiviannn

6. MMM lABAMMNEIAT (Positioning by Quality/ Price)
\u ey L'Oreal aefi aauaniin usifuen
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gﬂu.'uuﬁ 4 giua Wi Wnaolflumide nsdannInismanm (Marketing Management) (2546)

IFurislszinmeesqnnely 6 Ussim sl

1. ANANHUEIRINRANUN (Product Attributes)
WunsinvuasiumisiaeeguaniEndudneuzduradaiusunld wy lasund

@ idanunune (s

2. uslsrlaninguslnneslasu (Benefits)
1w an@fudglaniia Ndiunansnsayulnsuaariafiinnanidlunisduaniguiisn
widan

3. Tamarans\y (Usage Occasions)
] ] ] 2 -1 L 74 2. v [] A’ 1 1
wizasinuaanagadioslinagnill Taanismenenlifilonialunislddudtionau iy Ax

d‘ ar [] lldl & o o 1] v
annsiney 1irnaselududAtysine dusiu

4. niimlmé'l'ﬁ‘ (Classes of Users)

] [ o i Al : H 1 )
i wsunseviuduueudseiuduiududiinifisaulnilungueelug

5. Auiadiy (Competitions)
o 1 1 : b 73 d‘ 1 s o 1 "
nsiuaqensirenisganguied analluntslfqreenacutivirenseiuguds 1w Wn

Aunfud fnnzaneqeeneduananiidudueiasdutindnan

6. szAUTUTIRILARNNT (Product Class)

wusudaaaan@uignnguin ineaemunisiiduawsagiuingesameldldunns

gﬂu.‘u‘uﬁ 5 George E. Belch l#na1a1¥lumis®a Advertising and Promotion : an integrated

marketing communications perspective (2001) liwiaszumaasqeanely 7 sz fail

1. QamEsmuAnAnusuazlsslegiaes@uAn (Positioning by Product Attributes

and Benefits)
al oo P P T X a o <
AanInsdqemeniisugnaaiiudounilinasunsufainguisuuitugueaaadnantusvze
dsslamimiiaue  LAfiRuA1eIeazfiasgnaaninngt 1 qaene dnnsaainaulanassyysneus
1 o 4” - : o - 13
wiudluaudrAynfiiFinauasiuiugueainisdindula u Apple uniseanmanfomafiuusn
IWldnguadsslonifrAyananueion An iesanisideu Sadunagminfidsz@ninmlunis

witlywipududausaspraniomeflupaianaitiu
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2. q.nmanv'mﬂmuazqmmw (Positioning by Price / Quality)

. . . ¥ . - . 4 o

Unnsaaaldqereitiessriann welfidugeamaduyednseswnsud wunnwilfiqaang
amvinldifulnrnnAanisasiaunindnroizesnisifluuususidgnunings lurnefisnagniatson

o o Ly i e r: ¥ L i

dududusasanlszlisnivasguininildfuainnisldluAuusudll wsudrsdugeasliqauei
AYPI[ATEINAIA (High End)

lunnaumsliiyadndnsncluGasrssrnaussaunniiuqeaanaianiuigunwidenn
AT aueTAtLIUAANTUNTY Wy Oneida Mqametiteuantenouiinounnd bisnansode

]
o alg o

W nzazvinliandrsaniudedrAgingiizinalilunsfiansnn dubasdiasiiguunmaniadiagn

wWisuiReufugnuusuduile

3. Q.Ml'lm‘l"lumﬂi:ﬂu (Positioning by Use or Application)

Tunsdureamsfesznmdnenify viansldqamedmiuuusudesloduiiung
Huanizedne U Black & Decker uuzin Snake Light §4Lﬂuu€mn??u1uﬁﬁuﬁﬁrymlum?ﬁﬂ
Wlunsinen Sesnunsldawldnnd

snuzinagnifignWiiulszdfesedudndngnann ﬁ:qmwuuﬁu}zﬁwmn']ﬂ'ﬁmu u
wuaiiiszdvinmanniiazasnednyuiznisldauseddudn vy Am & Hammer HaA UM

mniuldinawatanisdangu ivenuas iy Adanfumdusemss fidu wd

4. 9AMBEATUSEAUTBIRUAT (Positioning by Product Class)

2 y . X y P

veapfaiinizuteiuras@udtunanmauantasssduiuresdud wu aransdiuiduiidn
nusiifdudiuiusenisiviu saluazsolszdamafitumadensesfiisinaiidulUly fuanda
wasdautviuiugraunssuml nslfqreeresusazAuduivesasinuduinTumnamiiy i ae

nsiiv Amtrak Widqrunedndusansiivindszudasi & aynawu usdldnfaunddau

5. Q.nm'lanv'lmﬂiauﬁ'l (Positioning by Product User)
nslfqaredudilaedenlaeiunguélddudi

6. q.nmal'l"lu@:mic (Positioning by Competitor)

Unlasnupsdadiiluded bisfacnaingrBeguisiulamon wilursenniuil nagning Ly
arefifilszAvinmdwiidudndausudanaazianzasiguinee g A3nnsiadapdetunisld
'1mma’inﬂqmnizﬁu%wmauﬁﬁ wilunsifasdunsuieiuiuduilunnefmieusy Wy nagms’
09 Avis Afssnaihugiinlugsiasnnlasuandmonsuiuiudy 2 udiswiauminngn lums

Mqemadiuguiei dnnsasaazdiedlinagniiandtuszusnsinsanfsiivusurtuyaliludn
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7. Q.nmai"mi’tui’nmimﬁ'muﬁeeu (Positioning by Cultural Symbols)
nslddydnrniniedmusssn Neafapuuansa iy brand 144 Ronald 189

McDonald T9aziiunnsinauaANUANANNTERUANRINULTUADY

24 qmﬁ‘hmu (Appeals)

nvingd duilmmzaliy (2546: 130) 'Qm'a’u1ﬂ1uQﬁuTmﬁmﬁLﬁm%u‘lﬁmnmﬁuﬁmmsﬁuywm
uye] uasRoyrmgnuesyediuey fuilnaeciinonadieanisaims tn Aindeu Useady A
azmanaune nistaniuaIndian Anmtludiase aunauarAudie lurusiRnaiudsinand
A1IALyInd 1Y ANNAT AN A LTTusy Fatumanudeanns Ayrmyne uazAMNEAn
vyTwmﬂleququ Aufugadudusenadilaluelamrmn waslasanazgdla Guilnalélaentsld
apdulafissfuAudiaanns Wenniulgwifiguiinaddundowi deysludautianinliinnqn

Wnoauzssuaulnwunuinguiaina luussriu
2.4.1 ANAUNNBTRIIALITIRY

@7 20FumA (2546: 152) qainasuiluniniqeeavieusdsslenfresduiwiouinisun

’jﬂ’%ﬁﬂ TaananaaeviialslaninedieanisignAufialunisyla

wsfind duilnmeatle (2546: 130-131) 9edulalunulnwnnitunizanaciaitaulaluey
Tann TefiaoudrAgsianmainlansinrundug dsulaussiianouuansneluganaangiizing

uazanTnaFuRp IR RRARTaLLa B IN 1 TRUAN X

g y J 1} - -
aplFdnqainewih@iiaianuiaulalulnsnnusrqala Wiz inafianausiaainslu

FiaRuAndu
2.4.2 dszunnueaninaeu

Fansliqainaeu (Appeals) Huiivanelszim  Aeadaldsousandayaangluunredidiou

5 vitu A nutiRenlFFuntsuaniuuas1fluntsdredannsdaanimalunassinalsena SailsnaasiBan

De
Zhe
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gﬂl.m‘uﬂ 1 Leon G. Schiffman uaz Leslie Lazar Kanuk l&nanq13lumilaAa Consumer Behavior

o

(2004) lHuriatlszinmeasqainaeuld 4 tssim Aail

| & 1 o

1. AALINIBUMUAMANNRY (Fear)

AundaduaainaunidssdninmussgnlfiiaalunisBasimanizasna adaladuny
ANARANTAUALTTWIIAMIENTERINNRaTLUANAINTO IuNNTAIgAANaNla wudmsldan
Wnrauduanundaluszduandingasitlssninmwiisandianudnluszdunans awinanu
dingeasinliiimnuanunsolunisisgaanuauladuiites Huaslilszaunisainnsiufasanis
yanalineiu uazazdfjiasdayamaniu dnnirmaianasazlmauaiilaiinndaatnquuss uaz
azfipafiszAuiivmunzan  wazdnnsamassianTuAyaiinatauanssnufi@emeduiiiaauldann

mMalERurn Wensidwtadsslanianaasdana ifavirupiduaudlUndus s

L > > o o
2. AR UMUAURITUIU (Humor)

innsmarduILnigaiimeusiuesuniiulurandefidiesuniiuaniiuniseeniy

wazidedalawnniuiy ugadneuiitenlduinlunulasnn  wifdiaudasAessuniiu

Y a

dnazlFuad fuduffdssduanuifeniuin ensunifuazfllssAninmidefuaiiiruaing fuwusus

asnniiuluuls Az dnasiAal

—_

. agaraNaula

. bildunaqUigiumme

. lifiusz@vanwlumsiaunisingou
undaiintiirdatiesnniu

. RuAoMTaL

. a"nwmz-nmﬂi:-mn?mamfﬂuana‘xwuaifaﬁnuwn'\?'l"ﬁqmLf’hfmuﬁ

 lsz@nanmwlunsin WA uArasatuanndanistingudinluidinlyl

® ~N OO o A W N

. manzauunnRag LR uA s AuANEw A wasiilududnmineadaaiy
ANEAN
1 q | o W o 1
TuaulnwonAunudnauudandszuaialatluiausnfazafeansuniiulinaauld uay

Tnwonildesunifuatinaiilss@ninmazdedvinalaediarin aeflsenaufigeugu uaraynauy

3. AALTIBUMUINA (Sex)

dnturannenstasauanusuladaanislinmdsznay nqmﬁw_gmﬁamu&amd'\u uay
msldnmides Wiiilasanuaninsldinmanudsiidenans iearflavuaana@uin seeundy
Yme gmnmmiauiaulWinataqiuiinnsqaineussaniludusmansdszon Wy o
aszun e soeul uasqunsnia¥raiog

aAviuaulalulsonildqaineudumaiifianislgnies vy auas Fuluidon Sex

Az A uwatanwlsenauifeadassruneiidnldneutaqaeeeesdufn dnazdenaiies
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wndesungizinaliiaula aadrdnyAernuideluniniuauedasqaeell 1eld Sex lunninaus
Auin dnlarnnavdiadndlalududn Tawon  wasnguilhvane  WuweAsuarasAlsznauinianu

TUsaniu 1Wa Sex aunsamaulandnmsmetresdum laftarunsonazlsz@nsnan

4. 9ALTIRUAUNTRAINTINTRIGIN (Audience Participation)

finslAudrAyresaseundulunszuaunisdeaisuiuiuuda naneuiuaasowldey
nszuunsaansann 1 neliflunseans 2 na gasansdaiinnudAtymazduiluau g
nansdaans winareufufdrdymezglindudfilddausanfianiiuaiuuazesniazd
Uzzaunisallumiaidaaiuansiamon m?ﬁdqui‘qwﬂﬂqﬁ?m:w“ﬂﬁm?ﬁuuiquﬂ Uszaunisainng
demsaznumoauszanaiiuvangaitimeoniesty fdsagmareinlinidouinanihiag
fldaeuludinsFaudalBnaninninisan lecture nzwanuastAATTIRduareainGey
Wilawdeaslidine

uimsfidauinuasiefiasin g lasianzlussiiraansiaansaaulad Susansoria
Iﬁtﬁﬂmﬁﬂm?ﬁﬁﬂdmu.ﬂdq‘i‘;a:mmlunﬁ?ﬁﬂﬂﬁ?i:udqquﬂna wsNuAviTmIeAuAwIN1sTeednnIg

A0 AazinWigLFinafiasdhlaliviuidanuiulsson

gl.ll.l.uu"v‘lZ Harold W. Berkman, Jay D. Lindquist was M. Joseph Sirgy'lﬁnfh'ﬂﬁ'luuﬁqaﬂ

Consumer Behavior (1997) dutislszimyesamdneuld 2 Ussmuan uss@in 3 dssunmeien sl

1. qALIIRUMUWMANR (Factual Appeals)
2. 9ALNIBUATURTTNTE (Emotional Appeals)

2.1 QALI1IBUATUAINNGA (Fear)

willunsdniauanlnediszinanuduiuizzninenssusdligupd msldanaunga
Lﬂuﬁﬂum?ﬁﬂﬁtﬁﬂmmqﬂqumﬁ'; apllddn nasldAraundalussdugeaunsndanansznuldianie
AuTivinslelugunmanamuaayingy AT ARldAUA g RIgaAaLla fs A NE TEALIA
NNNINTEALG ﬁﬁiﬁlﬁﬁuﬁ’m:ﬁml‘h’mwnﬁﬂuszﬁuﬁqq Haniguypiagiisenfulasonilinanm

naalussiuge franlaildguipiasuasmninssneenunfiaiuansrestunmereayvs

} 4 } 4 } 4 Tl
2.2 9AITIAUMUMURITNNITY (Humor)
nsldensnniduiuiulszidmudidifesiunuig ivanauanidgilszauanuduia wiidl
unsdauniiansnmgalafidinald  Annamnsnrssesuniiufeanuansofazaireanuaula

Wifufiisina 9aineusueisuniiuasinnuléaluamwuasdenifinnujuaneresde ansunidy



28
azafpnnuansnuas@ B Fnald  nisldesunifuasyinewlddnugisinafifinnsAnmge 34

szif lsAududauseslnranldn

2.3 ALTIRUMUINA (Sex)

ns3dauanliiiuinnisldqainnaudunaetradlame 1y nsttlulfesdnlidinaisa
funanndn fuaacuasdudnluiaundnen nsldqainaeudnundetdianeaslfuad fLdudng
WReadaafy sex lnumsa uvimﬁ'i'lﬂ’lﬁmw‘v";ﬁﬁmuﬁ’ﬁurfmﬂfjwLﬂmuﬂLaﬂﬁmmma%‘wusqﬁqqn’lq
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vefmuidudreuazugezalantsiluaalularnn wnasTueefililbiezlafiuodies
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AU liteudaaneian

snsine fiiilneazaulalaennildyaiesumunaluanefiiinaandsanniuuaneg
fon Tedasgieulsludessiumni auwileusie Aalswndn Ama
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nslinwniiqainausnunstiadlfldnadiugae daninsrlfldnsateisz@ngnm

Nnndiugueda

gﬂu‘uuﬁ 3 David W. Nylen l¥nanlflumis@a Advertising : planning, implementation, and

) L [ o 3
control (1993) wisszimuasqainoeuld 2 Ussinnudn usvlin 2 Ussimtien Al

1. qaLdIRUATUMWMARE (Rational Appeals)
thuaumalaluduanudisansineaiudselemd
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2.6 andulanamumunAs (Music Appeal)
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2. mmauan (Visual metaphor)
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1. Product shot : RuAn
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5. Production process : NTSUMUNITHEA
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6. Place of origin : WNAIHARRUAT
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7. Product feature : qALAuLdIuRsRUAT
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8. Product component : a3AlsEnauRual

auﬁ'm'wasj'wgmm'umaa:ﬂf‘j‘?;dquﬂ?:nﬂuuwéu iy snaussinda R

9. Before and after : nauld-uasld
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12. Solution : RuAunilgym
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15. Target group or customer personality : qnﬁnn’mm’aa target
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16. Number of customers : 919U target 370
- - v ) %9 < ] ‘I % -
umwnnisuaaitivauiionres@uii e MmwAuneaduAn WiaAuFsLtNeIReTelRT

TUNWEURT
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18. Symbolic : Agyanuoi
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21. Graphic : nsin
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22. Animation : m¥au aRaulw
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23. Statistics : #0A
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