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(Involvement Level Products)
szAUATNRERUg 1. AupuaniRaasdui (Product Attributes Positioning)
(High Involvement) 2. ﬁﬁuﬂixtﬂ'ﬂﬁﬁtyﬁmﬂiﬁu (Consumer Benefits Positioning)

Aug14&uA (Brand or Product User Positioning)

3. AunsldauesBudn (Specific Use or Application Positioning)

sTAUANNNEINUAN 1. funuanRreduin (Product Attributes Positioning)
(Low Involvement) 2. fnalselamMmrisinaldFu (Consumer Benefits Positioning)

3. AugflRuf (Brand or Product User Positioning)

Frunislfunasdudi (Specific Use or Application Positioning)
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1. am3nausumeNg (Rational Appeal)
2. qainauduesnnd - a1sunidu (Emotional - Humor Appeal)

3. 9ainausuesNnl - WA (Emotional - Sex Appeal)
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(Low Involvement)
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2. aimaumMuuANA (Rational Appeal)

3. qainauduesunl - waA (Emotional - Sex Appeal)
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(High Involvement)

1. s W mmfilinaa e (Telling story)
2. MslinmildaomiuAinuade (Exaggeration)
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(Low Involvement)

1. mMslnmAldanmiuaua® (Exaggeration)
2. M5 nnifinsaniFessn (Telling story)

3. mslnmunugilungllue (Metaphor and Analogy)
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