1
2
. (Fim Prod ction)
. (Lateral Thinking)
. (A Tedmigue for Proclong
k)
. (Copywiters' Implicit
Thearies of Communication)
1
(The Conoeyt) (Shooting S
(Qestve Depatren)
(Creative Brie)
(Adverisng - Agero)

(ProcLction House)



Do

(Creatve Depatner

(Oretive B’
Potem - Schers)

, 2A)



2

/

(DamianOMalley, 19%)
(Introckuction, Market Bakgyround)

(Verketing Coecive

(Terget Ve

14



- Mae aninpect

- Qede anarEness

- Communication Messages

- Bvoke animeciate regoree
- Qreate favorabe inressons
- Remind consuners

- Fulfll neecs

- (rengepercerios

- Reinforce attuce

- Consulickte aposition

- Enthusethe staffardlthe track
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- Eoouragetrial

4 (Adhextising ProposiionBrard Prrise Posioring
Seterent
(A Res and Jck Trou, 1%8)
(Diferenttion) |
3
(Schuiz & Bores, 195

- X Y



i

(0

(Postioning by Prockct attnttes <Cheradenstics>)
@ () (Postonngly
Price/Qualty)

3 (Positoningwith
Resectto Lse or Application)

@ $ (Postioning by Prockit
Ue) ! 2 (Lfestle)

(Personaity) $

S (Positoningoy
Prodct Cass) I

©) (Postioning by Conpetiar)

(7 (Postionng by
Quitural Symals)

(Proclct Informetion)
(Conparaiive Proclct Informetion)
(Proclict Test Resuits)
(Consurmer Perceptiors of this and Conpeting



6 (Desired Corsuer Resporse)
[ | (Crestive QuicklinesTone of Voice)
T 4
(Locp)
(Tore of \oice)
(Prockction
Focesy)



1. Background

2. Target maket Task definition
3. Role of advertising / Advertising objectives

4. Advertising proposition

5. Support Inspiration
6. Desired consumer resporse |
7. Creative quicelines/ Tone ofvoice Quality Control

8. Requirements/ Mandatory cortent

1 ! " (Typical Secions of Creative Brief)
(OMelley, 195%)

Definition)



(Script witer)

(Unit Procuiction Menegey)
(Procucion  Process)

1 2535)

(Execution)



Al

1 (Tnuth andl Believahaiity)

2 | (Readdhty)

3 (Smplicty andHren
Inteest)

4 , , (Conoseresy

5 (PersLesion)
2

] 0 ) d

I I I

( , 23]
(Fim Production)
.. 2R

" Fim)



(Amenicals Engydoped)



~N O O~ 0

(Slow Motion)

(Techriool)

. (BackauWhieFim)



(SlertFim) (SandFim)

(fommetiorel fimg)

(Eebcatore Fi)
(SKil i)

PesasieAins)
(

(Ropegerca Fims),
persLesie Fim), (Adverising Fim),

(Docureriary Hirs)
(Drametic Hims or Ertertainment Rins)

(
(Eqeimeria Fims)

f

2
(SerthlFimy)

ey

(Fachd

24



(Vess Medk)

25



( 233

(TACT AWARDS <Top Acvertising contest of Thalan)
AWARDS <Bangkok Art Director's Association’™

(k)

J- 0

26



(Product'sHolding)

(Achertsng Agend)

" (Client)

(Qoreep)
040



(PocLcionHouse)

(Call et



b-Q0

II*4



1 (Devorstaion

2 (Testimonia)
3 (Resarte)

4 (Sicefife)
5

6 (imeion)

30



Do

3
3
(Pre-Procliction)
(Rockction)
(Post-Procction)
(Pre-Procluiction)
(Location Shodting) (Prockction Design)
(peSeing (Rop Shockng)
(Cose Desiy) ([ (g
(Cests &l Qs Veelig) (Setings)
(Procucion Schedle)
(Procler) (PreProclction)
(Drrector)



(Procuction Desigr)

(ProcLcion Shedting

(Locaion S

32



2

(G Moveerl)

(Prockcion)

(ECupErs)

(Agency Prodlce)

(Carea. Angke)

33



3 (Post-Procction)
2
1 (Eciting)
3
11 (Assarrioy)
(Shot Seection)
12 (Are Cui)
(Film Ecitor)
13
2 (Film Prirting)
3 (Double Heed Presertation for Approval)
2 (DoudeHead
Projectar)



6

J zziBI1wQ

(Cdlor Core)

35
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(Director)



(Scriptwriter)
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(g )
- ' (Dreco) Pods)
(Saipwie) (Cremeyte)

o (eapay)
(Shoating Scrip) (Steven Bamstein, 194)



(Linooh Deimert, 1989

40



(Art Director)

(Prockuction Directar)

4



(Story Boerd)

)



1

(Shooting Script)

(Shot) ,

- ECU (Extreme Close-Up)

- cu (Close-Up)

- MCU (Medium Close-Up)

- MS (Medium Shot)

- MLS (Medium Long Shot)

- LS (Long Shot)

- ELS (Extreme Long Shot)

M2S

il

- Dolly

- Zoom

- Tilt

BCU (Big Close-Up)

l*

43



2

3

- Craning
(Scene)

(Sequence)

(Special Effect)
- The Cut
- Fade In
- Fade Out

- The Dissolve

- The Wipe

(Camera Angle)

- H. ANG (High-Angle Shot)
- L.ANG (Low-Angle Shot)

- p.0.v. (Paintof View)

44
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6. (Description)

1 (Sound)
!
2
(Ecward De Bono) (Lateral
Thinking) (Technique for Producing
|dea) (James Webb Young)
J (Lateral Thinking)
(Eoward De Bono, 1968)
“ (Lateral Thinking)”

23
!



(Vertical - Thinking)

46

5 'H
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10.

48



(Humor)

(Provocation Operation)

“Don’t Stand Close to me”

49



(Mind)

(Vertical Thinking)
Situation

1
)

2
3
4
5

! (Openness)

(Alternative Ways)

(Creativity)
. (Unpredictable Effectiveness)
n | 1 mn 1 7 ,
( Generate alternatives to present
(Challenge presents Assumptions)
(Innovate)

(Suspend for a period of time)
(Reverse a common approach)

50



(Develop analogies for the situation)
(Brainstorm)
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UNUMIN 2 tUUSIaeaUIRAA U9 (Bono, 1992)

(Main Track) (Sice
Track) (Starting Point)

(Pattern)
(To moving sice ways across the patterns instead of moving along them as in normal thinking)

The purpose of lateral thinking is the generation of new ideas and escape from the old
ones. The need for lateral thinking arises from the patterning behavior of the mind which is not



53

good at restructuring ideas to bring them up to date and allow full use of available information.
The traditional habits of thinking are very effective at developing ideas but not very good at
restructuring them. Lateral thinking is designed to supplement traditional thinking and especially
to introduce discontinuity that is necessary for restructuring ideas. The basic process of - teral
thinking is the escape fromold ideas and the provocation of new ones. The ideas generated by
lateral thinking are selected and developed by traditional thinking methads.

#T

(Schultz and Barnes, 1995)

J (A Technique for Producing Idea)

(James Webb Young, 1975)

(Principle)
(Method)
1 (An Idea is a new combination)

(The ability to make new combinations is heightened by an
ability to see relationship)



11

12

(The gathering of Materials)

(Particular Materials)
(General Materials)

(The process of Mastication Materials)

(Incubation)

(The actual birth of the idea)

(The Final Shaping and Development)

54



N
' (Copywriters’ Implicit Theories of
Communication)
(Arthur J. Kover, 1995)
$
14

(Internal  Dialogue)
(Ideal Viewer)

$ (The Self) (The other)
(Empathy)

(Connection)



advertising process)
L

(Viewer)

2)

(Congruence)

56

2 (Two-Step
(Breaking Through to Attract Interest)

' (Consciousness)

(level of shock value)

(Hooks)
(Subverting)
(Incretion)

(Seduction)
1(Forcing)

(Surprise)
(New Reality)
(Teaser) 1

(Jolt)



N
I (Creative Brief)
!I
1" (Selective Perception)
2
1
2
2 (Delivering a Message)
$ (Connection)
(Themselves)
(Someone) (Distance)
(Empathy)

(potential user)

(the Self) (the Other)
" (Internal Dialogue)

57
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I (Empathy) 2

(Ideal Viewer) I

2-3
(J.T. Plummer)

(Emotional Agreement)

(Click)

(Virtual ~ Viewer) (Emotional
Connection)
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(Level of Involvement in Advertising Process)

(1 $
(
I

1 $ $
2, ( !

$

$ (Private
Language) (
' $
§

(Cultural System)
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(Thought) (Emotion) f (Perception) (Understanding)
!I

$ H
(Arthur J. Kover) (Copywriters” Implicit
Theories of Communication)
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