' (Brand
Positioning)
(Brand
Personality)
(2540) 6
(Advertising Strategy)
6
L (Purpose of Advertising)
2. (Define the Target Group, Describe the Profile)
3. (What is the Selling Point?)
4, (Factual) (Emotion)
) (Projecting a Clear and Strong Brand
Personality)
6. [

(Media Opportuniy Analysis to Find Media Aperture)

Aaker (1996)



(Product Class)

(Brand Identity)
4, (Brand Equity)

Belch (1995)
(Attract Attention)
(2538)
(Advertising Message)

(Presentation Techniques) (Appeals)



(Presentation Techniques) (Appeals)
(Gold Award) (TACT
Award) .. 2539 .. 2542

10.



(Illustration)

(Brand Personality)

(Durable)

(Advertising)

(1) (Real Reason)
' @)

(Suppose Reason)
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