J « )

2
(2540)
(Persuation)
[
(Perception)
(Brand Image) (Value Added)
(Brand Equity)
2
(Verhal) (Headline) (Copy)
(Slogan) (Caption) (Non-
Verbal) (Symbol) (Illustration) 2
L (Real Reason)

2. (Supposed Reason)



2 »

( )
» ] ( )
")

Bovee (1995) *)
1 (To Differentiate Products

from Their Compettitors)

(Product Positioning) '
2. (To Communicate Product Information)
3, (To Urge Product Use)

")
*)
4, (To Expand Product Distribution)
")

5 (To Increase Brand

Preference and Loyalty) *)



6. H (To Reduce Overall Sales Costs)

1 (Door to Door)
(2540)
L (Brand Advertising)
2 (Trade Advertising)
3, (Retail Advertising)

LLld aﬂ'
JlﬂU %

]}J;]th;/—\ nhnmmulmx

AN Uler

L ruagaiioni

1

4, (Professional Advertising)



311171111 iisSIUavm 763

5
D, (Corporate Advertising)
(Image)
6. (Institutional Aavertising)
(Product Category)
1 (Idea Advertising)

-




2
(2540)

(Product Era)
(Product Positioning)

(Brand Royalty)

(Image Era)

(Product Positioning)

(Relation to Competition)

(Product Positioning)

(2541)

(Positioning by Price)

(Positioning by Target Group)

(Positionig by Origin)

(Positioning by Ingredients)



BHA

(Positioning by Standard) 5
AB
(Positioning by Benefit)

(Positioning by Shape)
(Positioning by Competitors)

(Positioning by Product Class)

(2540)

1 (Good Communication
must be Relevant, Original and Impactful)
(Simple and Clear)
(Contents Before Forms)
(Building Trust)
(Appealing to Plead and Heart)
(Strong Projecting Product

o or B~

Positioning)
(Breaking the Pattern)
(Featuring Compelling Selling Points)
(Clearly Projecting Product Personality)

10



10.
Expandable and Long-Lasting)

(brand personality)

(2541)

(Emotion)

(Big Idias must be

Aaker (1996)

(Brand Equity) (Good-Will)

(Enriching Understanding)

(Contributing to a Differentiating ldentity)

(Guiding the Communication Message)

1



4, (Creating Brand Equity)

(Brand Personality Drive Brand Equity)

Sense
(2540)
3
(Durable)
2.
3, (Coherent)
Malhota (1988)
Effect) 4
1

Congruity)

(Reinforce
(Image)
(Predictable)
(Self-Congruity
(Actual Self-



13

2, (Ideal Self-
Congruity)

3.
(Social Self-Congruity)

(Ideal Social Self-Congruity)

Aaker (1996)

3
1 (Demographics)
2. (Life Style)
Kobayashi (1990) 8
casual, modern, romantic, natural, elegant, chic, classic, dandy
3. (Human Personality Traits)
1 (Demographics)
11 (Sex)
12 (Age) "6, 6-11,

12-19, 20-34, 35-49, 50-64, 65



(2542)

6-11

12-19

20-34

35-49

(2538)



1.3 (Social Class)

(Values) (Interests)
(Behavior)

Schiffman (1994)
2 : (2538)
(Social Class)

(Upper-upper class)

(Lower-upper class)

(Upper-middle class)



(Social Class)

(Lower-middle class)

(Upper-lower class)

(Lower-lower class)



)
(1990)

3
(Life Style)

(Casual)

(Modem)

(Romantic)

20

(dreamy)

(Life Style) Kobayashi

3
(youthful)
(flamboyant)
(merry)
- (enjoyable)
- (vivid)
(urban)
(rational)
(sharp)
(progressive)
: (metallic)
( )
(soft)
(sweet & dreamy)
(innocent)

(charming)



3
(Life Style)

(Natural)

(Elegant)

(chic)

(Classic)

()

(Natural)

(tranquil)
(intimate)

(simple and appealing)
(generous)

(refined)
(graceful)

(delicate)
(fashionable)
(feminine)

(sober)
(modest)
(simple)

(quiet & elegant)
(Subtle)

(quiet)

(traditional)
fl (Classic)
I, (mature)
(tasteful)
(heavy & deep)

18



3
(Life Style)

(Dandy)

(placid)
(quiet)
(quiet & sophisticated)
(sound)
(dlignified)

(strong & robust)



3,
Personality Traits) Aaker (1996)
5

/
(Down-To-Earth)
(family-oriented)
(small-town)
(conventional)
(blue-collar)
(Honest)
(Sincere)
(redl)
(ethical)

(Sincerity)

(thoughtful)
(caring)
(Wholesome)
(original)
(genuine)
(ageless)
(classic)
(old-fashioned)
(Cheerful)
(sentimental)
(friendly)
(warm)

(happy)

20

(Human

Campbells,
Hallmark, Kodak



/
(Daring)
(trendy)
(exciting)
(off-beat)
(flashy)
[ (provocative)
' ? 7 (Spirited)
(cool)

(Excitement)

(young)
(lively)
(outgoing)

(adventurous)
(Imaginative)
(Unique)
(humorous)
(Surprising)
(artistic)
(fun)
(Up-To-Date)

(independent)
(contemporary)

(innovative)

(aggressive)

1*
« [

()

Porsche, Absolut,
Benetton



4 ()
/
(Reliable) Amex, CNN, IBM
(Competence) - (hardworking)
(secure)
(efficient)
(trustworthy)
(careful)
(intelligent)
(technical)
(corporate)

(serious)
(Successful)
(leader)
(confident)
(influential)

(Upper Class) Lexus, Mercedes,
(Sophisticated) - (glamorous) Revlon
(good-looking)
(pretentious)
(sophisticated)
(Charming) :
(feminine)
(smooth)

(sexy)
- (gentle)



4 ()
/
Outdoorsy : Levis, Marlboro,
(Ruggedness) - (masculine) Nike
(Western)
(active)
(athletic)

(Tough)
(rugged)

(strong)

(no-nonsense)

(Illustration)

(Perception)
*
O'Guinn (1997)
L (Attract the Attention of the Target Audience)
2. (Communicate Product Features and
Benefits)
3. (Create a Mood, Feeling, or Image)

4, (Stimulate Reading of the Body Copy)

23



(Hand Draw or Paint) (Photograph)
(Digital Image)
L (Hand Draw or Paint)
(air brush)

2. (Photograph)

(Double Exposure)
(Bas Relief) (Photo Mon-
tage)
Adobe Photoshop
3. (Digital Image)

2
2 Adobe
lllustrator, Macromedia Freehand, CorelDraw 3
Strata Studio Pro, Lightwave
Adobe Photoshop



]
(2540)
]

L (Good Communication

must be Relevant Original and Impactful)
2, (Simple and Clear)
3, (Contents Before Forms)
4, (Building Trust)
B. (Appealing to Head and Heart)

. (Strongly Projecting Product

Positioning)
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)

25



(Headline) (Body Copy)

(Presentation Techniques)

(Creative Execution)

(2540)
/ (Product/Service)
11 (Product Shot)
1.2 (Product in Use)
1.3 (Product in Test)

[

26



14

15

(Product Feature)

(Product Component)
(Disection)

(ingredient)

(Product Process)

(Place of Origin)

21



- (Before and After)

(End Result)

(Problem)

Shell Weatherkote

013 )

. Choll VA/oothorUnto *)MfiovuH!=ifa.n*fivi"i (nnvnmnN

28



8. (Problem Solution)

y
9 (Target Group or Customer Per-

| sonality)

14 ) AN SOmSFi2000,c0m

10. (Happy Customer)

11, (Number of Customer)

12, (Comparison)
........................................................... [

5 ¥


http://WWW.somsri2000.com

13. (Analogy)

14, (Symbolic)

Blackman (1941)

/ (bud(plant)), (haby),
(Life/Rebirt) CEa): (ocean) - (rain), (tree),
(sunrise), (stream),
(seedling),
(prednant woman),  (egg),
(thumbs up),  (fish), (candle),

(phoenix)

(hope) (prayer), (white dove),
(shaft of light), (open road),
(blue sky), (white clouds),
(rainbow), (woman), ()
(candle)

30



5 ()

/ (Death/ (human skull),
Ending) (tombstone), (cross), (desert),
: (wreath), (coffin),
(cattle skull), (scythe),
(Sunset), (dark clouds), (closed door),
(lity), (blood), (body
outline), (silhouette(figure)),
(crow), (vulture), — (shadow),
(dead dove), (thumbs down),

(ace of spades), (extinguished
candle), (traffic barrier)
/ / (broken glass), (bloody knife),
(Violence/ (clenched fist), (blood), /
Tragedy/Anger) (bat/pipe), (police flasher),

(smoking qgun), / (tears/crying),  (fire),
(explosion), (road flare),

(bruised face), (bandages),
(ambulance), (mob), (bicycle chain in first),
/ (confetti), (party hats), (smile),
(Happiness/Celebration) (fireworks), (champagne popping),
(toasting),
(streamers), (hugging), (tears),
(presents), (blue sky),
(white clouds), (laughter), (applause),
(shoulder carry), (bright colors),
(bright flowers), / (bougquet/
r0ses), () (light

environment)



(Sadness/Dispair)

32

()
(tears), ( cohol),
(drugs(illegal)), (darkness room), (head
I hands), (pills), (empty space),
(flat gray sky),
(leafless tree), (dark until house), ~ (rain),
[ (neutral/dark colors), (dead

rose),

(gray environment)

151
15.2
153
154

(Presenter) 2

¥ (Spokesman)

(Testimonial)

(The Grl Next Door)
i (Celebrity)
(Cartoon/Mascot)
(Authority)



33

16. (Off-beat)

Realistic)

17. (Slice of Life)

20,0 ¥



18.

19,

20.

191

19.2

19.3

194

(Dramatization)

(Demonstration)

(Statistic)

3
(Comparison Demonstration)

(Operational Demonstration)

(Dramatization Demonstration)

(Graphic Demonstration)

34
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(Advertising Appeals)

80%

X

. . . -t 2 . v
Wity et ardong stk

(2540)

20%

6*3 ' £>6

35



Bovee (1995)

(Price or Value Appeals)

36



3

(Quality Appeals)

21

. /
Appeals and Testimonial)

(Star or Celebrity)

(Ego Appeals)

(Star

31



b, (Fear or Anger Appeals)

Handgun Control
The National Rifles Association
= The National

Rifles Association



!

30 »
(Sensory Appeals)
5
(Smell) (Hearing)

Acceptance Appeals) *!

(Social Acceptance)
(Love) (Sex)

(Touch) (Vision)
(Taste)

*|

(Sex, Love, and Social

(Friendship)

39



(Novelty Appeals)

40



Blackman
(1941) (Symbolic)
6
(danger), (heat), (blood), (evil),
(fire), (friction),
(Red! (irritation), (Satanism),
Red-Orange) (love), (war), (fury),
(disgust), (appetite),
(strength), (excitement),
(sexuality), (impulsiveness),
(extroversion), (torment),
(overstimulation), (passion),
(domination), (rebellion),
(energy), (arousal), (confidence),

(anger), (rage)

41



(Yellow)

(Grayish or
Greenish Yellow)

(Green)

(Yellowish Green)

()

(heat), (light),
(holiness), (goodness),
(newness), (cowardice),
(caution), (cheeriness),
(wholesomeness), () (warning),
(brightness), (radiance), (stimulation),
(comfort), (warmth), (openness),

(freedom), (purity),

(serenity), (hope), (optimism),

(energy), (truth), (liberation),
(spaciousness), (change),

(salvation), (understanding), (Knowledge)
(envy), (betrayal),

(falseness), (doubt), (dlistrust),
(pollution), (Sickly), (unhealthy),
(repellent), (alien),

(harshness),
(growth), (fertility),

(renewal), (vitality),

(static energy), (potential), (passivity),
(stability), (solidlity),
(constancy), (persistence),
(resilience), (contentment),
(tranquillity), (ealousy),  (money),
(irish)
(hope), (youth),

(optimism), (joy)

42



43

6 ()
(mold), (death),
(Grayish Green)  (decay), (rot), (sickness)
- (cold), (vigor),
(Bluish Green)  (aggression), (firmness)
(calming), (restful), (serene),
(Blue) (cool/cold), (peace),
(gentleness), (refreshment), (satisfaction),
(contentment), (loyalty),
(trust), (devotion), (eternity),
(harmony), (motherly love),
(passivity), (introversion), (sky),
(space), (distance),  (water),
(winter), (immortality(Chinese)), (ice),
(shadow), (boy)
(depression), (fear),
(Dull/Grayish (orief), (perdition)
Blue)
(Violet/ ( ediummeutral), | (dark/bluish), (light!
purple) reddish), (light/Grayish), (mysterious),
(ominous), (spiritualism), (space),
(regal), (terrifying),
(enchantment), (great distance),
(impressive), (dleath),
(delicacy), (pious),

(solitude), (divine love)



(White)

(Gray)

(Black)

44

(purity), (chastity),
(light), (radiance), (cleanliness),
(divinity), (weightlessness),
(eternity), (openness), (freedom),
(medicinal), (bridal),
(verginal), (antiseptic),
(innocence),
(heavenly), (Snow), (clarity),
( ) (death (Chinese)), (clouds),

(restfulness),
(depression), (Iifelessness),
(dullness),
(gloom), (noncommitment), (neutrality),
(moodiness), (drabness),
(dreariness),
(unemotional), (boredom), (colorless)

(death), (emptiness),
(annihilation), (mourning),
(limitless void), (universe), (mystery),
(witchcratft), (superstition),
(evil), (despair), (night),
(demonic), (the unknown),
(fear),  ( ) (sophistication (dress)),
(clergy (Judeo-Christian))



(Temperature of Color) (Tong)
L (Temperature of Color)
2 (Warm color) (Cool color)
11 (Warm Colors)

12 (Coal Colors)

(2538)

34 (Warm Colors) (Cool Colors)

45



2.2

2.11

212

2.13

2.14

221

2.2.2

%)

(Tong)

Kobayashi (1990)

(Vivid Tones)
(Bright Tones)
(Subdued Tones)

(Dark Tones)

(High Key)

(Low Key)

(2540)

46



Vivid
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Dark
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37 (Tone)
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(Vivid Tone)
(Dark Tone)
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" (Vivid Tone)

(Bright Tone)
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(Color) (Personality link)

(Blue)

(Yellow)

(Green)

(Red)

(2538)

(Marketing insights)

IBM

Canada
Dry

49



(Color) (Personality link)

(Orange)

(Brown)

(White)

(Black)

(Silver, Gold)

()

(Marketing insights)

50
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