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1. wuamRudRlA TR (Entertainment) 1 3
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6 NN WLLIL 2 ANMNNe ( Double meaning) 3 15
7 nsldnmiSinnsuausaniaienisd@eta 3 15

(Mixing and Matching)
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Vv ¥ '
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10 msinmAdaudiavFennanemn (Paradox or IHusion) 1 0.5

11 nslEnwiReuyumealu 1 0.5
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armedmalslmigustnalésy 6 7.69 32 26.23
(Consumer Benefits Positioning)
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(Low Involvement)

(Double meaning)

Products) _ _
SMWIUNANY | UIUTBERT | SIUIUNRIY | SIUIUTRERY

suuvunslEnntsson Fu) (3u)
(Advertising Visualizations)
mMalEnwdiEinnsuansniuvidenis 1 1.28 2 1.64
ﬁ;ﬂuTtN (Mixing and Matching)
msldnmmsduasmafind ey 1 1.28 1 0.82
(Repetition and Accumulation)
sl miitEenaifiuaanueie 8 10.26 15 12.3
(Exaggeration)
e, 0 0 0 9.84
(Opposite View)
msldinmiidaudiaienmanemn 1 1.28 0 0
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msWnmigiafnuazinanla 1 1.28 1 0.82
(Provocation and Shock)
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(Spoof and Parody)
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(Telling story)
maldinmiiEipnumilasss (Surrealist) 2 2.56 3 2.46
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nslEnwuuuganglue 6 7.69 7 5.74

(Metaphor and Analogy)

au 0 0 0 0
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3. melinmuuugiungulue (Metaphor and Analogy)
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6. MFENMULL 2 AMNMINE (Double meaning)
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4. m3linmnsdaiauuaznisdaiden (Spoof and Parody)
sl mdiRAumiiests (Surrealist)
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nslnmiigfiminuazimnla (Provocation and Shock)

M nAdnsiAauulasdneauz@uAn (Change the product)
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