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The objective of this research is to study the use of illustration to enhance brand 
personality in advertising. The scope of this study emphasizes on presentation techniques, the use of 
appeals, and color. These factors influence the selection of illustration that best suit each unique 
brand personality. เท addition they provide important insights into the future trend of illustration usage 
in advertising.

The first step in the research methodology involves the selection of a sampling for the 
brand personality analysis. The sampling frame is from the Gold winners of the TACT Awards from 
1996 -  1999 totaling 85 advertisements representing 58 products/services. An expert survey was 
conducted to analyze the personalities conveyed through these advertisements. The results indicate 
that the products/services fall into three major categories as follows:

1. Personality based on demographics.
2. Personality based on life style.
3. Personality based on human personality traits.

An analysis of the illustration used in each category was then conducted to create a 
design guideline for illustration usage. The aim is to provide a guide for the selection of illustrations 
that best enhance a specific type of brand personality.

The research results indicate that
1. Illustration used in advertising can reflect many types of brand personalities.
2. Advertising of products/services that have individual personalities utilizes different types 

of illustration.
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