21
2.2
2.3
2.4
2.5
2.6
2.7

21

(Public Service Advertising)

(Public Service Advertising)
(Social Problem)
(Creative Advertising)
(Appeal)
(Visual Execution Technique)
(Layout)
(Print Advertising)



n (
)
( , )

1 (Paid Form)

(advertising media)
2. (Nonpersonal Presentation)

(personal presentation)
(face to face presentation) (personal selling)

(@ substitue personal selling)
(media) (advertising media)



10

3. 1 (Ideas 1Goods or Services;
(tangible goods)
(services)
(prospective customers)
(public

service)
(promote traffic safety)
“Think Earth"

4, (An Identified Sponsor)

(Advertising)
(propaganda) (Source)

(Advertister)

(  2545)



n

1 (Product Advertising) (Hard SE”)
(Physical Products)

2, (Service Advertising)
3 (Corporate Advertising) (NOﬂ-
Product Advertising) (Solf Sale)

(Negative Image) , D

4. (Public Service Advertising)

(Idea Advertising)
(Culture) (Life style) ,

( Public Service Advertising )

1 1 1

2540)



2528)

(Corporate Social Responsibility, CSR)

(Willmott, 2001)

(Amold, 1992

12

, 2531 , 2529)
(
4 ( ,
, 2532)
, 2545)
(Willmott, 2001) Body Shop



.. 1952 (Fox  Kaotler, 1980)

(Kotler, 1997)

(inform)
(change) (interest) (attitudes) (behaviors)
(Kotler  Zaltman ,1971)

(Kotker Roberto 11989)
.. 1952 (Wiebe, 1952)
“Why can'tyou sell brotherhood like you sell soaps?”

" (Social Marketing) : " 1971

(Kotler,1982 , 2547)

L (Cognitive Change)
(public information / education campaigns)



(dissonance)

(Action Change)

(incentives)

(Behavioral Change)

(Value Change)



22

. 2545)

(Lyn Smith, 1955)

(Value)

15



' (Earl
Raab  G.J Selznick, 1959)

(Raab  Selznick, 1955)

( | 2524)

( . 2526)



11
12
13
14
1.5
1.6
17

2.1
2.2
2.3
24
2.5
2.6
2.7

3.1
3.2
3.3
34
3.5
3.6
3.7
3.8
3.9

(2545)



41
4.2
43
4.4
4.5
4.6
4.7
48
4.9
4.10
411
412
413
4.14
4.15
4.16
4.17
418
419
4.20
421
4.22
423

51
5.2
5.3
54
55



11
12
13
14
15
1.6

2.1
2.2
2.3
24

31
3.2
3.3
34
3.5
3.6
3.7
3.8
3.9
3.10
31
3.12
3.13
3.14
3.15

(2526)

19



316
317

11
12

21
2.2
2.3
2.4
2.5
2.6
2.7
2.8
2.9

31
3.2
3.3
34

41
4.2
43
44

(2529)



23
L
2.
1
(Message)
(Well, Burnett ~ Moriarty, 2000)
Frazer (1938)
(Message)
Laskey (1989)

(Mian message)

Moriarty (1991) ~ Well (2000)

¥ bl
o e qtj-ifm

(Impact)

(Execution)



(Cretive strategy Typdogies)

(Exclusive)
(Exhaustive)
(Creative
execution)
(Laskey, et
al., 1989)
1
Moriarty (1991) (AIIEE Strategies) 5
L ( Argument)

(Logic-based strategy)
(High involvement product)

2. (Information)
3 (Image)
(Image Advertising)
(Long-term)
4, (Emotion)

(Low involvement product)



B (Entertainment)

(Dramas) (Comedies) (Little playlets)

(Low involvement product)

\ 1 (Low in loyalty)
2
Simon (1971, Laskey étal., 1989; Ramaprasad &Hasegawa, 1992)
10
L (Information)
2. (Argument)
3. (Motivation with psychologycal appeals)
4, (Repeated assertion)
) (Command)
6. (Brand Familiarization)
1. (Symbolic association) ~ Pepsi
8. (Imitation)
9. (Obligation)
10. (Habit Starting)
3
Frazer (1983) 7
1. Generic strategy (Category)

(Product



24

category) (Monapoly)
(Extreme dominate of product)

2. Preemptive strategy
(Product attribute or benefit)
(Me-too position) (New
or Underdeveloped product) (Physical product)

3. Unique selling proposition strategy - USP
(Meaningful)
(Distinctive) (Consumer benefit) ~ USP

(A unique physical product characteristic and/or

benefit) (Physical differentiation)
USP
(Proliferating brands) (Segmenting the market)

4, Brand image strategy
(Psychological)

(Symbols) (Homogeneous product)
(Low Technology)

' (Fast food)

5. Positioning strategy



25

(Product category)
Coca-Cola  Pepsi ~ McDonald’s  Berger King

0. Resonance strategy

(Product claims) (Brand image)

(Patterns of consumer experience)

7. Anomalous / Affective strategy

(Ambiguity)
4
Laskey, Day  Crask ( 1989) 2
L (Informational)
5
11 Comparative
(Information component) A

B



1.2 Unique selling proposition - USP
(Product attribute or benefits)

(Explicit claims) (Clever wording)
10
(Product attribute or benefits)

USP
1.3 Preemptive

(Me-too position)
(Factually based)

(Objective verifiable)
(Uniqueness) (Mention of competitor brand)
2 Preemptive Unique

selling proposition - USP Comparative

1.4 Hyperhole (Exaggerated or extravagant claims)

(Attribute)

15 Generic (Product
attribute or benefits)
(Product class)

(Transformation)
4

2.1 User Image (User of

brand) (Activities) (Interests)

(Job) (Lifestyle)



(Brand itself) Resonance category
Frazer (1983) Resonance
User image User image
(Personal care product)

(Celebrity)

2.2 Brand Image
(Brand personality)
(Quality) (Status) (Prestige)

(Brand attribute)

(Display or demonstration of product)

(Luxury personalities)

(Adventuresome personalities User image

Brand image

2.3 Use occasion

User image

2.4 Generic (Product class)
Transformational



Davies (1993) ' (Appeal) 2
L (Rational appeals)
(Content) (Factual)
(Physical attribute) (Price) (Special
offers) (Guarantee and warranty) (Evidence)
(Endorsement)
(Celebrity) (Demonstration)
2. (Emotion appeals)
(Appeal) (2544)
(Emotion) (Appeal)
(Appeal)
2.
2
1 (Verbal Components)

11 (Headline)



(Fonts)

(Visual Image)

12

13

14

15

1.6
17

21

2.2

2.3

24

2.5

(Sub Headline)

(Copy)

(Caption)

(Slogan)

(Word)

(Color)

(Logo)

(Base Line)
(Brand Name)

L

etter)

(Visual Image)

(Layout)

(Layout)

(Typography)

(Nunber)

(Non-Verbal Components)



30

24 (Appeal)

(Appeal)
(Bogart, 1990)
(Martin, 1989 Russel ~ Lane, 1999)
1 1 1 1 1 1 1
( ) (
) () ,

(Wells 1
Burnett Moriarty, 1995)

(Weilbacher, 1984)

(Belch Belch,1995)

2
(Rational appeal) (Emotional appeals)



31

1 (Retionel  appedl)

(Physical Differentiation)

(buyer's head)

(Convenience), (comfort), (economy),
(health), (quality), (durability), (efficiency),
(performance)
(Rational appeal)
3

1. Advertising and Promotion : George E Belch Michael A. Belch

2. Contemporary Advertising : William F, Arens  Courtland L Bovee

3. Phychological principles of marketing and consumer behavior : s.H. Britt.

(Rational  appedl) 1
George E Belch ~ Michael A. Belch (2004)

L (Safety Appeal)



2. / (News Appeal)

150%
3, (Value Appeal)
(
)
25
2 2
4, (Feature Appeal)
(comparison)
(Michelin)
(AIS)
5)
o) (Popularity Appeal)
(Vernal Anku) “ 1. 2,000,000
000 2
6. (Convenience Appeal)

ADSL



33

1 (Status Appeal)
(Outward)

/

8, (Novelty Appeal)

(Retiondl appedd) 2

William F. Arens  Courtland L Bovee (1994)

L (Feature appeal)

2 (Price or Value appeal)
(retail advertising)

19 19

3, ! (Star appeal and
Testimonial)



Britt (1976)

1

(Novelty Appeal)

(Retiondl appesl) 3
6

(Economy  purchase appeal)

(Economy  operation appeal)
/ /

(Dependability appeal)

(Durability appeal)

(Convenience appeal)

(Money gain appeal)



arousal)

1

(Emotioral Apped)

(Emotional appeal)

" (Belch Belch,1995)

(buyer’s heart)
(2542)
(Attention)
(Involement)

(Spy)

35

(emotional



' 36 (Siemens A 36)

L
2.
3,
4,
5,
(classical conditioning)
(Emotional Appeal)
3

1. Contemporary Advertising (1994) : William F. Arens  Courtland L Bovee
2. Phychological principles of marketing and consumer behavior (1978) : S.H.

Britt.
3, (2546) :

(Erotiondl Appeal)® 1

William F. Arens ~ Courtland L Bovee (1994)



L (Fear Appeal)

Janis  Leventhal (1968) ( , 2541)

(Moderatr Fear Arousing)

(Defensively Avoid)

2, (Guilt Appeal)

(Mosher, 1994)

(Coulter  Pinto, 1995)
|zard (1977)

(2542)

3, (Love Appeal)

37



38

4, (Sympathy Appeal)

, , 1
B (Health Appeal)
1 J 1
6. (Humor Appeal)
(Positive Emotion)
(Alden IMukherjee and Hoyer, 2000)
(Aaker, stayman and Hagety, 986 Alden,
Mukherjee and Hoyer, 2000) ,
(Cho, 1994 Alden, Mukherjee and Hoyer,
2000)
Weinberger
(1995)

Balwin (1989)
3

1. / (Aesthetic Appeal)

8. , (Sex Appeal)



9. /
(Inward)

10.

11

Britt (1978)

1

. (BMW)

?

I, (Self-Esteem Appeal)

(Achievement Appeal)

(Social Appeal)

(Emotional Appeal)®

(Pride and Prestige appeal)

(Emulation appeal)

(Dairy Pluss UHT)

(Individuality appeal)

(Alcatel)

39



(Knor)

(Conformity appeal)

(Comfort appeal)

(Pleasure appeal)

(M-Web)

(2546)

(Creativeness appeal)

(Canon Digital)

(Emotional AppealAy

(Fear / anxiety appeal)

(Fil, 1995)

40



(Taste)

(Humor appeal)

(Sex appeal)

(Warmth appeal)

(ego appeal)

(Music appeal)

(Sensory appeal)
(Touch) (Vision) ~ (Smell)

(Star appeal)

(Hearing)

41



42

25

(Visual Execution Technique)

2
Messaris (1997)( , 2545) 3
(language)
(Get Attention) (Provide
Information) (Show How a Product is Used and
Who Uses ) (Create Brand Image)
Blaine Lucas Handerson Britt (1978) 90%

Mitchell  Olson’s (1981)

Paivio ( Stafford, 1996)

Petty ~ Cacioppo (1983)



(Pierre Matineau,1971)

(Arens, 1994 Bolen, 1984; Chiders and Houston, 1984; Edell

and staelin, 1983; Leong et al., 1996; Messaris, 1997;Moriaty, 1991;
17

(Campaign)

— = = s s s s e

(Sandage etal., 1989)

ava and Burnkrant, 1991)

43



( , 2521)
(2543)
3
1 (Hand Draw or Paint)
(Air Brush)

2. (Photograph)
(Double Exposure), (Bas Relief),
tage)

3, (Digital Image)

3.1 2

Macromedia Freehand, CorelDraw
3 3D Studio, Maya, Ligh Wave
3.2

Photoshop

(Photo Mon-

2
Adobe Hlustrator,

Adobe



45

( , 2547)
L 1 (Good communication must be
Relevant original and Impactful)

2. (Simple and Clear)

3. (Content hefore Forms)

4, (Building Trust)

) (Appealing to Head and Heart)

6. (Strongly projecting product
personality)

1. (Breaking the pattern)

8. (Clearly projecting product personality)

9. (Featuring compelling selling point)

10. (Strong brand positioning)

11, (Speak with one point)

12, (Talk the target Language)

(Visual Execution Technique)

3
1. Visual Thinking : Methods for making images memorable Henry Wolf
2. Creative Visual Thinking : Morton Garchik
3. Visual Persuasions : The Role of Images in Advertising Paul Messaris

(Visual Execution Technique)® 1

y
Henry woir (1988) 17



(Cubism)

(Unexpected Combinations)

(Strange Perspective)

46



47

3, ? (Repetition)

1"' - e oy
%. o BARR S AN A
PRI

SHOW

00 MANY IR e M TV

Al
|

4, (Motion)



LAWRENCE
OF
ARABIA

(Manipulated Symbols)

SALESMAN

A
mm, A
1
<Al thii firstilavtifClinstrvus

Bl gyt

48



49

6. (Scale)

(Type as Design)
7.




= A CAUCUS-RACE
. %0 that ber iea of e tale was
—N-!m_,_.p.,.uu

v T

(Homage)




10.

(Collage)

(Color)

Ratrisfiin fedds naune is Joog vn - quality but a bit short on imagination:

10

51




11,

12,

| »

il

1

=Y
t

)¢

Y €2 et

(Humor)

(Improbable Setting)

52



Cocbrdlte? e

12

13. (The Object )

THIN

13 q

53



14.

15.

14

(Fasion and Beauty)
B

(Sex and Romance)

54

REFPLECTIONS



16.

17.

= PO o
MNA 15 FIRENNINTDUNAURSAIINEIUIA

(Roundabout Ways of Telling a story)

16

(Celebrity)

PB S g SHOW EL

A

» ”*,&ﬂml

Ado )

- i o
SN bl

55



56

17

(Visual Execution Technique)® 2
Morton Garchik (1993) 32

L (Animation)

Y Dont aust fell tlike It s,
Tell tWhen ItHappens

(‘htn lilt Line for Long Dislame

18 ol

2. (Association)
(Offbeat)
(Logical)



SHOPPING
‘CENTER

W-=RLD e

19

(Cartoon)

M cttW idcW écome

byAjvMKsngttMri

(2) Northwestern Bel

2 ]

(Closes ups & Cropping)
(Zoom)

o7



r21

(Comic Strip 1 storyboard)
(Moving Picture)

23

58



. (Decoration)
(Type Face)
(Texture) (Patterns)

SHOPPING CENTER W RLD'

WANTERY ALY
PEOPLE

TO LEASE, DEVELOP, FINANCE,
PROMOTE, AND MANAGE

S
2

MR (LI YR (LS et (O LI T .

ISR RO | BRI :

Industry leaders tell how they
train, promate encourage and
Jure the professionals they need.

X : - 7 ;
¢ - o
1he g oo A6
: s ¥
&
/\'S 46\ A

24

8. (Disguising)

A Volkswogen, obviously.

25



(Exaggeration)t

27

(Distortion & Exaggeration)
(Distortion)

ft

(Double Exposure)

60



61

I (Fantasy)

11.

* ¥

28

(Fine Art)

12.

Aanual Ecomemic Farecast issue]

Can Speivg Be Far Babind?
Close-wy: Califernia’s Sumary
[tie bnswr ance & frusi Co

e iy gt ol Ve e B
Préetsanpastt mlepa ity

29



62

13. (Geometric Design)

5 CONTAINERY, |34

14, (Humar)




15, (Metamorphosis)

What's It Like Out There?

32

16. (Non-verbal Image)

Surrealism , Visual Metaphor & Visual Puns

63

1170 VR ISOTWRON TH DIV | IS 27 ALLLNeCossary T
% for the Gasless Era

: Fantasy 1

3




64

17, (Outstanding Photograph)

34

18, (Parody)

35



19, “ (Repetition with Variation)

Classical Art

48 natiqnson.
el

g GBGo OGs

1115 A

P S
deg i FAFRUAU
E]lﬁ: Lactis

Y *

20.

36

(Sensory Reaction)

SCRATCH!

Ba &
i- 1 F

37

65



21. (Shacker)

Collage 1 Double Exposure .Distortion & Exaggeration 1Metamorphosis .Surrealism , Visual
Metaphor & Visual Puns

38

22, (Silhouette)

L | Cam— S — el § Imm Y X

&
%

The new face of G Soocting

)

GIRE SCOUTS

39



23. (Simplification)

YRPEE OF LIPE PRUIT JUTEE [

IO X Yoo Tisheguoe vl fra St

40

24, , (Stylization)

Cartoon-style Illustration

NBC PROUD AS A PEACOCK

41

67



25.

Surrealist Painting

(Surrealism)

42
26. (Symbol Combination)
National Health Insurance
Sz,:(,\fnig‘ﬁ&,‘ oWl "
@ 3 AWRITING PROGRAM AWRITING PROGRAM
: FOR PEOPLE WHO LOVE FOR PEOPLE WHO HATE
i : 0 WRITE TO WRITE

by John H. McEown

43

68



21,

28.

(Test

of Credibility)

She's Deen eating yogurt for 157 yoars.

Inside they stay dry.

45

(Theme Device as Design Element)

69



29. 3 (Three-Dimensional lllustration Techniques)

NNCAP Boad Avsad Bapow wry

146 3

30. (Unusual Production Techniques)

MODULENS' IMAGES

41



3L

(

32.

48

al Views)

Or buy aVolkswagen.

49

71



72

(Visual Execution Technique” 3

14

Paul Messaris (1997)

(Violating Reality)

Roger Sherpard (1990)




(Theme)

(Object)

(Surrealism)

o1

% <

If choosing between life insurance and
interest rates is putting you through the 5

(Visual Metaphor)

won't hide it.

52

73



Da Vinci

(Visual Parodies)

Mona Lisa

el Oue e

TV aerers.
O Rt e ST RIS b S Thes sl
It e worand s e kil o rstrunme e (ine N
arwers of 4 ages cm v b sl 3g o Al g
Ll bl mevies e “SUTY RVAN 11 2 VI AN
o 2 ki e T, well aut Bagrte sy e Lo
it ckat s, Geigmuidl s s, 13 @1 e, T
o
o wrmaler o eves harw ko St

63

(Direct Eye Gaze)

(Presenter)

uncle 9am < want you...”

74



| am elling

(Rear Views)

you

Al e
F ffg%ters. Y

army 0

o4

%

FOR U.S.ARMY

NEAREST RECRUITING STATION

g Mane
. v

(Presenter)

CNN TRAVEL GUIDE
WRd BT AR TCE AN

¥
’

" POANT OF VIEW

180

75



(Viewing Distance)

Meyrowix (1986)

(Subjective Camera)

76



PEOPLE HAVE SAID THEY FEEL
VERY SAFE AND SECURE IN THE
CNEW MITSUBISHI GALANT

o7

(Vertical Camera Angle, Power, And Status)

WE lu,unﬁm FIGHT mil[[ﬂﬂﬂl

58

(Low Angle)

IF WE ENFORCED
THE LAWS NOW IN
EFFECT IN 50 STATES,
WE WOULD REDUCE
UNDERAGE SMOKING
DRAMATICALLY.

1



10.

11.

12

13.

14,

(The Look of Superiority)

(Looking Down, Nurturance and Subservience)

Senser For Women
Feel Why 115 The Razor Worth Holding Onto,

Sponsor a Child
for Only $10
a Month.

(Identification)

(Sexual Appearance)

1

(Environmental Imagery)

(High Angle)

78



79

26 (Layout)

(Balance), (Unity), (Movement), (Color), (Contrast)
(Harrold . Berkman  Chirstopher Gilson, 1987)

(Headline)w

(Sub-Headline), (Copy) (Trademarks)
(Roy Puai Nelson, 1962)

(Craig Jame, 1974)

( 1 2539)

(Layout)
(Composition) ;



(Readind Control) (

2518) (A. Jerome Jewler & Bonnie L. Drewniany, 2001 )
1 (Balance)
2
11 (Symmetrical Balance) 1
(Formal Balance)
2 (- )
12 (Asymmetrical Balance)

(Informal Balance

~—
o
—
'
~

I

Symmetrical Balance

>
wn
<
=
3
D
—
=.
[l
(=2
o
=2
fab)
=]
(ar)
[q>]

60



2, (Harmony)

71 71

71 71

71 71

b1

3, (Contrast)

4, (Rhythm)

(Eye Movement)

62

81



O =

O =
» 63

(Proportion)

64

(Unity)

82



(Simplicity)

(Flexibility)

(Head Line)
(Copy Block or Columm)
(Visual Image)
(Logo or Trade Marks )
(Lines & Texture)
(Continuity)

83



(Art Work)

1 (Head Line)

(Dutch Wrap)

A

H( - hape Wrap)



Balance)

21

2.2

2.3

24

2.5

(Reverse Kicker)

(Tripod Headline)
2

(Copy Block or Colurnm)

85

(Symmetty



(Visual Image)

31

3.2

3.3

3.4 2
3.5

3.6

3.7

3.8 2

3.9 )

3.10

(Logo or Trade Marks )

(Lings & Texture)



(Continuity)

(Duoble truck)

(Art Work)

(Thumbnail Sketchs)
(Rough Layout)
1-2
(Comprehensive Layouts)

(Finished Layouts)

87
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(Layout)

3
4. The Design of Advertising : Roy Paul Nelson
5. Advertising Writing (1989) : Keith . Hater and Gordon E. White
6. Creative Advertising Theory and Practice (1991) : Sandra E. Moriaty
(Layout) 1
Roy Paul Nelson (1977) The Design of Advertising
9
1 (Mondrian Layout)
(Porprotion)
(Design)
Piet Mondrian
(Form)
(Space) (Line & Bar)
San-Serif Gothic
(Balance)
(Headlines) (Copyblock)

(Asymmetrical Balance )

89



END A PETS

END A HUMAN'S

M

il

)
/8 Py
3R el
L

Bl
i

He>

66

2. (Picture-window Layout)

(Headline) 1

~

(Copy
(Copy) 2-3
(Headline)

67

3. : (Copy-heavy Layout)

90



2.
(Formal) (Balance) , (Headlines)
2
(Sub - Headlines)

AP NN ect WpT M Ifalewsmn }_,gpﬁﬁgr?c%vxéorggan
—_— ffectlve ﬂffordahle
== “

= .

68

4, (Frame Layout)

Art Work



5. (Circus Layout)

Circus Layout

(Uni)

. T et (Al

Pl
o v s hices e
e

(Unit)

70




(Multipanel - Layout)

(Comic Strip)

Geoeg Jenses wwoduces e
SPECTAUM CLOCK A revosy-
SOy CONCAPt of an, Of SpRCe.
ot

Tre etiect i inoescldably
Baautitui-3 New expenence in
e leng.

Toe meror levsh casng s 8
Declac 100 10f the tuminout
ceior wien, By Rathcon. $125.

ART YOU TELL TIME BY AT

!

(Silhouette Layout)

72




(Type-specimen  Layout)
(Type Speciman Sheets)

i Hello FEU

= oh
50 tﬁ
jost o

Avisisgoingtobe No-L Wetryhanler.

13

9. (Rebus  Layout)

94



95

Ry

M_,
o

PRt ]

74

(Layout) 2
Keith . Hater ~ Gordon E. White (1989) Advertising Writing
i
L (Standard Layout)

(Symmetrical Balance)

75



2

(Editorial Layout)

96

The "Sericus Sweats™” trom Lands’ End

Lo

T
you afoays kod 1o have me
atta's 3ot cwnagn
B-uln you vm/l was fary.
1At s
So you thresr me out of the house,
et i vk b
Nt wvnr yon sy pam wress wormng
Tht Sy sy ey s peew Y e
and it was me vou "lW"]dll'L

S e v o o

Who do you r/mll' 1am?

Wk cld v pocsibs 10
ta perswade me In come back?

“Wou can be manen-ciae up *

y »
“Well.., at.” )

ey e e edieng wan pon IR

16

(Poster Layout)

77




(Cartoon Layout)

\

ENS

A

i

e bt BARTAR

-

f

s o e Dk R et Ao i 4 e

Rocky Rococo Free Delivery.

8

s
Fanabs T N & TR LD, ML G S AL b gy

(Comicstrip Layout)

Ay pive SADPAR

A Wbk 1448 e s ML AL AL AL 7 M o

79




6. (Picture-Caption Layout)

JCPenney

Whatittakes
to make
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1. (Picture-Cluster Layout)

81



(Layout) 3

Sandra E Moriaty (1991) Creative Advertising Theory and Practice
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I} (Picture-window Layoui)
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Balance) 1 3
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2 (Copy-heavy Layout)
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repairs just cost too much. il -+ "
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a tough underfiner for roads
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from cracks®

) | easier on cars,
Mg IMATITM Asaferfor the drivers.
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Good things for cars—and the people who
drive them™ The Fferformance Company *
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5. (Grid Layout)
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6. (Panel Layout)

(Asymmetrical Balance)
(Comic Strip)
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(Mortire Layout)
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(Silhouette

Layout)
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(Angular Layout)
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2.7

(Goods)

. 2485)

(Advertising Media)
(Service)
(Print Media)
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(Print Advertising)
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( 2546)



2 ( 1 2539)

(Publication Media)
( Direction Media)

(Publication Media)
(Newspaper)
(Magazine)
(Poster)

(Direction Media)
(Direct Mail)
(Leaflets)
(Folders)
(Postcard)
(Booklets)
(Catalogs)

(Newspaper Advertising)
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(Popular Newspaper)
Solf News

(Quality Newspaper)

Hard News

(Specific Newspaper)

( National Advertising )
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(Magazine)
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(Full Page )

H
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(Half Page Horizontal )
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2-4

| 2537)
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( Half Page Vertical )
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( Island Position )
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( Junior Page )
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( Chess Board)
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( Page Double Spread )
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( Half Page Double Spread )
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? ( Two Inside Half Page)
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( Two Outside Half Page)
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(Landscape)
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(Poster)

(Portrait)

(Direct Mail)

(Leaflets)

(Folders)

(Postcard)



(Booklets)

(Catalogs)
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