Chapter IV

Key Findings

As being product without any unique selling point to differentiate one brand from
another, creating appropriated television commercial and efficient total communication plan to
* successfully capture prospect target as well as retain the current consumers is essential for
marketers and advertising agencies of Pepsi and Coca-Cola. To magnificently distinguish itself
from competitors in perceptions of the mess consuimers, creativity in advertisement, especially

for television commercial is mandatary.

Key findings of this study are prasented in two perts.
1. Content analysis of individi:al television commercials.

2. Creative stratagy of Cola soft drinks empiloyed in television commercials.
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1.1. Analysls of Pepsl television commerclals from year 1982 — 1997
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Audio: Music: Come together 1o cheerfully celebrate.

Visual: Close up shot of a hand picking up three botties of Pepsl storing In an lce cooler.
Audio: Music: For the ultimate happiness and joy on the Pepsi day.

Visual: A close up shot of a cap being opened.

Visual: A young man drinks a bottle of Papsi,

Audio: Music: Whenever there is a celebrating and delight moment ...
MﬂhldrmMMMMEMMMMHMMMWHHMMSII“M.
Visual: A young man and his mother gather with villagers to talk and drink Pepsi,
Audio: Music: Let's drink Pepsi,

Visual Close up shot of Thal logo on Pepsi bottle. / logo

Audio; Music: Let's joyously drink Pepsi.




1. Tittle: Going Home
Year: 1982 Duration: 60 sec,

Concept: Corporate.

This television commercial attentively dramatizes Pepsi as s symbol of glorious success for
young adult by emphasizing on a story line of graduated man retuming to his rural hometown.
This incident is considered as magnificent occasion for typical Thai people because in the rural
areas there are still large number of people who are uneducated. As a resuit, people with
degree are likely perceived as distinguished and privileged persons, especially in the rural area
where education is an unafiordable issue. Scene of a young man dninking Pepsi persuasively
encourages people to position Pepsias a premium product as it is a choice of a wise person. A
scene when a young man cheerfully greeted by the joyous mother and villégers with an ice cold
Pepsi signifies that Pepsi is @ pleasant beverage for a celebrating moment. With a highlight on
achievement of the main character, this television commercial attempts to establish a
perception that people must work hard and regularly drink Pepsi to become success. The entire
story line suggests that Pepsi is one of the factors, which contributes to a young man
accomplishment. As typical young consumers usuaily seek to gain acceptance from public,
scene of a young man who is a Pepsi presenter being praised by villagers probably stimulate
them to prefer Pepsi over other competitor brands. And as one of ihe significant social problem
occurs when young peopie starl to leave their hometown o mejor city such as Bangkok, this
television commercial also aims to encourage these young people to return their hometown:.

This concept is porirayed through story fine of 2 young man returning.to develop his hometown.

Target: Y olng-consumer.

With an education-related story line, young consumers are primary aimed. However
because the television commercial porirays life of young man returing to his hometown, this
television commercial is likely to specifically communicate to young people from rural area. This
specific group of target is emphasized through the visuals of the main presenter is delightfuliy '
greeted by all villagers. This scene denotes that the specific target is a prestigious hope of their
hometown. They are encouraged to retum home to use their educational knowledge to improve

quality of their village.
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Presenter: The main character is eiaborately chosen with a typical look to create believable
perception as well as appeal to rural consumers. Other extras are ordinary people with age rank -
from small children to middle age. To certainly represent a typical rural Thai people, all

characters appearing in this television commercial are chosen with typical genuine Thai looks.

Location: As the television commercial attempts to poriray story line of a young man
returning to his rural home, the chosen locations are various from at the bus station, on the bus,
and a rural village. The selected location is aimed to reflect rural lifestyles with warm and

welcome atmosphere of typical rural village.
Logo: Pepsi Thai logo in arectangular shape.
Super: None

Language: No specific dialogue is presence because the major emphasis is on the

touching music lyric.

Music: A sentimental Thai music :score and touching lyric are intentionally designed to
inspire the target group-to-enthusiastically-return-home. The lyric dlso signifies that all villagers
and their parents wait for them to apply their skill to develop their hometown. In addition, to
signify Pepsi as a beverage, which can generate a joyous ambience for the celebrating
moment, the lyric.significantly .encourages consumers-to_consider- Pepsi as a symbol to
accompany their cheerful occasion.

"It has been four years since we léftour home. We always dream of going home.
We terribly miss home. it has been so long that we had never seen our beloved
parents. They are all eager for the day we return home.
Come together to cheerfully celebrate. For the ultimate happiness and joy on the

Pepsi day.,

Whenever there is a celebrating and delight moment ... let's drink Pepsi. Let's

joyously drink Pepsi.”
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Brand reminding devices: Wardrobe of the main presenter is designed with one of Pepsi's

identity color, blue,

Brand personality: Through the story line which dramatizes on a young man's educational
achievement, consumers are enhanced by Pepsi's personality as being successive and
celebrated beverage. Consumers a@ dramatized that Pepsi will contribute to their
accomplishment as well as fulfil cheerfulness into their lives. The television commercial
generates a perception that Pepsi is symbalic of prosperity, and achievement, This television
commercial empiocys the.self-oxpression model to'Create brand personality by stimulating
consumers to perceive a brand. as a part to express their self-identity. With the story line of a
successful young man reiurning.home 1o recsive a wide respect from others, young consumers
who want to be achieved would ook &t Pepsi as a brand with self-identity they aspire. Pepsi is
then associated, as a brand whose cultural meaning corresponds to thq person consumers
want to become. These brand personalities create self-oxpressive benefit, which becomes a
vehicle for consumers toexpress their own personality. Brand personality in this television
commercial is executed through user ‘imagery, approach, which represented by the main

character that successfully fulfills hig educationat goal and hope of his parents.
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Goling Home Croative Execution Styles Appeal Strategy source
AdvertisingExpert {1 {2 [3 [4 [5 |6 |7 |8 |9 |10 |11 |12 |Rational |Emotional [Local | Giobal
Judge #1 +* + +

Judge # 2 A + + -

Judge #3 + + +

Judge #4 + + T

Judge # 5 * + Y

TOTAL 5 5 5

Legends: 11s Demonstration / 2 Is Humor / 3.is Serlals / 4 is Animation /5 Is Roloscope /6 Is Comparative / 7 is

Infornercial / 8 is Slice-of-iife / 9 is Colebnities /40 is Testimonial / 11 is Vignettes / 12 is Problern & Solution execution
slylas

Analysis from four people working in advertising professicn and researcher significantly reveals
that Pepsi's “Going Home” commercial employs slics-of-life creative execution style with
emotional appeal and local strategy source to create an appealing television commercial to

attract prospect consumers.
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Visuak: A man who holds glass of Pepsi in his hand looks atawoman.
Audio: Music: Why do you pretend to be ai fight when deaply you really miss me?

Visual: A product shot of Pepsi being poured into Pepsi piastic glass.
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Audio: Music: Lel's forget the argument énd réstart together.

Visual: A man drinks Pepsi and turns to happily cheer with his friends

Audio: Music: Come togethet lo j6yously telebrate and réfresh with Fepsi)

Visual! B iray With plefity'of Paps| in plasic glass, '

Audio: Music: Let's joyously drink Pepsi.

Visual: Everyone cheerfully drinks Pepsi. / logo.

Audio: Music: Lat's joyously drink Pepsi,
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2. Tittle: Love Theme
Year: 1962 Duratlon: 60 sec.

Concaept: Happiness.

This television commercial aim to promote Pepsi among teenager targets whose lifestyles is
highly involved in love and romance topics. It features a story line of young couples who
recently had an argument and they are too arrogant to make up with each other. However
deeply in their hearts, they impatiently want to happily.-reunite. At last when they accidentaily
meet at the restaurant, a man decides to presents a bottle of Pepsi to a woman. Finally, a
woman forgives and joyously.makes up with her boyfriend. Then their friends who join in with
handful of Pepsi delightfully.cheer them.

The main message of being a beverage to delicately bring cheerful, rejoicing and gladness
into consumers’ lives is what Pepsi wants fo get across all consumers. The climax when a
woman decides to reconcile right after & man hands her & bottle of Pepsi is a significant scene
to stre'ngthen this concept. Consumers are emetionally explored to a percepiion that Pepsi is a
magnificent jubilation creator. Pepsi becomes a beverage for a pleasant and gratified moment
which can magically tums negative inio positive outcome. The happiness concept is
significantly dramatized with & scene wheii-the couples-and-iheir friends cheerfully celebrate the
enjoyable occasion with Pepsi.

The television commercial also attempts to induce usage behavior both in-home and out-of-
home format among young, consumers..It is because young.consumers typically consume soft
drink beverage out-of-home. As 2 result, Pepsi attempts to motive them to purchase and
consume Pepsi in-home as well. Thedenonstratiof) of in-Home cansuiption habit is portrayed
in the very first scene when a young man depressingly sits in his bedroom and drinks Pepsi to
console as well as cheer up himself. The particular scene also symbolizes Pepsi as a
supportive friend to make people feel happier. The out-of-home usage is signified with a
restaurant scene when the couples get together and happily share Pepsi among friends. This
television commerciat efficiently associates young consumers to the brand by addressing typical

youth's basic human need of being involved in a relationship.
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Target: Young consumer, especiaily the collage student.

According to sentimental story line, romantic music, and youth presenters, this television
commercial primarily aims to communicate to collage student targets who have greater chance
to involve with ali situations presented in this television commarcial. The story line of this
commercial has greater opportunity to associate to young targets whose lives typically focus on
passionate relation, quarrel with their boyfriend or girlfriend, and hanging out with friends
outside the house. Therefore when young target view this particular commercial, they will easily
get the massage which Pepsi is trving to deliver to them, Since the story line is relevant to their

experiences, they are likely to perceive Pepsi as an.essantial part of teenagers’ lives.

Presenter: The main characters of this television commercial are young man and woman
with good looking and individualistic personality. In order to appeal te young generation target,
both presenters and extras accompanted as friends are designed with characters and attitudes

to represent typical teenagers.

Location: In order to harmonize with the concept fo establish both in-home and out-of-
home consumption, the television commercial employs setting of bedroom and animated

restaurant. Featuring personal-space as bedroom helps relating the story line closer to

consumers.

Logo: Pepsi's red, biue, and white rectangular shaped logo in English.

Super: “ The most delighted moment ... drink'Pepsi for joyous refreshment.” in Thai.

Language: No specific dialogue is presence because the major emphasis is on the

touching music lyric.

Music: A sentimental Thai music score and touching lyric are elaborately designed to
harmonize with the romantic story line. As young targets are quite sensitive, the music attempts

to relate the commercial with consumers’ personal love experience. The music score at the
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beginning scene is very siow and sad, but as the couple reunite the music score is immediately
changed to a fast and delighted tune to boost up consumers’ emotion.

“When | do not have you by my side... wherever | am, | feel terribly lonely.

It seems like the world is empty. | am so isolated. Why do you have to be so cruel?

Why do you pretend to be all right when deeply you really miss me?

Let's forget the argument and restart together.

Come together to joyously celebrate and refresh with Pepsi.

In the happy day and the most delight moment ...

Let's joyously drink Pepsi. Let's joyously dtink Pepsi.”

Whenever there is a celebrating and delight moment ...

let’s drink Pepsi. Let's joyously drink Pepsi.”

Brand reminding devices: Papsi's blue identity color is presented in wardrobes of both

main characters.

B;'and personality: Romantic personaiity is reflected through the relationship basic, model
which consumers consider the brand as a friend who proﬁides love, and caring. The scene
when a woman joyously reunites-with her boyfniend right after she is presented with a bottle of
Pepsi encourages young consumers fo perceive Pepsi as someane who they can rely on to
help solving their romaniic relation.

Brand personality of this commercial is presented through executional elements
approach such as_the touching music and. sentimentat visual direction.to make the commercial

appeals to young-target.
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Audio: Music: Let's joyously drink Papsi.
12. Visual: Teenagers are enjoying the concert while the lead singer drinks Papal.
Audig: Music: Let's joyously drink Pepsi,

63



3. Tittle: Rock Concert

Yeoar: 1983 Duration: 80 sec.

Concept: Teenager's lifestyles.

As teenager’s lifestyles is the key concept of this commercial, this television commercial
directly communicates to young target through enteriaining music activity. The entire
commercial portrays lifestyles of young target in several different ways to demonstrate that
despite type of activities young consumers are engaged, Pepsi could be part of all enjoyable
moments, The story line encourages consumeérs to include Pepsi in their daily life as well as to
consume Pepsi both in-home and out-of-home patiern. For example, the commercial presents
scenes of people pleasantiy drink Pepsi with friends at-home, group of teenagers remarkably
choose Pepsi while dining at restausant, and people drink Pepsi while attending a rock concert.

In order to successfully.motivate as well as atiract young consumers, celebrities endorser
such as popular DJ, and ide! rock star are employed. The appearance of celebrity endorsers
helps reinforcing a positive image as well as generating greater brand preference among the
target. The commercial engages music theme, as the most significant element to symbolize that
Pepsi is a young and restless beéverage for youth, To perfectly support this concept, all scenes
of this commercial visually associate Pepsi and young coensumers with music activities such as

listening to a radio and attending the rock concert.

Target: Young consumier,

With the music aclvity related story line and portrayai of teenagers' lifestyles, young
consumers are meain emphasis. The story line encourages young consumers to gather around
and use music activity to wisely spend their leisure time. As'young consumers are target group
who spend thé highest,onsoft-drink product; the.commercial-portrays-both-in-home and out-of-

home consumption patterns to induce usage habit among young target.

Presenter: Number of young presenters of all genders is highlighted to harmonize with the
main objective to capture young consumer target. These energetic look presenters are

presented with attitude of out going teenagers who attract o dynamic music activity.

64




Location: To encourage target consumers to extend their consumption behavior, both in-
home and out-of-home settings are chosen to extend their usage. The locations of this
commercial are places where typical young consumers probably hang out with energetic friends

such as, restaurant and concert event.
Logo: Pepsi’s red, blue, and white rectangular shaped logo in English.
Super: “ The most delighted moment ... drink Pepsi for joyous refreshment.” in Thai.

Language: No specific. dialogue is presence because the major emphasis is on the

compelling music activity.

Music: In order to sucgessfully captures attention of young targets who are active and
dynamic, rock music performed by popular rock star is employed to stimulate consumers'
interest in Pepsi. The music of this commercial'is highlighted to dramatize that Pepsi and music
is possibly generating enlivening atmosphers for everyone at all places and times.

“ Wherever we are, ietimusic be a device to generate our happiness.

Let's sing an entertaining song ¢ increase the ultimate joy in our lives.

Come together ... come together for cheering moment.and refreshment with Pepsi.
In the happy-moment and the most delight occasion-...

Let's joyously drink Pepsi. Let's joyously drink Pepsi.”
Brand reminding devices:-Nore

Brand_personality:’ Active "personality is generated through the self-expression model
which consumers see the brand as vehicle to express a part of their self-identity, and lifestyles.
As the commercial portrays scenes of out going young consumers who pléasantly spend their
leisure time with music activities which are typical lifestyles of youth prospect target would
develop a perception of Pepsi as a beverage to keep them in trend.

Brand personality of this commerciel is highlighted through user imagery approach

portrayed in characters of all young presenters who involve in entertaining activity.
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Rock Concert

Croative Execution Stylos -

Appeal

Strategy source

Advertising Expert

3

4
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7
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T

Rational | Emotional

Local Global

Judge #1

Judge # 2

Judge #3

Judge #4

Judge #5

TOTAL

Legends: 1 is Demonstration / 2 is Humor /3 is Senals/ 4 is Animation / 5 Is Rotoscope / 6 is Comparative / 7 is
Infornercial / 8 Is Shice-of-itfe / 9 is Celebiities /10 is Testimonlal / 11 is Vignettes / 12 is Problemn & Solution execution

styles

Analysis from four pecple working in advertising profession and researcher significantly reveals

that Pepsi's “Rock Conceri® commercial employs celebrities creative execution style with

emotional appeal and iocal sfrategy source to create an appesling television commercial to

attract prospect consumers,
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Audio: Music: Let's cone 2o drink Pepsl.
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Audio: Music: Wherever you are? ...
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Audio: Music: Whateve yol aré? :

Vigual: Rung Rockeestia sings with choflses!

Audio: Music: Let's step into a modemization era with seif-satisfaction.
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Audio: Music: We drink Pepsi for its incomparable taste,

Visual: Close up shot of a hand passes Pepsi bottle to someone else’s hand.

Audio: Music: Wa drink Pepsi for the satisfied ice-cold tasts,

Visual: Group of leenagers performs breakdance and drink Pepsi,

Audip; Music: We drink Pepsi for ils incomparable taste,

Vigual: A man carrles Pepsi ice cooler around to share Pepsl among others.

Audio: Music: We drink Pepsi for the satisfied ice-cold taste,

Visual: Man performs breakdance and passes Pepai to others.

Audio: Music: We drink Pepsi to overcome thirst,

Visual: Janitor drinks Pepsi and dances with a girl,

Audio: Music: Good ... good ... good the mast delighted moment ... Pepsi

Visual: Choruses cheerfully drink Pepsi together.
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Audio: Muslc: The advanced taste with icy refreshing exparignce.
17. Visual: Everyone happily stands in front of a karge Pepsi wall./ logo / super
Audio: Music: Pepsi ...drink Pepsi.

4, Tittle: Rehearsal

Year: 1984 Duratlon: 60 sec,

Concept: Teenag.er's lifestyles,

The television commercial aims {0 communicate to young consumers whose lives involve
with music lifestyles and activity. The story line features group of young consumers who are in
collage year gathering to rehearse for a concert. Several scenes show some people are setting
stage equipment, some musicians are practicing, and some dancers are exercising their
performance. Using a wealisknown rock star, Rung Rockcestra in the commercial helps sparking
young consumers’ attention. As some of the activities employing in the commercial such as
breakdance and modem dance are considerad as fashionabie issues for public in those days,
the commercial symbolizes Pepsi as a beverage for young trendy people.

'i'he commerciat also encourages teenagers to drnk and share Pepsi with their friends for
refresﬁing experience. This congept is reflected through visuals of Pepsi botties are passed
from one hand to others. These Scenes are highlighted at the same time when the music lyric
“come together to drink_Papsi®is signified. It _also-presents-scene of teenager male walking

around with Pepsi ice cooler to actively shares Pepsi with all people.

Target: Young consumer.

Young consumers’are intentionally aimed as primary target through portrayal of teenagers’
lifestyles, activities,-and presenters.With the mentioned-elements) Pepsi-atterhpts to position
itself as friend of collage level students who significantly involves in music activity. The story line
reminds as well as ehcourages young consumers to include Pepsi in activity they are doing with
friends. The concept of sharing Pepsi is to induce trial from new prospect tai'gets that happen to

expenience refreshing taste of Pepsi through their friends.
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Prasenter: The television commercial highlights on teenager presenters who are
independent and active to be consistent with the dynamic story line. A famous rock star is
"‘exclusiveiy endorsed to stimulate consumers’ interest as well as being an efficient middleman to

communicate Pepsi's music activity concept.

Location: An indoor studio is set as place to be assumed as somewhere in collage where
students could gather for music rehearsal. The particular location is designed to establish
positive relationship with consumers who are in collage because this specific target has high

potential to become a regular consumer,
Logo: Pepsi's red, blue, and white rectangular shaped logo in Thai painted on the wall.
Super: “ The most delighted.momenit ... drink Pepsi for joyous refreshment.” in Thai.

Language: No specific dialogue is presence because the major emphasis is on the

compelling music acti\-lity.

Music: An active music scora is désigned to harmonize with the story line which people are
rehearsing concert. The lyric attempts to deliver three messages ta young consumers, The first
is to encourage them to share Pepsi among friend, which wouid-benefit in new product trial. The
second is to establish a perception that Pepsi is a beverage for modern and fashionable people
who seek to be advanced in all aspects. The third js to highlight that Pepsi offers the greatest
taste and a definite refreshing-experience. It also-aims to'claim Pepsi'as the number one taste
in Cola soft drink.category,

“Pepsi Pepsi ... let's come to drink Pepsi.

Let's come to joyously refresh with the advance taste.

Drink Pepsi to always refresh. Let's come to drink Pepsi.

Wherever you are ... wherever you are. Let's step into a modernization era with
self-satisfaction.

We drink Pepsi for its incomparable ta's"te.

We drink Pepsi for the satisfied ice-cold taste.
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We drink Pepsi to overcome thirst. Good ... good ... good the most delighted
moment ... Pepsi. The advanced taste with icy refreshing experience. Pepsi ...drink

Pepsi. “
Brand reminding devices: None

Brand personaiig: Modemistic personality is dramatized through the self-expression
model which consumers see the brand as vehicie to express a part of their self-identity, and
lifestyles. As the commercial emphasizes scenes of active young consumers engaging in music
related activities and the music iyric also reinforces a perception that drinking Pepsi a step to
bring people into a modernization, consumers are fikely to develop positive attitude towards
Pepsi. It becomes a heverage to exprass thair independence and energetic lifestyles. Drinking

Pepsi then becomes an approach to express modernized characteristic.
Brand personslity of this cammercial is highlighted through user imagery approach

presented by characteristics of all young presenters who are delightfully having a good moment

with Pepsi in music activity.
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Rehearsal Creative Execution Styles Appeal Strategy
source

Adverfising Expert TTZ[F [ [5[6]7 [e 010 [11 |12 | Rational Emotional |Local |Giobal

Judge # 1 + + +

Judge #2 * + + ,

Judge #3 ‘ + + +

Judge #4 + + +

Judge #5 + * +

TOTAL 3|1 1 1 4 4 1

Legends: 1is Derﬁons#ation /21§ Hurnor# 3 is Serjals / 4 is Animation / 5 is Rotoscope / 6 is Comparative 7 7 is

Infomercial / 8 is Slice-of-ife / 8 isiCelahgties / 10 is Testimanial / 11 ig Vignetias / 12 is Problemn & Solution execution
styles

Analysis from four peopia weorking in advertising profession and researcher significantly
reveals that Pepsi's “Rehearsal” commercial employs slice-of-life creative execution style with
emotional appeal and local strategy source to create an appealing television commercial to

attract prospect consumers.
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Visual; Richie sings and 6 audiences joyously dance with Pepsi glassed.
Audio: Music: Pepsi feels 20 right. )

Visual: Richie ends his performance and the audiences raise Pepsl glasses 1o drink.
Audio: Music: Pepsi feels 50 right ... right

Visual: The antife, concart venus s cavefed with countiess cheerful pecple./ logo /Buper
Audio: Music: Pepsi feels so nght.
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5. Tittle: Lionet Richle

Year: 1985 Duration: 60 sec.

Concept: Music.

This television commerciat is the first to announce "Pepsi New Generation” theme to all
consumers. It aims to position Pepsi as a beverage for modernized consumers who live a
trendy life. It attempts to promote young consumers to establish a perception that Pepsi is lively
and young. Consumers are motivated to chogse Pepsi over its competitor because it is a
symbol of contemporary and pregressive. With anew theme line, Pepsi successfully dramatizes
that other Cola soft drinks are out-of-dete and suitable for conservative consumers. The
commercial persuades young.eonsumers to choose Pepsi to enhance their stylish image.

To successfully reinfoice this concept, famous éinger Lione! Richie is endorsed for a
remarkable impression. Moreover, as Richie is the world's most popular celebrity, his presence
supportively symbolizes Pepsi as an inl demand beverage. The popularity concept is also
highlighted through scenes where numerous consumers are holding glasses filled with Pepsi
and eicitingly watching concert. This comrercial intentionally aims to attract target consumers

through music marketing, which generates colorful aspecis into young consumers' lifestyles.

Target: Young consumer.

With an introduction of new theme line, this commercial primary aims to appealingly
communicate to young consumers. it aﬂemptg to encourage young consumers to choose Pepsi
as a symbol to_express.their modemizad characteristic. As typical young consumers are
attracted to amusing topics 'employed by this commercial, fame and entertainment activities are

featured-to consistwith their desire;

Presenter: As Lionel Richie is a well-known star, he is endorsed to provoke a perception
that Pepsi is a popular beverage for young consumers, His appearance and teenager extras
help reinforcing ™ New Generation “ statement. Presence of Richie who is African-American
indirectly promotes young people to change their discriminated attitudes towards minority. Teen

extras of diverse races and genders convey that Pepsi is an well-accepted brand among

people.
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Location: An indoor studio location is set as a place where countless people gather to
witness Richie's powerful performance. The designed location is fully decorated with colorful

neon light signage to harmonize with the active story line.
Logo: Pepsi’s red, blue, and white rectangular shaped logo in English.
Super: “ Pepsi New Generation " in English,

Language: No specific dialogue is presence because the major emphasis is on the

compelling music activity,

Musie: Performing by Richig, the energalic music is designed to harmonize with the “ New
generation” concept. The lyri¢ significantly encourages youth notto be hesitated to do what they
want to do.

“ We are the new generation. Got o get down before the magic slips away.
Pepsi feels so right, dancing till the sunshine.

Pepsi feels so right. Pepsifeels so right ... Pepsi feels so right. *
Brand reminding devices: Pepsi identity colors are associated through outfits of all extras.

Brand personality: Popular personality is emphasized through.the self-expression model
which consumers-see-the brand’as vehicle to'express-a part of their self-identity, and lifestyles.
As the commercial\portrays Lionel-Richiejand introduces-a,new,“New Generation” theme line,
target consumers are motivated to perceive Pepsi as a beverage for contemporary peopie who
seek popuiarity. |

Brand personality of this commercial is presented through endorser approach which

Richie’s popularity image could be symbolized with Pepsi.
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Lionel Richie Creative Execution Styles Appeal ~ Strategy

_ source
AdvertisiigExpert 1 (2 |3 |4 |5 |6 [7 [6 ]9 [10 |11 |12 | Rational |Emotional |Local | Global
Judge # 1 + I )
Judge # 2 +* + *
Judge # 3 * o+ *
Judge #4 + + +
Judge # 5 + + +
TOTAL 5 1 4 5
Legends: 1 is Demonstration / 2 Is Humor /3 is Serials / 4 Is ation / 5 Is Rotoscope /6 Is Comparalive / 7 Is

Infomercial / 8 is Slice-of-ife / 9 is Celebiities /10 is Testimonial / 11 is Vignelies / 12 is Problem & Solution execution
siytes

Analysis from four people working in adveriising profession and researcher significantty reveals
that Pepsi's “Lionel Richig” commercial amploys celebrities creative execution style with
emotional appeal and global sirategy source to create an appealing television commercial to

attract prospect consumers.
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Audio; Music: Our lives 75 fulfiied with fove. A
9.  Visual An Asia female audience hands Pepsi bottla 1o Tina. n
10. Visual: Tina and Anchalee sihg together. ' el
Audlo: Music: We've got the taste.

11. Visual: The audiencas joyously cheer,

6. Tittle: Tina & Anchalee

Year: 1986 Duration: 60 sec.

Concapt: Music.

This television commercial attempts to position Pepsi as a modern and world-class product,
which successfully gains popularity from consumers around the world. With a music marketing
approach, consumers are also acknowledged that Pepsi is a beverage to bring Thai people into
a world standard. Consumers' positive attitudes are developed towards Pepsi as a beverage to

give Thai people a challenging oppartunity to express their talent to compete in international
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levol. Tha commercial motivates young Thai to be courageous to chase their dreams. This
concept is revealed through a concert scene where Thailand's famous female rock star,
Anchalee delivers her outstanding performance on stage. She is presence with world’s famous -
star in front of countless American audiences. The story line demonstrates that a singer from
Thaiiand could successfully gain a magnificent acceptance from alt audiences. This commercial
employs music marketing approach with presence of Tina and Anchalee to attract youth targets.
Appearance of both cetebrities symbolizes that Pepsi is the only soft drink chosen by trendy and

sophisticated people.

Target: Young consumer.

As the commercial empioys music marketing as a significant highlight, primary target of this
commercial is young consumers who consider music as part of their entertaining lifestyles. The
theme line “New Generation” is intentionally aimed to position Pepsi as a beverage for
modemized young target. Appearances of the famous stars supportively atiract attention from -

young consumers who consider the celebrities as their idol.

Presenter: In order to denote Pepsi's magnificent power in Cola soft drink cetegory, this
commercial endorses world's top reputation stars, Tina Turner and Thailand's most popular
singer, Anchalee to position Pepsi as a leader in music marketing. These powerful celebrities
are spectacular magniels to draw attention from young prospect targets that are Pepsi most
desire target. With presefice of both stars, Pepsi is enhanced as being a Cola beverage for

modernized consumers who seek to live-colorful and energetic lives.

Locatlon: Alocation of an indoor auditorium which.can contain more than hundred people
is chosen to correspond with the ‘story line of the spectacular concert event-The stage is
designed with colorful lighting and powerful sound system to mark a significant occasion when
Thailand's famous rock star performs with the v;fodd's greatest singer, Anchalee is exclusively

fiown to the United States to shoot this particular commercial.

Logo: Pepsi's red, blue, and white rectangular shaped logo in English.
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Super: “ The taste for new generation " in Thai.

Language: No specific dialogue is présence because the major emphasis is on the

compelling music activity.

Muslic: A compelling music with lyrics In both Thai and English are excitingly designed to go
along with concept which two famous superstars from different parts of the world meet and
deliver a powerful performance. To strengthen Papsi relationship with young consumers, the
lyric attempts to reinfofca Pepsi as the only brand.who.can generate happy moment in their
lives.

* We step forwards.iogather to a graater opportunity.
We are happy with Papsi. Papsi is the only thing we desire.
We are happy with Fepsi. Our lives are fulfilled with fove.

We've got the taste. *

B['and reminding devices: A large neon signage of Pepsi is highlighted as stage

hackground.

Brand personallty: Encourage personality is_emphasized-through the relationship basis
model, which emphasizes on people’s relationship with a brand. With the compelling story line
that Pepsi supports Thai star to go internationally, people are enhanced to consider Pepsi as s
friend who provides support and respect.to.encourage them to.chase.their goal.

Brand personality of this commercial is presented through endorser approach which young
consumers are thrilledto see Pepsi's significant powerto have Superstars from different parts of

the world perform together in front of countiess American audiences.
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Tina & Anchalee

Creative Execution Styles

Appeal

Strategy source

Advertising Expert 112131415 ]|¢

7T(8le

10

1"

12

Rational | Emotlonal

Local Global

Judge #1

Judpe # 2

Judge # 3

Judge #4

Judge #5

TOTAL

Legends: 1Is Demonstration / 2 is Humor /

Is Serigls /

4 is Animation / 5 is Rotoscope /

6is Comparative /7 is

Infomercial /8 is Slice-of-ife / 9'1s Caiabrities /10 is Testimonial / 11 Is Vignettes / 12 is Problem & Soiution execution

styles

Analysis from four peoplg'working in advertising profession and researcher significantly reveals

that Pepsi's * Tina & Anchalee ” commercial employs calebrities creative execution style with

emotional appeal and global sirategy source (o create an appealing television commercial to

attract prospect consumers.
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Visual: J. Fox looks lrplumrj.l
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Visual: He seems curious and mz« i Ia the copy paper to drink.
. Visuat: A nerdy lady tums to look at J. Fax who drinks the snlire can,
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Visual: J. Fox rolls a mmnmmmﬂmnmadmﬁmﬁmm
- Visyal: J. Fox tums to sheo back at e nerdy man. -
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4 &
Tittle: . Fox
Year: 1986 Duration: 30 $ec.

Conceapt: Teenager's ifestyles,
This television commercial dramatizes that with a magic of Pepsi, all things can happen and

every trouble could be magically solved. It stimulates consumers to have a faith in themselves

because when they develop belief in themselves, they will have courage to do anything, With

the compelling story line and an animated characteristic of Michael J. Fox who dresses and acts

differently from everycne in the scene, the commercial motivates consumers to be liberate and

daring to do whatever they think it is right. It supports consumers {o be independent and be

brave to be different from the rest because Pepsi thinks that if people keep following the rule,
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they will get trapped in théhsléln-'ne perception and attitude. As a result, no innovative contribution
will ever be initiated. Therefore the story line of this commercial presents scenes of the main
character energetically breaks traditional rules of library to experience Pepsi's magicai moment.
The commercial symbolizes that when people always emphasize on the existing regulations,
they would end up as a conservative person as portrayed as extras in the commercial.

This concept is initiated to mark the magnificent introduction of Pepsi can, which is
distributed through the vending machine. it suggests consumers not to hesitate to try Pepsi new
format. They are encouraged to break away from the typical drinking habit. The commercial
attempts to induce trial in young consumers who usually seek for innovative thing to be in

fashion and stand out from others.

Target: Young consumer.
With story line of youth's lifestyles, and appearance of teen idol, Michael J. Fox, this
commercial eiaborately aims to stimulate young consumers’ attention. Young consumers would

also be easily associated themselves to the familiar focation of a fibrary.

Presenter: To create an appealing’commaercial for young 'target‘, Pepsi endorsed Michael J.
Fox, a popular teen star to symbelize Pepsi as young and energetic beverage for consumers
who see themselves as-lively, witty, and animated. Humorous characteristic of Michael creates
a friendly relation between Pepsi and consumers. He successfully positions Pepsi’s as a brand

with independent and adverturous attitudes.

Locatlon: Pepsi chooses library, a typical place where young people are probably famitiar
to associate the brand-to consumers. As library usually\has, number of strictregulations, it is a
proper place to demonstrate a significant concept to encourage young consumers to be

individual and dare to break the rule for new innovative idea.
Logo: Pepsi’s red, biue, and white rectangular shaped logo in English.

Super: “ The taste for new generation ” in English.
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Language: No specific dialogue is presence.

Muslc: As a story lina of this commercial is quite mysterious, no specific music is performed
to dilute climax and concept. Only especial sound effects of the main character's arousing
actions such as tearing a paper, drinking Pepsi, and throwing Pepsi can into a bin are

compelling featured,

Brand reminding devices: Pepsi vending machine and a color photocopy of Pepsi can are

emphasized.

Brand_personality: innovative  personality is emphasized through the self-expression
model which consumers seg'the brand as vehicle to express a part of their self-identity, and
lifestyles. With the originative story/line as welt as the cutting-edge performance of the main
character, this commercial encourages young consumers to develop aftitudes that drinking
Pepsi wouid make them lock as creative as the commercial portrays.

Brand personality of this commercial is presented through endorser approach, which
symbolic of the Erand is transferred to consumer through epigrammatic and fanciful

personalities of the famous Michael J. Fox.
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Michael! J. Fox Creative Execution Styles Appea! Stratagy source
Advertaing Expei {9 (2 15 T4 (5 [6 (7 (8 [8 110 |11 |12 | Rational |Emotional [Local  |Global
Judge #1 * - Y
Judge #2 + + +
Judﬁe #3 + + Y
Judge # 4 + _ + Y
Judge #5 + + +
TOTAL 1 4 5 5
Legends: 1 is Demonstration /2 is Humor /. 3.is Serials / 4 Is Animalion / b is Rofoscope / 6 Is Comparative / 7 Is

informercial / 8 is Slica-of-life / 8 js Cslebities /10 is Testimonial / 11 is Vignettes / 12 Is Problem & Solution execution
styles

Analysis from four people warking in advertising profession and researcher significantly reveals
that Pepsi's “Michael Ji Fox™ commercial employs celebrities creative execution style with
emotional appeal and global strategy source to create an appealing television commercial to

atftract prospect consumers.
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Visual: The other astronaut smile wpﬁuubcmmélﬁm
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Year: 1986 Dliration: 30 sec,
Y

Concept: Teensger's lifestyles,

This television commerciel attempts to dramatize that with the ultimate refreshing taste of
Pepsi, nd, arié/colld éver resist ot to drinklit! it demaristrates that Pepsi\is popuiar among
consumersiwho actively drink Pepsi regardiess of place and time, As the commercial portrays a
story line of astronaut in a spaceship chasing for a bottle of Pepsi, this commercial attempts to
claim that Pepsi is universal and superior than its competitors. It symbolizes that Pepsi is a
standardized bm;raragu. which successfully gains acceptance from public and expertise. As the
story line presents that Pepsi is preferred by American astronaut, it is trying to take away Coca-
Cola's long time positioning of being an American identity. It signifies that the era of Coca-Cola
is over. For the young modern energetic generation, Pepsi Is suggested to be their choice. The
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scene when two astronauts are taking a break and desiring to drink Pepsi signifies that Pepsi is

a beverage for relaxation moment.

Ta[gét: Young consumer.
The active story line is designed to attract young consumers who are potentiai target which

Pepsi wants to capture from its competitors. These young consumers are persuaded to think of

Pepsi as energetic and modern beverage.

Presenter: Yo reinforce the concept of being @ beverage for young target, two main male
presenters with animated characlerisiic are-employed..As both presenters are young adults,
consumers are suggested that Pepsi'is appropriated for young consumers who are lively and

cheerful.

Locatlon: A setting of spacaship is set to strengthen product concept of being a universal

product for cheerful and energetic consumers.
Loga: Pepsi's red, blue, and white rectangular shaped logo in English.
Super: “ The taste fornew-genaration™in-English;

Language: No speciiic dialogue is presented. Only few conversations between presenters

are highlighted to_ encourage people to drink Pepsi.

Musle: A classical-music.score-is.designed to contrast-with the)lively and futuristic story for

interesting.ambient.

Brand reminding devices: None
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Brand_personality: Popular personality is signified through the self-expression model

which consumers see the brand as vehicle to express a part of their self-identity, and lifestyles.

With the energetic story line, this commercial encourages young consumers to develop

attitudes that drinking Pepsi would help pasitioning them as popular and in-demand person.

Brand personality of this commercial is dramatized through executional elements approach

of choice of music, visual direction, and story line those supportively make this commercial

appeals to young target.

[Float Creatlve Execution Styles Appeal Strategy source
[AdvertisingExpert |1 (2 |3 |4 |5 ]6 |7 |8 |8 |10 |44 |12 | Rational |Emotional |Local | Global
Judge #1 + + +
Judge # 2 + + ps
Judge #23 + * *
Judga #4 + py r
Judge #5 + + ry

[ TOTAL 5 5 5

Lesgends: 1 is Demonstration /2

styles

s Humor /-3

is Serlals / 415 Anima

/5 Is Rotoscope / 6 Is Comparative /7 is
Infomercial / 8 Is Siice-of1ifa /8 is Celebrities / 10 Is Testimonis! / 11 1s Vignettes /12 is Problem & Solution execution

Analysis from four people working in advertising profession and researcher significantly reveais

that Pepsi's “Float", commercial employs humor creative execution style with emotional appeal

and global strategy source to create ancappealing television commercial“td attract prospect

consumers,
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This television commercial symbolizes Pepsi as a signage of new beginning. It encourages

young consumers fo believe in themselves and be courageous to do some innovative things.
ﬂmsmnahhanhoﬂrpmmﬂmduddaluarﬂarhloﬂmvmdiﬂg machine suggests young
consumers to develop new creative way of thinking. It suggests consumers to be adventurous
and chivalrous to encounter something they have never experienced before.
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The scene of both presenters pleesantly drink Pepsi in a place where all people are
ultimately having joyous time drametizes lifestyles of new generation who believe the true
meaning of life is to be bold for the maximum fun. The commercial aiso signifies Pepsi as a
beverage to supportively create an enjoyable moment and stimulate a colorful movement in

consumers’ {ives,

Target: Young consumer,
Young consumers are aimed to perceive Pepsi as a symbol of fun and entertainment, which
playfully fulfils their energetic lifestyles. The cormmercial suggests young consumers to drink

Pepsi because Pepsi will generate ultimate moment of pleasant and fascination.

Presenter: Two young agfive.male (eenagers are chosen to successfully communicate to
youth targets who are the primary potential target of Pepsi. The presenters are ensured to be
able to convey that drinking Pepsi with friends will generate numerous funs., They persuasively
support young consumers io be courageocus 1o face unexpected moment. Gloria Estafan a
popular singer is endorsed 0 use her dynamic appearance to captivate interest from young
target. As she is considered as a.significant teen idol, she successfully signifies Pepsi as an

absolute beverage for youth.

Location: An indoor location of discotheque is highlighted-to accompany the entertaining
story line as well as caplure attention from young energetic consumers. Choosing a typical
place where young consumers Could ‘@asily associate fo, helps_generating greater appeal to

target group.
Logo: Pepsi's red, blue, and 'white rectangular shaped logo from a can is highlighted.
* Super: “ The taste for new generation " in Thai.

Language: No specific dialogue is presented because the highlight is focused on dynamic
story line and arousing music performed by Gloria Estafan who delivers powerful performance

as magnificent magnet 1o attract young farget.
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Music: A thrilling music performanca by Gloria is emphasized to dramatize that Pepsi is a
factor to create dazzling and animated moment for all consumers. The spectacular music helps
reinforcing Pepsi's position of being a beverage for new generation that seeks to live the

enlivening lifestyles.

Brand reminding devices: Pepsi's identity blue color is portrayed through outfits of main

characters and Gloria Estafan,

Brand personality: Entertaining perscnality is-reflected through the self-expression model
which consumers see the brand as vehicle 1o express a part of their self-identity, and lifestyles.
As the commerciai emplovs apowerful performance of Gloria Estafan and a pieasantl moment
of the presenters and friend, consumers are encouraged fo perceive Pepsi as dynamic
beverage, which contributasto consumers’ happiness,

Brand personality of this commercial is' dramatized through endorser approach, which

symbolic of the brand is transferred to consumers through thrilling appearance of Estafan.,
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[Miami Sound Croative Execution Styles Appeal “Strategy
Machine . source
[Advertising Expert (1 |2 |3 14 [5 |6 (7 |8 [9 |10 | 11 |12 | Rational | Emotional |Local |Global |
Judge #1 I + ry
Judge # 2 + + Y
Judge # 3 + + +
Judge # 4 + + +
Judge #5 * + +
TOTAL 5 5 5
Legends; 1is Demonstration / 21 Fumor /3 i Serlals / 4 is Animation / 5 s Rotoscope / 6 is Comparative 7 7 Is

infomercial / 8 is Slice-of-iife / 9 is Celebyities / 10 ks Testimonial / 11 is Vignettes / 12 is Problem & Soiution execution
styles

Analysis from four people working in advertising profession and researcher significantly reveals
that Pepsi’s “Miami Sound Machine” commereial employs calsbrities creative execution style
with emotional appeal and glabal stfategy sourca (o create an appealing tetevision commercial

to attract prospect consumers.
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Audio: Music: With the of new generation
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Audio: Music: Papat... vour Pepsi

Year: 1987 " Duration: 60 sec.
Concept: Music.
This television commercial endorses the populer band, Chaliang to signify that Pepsi is a

beverage to overcome boredom. It dramatizes that Pepsi is a source of fun and amusement

which young targets are looking for. This commercial aims to stimulate young targeis to

consider Pepsi as origin of cheerfulness that could make everyone happy and jubilant. This

concept is enhanced with scene when the band members use Pepsi can and bottle to joyously
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create a music tune which visually symbolizes that Pepsi generates pleasant moment. it
suggests that even there is no extraordinary element, if only the consumers have Pepsi in their
home, the definite enjoyment could possibly initiate. |

The commercial also attempts to encourage consumers to develop an in-home
consumption habit with scene of the band members in a house setting. It foresees that an in-
home consumption would be another way to generate greater sales because having Pepsi at
home, consumers would have greater opportunity to see the brand. And this familiarity will

finally lead to brand preference and brand loyalty.

Target: Young consumers.

A presence of Chaliang hand who widely gains populerity from young target during that
period of time, supportively makes ihi¢ commercial becomes a main attraction among young
consumérs. Humorous and @asy-going tharacténstics of the band members enhanced young
consumers to develop positive attitude towards the brand. Pepsi successfully employs music
marketing to capture young consumers because these consumers are believe to be the largest

groupé who attractively emphasize on music activity.

Presenter: A popular band is &ndorsed to make this commercial appeal to young
consumers. it also generates percaption of Pépsi as a popuiar band among target consumers.
This helps reinforcing Pepsi's image of being a beverage for new generations that always seek

for trendy and fashionable lifestyles.

Location: As-typical young-consumers'are likely-to consume soft-drink out-of-home, an in-
home setting, isidesigned to,persuade this pacific consumers to developnew consumption habit.
This location” also harmonizes with characteristic of the endorsed band members who have
relaxing and tranquil personality.

Logo: Pepsi's red, blue, and white rectangular shaped logo.

Super: “ The taste for new generation ” in Thai.
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Language: No specific dialogue is presented because the playful music actively performed

by Chaliang is emphasized.

Muslc: The music lyric encourages young consumers to be imaginative to do whatever they
wish. It suggests young target to become the Pepsi's new generations who actively chase after
their goat as well as seek opportunity to exercise their creativity.

“ Go ahead and sing when you want to sing. Go ahead and think, let your
imagination flows with Pepsi.
Frea your mind and let your dream flies ... with ihe taste of new generation ...

Pepsi your Pepsi.”

Brand_reminding devices: Pepsi's identity blue logo is portrayed through outfits of the

band members and some architactural elements of the house.

Brand personality: Animated personzlity is reflectad through the self-expression model
which lconstimers see the brand as vehicle to express a part of their self-identity, and Iifes&les.
As the story line conveys Pepsi @s & source fo generate happiness and pleasant moment,
young consumers are enhanced to-perceive Pepsi as delighted and enlivening beverage.

Brand personality of-ihis-commercial-is-diamatized-tivough endorser approach, which
symbolic of the brand is fransferred fo consumers through out-going character and incredible

appearance of Chaliang band.
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Challang Croative Execution Styles Appeal “Strategy source
[AdvertisingExpert  [1]2 13415 |6 (7 |8 |9 |10 |19 |12 | Rational | Emotional |Local | Giobal
Judge # 1 + + +
Judge #2 B _ * +

Judge # 3 . + ry Y

Judge # 4 * + ry

Judge # 5 + + ry

I TOTAL 5 5 4 1
Legends: 1 Is Demonstration / 2 Is Humor / 3.is Serials / 4 Is Animation / 5 is Rofoscope 7 6 Is Comparative 7 7 is

Infomercial / 8 is Slice-ofife / 9 is Celebyilies /.10 /s Testimenisl/ 11 is Vignelles / 12 is Problem & Sclution exscution
siyles

Analysis from four people waking in advertising profession and researcher significantly reveals
that Pepsi's “Chaliang” cormmercial employs celebrities creative execution style with emotional
appeal and local strategy source to create @n appealing television commercial to attract

prospect consumers,
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Audlo: Music: Drink Pepsi for the definite-happines:
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Audio: Music: Pepsi . ..J _\J
9.  Visual: Anchalee pleasarillyisions. /logo / super i
Audio; Music: Your Pepst:- g
11. Tittle: Anchalee
Year: 1987 Duratian:60 sec.
Concapt: Music.

With an intention to attract new generation targets, Pepsi endorses Anchalee, one of the
most famous stars in this television commercial. A concept that Pepsi is a source of motivation
and inspiration for creative idea is dramatized through the scene when Anchalee begins to
energetically pmfurrqs right after she drinks Pepsi. This commercial encourages young people

to be imaginative and productive to input a spectacular contribution to society with an inspiration
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from Pepsi's sparking and refreshing taste. Scene when Anchalee drinks Pepsi and
enthusiastically jumps to sing dramatizes that Pepsi is a beverage to efficiently boost up energy.

This commercial also signifies Pepsi as a supportive friend who sincereijlf' encourages
consumers to their success. Scene when the producer gives thumb up to Anchalee’s powerful
performance symbolizes Pepsi as a symbol of achievement. The particular scene also
stimulates consumers to consider Pepsi as a beverage to celebrate their glorious
accomplishment. The commercial evokes young consumers to perceive Pepsi as a fashionable

item for the new generation,

Yarget: Young consumer,

in order to efficiently reinforcethe "Taste of new generation” concept, this commercial
employs celebrity endorsement of famous singer to capture youth with high interest in music.
Since Pepsi could not seize aduit target that is.the largest loya! consumers from Coca-Cala, this
commercial intentionally builds up its. own loyal consumers with youth target. These young
targets are forcefully metivated fc continucusly drink Papsi even when they reach their

adulthood.,

Presenter: The well-known-singer, Anchales, is endorsed to signify Pepsi as a leader in
soft drink category. Her appearance alsc-encourages-young consumers to see Pepsi as a
proper product for their generation. When teen idol presenter is presence, young targets would

gradually begin to perceive other soft drink as conservative brand.

Location: A recording studio setting is chosen t¢ harmonize with the story line. The entire

setting is designed withhPepsi's identity blue Color to visually, associate consiimers to a brand.
Logo: Pepsi's red, blue, and white rectangular shaped lago.
Super: “ The taste for new generation " in Thai,

Language: No specific dialogue is presented hecause the highlight is focused on music

performed by Anchalee,
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Music: The music is splendiaiy performed by Anchalee with a lyric to insbire consumers to
explore their imagination as well as position Pepsi as a réfreshing baverage for young target.
“ Let your imagination flows with refreshment. The refreshrﬁent which
you are looking for.
Let spark your thought in our youth styles. Let spark your thought in
our youthful styles.
Drink Pepsi for refreshment. Drink Pepsi for the definite happiness.

Drink Pepsi to fulfill our new generation styles. Pepsi ... your Pepsi.”

Brand reminding devices: Pepsi’s identity biue logo is highlighted through outfits of

Anchalee and color scheme of the location.

Brand personality: Encourage parsonality is reflected through the relationship basis
model. This modei develops the relationship between the brand-as-person and the consumers.
With the supportive story ling, consumers are motivated to consider Pepsi as a friend who
activefy provides encouragement and support.

Brand personality of this commercial is dramatized through executional elements approach
such as choice of compelling music, and touching story.line to covey that Pepsi is a trusted and

reliabie friend,
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Anchalee Creative Execution Styles Appeal Strategy source
Advertising Expert |1 |2 |3 |4 |5 |6 |7 8 |9 |10 [11 |12 | Rational |Emotional |Local | Giobal
Judge #1 ‘ * + Py
Judge #2 + + +

Judge #3 + + +

Judge # 4 * + ¥

Judge #5 + ¥ e

TOTAL 5 5 . 4 1
Legends: 1is Demonstration / 2 is Humor / 3 is Serlals / 4 Is Animation / 5 /s Rotoscope / 6 is Comparative / 7 is

Infomercial / 8 is Stice-of-life / § is Celebiitles /10 is Testimonial / 11 is Vigneltes / 12 is Problem & Solution execution
shyles

Analysis from four people working in advertising profession and researcher significantly reveals
that Pepsi's “Anchalaee” commercial employs celebrities creative execution style with emotional
appeal and local strategy source to create ‘an appealing television commercial to sttract

prospect consumers.
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Visusk: Hands are ”.W|mﬁnﬁnnadmmman.

Audio; Musicintro RN

Visual: Close up shot of Davig i sefic s professor lock.

Visual; He begins to tear@ff pz and lag from photo copy papers and put them into
machine.

Visual: In a dark amblent/B ©oca-Cola's red and white colors

Visual: He drinks Pepsi and pi N & controlling keyboard

Visual; A sparking effect hiéipe wind begins to heavily blow away
Bowia clothes. He is 11 a

Visuat: Tina Turner staps

Visual: Bowie joyously greets J:‘;.’E‘E‘Y 3 5 7

" a0
i 4 Ay s 0 3

Visual; Tina and Bowie joyously daice,- -~ ’/f}{l\d

Visual; Tina & Bowie rufi towards one ancther, Logo / super AQ
o
Tittle: id il-j M

Year: 1987 Duration: 30 s=c.
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This television commercial employs tWo famous sil\ﬁTi T arv vid Bowie to
influen ]@r}iﬂimuwﬂ;]a rcial has a

double maqnnlng to convey that Pepsi is a beverage for young and modern consumers while its

main competitor, Coca-Cola is an outdated. This concept is visually portrayed when David

performs as a nerdy professor dresses in wardrobe of Coca-Cola's identity red and white colors.

His action and dress dramatize Cocea-Cola as an unprogressive and conservation beverage lo

be consumed by old generation. However as soon as he drinks Pepsi, an electric blue light

which symbolizes Pepsi's identity color brightly shines and his dress suddenly changes into a




trendy and stylish design. With the positioning of being a taste for new generation, and
provocative story line, young consumers are enhanced to develop an attitude that Coca-Cola is
outdated. it also persuades Pepsi, consumers to perceive Pepsi as optimistic and jubilant
persons, After the preseﬁter drinks Pepsi and tums into a stylish person the commercial is

designed with bright and colorful color scheme to help reinforcing the modernistic perception.

Target: Young consumers,

With the story line to convey that Pepsi is a beverage for modemn and stylish peopie, this
commercial is aimed to communicate to young target who usually want to be in trend, and
classy. These young consumers are encouraged to think of Pepsi as a dazzling beverage

specially designed for their generation,

Presenter: To attract vouth targets ‘who typically focus their lives on music activity, two of
the world’s famous singers David Bowie ,and Tina Tumer are endorsed. Their appearances

symbolize Pepsi as a popular beverage.

Locatlon: The first part of the commercial is designed as a serious laboratory to
demonstrate that Coca-Cola is-a nerdy and old-fashion beverage. Later when Pepsi is
consumed, the entire set is changed. into an.active and enargstic seétting to dramatized Pepsi as

.".,- .

a modemistic and stylish-beverage.
Logo: Pepsi's.red,biue, and white rectangular,shaped.loga,
Super: Nong

Language: No specific dialogue is presented because the highlight is music performed by

David Bowie and Tina Turner.

Music: Powerful music performed by both famous singers is intentionally designed to
harmonize with the spectacular story line. At the beginning part, the music is designed in a slow

tune to coordinate with the visual which present David as a nerdy scientist. And when he tums
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into a modernistic person, the music tune is changed to an energetic tune to reinforce Pepsi's

young and active characteristic.

Brand reminding devices: The commercial is designed with Pepsi's electric blue colar

scheme.

Brand personality: Modemistic personality is dramatized through the self-expression
model which consumers see the brand &s vehicle to express a part of their self-identity, and
lifestyles. As the story line atiempts to convey that Coca-Cola is a conservative beverage,
consumers are enhanced to perceive Pepsi as a stylish beverage for young and energetic
consumers. The targets are motivated io chaose Pepsi to express their contemporary image.

Brand personality of this.ccommaercial is signified through executional elements of choice of
music, visual direction, and‘story line to_make this commercial becomes a main attraction

among young target.

David Bowle Creative Execufion Styles Appeal Strategy source
Advertising Expert 1121314158817 1879 (10 111, [ 12 [ Rafionsl [Emotional | Local Global
Judge # 1 + + +
Judge #2 + —7 T
Judge # 3 + + +
Judge #4 + + +
Judge #5 + + +
TOTAL [ 5

Legends: 1is Demonstration /2 Is Humor/ 3 is Serials / 4 is Animation 7 5 Rotoscope / 6 is Comparative / 7 is

Infomercial / 8 Is Slice-of-iife / ¢ is Celabrities / 10 is Tastimonial / 11 iz Vigneltes / 12 is Problem & Sclution execution
slylas

Analysis from four pecple working in advertising profession and researcher significantly reveals
that Pepsi's “David Bowie” commercial employs celebrities creative execution style with
emotional appeal and global strategy source to create an appealing television commercial to

attract prospect consumers.
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Visual: A young man rapidiy ms’ﬁi’s, mWa a distant countryside road towards a bright blue sky.
Audio: Music intro
Visual: He speeds up.

vat of motorcycle.

Visual: A reflection of blu g gimatort
Visual: A reflection of surmou ‘risi and cid gas station with Pepal logo and Pepsi vending machine on his
halmet. —_—

Visual: He tums 1o look at - NW of old gas station and Pepsi vending machine appear.
Visual: A motorcycle tion and the n{an tumns to look atit.
Visual: A young man slaws d ﬁoﬂ:yde. /7%, ‘)‘ 4

Visuak: A young man tums h b back 1o gaawéwnon where the reflaction of Peps| vending machine
appears on the front of h m@ﬁi _7/‘
Visual: He parks his motorcycle and w&lﬁatmfards the_wzamﬁn‘b machine to get Pepsi.
Audlo: MVO: Everywhere we travel, ; ,‘. \ :‘J\.)‘:;-_
. Visual: He opens Pepst gan and dnnks 1t as hIS motorcycle. / logo / super [ .
Aud]o MVO: Thaon AV hould heverimissad 0s oW

|
Tittle; Motorcycle - 4y
_ Year: 1987 Duration: 30 gec.

Concept: Teenager's lifestyles.

This television commercial attemptto'demonstrate thatPepsi is-the only beverage preferred

by the new generation. Scene of a young man rapidly rides his motorcycle on a road where

bright blue sky lies ahead symbolizes es incident to stimulate new generation to move forwards

into a glorious future. As Pepsi’s identity color s blue, a presence of the blue sky symbaolizes

Pepsi as a factor to connect as well as bring young generation and future closer.

As the young man moves faster, he does not hesitate to stop for anything he passes by.

However as soon as he sees Pepsi vending machine, he siows downs and finally stops to drink
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Pepsi. These scenes help reinforcing the concept that Pepsi is what young consumers are
looking for. It dramatizes that when no other factor could possibly delay these young consumers
from their objective to rush for their goal, Pepsi is an exception because its tasle is too superior
to be ignored. it encourages consumers to perceive Pepsi as a powerful source to charge their
energy, which would incredibly support them throughout aii situations, in addition, when the
commercial presents Pepsi vending machine in a remote location, it signifies Pepsi magnificent
contribution which is available everywhere, Consumers are assured that they will be able to

experience Pepsi's refreshment taste evan in a distant iocation.

Target: Young consumer,

As the commercial is trying-t0_emphasize on symbolic of Pepsi and young generation,
young target is absolute a primary target of this commercial. Young consumers are motivated to
think of Pepsi as a symbol of encouragement to direct them to a futuristic world. A scene -
demonstrating Pepsi's availability even in @ remate location significantly positions Pepsi as a

supportive friend to always Stay behind consumers throughout good and bad time,

Presenter: As the main emphasis of this commercial is to position Pepsi as a bridge to
connect young consumers and futuristic world closer, no extraordinary presenter is highlighted
to interfere with the main objective, As & result, only a young man-in dark coior ciothes under

helmet is presented to harmonize with the primary target group.

Location: A distant rural road is selected to signify that Pepsi.is available everywhere even
in an isolated location. ‘The lecation’ is designed with a futuristic ‘setting to reinforce the

significant.concept.

Logoa: Pepsi’s red, blue, and white rectanguler Shaped loge in English.

Super: “ Taste of new generation” in Thai.

Language: The dialogue emphasizes on the concept to stimulate youth targets to always

include Pepsi in their joumey.
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Muslc: A dynamic music score is presented to captivate interest of young target as weil as

harmonize with the energetic story line.

Brand_reminding devices: Pepsi vending machine is significantly featured as main

element of this commercial.

; Brand personality: Encourage personality is drematized through the relationship basis
model, which emphasizes on people’s relationship with a brand. This.model stimuiates the
relationship between the brand-as-person and ine.consumers. With the supportive story line,
young consumers are enhanced to consider the brand as friend who sincerely provides
encouragement.

Brand personality of this commerdial_js signified through executional elements such as
choice of music, visual direction, and story line to convey consumers that Pepsi is a trusted and

reliable friend.

Motorcycle Croative Execution Styles Appeal Strategy source
Advertising Expert (1 (2 [3 |4 |8 [6 |7 |8 |9 |10 [11 |12 | Rational |Emotional |Lacal |Global
Judge # 1 . + 3
Judge #2 * + +
Judge #3 + Y *
Judge # 4 + * +
Judge #5 + + +
TOTAL 4 1 2 3 5
Legends: 1-is Demonsiration / 2 Is Humor / 3 Is Serlals / 4 }s Animalion / 5 Is Roloscope / 6 is Comparaiive / 7 is

Infomercial / 8 is Slice-ofHife /9 is Celebrities / 10 Is Testimonial / 11 Is Vigneties / 12 is Problem & Solution execution
styles

Analysis from four people working in advertising profession and researcher significantly reveals
that Pepsi's “Motorcycle” commercial employs slice-of-life creative execution style with
emotional appeal and global stratedy source to create an appealing television commaercial to

attract prospect consumers.
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This television commercial endorses world's most famous pop star, Michael Jackson to

reinforce Pepsi's. positioning as being a taste of new generation. A presence of Jackson who is

considered as the number one teen idol helps signifying a perception that Pepsi Is a truly

beverage for young consumers who see themselves as independent, emrgatic;. and

modernistic person. This commercial symbolizes that Pepsi's popularity among young target is
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equivalent to Jackson, It éttempts to use an endorsement of Jackson to dramatize that when
the world’s number one superstar considers Pepsi as his prestigious choice, consumers are
assured that Pepsi is an absolute premium product. With Jackson's reputation as the number
one in music industry, young consumers are enhanced to perceive Pepsi as the leader in soft
drink category as well. It connotes that Pepsi is what young and modern consurﬁers should

consider as their choice.

Target: Young consumers.

As this commercial endorses Jackson and emphasizes on the music aclivity which are
among the most appealing topic-among youth target, young consumers are considered as
pnmary target. They are stimulated lo'associata Jackson's popularity with Pepsi's image. These
young targets are emphasized to consist with the positioning of being a taste for new
generation. This commercial‘aiso puts great effort to extend the target group into chiidren
segmentation. This new target is highlighted in @ scene where little girl is spotted joyously
dancing among the concart audiences. Pepsi_ Sees an opportunity to penetrate into a younger

group to stimulate brand preference and loyalty before its competitors would possibly do.

Presenter: The worid's favorite Michiael Jackson is endorsed in this commercial to reinforce
Pepsi's concept of being_a_popuiar beverage among young and modemn consumers. His
appearance efficiently motivates youth targets to associate Pepsi with the position of the leader

in the soft drink category.

Location: To accompany the story line of Jackson delivering his powerful performance tb
countiess-audiences, location of-grandiose concert haiiis elaborately organized (At this specific

location, everything is designed with dark lighting and color scheme to focus main emphasis on

the superstar,
Logo: Pepsi's red, blue, and white rectangular shaped logo in Engiish.

Super: “ Taste of new generation " in Thai / Michael Jackson with the world of “new

. generation” in Thai.
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Language: No specific dialogue is presence because the major emphasis is on the

compelling music performed by Jackson.

Muslc: Jackson's popular song, Bad is featured to create the ultimate sppealing among
young target. In order to attract youth, the music is designed with dynamic tune and vibrant

speed.

Brand reminding devices: Every audience holds Pepsi paper cup and several are dressed

in Pepsi's identity biue color scheme.

Brand personality: Populér personallty is emphasized through the self-expression model
which consumers see the brand.as vehicle (o express a part of their seif-identity, and lifestyles.
As the story line attempts to'symbolize that Pepsi is as popuiar as Jackson is, young consumers
are encouraged to perceive Pepsi a§ a beverage to position themselves with popular image.

Brand personality of this commercial is emphasized through endorser approach, wﬁich

symbolic of the brand is transfemred to Gonsumers through popular and powerful performance of

Jackson.
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Michael Bad Creative Execution Styles Appeal

Stratngy source

Advertising Expert (1 12 |3 |4 |5 [6 7 [8 |8 [10 [11 |12 | Rational |Emotional |Local  |Global
Judge #1 + -+ I
Judge # 2 + + Y
Judge # 3 + + re
Judge #4 ry * +
Judge #5 + + re
TOTAL 5 1 4 5
Legends: 1 Is Demonstration / 2 is Humor/ 3 is Serials/ 4 is Animation / 5 Is Rotoscope / 6 is Comparative / 7 is

Infomercial / 8 is Slice-of-ifa / 9 is Celebiities /10 is Testimonial / 11 is Vigrielles / 12 Is Problem & Solution execution

styfes

Analysis from four people working in advertising profession and researcher significantly reveals

that Pepsi's "Michael Bad " commercial employs celebrities creative execution style with

emotional appeal and global strategy source to create an appealing television commercial to

attract prospect consumers,
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Visual: A young boy walks. &
Visual: A boy stops in front of
Visyal: He puts Pepsi ca
Visual; A young boy tries Jackgbn's
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Visual: As soon as the young boy 1
Visual: Michael performs o
Audio: Music infro

9.  Visual: Michael takes off his
10. Visual: A young boy dances in fa uﬁW?T—"
11. Visuak Michael pefforms on stage. -
12. Mcmmdﬂdmmnmy Y
13. Visual: Michael \

14. Visual: The hat falls
15. Visual: A boy picks
16. Visual: Michael smilingly st

17, Visual: A boy shyly

o g 11712115719

Year: 1987 Duration: 60 sec

ANIAINIUNRMINERY
Concabt: Music

This television commercial endorses world's most famous pop star, Michael Jackson to

e

reinforce Pepsi's positioning as being a taste of new generation. A presence of Jackson who is
considered as the number one teen idol helps signifying a perception that Pepsi is a truly
beverage for young consumers who see themselves ‘as independent, energetic, and

modernistic person. This commercial symbolizes that Pepsi's popularity among young target is
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equivalent to Jackson. It attempts to use an endorsement of Jackson to dramatize that when
the world's number one superstar considers Pepsi as his prestigious choice, consumers are
assured that Pepst is an absolute premium product. With Jackson's reputation as the number
one in music industry, young consumers are enhanced to perceive Pepsi as the leader in soft
drink category as well." It connotes that Pepéi is what young and modern consumers should
consider as their choice. It attempts to significantly claim that Pepsi is the best Cola soft drink
being widely accepted by consumer worldwide. The commercial employs scenes of Jackson
joyously laughs with young boy to convey that Pepsi has good relationship with small children. it

signifies that Pepsi loves and concemns about youth's future.

Target: Young consumers:

As this commercial endorses Jackson and emphasizes on the music activity which are
among the most appealing topic among. youth farget, young consumers are considered as
primary target. They are stimuiated to associate Jackson's popularity with Pepsi's image. These
young targets are emphasized to consist with the positioning of being a taste for new
generation. This commercial also puts great effort to extend the target group into children
segmentation. This new target is 'highlighted in a scene where little girl is spotted joyously
dancing among the concert audiences. Pepsi sees an opportunity fo penetrate into a younger
group to stimulate brand preference and oyalty before.its.competitors would possibly do.

Presenter: The world's favorite Michael Jeckson is endorsed in this commercial to reinforce
Pepsi's concept.of being. a,popular beverage among-young.and-modern consumers, His -
appearance efficiently motivates youth targets to-associate Pepsi with the position of the leader
in the soft drink~category, Small-children (are porirayed inCthis (commerCial(to] generate the

attitude that Pepsi is a beverage for consumers of all ages and races.

Location: To accompany the story line of Jackson delivering his powerful performance to
countless audierices, location of grandiose concert hali is elaborately organized. At this specific
location, everything is designed with dark lighting and color scheme to focus main emphasis on
the superstar. A space is also set as Jackson's personalized dressing room where positive

relationship between Pepsi and young children is signified.
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Logo: Pepsi's red, blue, and white rectangular shaped logo in English.
Super: “ Taste of new generation " in Thai,

Language: No specific dialogue is presence because the major emphasis is on the

compelling music performed by Jackson.

Muslc: Jackson's popular song, Bad is featured to create the ultimate appealing among
young target. In order to attract youth, the music is*designed with dynamic tune and vibrant

speed.

Brand reminding devicas: Every audience holds Pepsi paper cup and several are dressed

in Pepsi’s identity blue color scheme,

Brand personality: With the sentimental story line which signifies Pepsi as being a popular
beverage that concerns about yoling childrer, the caring personality is emphasized through the
relationship basis model. This model develops the relationship between the brand-as-person
and the consumers. With the supportive story line, consumers are to consider the brand as
someone who provides support and encouragement.

Brand personality of this commercial is emphasized through endorser approach to convey

that Pepsi is a treasure of reliable friendship.
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Michael Back
Stage

Creative Execution Styles

Appeal

Strategy source

Advertising Exper{

4151718 /9110

11

12

Rational Emotional

Local Global

Judge # 1

Judge#2

Judge # 3

Judge # 4

Judge#5

TOTAL

Legends: 1is Demonstration /2 Is Humor/ 3

is Serlals / 4 is Animation / 5 is Rotoscope / 6 Is Comparative / 7 is

Infomercial / 8 is Slice-of-life / 3.4s Celabiities/ 10 Is Testimonial 7 11 is Vignettes / 12 is Problem & Solution execution

styles

Analysis from four peoplg/working in adveriising profession and researcher significantly reveals

that Pepsi's “Michael Back Stage”’ commercial employs calebrities creative execution style with

emotional appeal and global strategy source o create an appealing telavision commercial to

attract prospect consumers.
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Concept: Food. ’\
This television wcmlwlrmd s to induc

aims to induce new mnsurnpun habit to young consumer. It

attempts to promote consumers’to eat-ane of the popular fast food among youth, hamburger

- with Pepsi. The m%m m %]d%}ngﬂa @a with their favorite fast
food would generate the ultimate pleasant taste and éxperience. The commercial seeks to
IO} AT S FalTalbus L ialey ittt min
appal‘izingqand trendy habit for stylish consumers. This concept will help generating greater
sales because the commercial motivates youths to consider drinking Pepsi every time they
order fast food. In addition to the typical out-of-home consumption habit, scene of presenter

Jjoyously consumes fast food and Pepsi and fast food at home encourages young consumer to

develop new in-home consumption habit.
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Yarget: Young consumers.

As this commercial is trying to promote Pepsi and fast food which is the favorite food among
youth target, this commercial primarily emphasizes on young consumers who have the highest
potehtial to become the regular consumers. The humocrous story line of young presenter
studying and chatting with girifriend on telephone reassured that the collage student is the

definite specific target of this animated commercial.

Presenter: An optimistic young male is chosen to capture the youth target as the objective

of this commercial is emphasized on this segment:

Location: A sefting of youih's bedroom is elaboratély designed to harmonize with the

concept to induce in-home consurmption habit ameng young consumers.

Logo: Pepsi's red, blue, and white rectenguiar shaped logo in Engiish. / logo of Kentucky

Fried Chicken.
Super: “ Taste of new generation " in Thai.

Language: An animated dialogue is designad toattract young consumers who find

humorous story line successfully stimulates their interest.

Music: As the humorous dialogue is the main emphasis, no specific music is designed for

this commercial.

Brand_reminding devices: Neon ‘light signage outside the presentar's room is designed

with bright Pepsi's identity blue and red colors.

Brand personality: Animated personality is dramatized through the self-expression model
which consumers see the brand as vehicle to express a part of their self-identity, and lifestyles.
As the humorous story line attempts to symbolize that Pepsi is an enlivening beverage, young

targets are enhanced to perceive Pepsi as a beverage for animated people.
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Brand personality of this commercial is emphasized through executional elements such as

story line and dialogue to convey that Pepsi is a delighted brand for young energetic

consumers.

Fast Food 1 Creative Execution Styles Appeal Strategy source
Adverlising Expet |1 |2 |3 |4 |5 |6 |7 |B |9 |10 |11 |12 | Rational |Emotional |Local | Global
Judge # 1 . + + +

Judge # 2 + : + Y

Judge # 3 + + ‘ +

Judge # 4 + + +

Judge #5 + + Y

TOTAL 1131 3 2 . 5

Legends: 1 Is Demonsiration /2 |sHuror / 3 is Serlals { 4is Animation / 5 Is Rotoscope / 6 is Comparalive 7 7 Is

infomercial / 8 is Sfica-of-iife / 918 Coiabrities / 10 is Testimonial /.11 is Vignettes / 12 is Problem & Solution execution
styles

Analysis from four people working'in-advertising professicn and researcher significantly reveals
that Pepsi's "Fast Food 1" commercial emplays ‘humor creative execution style with rational
appeal and local strategy source tc creats an appealing-television commercial to attract

prospect consumers.
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Concept: Food,
This television mma@ns to induce new mmumptiun habit to young consumer. It
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Pepsi. The consumers are enhanced with an idea that drinking Pepsi with theirfavorite fast food
wous send i o i o) il e, T dofarkl il actoe
objective tﬂnong young targets by signifying that consuming Pepsi with fast food is appetizing
and trendy habit for stylish consumers. This concept will help generating greater sales because
the commercial motivates youths to consider drinking Pepsi every time they order fast food. in
addition to the WI out-of-home consumption habit, scene of presenter joyously consumes
f9st food and Pepsi and fast food at home encourages young consumer to develop new in-
* home consumption habit.
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Target: Young consumers.

As this commercial is trying to promote Pepsi and fast food which is the favorite food among
youth target, this commercial primarily emphasizes on young consumers who have the highest
potential to become the regular consumers. The animated story line and humorous
performance of the main character signifies that young consumer is the specific target of this

commercial.

Presenter: An optimistic young maie is chosen to capture the youth target as the objective

of this commercial is emphasized on this segmeni:

Locatlon: A setting of Ho Burger fast food supportively reinforces the concept to consume
Pepsi with fast food. It encourages young consumers to order Pepsi every time they visit the
fast food restaurant.

Logo: Pepsi's red, blue, and white rectangular shaped logo in English. / logo of Ho Burger.

Supser; “ Taste of new generation"in Thai,

Language: An animated dialogue is designed to atiract 6 young consumers who find

humorous story line successfully stimulates their interest.

Muslec: As the humorous _dialogue is the main emphasis, ho_specific music is designed for

this commercial,

Brand reminding devices: Pepsi’s identity blue color is reflected throughout all presenters’

ouffits.

Brand personality: Animated personality is dramatized through the self-expression model
which consumers see the brand as vehicle to express a part of their self-identity, and lifestyles.
As the humorous story line attempts to symbolize that Pepsi is an enlivening beverage, young

targets are enhanced to perceive Pepsi as a beverage for animated people.
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Brand personality of this commercial is emphasized through executionai elements such as

story line and dialogue to convey that Pepsi is a delighted brand for young . energetic

consumers.

Fast Food 2 “Creative Execution Styles Appeal Strategy source
[Advertising Experi |1 |2 |3 |4 |5 16 ]7 |8 |8 |10 |11 |12 | Rational |Emotional |Local Globai
Judge # 1 + * +

Judge # 2 + + +

Judge # 3 ‘ . + + +

Judge #4 + Y T

Judge #5 + + T

TOTAL 131 3 2 5

- Legends: 1is Demonstration/ Z is Humor /3 is Senals / 4is Animation / 5 Is Rotoscope / 8 is Comparative / 7 is

Infomercial / 8 is Slice-of-iife / 95 Celebnties / 10 Is Tostimonial / 11 is Vigneties / 12 is Problem & Solution execution

styles |

Analysis from four peaple working'inr advertising profession and researcher significantly reveals

that Pepsi's “Fast Food 2" commarcial employs humer creative execution style with rational

appeal and local strategy source-to create_an_appaaling television commercial to attract

prospect consumers.
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greater 1 because the commercial motivates youths to consider drinking Pepsi every time

they order fast food. In addition to the typical out-of-home consumption habit, scene of

favorite fast food WO

seak to achieve :

presenter joyously consumes fast food and Pepsi and fast food al home encourages young
corisumer to develop new in-home consumption habit.
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Target: Young consumers. -

As this commercial Is trying to promote Pepsi and fast food, which is the favorite food
among youth target, this commercial primarily emphasizes on young consumers who have the
highest potential to become the regular consumers. The animated story line of young
presenters teasing a woman and play with food definitely signifies that young consumer is the

specific target of this animated commercial.

Presenter: Two optimistic young men chosen to capture the youth target as the objective of

this commercial is emphasized ¢n this segment.

Location: An out door setiing which is assumed as some place in collage is designed to

harmonize with the youth target.

Logo: Pepsi's red, biue, and white rectanguiar shaped logo in English. / logo of Dunkin

Donut.
Super: “ Taste of new generation "in Thai.

Language: As the commercial emphasizes.cn.the prasenters’ humorous performance, no

specific dialogue is presence.

Music: The enlivening-music score-is designed.to accompany, the-animated story line and

youth target.

Brand reminding devices: Pepsi's identity blue and white colors are reflected throughout _

all presenters' outfits.

Brand personality: Animated personality is dramatized through the self-expression model
which consumers see the brand as vehicle to express a part of their selif-identity, and lifestyles.
As the humorous story line attempts to symbolize that Pepsi is an enlivening beverage, young

targets are enhanced to perceive Pepsi as a beverage for animated people.
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Brand personality of this commercial is emphasized through executional elements such as
story line and dialogue to convey that Pepsi is a delighted brand for young energetic

‘consumers.

Wooﬁ 3 ~Croative Exacutloﬂ‘.tylo; Appeal Strategy source
Advertising Expert 1]2[3[4]5(6 [T 8]0 ]10¢ |11 |42 | Rational |Emotional |Local |Giobal
Judge #1 + + +

Judge #2 + ' + +

Judge # 3 + + +

Judge #4 + + +

Judge #5 * > +

TOTAL 13 |1 4 1 H]

Legends; 1Is Demonstration /21s Humor/ 3 i§ Sanals / 414 Animation 75 is Rotoscope /7 6 is Comparative 7 7 1s

informercial / 8 is Sllce-ofife / 8 is Celebdties / 10 is Testimenial / 11 s Vignatles / 12 is Problam & Solution execttion
stylas

Analysis from four people working in adveriising profession and researcher significantly reveals
that Pepsi's “Fast Food 3" commercial-employs humor creative execution style with rational
appeal and local strategy source to create an appealing telévision commercial to atiract

prospect consumers,
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Year: 1988

Concept: Food. ||
This television om!fmrcml aims to induce new

_ habit to young consumer. It
|
attempts to promote m&nm to eat one of the popular fast éaé-d among youth, Pizza Hut with
Pepsi. The consumers are anhanmd mih an idua that dmting Fapsi wim their favorite fast food
would generate tlm ummata plesmnttaﬂe lntl expaimm Tha Dtlmmardal seek to achieve its
objective among young targets by sgnﬂyfng that con&uming ngsi' with fast fmd is appetizing
and tl'ﬂﬂﬂjl' habit for stylhh bmwmam This Mpt will hélp mmfahng gkaeatar sales because
the mmmarclai motivates youths to consider drinking Pepsi every time they order fast food. In
addition to the typical out-of-home consumption habit, scene of presenter joyously consumes

- fast food and Pepsi and fast food at home encourages young consumer to develop new in-

home consumption habit.
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The story line encourages young consumers to be courteous and cooperative with others
for public service activity, It introduces Pepsi Liter to target consumers as there is only one si;e

of Pepsi is featured in this commercial.

Target: Young consumers.

As this commercial is trying to promote Pepsi and fast food which is the favorite food among
youth target, this commercial primarity emphasizes on young consumers who have the highest
potential to become the regular consumers. The story line involves activity of collag‘e students

to make the commercial appeals to young target.
Presenter: Group of young'men and women are chosen to represent the collage students
targets. Their spontaneouss@ppearances help reinforcing the concept to encourage target

consumers fo be productive and contributive,

Location: A setting of collage is elabarately designed to harmonize with the young target

group.

Logo: Pepsi's red, biue, and whité rectangular shaped logo in English. / logo of Pizza Hut in

English.
Super: “ Taste of new generation " in Thai.

Language: As'the' commercial emphasizés on the relaxing atmosphere, no specific

dialogueis, preserice.

Music: The enlivening music score is designed to accompany the inspired concept.

Brand reminding devices: Pepsi’s identity blue and white colors are reflected throughout

all presenters’ outfits.
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Brand personality: Contributive personality is dramatized through the seif-expression

model which consumers see the brand as vehicle to express a part of their self-identity, and

lifestyles. A moving story line helps reinforcing a perception towards Pepsi as a brand for

cooperative people who concern about their society.

Brand personality of this commercial is emphasized through executional elements, which

the story line and music choice supportively conveys that Pepsi is contributive.

[Fast Food 4 Creative Execution Styles Appeal Strategy source
Advertising Expert |1 |2 |3 |4 |8 |6 |7 |8 [9 [ 10" |71 712 | Rational |Emotional |Local |Global
Judge # 1 + ¥ +
Judge # 2 * + +
Judge # 3 + + +
Judge # 4 + + ry
Judge # 5 + + Y
TOTAL  RERE 3 3 2 4 1
Legends: 1is Demonstration / 2 is Humor / 3.i5-Senals / 4-is Animation / 5 Is Rotoscope / 6 is Comparative / 7 is

Infornercial / 8 is Slice-of-life / 9 is Celebritios /105 Testimonial /11 iz Vignettes / 12 is Problem & Solution execution

styles

Analysis from four peopla working in advertising profession and researcher significantly reveals

that Pepsi’s “Fast Food 4" commercial employs slice-of-life creative execution style with rational

appeal and local_strategy solUrce to Create an appéaling television commarcial to attract

prospect consumers.
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20. Title :
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This television commercial attempts to position Pepsi as an efficiently beverage to
overcame high temperature and torridness. This concept is dramalized with the compelling.
story line which people who are resting under the hot sun on a beach have to rush to Pepsi
booth for ice cold glass of Pepsi. The commercial intelligently use scenes of people horribly cry
out and urgently tiptoe as soon as they step on a burning sand to represent the steaming heat.

The scene when people take risk to run through the heated beach to Pepsi booth signifies that
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people are assured of Pepsi's capability to relieve them from dehydration. This commercial
evokes consumers’ consciousness of the terrible outcome if tﬁey do not drink Pepsi.

The commercial also signifies that Pepsi is everyone's favorite through a portrayal of
diverse presenters ranking from young children to elderly pieasantly drink Pepsi. It suggests all
consumers to choose Pepsi as their choice for a holiday occasion at special places such as

beach.

Target: General consumers.
As one of the objectives is to denote that Papsiis a satisfied beverage for various people,
mass target is primarily aimed. They are enhanced to perceive Pepsi as a brand to efficiently

provide them the pleasant refreshment.

Presenter: To harmonize with' the concept that denotes Pepsi as everyone's favorite,
different kinds of presenter such as young/girl, teenager boy, middle aged man, and eiderly are

exclusively portrayed.

Location: A sunny beach is the appropriated location to signify Pepsi's incredible ability to

overcome steamy heat. The burning sand is the significant element to represent terribly heat.
Logo: Pepsi's red, biue, and white rectangular shaped logo-in English.

Super: “Taste of new generation” in.Tha.

Language:' No, specific ~dialogue-,is (presence~because the| mgjor emphasis is on

exclamation sound.

Music: A compeliing classic music score is elaborately chosen with the faster speed tune
when the commercial presents greater number of presenters get up and rush to Pepsi booth.

The music score efficiently stimulate attention as well as splendidly harmonize with the arousing

story line.
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Brand reminding devices: None

Brand personality: Refreshing personality is evoked through the functional benefit
representation which the brand personality serves as a vehicle to represent and cue functional
benefits and product attributes effectively. With refreshing personality, the commercial positions
Pepsi as exhilarated beverage for enlivening people.

Brand personality of this commercial is emphasized through executional elements such as

thrilling story line and dynamic choice of music to convey that Pepsi is a truly refreshing drink for

energetic consumers.

Hot Fest Croative Execution Styles Aépeal Strategy source
Advertising EXpert 112134 [&76 7. 788 |10 . i1 | 92 | Rational | Emotional | Local Global
Judge # 1 + + +
Judge #2 I + + +
Judge # 3 + ‘ + +
Judpe # 4 + + +
Judge # 5 rY + T
TOTAL 2 3 1 4 5
Legends: 1 is Damonstration / 2 {s Humor/ 3 Is Senlals / 4 Is Animation / 5 is Fotescope 7 6 ls Comparaiive / 7 Is

Infomercial / 8 is Slice-of-lifa / 9'is Celebrities / 10 is Tastimoniai / 11 is Vigneltes/ 12 is Problem & Solution execution
styles

Analysis from fourpeopie working In“advertising profession and researcher significantly reveals
that Pepsi's “"Hot Feet” commercial employs. Problem & Solution creative execution style with

emotional ‘appeal and-global 'strategy source to create ‘an-appealing television-commercial to

attract prospect consumers.
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Year: 1988 ;{ylratinn: 15 sec. :‘|

Concept: Nﬁ*Pfﬂduﬁ«

This television ‘commerciat htarmnnaﬂy almad to" hlmduﬂe new pwduct the Pepsi Cool
Mand, mm bamacimm m mwmmmimwm 'DT the [young target.
Scenes uf energetic punpfﬂ take mcatinn un a beach are ﬁasﬂgnod to mnvay that Pepsi is a
product for young generations who are looking for trendy, fun, and outgoing activities, The
introduction of new size product suggests that Pepsi is a brand who concerns to design new
fashionable product to keep youth target in trend.

In addition to the objective to announce new product launch, this commercial also

demonstrates Pepsi Cool Hand's convenience attribute to be brought along the trip or to distant
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places such as Island, and out door activites. A scene when a man uses his hand to turn the
bottle cap suggests the new product is practical and could be comfortably opened.

This commercial employs good physical presenters and exercising activity to shift
consumer’ negative attitude towards product’s sweetness. It attempts to éenerate new
perception trhat soft drink is not a waste product or a source of fat. Scenes of presenter using

Pepsi Cool Hand bottle as a dumbbaell is dramatized to reinforce the health conscious concept.

Target: Young consumers.
With portrayal of adventurous activities and oui-going lifestyles, this commercial primarily
designed to correspond with. young consumers’ interest.  The healthy product concept is

intentionally designed to éatisfy youth's concern as well.

Presanter: Young and trim presenters are exclusively chosen to harmonize with the healthy
concept and active story ling. Their firm physicals and enthusiastic attitudes are what most
young targets desire to be.

Location: An Island location’ is featured to consist with the objective to promote new
product that is convenient to bring along a trip to remote location. The adventurous location is
designed to parallel with active lifestyles of young target group,

Logo: Pepsi’s red, biue, and white rectangular shaped logo in English.

Super: “ Taste of new generation-” in"Thai.

Language: No specific dialogue is presence because the ‘major emphasis is on the

vivacious activity.

Brand reminding devices: Pepsi's identity blue and white colors are featured through

ouffits of presenters.

129



Brand personality: Adventurous personality is dramatized through the selif-expression
model which consumers see the brand as vehicle to express a part of their self-identity, and
lifestyles. As the active and vivacious story line attempts to promote young target to try new
introduced product with vivid outdoor activity, consumers are motivated to perceive Pepsi as an
adventurous beverage for lively people.

Brand personality of this commercial are emphasized through executional elements such as
arousing story line and exciting choice of music to enhance that Pepsi is an energetic beverage

for out going young consumers,

Cool Hand Creative Execution Styles Appeal Stratagy source

Advertising Expert 1234|567 (8]9 |40 [11 |12 |Rationa |Emotional |Local Global
{

Judge #1 ‘ + + +

Judge #2 + + +

Judge #3 + + +

Judge #4 + + *

Judge #5 + + +

TOTAL 2 : 3 5 5

Legends: 1 is Demonstration/ 2-is Humor7 3-is-Sensls 7 4'is Animaticn 75 Is Roloscope / 6 Is Comparative / 7 is

Infomercial / 8 is Slice-of-life 7 % is Celabriias / 10 is Testimonial / 11 is Vignetias /12 is Problem & Solution execution
styfas

Analysis from four people working in advertising profession and researcher significantly reveals
that Pepsi's “Cool Hand" commercial'employs Froblem & Solution creative execution style with

rational appeal and local strategy source to create an appealing television commercial to attract

prospect consumers.
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Visual: Lots of children
Visual: A car pulls in, people
6. Visual: A boy hands over a Pepsi
Audio: Boy 2 : "Hurry up!” ¢ {4
7. mmumuﬂﬁmamwwﬂMmm
Visual: mmmmmﬁmmmhwumw
8. m_hwmnmanMpmumwmmmJ
10. ﬂ_‘thpﬁm f har slgnature o chitd
Audio: MVO : Pomtip...3n ig i
1. mamwmwﬁmmam?ﬁm Pommmamlrmpulmmm
Audig: Boy 1 : “P'Pui”
Porntip ; “Thank you, it is iGyely.”
12, Visual: Ammsmwokﬂmmmdmmmmpm
13. Visual: Pomtip stiles 1o 8 boy. /logo fsaper ¢
Audio: Pepsi laste of new generation,

&

22. Title - Miss Universe
Year: 1989 Duration: 60 sec,

Concept: Corporate.
The goal of this television commercial is to generate positive attitude and perception of
consumers towards Pepsi through an endorsement of Porntip, Thailand’s second Miss Universe

who remarkably has a grandiose and heroic personalities. She also has tremendous influence
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among children and young people. In this commercial consumers are able to see for
themselves how truly responsive, gracious, and considerate Pepsi is. Employing sentimental
story line and music score, potential young consumers are stimulated to position Pepsi as
compassionate guidance angel who supportively concerns of children whom will significantly
~ become a glorious future of the nation. As becoming a brand with reliable and inspired image,
consumers are motivated to gradually develop brand preference towards Pepsi.

The general consumers are likely to look at Pepsi as mentor while young potential

consumers would consider Pepsi as a beverage (o associate themselves with their ideal image.

Target: General.
This commercial serves not-only @ medium to bring young consumers closer to the brand
but also develops relation with general adult target. While the young target would perceive
Pepsi as their role model and ruéntor, denaral consumers are motivated to position Pepsi as
reliable friend to take care thair beloved family members. It intentionally aimed to establish new
loyal consumer among yolng prospect 2s well as to maintain brand preference in regular adult

target.

Presenter: The nation's mest-popular public figure, Porntip who gloriously crowned as
Thailand's second Miss Universe-is-significantlyendorsed to stimulate the highest attention
from potential consumers. Her appearance helps establishing positive relationship in both
young and general adult consumers. While the portrayal of children in this commercial

reinforces the perception of Pepsi.as a.caring-brand,

Location: The) sentimantal) indoor location is designed do'create™a Icokand feel that is
consistentywith the concept of being an ideally hero who always concerns of young children
even at a distant location. It symbolizes that Pepsi equally concerns and rele\}ant‘to all
consumers despite of their social economic status. In addition, the commercial also dramatizes
Pepsi nationwidé contribution through an employment of remote location. The weicome

atmosphere of the selected location enhances friendliness and cordiality personalities of Pepsi.

Logo: Pepsi's red, blue, and white rectangular shaped logo in English.
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Super: “ Taste of new generation " in Thai.

Language: A touching dialogue of Pomtip and children is elaborately organized to deliver

the warm and considerate concept of sentimental commercial.

Music: in order to successfully position Pepsi as a caring brand as well as to harmonize
with the signiﬁcant' concept, a sentimental music score helps stimulating emotional reaction
among consumers. The music tune is magnificently designed with grandiose ambient to signify

Porntip's distinguished public acceptance.

Brand_reminding_devices: Pepsi's identity biue color is gloriously highlighted through

Porntip's dress and countiass balloons presented in the commercial.

Brand personality: Caring personality is dramatized through the relationship basis model.
;rhis modei develops the relationship between the brand-as-person and the consumers. With
the toubhing story line, both young and aduit congumers are motivated to consider the brand as
a mentor who supportively encourages them.

Brand personality of this commercial is generated through endorser approach, which

conveys consumers that Pepsi-is-a-cordiai-beverage:
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Miss Universe Creative Execifion Styles Appeai Strategy source
Adveriaing Experi (1 (2 13 (4 (56 (7 |8 18110 | 11 |12 | Rational | Emotional |Local [Global
Judge # 1 + Y T

Judge # 2 + .+ +

Judge # 3 + * ry

Judge # 4 + : + *

Judge #5 + + Y
[ TOTAL 5 5 5

Legends: 11s Demonstrafion / 2 is Humar/ 3.is Serials/ 4 is Animation / 5 /s Rotoscope / 6 is Comparative / 7 is

Infomercial / 8 is Stice-of-iife / 9 is Celebnties /10 is Tostimonial / 11.is Vignettes / 12 is Problem & Solution execution
styles

Analysis from four people warking in advertising profession and researcher significantly reveals
that Pepsi's “Miss Universe® commercial employs celebrities creative execution style with
emotional appeal and locai siratggy source 10 create an appealing television commercial to

attract prospect consumers,
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Audip: Boy 2 : "It is excellent.”
Boy 1. | cartainly agres.”

: Boy2:* taly, | have 1o n
I b £)
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L 4 ;&J
23. Title : Thumbs Up m
L) 4
Year: 1989 Duratlon; 30 sec,
Concept: Product usage. —

mw—m;ﬁhmmmmmn@m’mﬂm mmﬂmﬂim bieVerage which is the best
bar nunu.‘ii‘u:l' mmmparahle The oumrrmmial ﬂinphysnunmrous story Iiﬁ‘& by having young
boys behave as adull to generate appealing attitude among potential target. Portrayal scene of
presenters drink Pepsi with their meals is aimed to suggest target consumers to consume Pepsi
with food for a pleasant appetizing experience. It dramatizes that Pepsi is suitable for all type of
food. As the presenters put their thumbs up to Pepsi, it symbolizes the ultimate satisfaction
people would get from Pepsi.
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Target: General consumers.

. Although children presenters are main emphasis, the message is aimed to communicate to
general consumer. M is because general consumers are likely to attract to this particular
commercial through animated story line and performance of young children impersonating

behavior of grown up aduit,

Presenter: The young boys are exclusively presented to consist with the concept to

generate adorable attitude among general consumers through their adult impersonation.

Location: A restaurant setting is designed to harmonize with the story line and the concept

to promote a consumption behavier ta€onsume Pepsi with meal.
Logo: Pepsi's red, biue, and white rectangular shaped logo in English.
Super: “ Taste of new genaeration " in Thai.

Language: The conversation of all ‘presenters in this commercial is the main emphasis of

the entire commercial. It significantly positions Pepsi as a satisfied beverage.

Music: No specific music score is included because the main concentration is the

suggestive conversation of the presenters.

Brand reminding devices: -Glasses with Pepsi logo.

Brand personality: Satisfied personality of Pepsi is established through the fuﬁctional
benefit representation which the brand personality serves as a vehicle to represent and cue
functional benefits and product attributes effectively. With the satisfied personality, it suggests
Pepsi is a good quality and enjoyable product.

Brand personality of this commercial are emphasized through executional elements such as

animated story line to enhance that Pepsi is a satisfied product.
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[ Thumps Up Croative Cxecution Stylos Appeal “Strategy source
Adveriising Expert (1 |2 |3 (4 |5 |6 |7 |8 ]9 [10 |11 [12 |Rationat |Emotional |Local |Global
Judge # 1 ". * + )
Judge # 2 . + ry ry
Judge #3 + + +
Judge #4 + + +
Judge #5 ry + +
TOTAL 3 2 1 4 5
Legends: 1 is Demonstration / 2 is Humor /3 is Serlals /4 Is Animation / 5 is Roloscope / G is Comparative / 7 is

Infomercial / 8 i3 Slice-olHifa / 9 is Celebnias s/ 101is Testimonial / 11 is Vigneties / 12 is Problem & Solution execution
styles

Analysis from four people working in advertising profession and researcher significantly reveals
that Pepsi's “Thumps Up* commaercial employs humor creative execution style with emotional
appeal and global strategy saurce to create an appealing television commercial to attract

prospect consumers,
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5. Visual: An aborigine man walks fow; a.miwﬁﬂqmgdmmammm There are Peps] vending
machine and satellite disk locs f 2 f(j .
A4 Ndia

_ﬂhﬂnm;uﬂwﬁmm WWMWMMMWaMM
and Pepsi can. Z= £
Mmemv@thhﬂmeh __:J
8. _ﬂlmaam&gﬁmmmmmm:m;m L)

MLandtaahnfnwjmnﬁm. : J

This. tplavminn NS oS RE Y bs b Babel & st Bonsumers to
enthusiastically prepare for 2 new Pepsi's commercial with Madenna, but also reinforce Pepsi's
“Taste of new generation” position. in addition to delivering an informative message of the new
commercial launch, this commercial is indirectly aimed to frighten its competitor that Pepsi is
capable to endorse world's famous star, Madonna.

Scene of an aborigine man finding Pepsi vending machine at a restaurant located in the

middle of desert symbolizes Pepsi's efficient distribution. A presence of Madonna who is
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ranked as the number one teen ido! helps signifying a perception that Pepsi is a truly beverage
for young consumers who see themselves\as independent, energetic, and modernistic person.
This commercial symbolizes Pepsi's popuiarity among young target is equivalent to Madonna,
it dramatizes that when the world’s number one sﬁperstar chooses Pepsi as her distinguished
choice, consumers are assured that Pepsi is a premium and trendy product, With reputation of
Madonna as the number one in music industry, young consumers are enhanced to perceive

Pepsi as the leading in soft drink category as well.

Target: Young consumers.
With endorsement of Madonna and emphasis on music activities, which are among the
most appealing topic among. youthy target, this commercial primarily aims to young prbspect

consumers.

Presenter: The world's favonte Madonna Is endorsed to reinforce Pepsi's concept of being
a popular beverage among young and modem consumers. Superstar appearance efficiently

moﬁvaies youth target to associate Pepstwith the position of the leader in soft drink category.
Location: A remote desert ioCation is designed to generate a positive perception of Pepsi's
efficient distribution. (It aisc-signifies-Pepsi-as-a-favorite-beveiage for wide group of people,
such as the aborigine tribe in distant location.
Logo: Pepsi's-red; hlue, and/white rectangularishaped-jogo,in English.

Super: " Taste of new generation %in Thai.

Language: A compslling dialogue narrated by maie voice over significantly informs the

launching date of the new commercial. It also reinforces the concept to position Pepsi as a

beverage for iew generation.

Music: No specific music score is featured because the main emphasis is the dialogue

narrated by male voice over.
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Brand reminding devices: Pepsi vending machine is significantly featured.

Brand personality: Poputar personality is signified through the self-expression model
which consumers see the brand as vehicle to express a part of their self-identity, and lifestyles.
With the arousing story line and a presence of Madonna, this commercial suggested Pepsi and
a beverage to bning young target closer to popuiar status.

Brand personality of this commerciat is emphasized through endorser approach, which

symbolic of the brand is transferred to consumer through popular and powerful performance of

Madonna.
Madonna 1 ~ Croative Exocution Styles Appeal Strategy source
| Adverlising Expert (1 |2 |3 |4 |8 16.[7 (B [8 {10 |11 [12 [ Ratlonal [Emotional |Local |Global
Judge # 1 * + +
Judge #2 + + +
Judge # 3 + + +
Judge # 4 + + +
Judge #5 + * +
[ TOTAL 1 4 : 2 3 5
Legends: 1 is Demonstration / 2ls Humor /3 Is Sarigls / 4 is Animation / 5 Is Rofoscope / § is Comparative / 7 is

Inforercial / 8 is Slice-of-life / 9 is Celebrties / 10 is Testimonial / 11 is Vignettes / 12 is Problem & Solution execution
styles

Analysis from four'people working in ‘advertisingprofession and researcher significantly reveals
that Pepsi's) "Madonna 1" commercial jlemploys (celebrities /creative, execution style with

emotional @ppeal and global strategy source to create an appealing television commercial to

attract prospect consumers.

/
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an watching B&W film of her 8™ birthday party.

1.
2 lpok at each other, Suddenly the actual Madonna appears
na mmmmm'- place.
3 where group of people comas to cheerfully dance with her,
4, movie screen With emazed fesling.
5. it
6. 7 4
€ 1
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8. !HI Actual Madonna dances in MMVM‘

10. Visual; Ywmmdmwm’%mMWm:huMaddl
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dadl, | - fa

12, anm@%mmnmmmmm mm;ﬂMMmﬂmmnﬂd
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Audio: Madonna : “Go atwad, make a wish." . -

13. Visual: Actual Madunnahouqupsi.aniqgn.*m

25. Title:; Madonna 2

Year:1989 | O Duration:120 séc.

Concapt: Music.

This commercial endorses Madonna who is ranked as the world’s number one teen idol to
signify a perception that Pepsi a truly beverage for young consumers who see themselves as
independent, ane.nrg-aliu, and modernistic. This commercial symbolizes Pepsi's popularity

among young target is equivalent to Madonna. It dramatizes that when the world's number one
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superstar chooses Pepsi as the distinguished choice, consumers are assured of Pepsi's
premium quality and trendy image.

With Madonna’s reputation as the number one in music industry, young consumers are
enhanced to perceive Pepsi as the leader in soft drink category. !t connotes Pepsi as what

young and modem consumers should consider as their choices.

Yarget: Young consumers.
With endorsement of Madonna and emphasis on music activities, which are among the
most appéaling topic among youth target, this commercial primarily aims to young prospect

consumers.
Presenter: The worid's favorite Madonnalis endorsed te reinforce Pepsi's concept of being
a popular beverage among,young and medern consumers. Superstar appearance efficiently

motivates youth target to associate Pepsi with the position of the leader in soft drink category.

Location: Varicus locations such, as’living reom, schoal, and restaurant are presented to

convey Pepsi as a beverage {0 be pleasantly consumed everywhere,
Logo: Pepsi's red, blue;and white rectanguiar shaped-logo-ifv English.
Super: “ Taste of new generation " in Thai.

Language: As main emphasis is focused on the music powerfully performed by Madonna,
no specific dialogue is, presence.-Madonna signifies only one’ sentence at the end scene to

encourage’young consumers to chase after their goal,

Muslc: A spectacular song performed by Madonna is significantly emphasized to consist

with the story line. It also helps capturing attention from prospect young target.

Brand reminding devices: Neon light signage of Pepsi is presented in the restaurant

s§Cene,
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Brand_personality: Popular personality is signified through the self-expression modef
which consumers see the brand as vehicle to express a part of their self-identity, and lifestyles.
With the arousing story line and a presence of Madonna, this commercial suggested Pepsi as a
beverage to bring young target closer to popular status,

Brand personality of this commercial is emphasized through endorser approach, which

symbolic of the brand is transferred to consumer through popular and powerfut performance of

Madonna.

Madonna 2 I Creative Execution Stylet Appeal Strategy source
Advertising Expert 1(213124[5]6 (769 |10 [*1 [12 | Rational |Emotional |Local |Global
Judge # 1 ¥ " "
Judge #2 + + +
Judge # 3 + + +
Judpe #4 * ‘ + +
Judge #5 + * +
TOTAL ' ] _ 5 5
Legends: 1 is Damonstration/ 2 is Humor / 3 is Serials / 4 is Animalion / 5 Is Rotascope 7 6 is Comparative / 7 Is

Infomercial / 8 is Slice-of-life /8 is Ceiebrities / 10 is Testimonial / 11 is Vignettas / 12 is Problem & Solution exacution
slyles

Analysis from four people working in advertising profession and researcher significantly reveals
that Pepsi's "Madonna 2" commercial employs celebrities. creative execution style with

emotional appeal‘and-global strategy source ‘to-create an appealing“television commercial to

attract prospect'.consumers;
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Audio: Music Intro
2-15 Visual; Scenes are cut back
16. Visual: Dancer hands

26. Title : Robert
Year: 1989 Dura

Concept: Music. — -
L0 ]
This television cnmaimma! endorses Robert Paimer a pnpulffahgar to signify a perception
¢ 7

- Whe ymmsuhms as independent,

that Pepsi is a truly |

o

energetic, and rnodarm;m This commercial symbolizas Pagfi’s popularity among target is
equivalent fo Robert Palmer. It dramatizes when a well-known star chooses Pepsi as the
distinguished chaica, €onsuinidrs ade assured of Papsi's prénfiun quality and trendy image.
With Palmer’s reputation as one among the top star in the music industry, young consumers
are enhanted to perceive Pepsi as)a leader in soft drink category. It connoles Pepsi as what

young and modern consumers should consider as their choice.

Target: Young consumers.
With endorsement of Robert Paimer and emphasis on music activities, which are among

the most appealing topic among youth target, this commercial primarily aims to young prospect

consumers,
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Presenter: The world's favorite Robert Palmer is endorsed to reinforce Pepsi's concept of
being a popular beverage among young and modern consumers, Superstar appearance
efficiently motivates youth target to associate Pepsi with the position of the leader in soft drink

category.

Location: An indoor studio is decorated with Pepsi’s red, biue, and white color. The setting

is designed as stage for Palmer and his dancers to deliver an arousing performance.
Logo: Pepsi's red, blue, and white rectangular shapéd logo in English.
Super: “ Taste of new generation ™ in Thai.

Language: As main emphasis is focusedon the music powerfully performed by Palmer, no

specific dialogue is presence:

Muslc: Irresistible, Paimer’'s most popular song is featured to magnificently signify that
Pepsi is a definite “irresistible” drink-for all consumers. It aiso supportively draws attention from

potential young target.

Brand reminding dévices: Pepsi identity colors are speclaculariy displayed on stage and

outfits of all female dancers,

Brand personality: Popular personality is signified thrbugh the self-expression model
which consumers ‘see’the brand|as-vehidle to express apart of their self-identity, and lifestyles,
With the arousing story line and a presence of Robert Palmer, this commercial suggested Pepsi
as a beverage to bring young target closer to popular status.

Brand personality of this commercial is emphasizeg! through endorser approach, which

symbolic of the brand is transferred to consumer through popular and powerful performance of

Robert Palmer.
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Robert ~ Creative Execution Styles Appoal Strategy source
Adverilsing Expert 11 |2 [3 |4 [5 [6 |7 |86 |8 |10 |11 |12 | Rational |Emotional |Local | Giobal
Judge # 1 * + +
Judge # 2 + + +
Judge #3 3 y T
Judge #4 ¥ + + +
Judge #5 I + | + +
TOTAL 5 5 5
Legends: 1is Demonstration / Z is Hurnor7 3 is Serials/ 4 Is Animation 7 5 Is Rotoscope 7 6 is b‘ompamtivo /7S

Infornercial / 8 Is Slice-ol-life / Gis Celebnties 7 10 is Testimonial / 11 is Vignettes / 12 is Problem & Solution execution

styles

Analysis from four peopleworking in advertisi_ng profession and researcher significantly reveals

that Pepsi's "Robert” commercial empioys celebrities creative execution style with emotional

appeal and global strategy soufce to create an appesling television commercial to attract

prospect consumers.
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This compelfing television commercial does not only Captivate consumers' intsrest but also
reinforce Pe-pi;i'l position of being a'new ganeraliun beverage by endorsing’on Chaichai who is
one among the most famous and popular movie star in Thailand. In addition to use the well-
known international celebrities to attract potential young consumers, Pepsi turns to endorse on
local celebrity with an intention to bring the brand closer to Thai consumers. Endarsing a
popular local celebrity does not only successfully attract young targets who see the endorsed

star as a representative of the ideal new generation, but it also gains acceptance from general
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target as well, It is because these consumers have greater opportunity to possibly associate
themselves to the endorsed local star than the international celebrities do.
With endorsement of the popular star, consumers are enhanced with a perceptidn that
Pepsi is a truly beverage for trendy and sophisticated people. Scene of the well-known
 celebrity drinks Pepsi connotes that when peopie want to have a popular image, one intelligent
solution is to drink Pepsi to boost up their image. The commercial also signifies that no other
beverage could possibly substitute Pepsi satisfled taste through scene of Chatchai turns down

an offer for some substitutions.

Target: Young consumers,
As the endorsed staris 2 locai favorite celebrity, his appearance with animated story line
efficiently communicates o ali‘consumers. ‘Young targets probably see him as an ideal role

model because of his active personality, and madernistic characteristic.
Presenter: Chatchai, @ popular local star is chosen to stimulate interest from all prospect
consumers. His popularity supportively establishes brend preference as well as positive

attitude towards the product.

Location: A setting of pub at night is exclusively highlighted fo consist with trendy lifestyles

of new generation.
Logo: Pepsi's red, biue, and white‘réctangular shapédlogo in English.
Super: " Taste of new generation ".in Thai. _ ;

Language: A compelling dialogue is organized to position Pepsi as an exclusive beverage,

which could never be replaced.

Music: A music score is designed with little emphasis because the conversation to

reinforce Pepsi as a choice of sophisticated people is concentrated instead.
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Brand reminding devices: Pepsi identity biue is highlighted through wardrobe of main
presenter and color scheme of lighting and interior of the selected location. There is also a

Pepsi logo neon signage.

Brand personality: Trendy personality is signified through the self-expression model which
consumers see the brand as vehicle to express a part of their self-identity and lifestyles, With
the stylish characteristic of Chatchai and his popularity, the commercial suggests Pepsi as a
beverage for contemporary people.

Brand personality of this commercial is dramalized. through endorser approach, which

supportively conveys Pepsi as a trendy beverage.

Chatchal Creative Exacution Styles Appeal Strategy source
Adveriising Experi 1121304 576 /7|8 |9 [10 |41 |12 | Ratlonal [Emotional |Local Global
Judge # 1 + + +
Judge #2 + + +

Judge #3 + + +

Judge #4 + * +

Judge # 5 + * +

TOTAL 5 1 4 4 1
Legends: 1 is Demonstration / 2 is Humor/ 3 Is Serials / 4 is Animation/ 5 is Rotoscope / 6 is Comparative / 7 is

Infomercial / 8 is Slice-of-life / 9 is Celebrities / 104s-Testimonial / 11 is Vignettes / 12 is Problem & Solution execufion
stylas

Analysis from four people working in adverfising professiofi and researcher significantly reveals
that Pepsi's “Chatchai®)commercial employs celebrities creative execution style'with emotional

appeal and local strategy source to create an appealing television commercial to attract

prospect consumers.
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28, Title : Sinjai:
Year: 1963 Duration: 45 sec,
Concept: Teenager's lifestyies.

This compelling television commercial does not only captivate consumers’ interest but also
reinforce Pepsi's position of being a new generation beverage by endorsing on Sinjai who s
one among the most famous and popular movie star in Thailand. In addition to use the well-
known international celebrities to attract potential young consumers, Pepsi turns to endorse on

local celebrity with an intention to bring the brand closer to Thai consumers. Endorsing a
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popular local celebrity does not only successfully attract young targets who see the endorsed
star as a representative of the ideal new generation, but it also gains acceptance from general
target as well. it is because these consumers have greater dpportunity to possibly associate
themselves to the endorsed local star than the international celebrities do.

With endorsement of the popular star, consumers are enhanced with a perception that
Pepsi is a truly beverage for trendy and sophisticatad people. Scene of the well-known
celebrity drinks Pepsi connotes that when people want to have a popular image, one intelligent
solution is to drink Pepsi to boost up their image. The commerciat also signifies that no other
beverage could possibly substitute Pepsi satisfled taste through scene of Sinjai turns down an

offer for some substitutions.

Target: Young consumers.
As the endorsed star is a'local favorite celebrity, her appearance with animated story line
efficiently communicates o all consumers. Young targets probably see her as an ideal role

model because of her active parsonelity, and medemistic characteristic.

Presenter: Sinjai, a popular local star is chosen to stimulate interest from ali prospect
consumers. Her popularity suppgriively establishes brand preference as well as positive

attitude towards the preduct.

Location: A back stage setting is designed to consist with the dynamic story line where the

main presenter has.to rush.for Pepsi because there are plenty.of obstructions.
Logo: Pepsi'sted; blue; and white-rectangular shaped-ogo in English.
Super: “ Taste of new generation " in Thai.

Language: No specific dialogue is designed.

Music: An arousing music score with dynamic tune is designed to harmonize with the

thrilling story line.
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Brand reminding devices: Fepsi identity blue coior is presented through wardrobes of

presenters.

Brand personality: Trendy personality is signified through the self-expression model which
consumers see the brand as vehicle to express a part of their self-identity and lifestyles. With
the stylish characteristic of Sinjai and her popularity, the commerciatl suggests Pepsi as a
beverage for contemporary people.

Brand personaiitglf of this commercial is dramaﬁzed through endorser approach, which

supportively conveys Pepsi as a trendy beverage.

Sinjal Creative Exocutlon Styles Appeal Strategy source
Advertisig Expert |1 |2 |3 [4 |5 |6 |7 |8 19|10 |11 |12 |Rational |Emotlonal |Local | Global
Judge # 1 + + +
Judge #2 + + +

Judge #3 + + +

Judge # 4 * + *

Judge #5 + + +

TOTAL ] 1 4 4 1
Lagends: 1 is Demonstration /2 is Humor / 3 is Senrals / 4 Is Animation / 5 Is Rotoscope /6 is Comparative/ 7 1s

Infornercial / & is Slice-of-life / 9 is Celebritias / 10 is Testimonial / 11 is Vigneltes/ 12 is Problem & Solution execution
styles

Analysis from four\people working in advertising-profession and researcher significantly reveals
that Pepsi's "Sinjai” commercial employs-celebrities creative execution Style with emotional
appeal ‘and jocal strategy source' to, create an’appealing television commercial to attract

prospect consumers.
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This compelling television commercial does not only captivate consumers’ interest but also
reinforce Pepsi's position of being a new generation beverage by endorsing on Chatchai and
Sinjai who is one among the most famous and popular movie star in Thailand. In addition to
use the well-known international celebrities to attract potential young consumers, Pepsi turns to

endorse on local celebrity with an intention to bring the brand closer to Thai consumers.
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Endorsing a popular local celebrity does not only successfully atiract young targets who see the
endorsed star as a representative of the ideal new generation, but it also gains acceptance from
general target as well. It is because these consumers have greater oppoﬂuni@y to possibly
associate themselves to the endorsed local star than the intemational celebrities do.

With endorsement of the popular star, consumers are enhanced with a perception that
Pepsi is a truly beverage for trendy and sophisticated people. Scene of the well-known
celebrity drinks Pepsi connotes that when people want to have a popular image, one intelligent
solution is to drink Pepsi to boost up their image: The commercial also signifies that no other
beverage could possibly substitute Pepsi satisfied taste through scene of Chatchai and Sinjai
turns down an offer for some substitutions.

This commercial also aims.to lnduce consumers to develop in-home consumption habit

through story line that preseniers buy Pepsi back homs.

Target: General consumers.
As the endorsed stars'are local favorite celebrities, their appearances with animated story
line efﬁciently communicate to all consumers. Young targets probably see them as ideal role

model because of their active personality; and madernistic characteristic.
Presenter;: Chatchai and Sinjai, 2 poptilar locat star is chosan.to stimulate interest from all

prospect consumers. Their popularity supportively establishes brand preference as well as

positive attitude towards the product.

Location: A setting ‘of grocery storé is exclusively chosen to 'stimulate potential target to

purchase-Pepsiback home:
Logo: Pepsi's red, blue, and white rectangular shaped logo in English.
Super: “ Taste of new generation " in Thai.

Language: A compelling conversation signifies Pepsi as the only one choice for trendy

people such és both presenters.
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Music: An arousing music score with dynamic tune is designed to harmonize with the

thrilling story line.

Brand reminding devices: Pepsi identity blue is emphasized through wardrobes of the

extras.

‘Brand_personality: Trendy personality is signified through the self-expression model,
which consumers see the brand as vehicle to express a part of their self-identity and lifestyles.
With the stylish character of Chatchai and Sinjai and their poputlarity, the commercial suggests
Pepsi as a beverage for conlemporary people.

Brand personélity of this_gommercial is dramatized through endorser approach, which

supportively conveys Pepsi as & trendy beverage.

Chatchal & Sinjai Creative Exscution Styles Appeal Strategy source
Advertising Expert T2 2[4 [618[7 (8|9 40 [19 [12 | Rational |Emotional |Local Global
Judge #1 ‘ + + ry
Judge # 2 % + +

Judge # 3 + [ +

Judge # 4 + + : *

Judge #5 + - +

TOTAL 5 1 4 4 1

Legends: 1is Demanstration / 2 is Humor/ 3 is Senlals / 4 is Animation / 5 is Roloscope / 6 is Comparative 7 7 is
Infomercial / 8 is Slice-of-iifa / 8 is Celabrities / 10 is Testimonial / 11 is Vigneites / 12 is Problam & Soiution execution
styles

Anaiysis from four peoplie working in advertising profession and researcher significantly reveals

that Pepsi's “Chatchai & Sinjai” commercial employs celebrities creative execution style with

emotional appeal and locai strategy source to create an appealing television commercial to

attract prospect consumers.
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Concept: Refreshment.
The objactive of the television commercial is to spark an initial interest of potential

consumers. But once the consumers’ attention is successfully captured, the consumers are
assured with the perception that Pepsi is a beverage to possibly relieve them from dehydration.
It significantly conveys Pepsi as a source to shower people with refreshment from its ice-cold

enjoyable taste. It signifies that Pepsi as a definite beverage to efficiently overcome heat and

hotness.
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This commercial employs several symbolic to deliver its main message. For example
portrayal of mercury and sun at the very beginning represent hot temperature. Pepsi
refreshment is symbolized in a scene whaen Pepsi bottie is opened and plenty of splashes from

sprinkle showers on people.

Target: General consumers.

As the objective of this commercial is to connote Pepsi's refreshment attribute, this concept
is applicabie to general target. However as the commercial employs modern lifestyles of young
energetic consumers, young aduit consumers are likely to be the primary target.

Pragenter: Young energetic presenters are exclusively chosen to harmonize with the
modern and dynamic lifestyles feaiured in the commercial. They are designed with character to

appeal to potential young “new generation” target.

Locatlon: Both indoor and outdoor locations are designed to create look and feel that is

consistent with the concept which dramatizes on Pepsi's ability to overcome heat temperature.
Logo: Pepsi's red, blue, and whiie rectangular shaped logo in English.
Super: “ Taste of new generation " in Thai.

Language: No specific dialogue is prasented because the main emphasis is focused on the

compelling music score to consist with/the thrilling-story-line.

Music: An exciting music score is elaborately chosen with faster speed as the commercial

reaches its climax.

Brand reminding devices: The presenters are featured in Pepsi's identity blue color

outfits.
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Brand personality: Adventurous personality is drematized through the self-expression
model which consumers see the brand as vehicle to express a part of their seif-identity, and
lifestyles. As the active and vivacious story line attempts to promote younq target to try new
| introduced product with vivid outdoor activity, consumers are motivated to perceive Pepsi as an
adventurous bever_age for lively peaple.
Brand personality of this commercial are emphasized through executional elements such as
arousing story line and exciting choice of music to enhance Peps.i as an energetic beverage for

outgoing young consumers.

Hot Greative Execution Styles Appeal Strategy source
Advertising Expert 1213|415 (617189110 |41 [ 12 | Rational |Emotional ]Local Global
Judge # 1 + +

Judge # 2 + +

Judge # 3 + +

Judge # 4 * +

Judge # 5 + +

TOTAL, 1 4 2 3 5

Legends: 1is Demonstraiion./ 2 is-Humor/ 3 1s-Senals /4 is Animation/ 5is Roloscope 7 6 is Comparative 7 7 Is
Infomercial / 8 is Slice-of-ifa7 9 is Celebrities / 10 is Testimenial / 11 is Vignettas /12 is Problem & Solution execution
styles A
Analysis from four people working in advertising professién and researcher significantly reveals
that Pepsi's “Hot", commercial employs problem & solution creative execution style with
emotional appeal and global strategy source to create an“appealing television commercial to

attract prospect consumers.
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The objective of the television commercial is to send a greeting message from Pepsi and its
contributor to general consumers. And as consumers become aware of this New Year wish
message, they are anhanuac-l with the hidden mesasage, which intentionally positions Pepsi as a
brand that oonm;mu about liberty, freedom, and peace. With the story line that relates to the
mast significant event of the year, the fall of the Berlin Wall, Pepsi successfully associates itself

with an image of liberation and unity.

159



Consumers are enhanced to perceive Pepsi as a peacekeeper to encourage people to
harmoniously live in peace. Pepsi intentionally promotes peopie to stop making war and hatred.
The commercial also signifies that peace is the best gift on earth. The sentimental story line

supportively positions Pepsi as a brand that cares and seeks only the best thing for humanity.

Target: General consumers,

The compelling concept of this commercial is aimed to enhance positive attitude of all
people towards the brand. People from all races are motivated to overcome their hatred and
discrimination and to live peacefully for the sake of humanity.

Presenter: Typical peopie sanking form children to elderiy are featured to consist with the
story line to promote all pgople o live in harmony, Portrayal of children helps generating

emotional and heartwarmingmood and tone for this commercial.

Location: In order to deliver a message 1o promote people to live in harmony, the Berlin

Wall, a symbolic of peace is magnificentty chosen:
Logo: Pepsi's red, blue, and white rectangular shaped logo in English.
Super: “The world of love and happiness” in Thai.

Language: The moying scriptinspires ail.consumers to.gradually-develop brand preference

towards Pepsi's social-contribution.

Music: A classical music score is exclusively designed to supportively harmonize with the
overall concept. This spectacular score creates. grandiose feeiing to commemorate the

significant ending of the Berlin Wall.

Brand reminding devices: None
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Brand personality: Liberate personality is signified through the relationship basis model,
which develops the relationship between the brand-as-person and the consumers. With the
inspired story line, all consumers are motivated to consider Pepsi as a brand that contributes to
peaceful of humanity.

Brand personality of this commercial is dramatized through executional elements approach

of the compelling story line, and choice of music to enhance consumers of Pepsi positive

image.

Berlin Wall Creative Execution Styles .~ Appeal Strategy source
Advertising Expert T 1231405167 (89 10 |1s |42 | Rational |Emotional |Local |Global
Judge # 1 + + +
Judge #2 + * Y
Judge #3 + + +
Judge #4 + + +
Judgé #5 + * -
TOTAL 1 4 5 5

Legends: 1is Demonstration/ 2 is Humor /3 Is Serials / 4 1s Animation / 5 is Rotoscope / 6 is Comparalive / 7 is
infomercial / 8 is Stice-of-lifa /9 is Calsbritiss / 10 is Testimonial / 11 is Vignettes /.12 is Problem & Solution execution
styles

Analysis from four people 'working in advertising profession and researcher significantly reveals
thet Pepsi's “Berlin Wall” commercial efiiploys vignettes Creative execution style with emotional
appeal and global strategy source-to create an appealing television commercial to attract

prospect.consumers.
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independet, erergatic, odgiristol IThisl/comierdisl/Syindolied Papsis popularty
among ymrug largal is aquhralant to MC. Hammer. |t dramatizes that when the superstar

chooses Pepsi as the distinguished choice, consumers are assured of Pepsi's premium quality
and trendy image.

With MC. Hammer's well-known reputation as the number one in music industry, young
consumers are enhanced to perceive Pepsi as the leader in soft drink category. It connotes

Pepsi is what young and modern consumers should consider as their choices.
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Target: Young consumers.
With endorsement of MC. Hammer and emphasis on music activities, which are among the
most appealing topic for youth target, this commercial primarily aims to young prospect

consumers.

Presenter: The famous MC. Hammer is endorsed to reinforce Pepsi's concept of being a
popular beverage among young and modern consumers. Superstar appearance efficiently

motivates youth target to associate Pepsi with the position of the leader in soft drink category.

Locatlon: A concert hall-where large -amount of -audiences could attend is featured to
reinforce Pepsi's popularity image.This location is designed to create look and feel that is
consistent with the concepls” The overall tone aims to convey a feeling of idolization and

adoration.
Logo: Pepsi's red, blue, and white ractangular shaped fogo in English,

Super: “Taste of new generation® in Thai.

Language: No speeific dialogue is presence bacause the-major emphasis is on the music

powerfully performed by MC. Hammer.

Music: MC. Hammer’s most popular song is featured.to-magnificently signify Pepsi as a

definite drink for young consumers.

Brand.reminding devices: Several dancers wear Pepsi’s identity biue color wardrobes.

Brand personality: Popular personality is signified through the self-expression model
which consumers see the brand as vehicle to express a part of their self-identity, and lifestyles.
With the arousing story line and a presence of MC. Hammer, this commercial suggests Pepsiis

a beverage to bring young target closer to popular status.
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Brand personality of this commercial is emphasized through endorser approach, which

symbolic of the brand is transferred to consumer through popular and powerful performance of

MC. Hammer.

MC. Hammer Creative Execution Styles Appoal Strategy source
Adveriising Expert T T2 (3[4 8167|8180 |11 |12 | Rational |Emoticnal [Local |Global
Judge # 1 + + e
Judge # 2 * * +
Judge # 3 ' * o+ +
Judge # 4 + ry +
Judge #5 + + ‘ +
TOTAL 5 1 .' 4 5

Legends: 1 is Demonstration / 2 s Humor/ 3 s Serfals / 4 I Animation / 5is Rotoscope / 6 Is Comparative / 7is
Infomercial / 8 is Shice-of-ife / 9 is Celebritios / 10 Is. Teslimonial / 11 is Vignettas / 12 is Problem & Solution execution
styles

Analysis from four people working in-advertising profession and researcher significantly reveals
that Pepsi's “MC. Hammer" commerciel employs celebrities creative execution style with
emotional appeal and global sirategy source to create an appegling television commercial to

attract prospect consumers.
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This commercial endorses Gloria Estafan who is ranked among the werld's popular teen
ot to Sl i i o4, 4 ki oo 14 kol o oo
themselves as independent, energetic, and modernistic. This commercial symbolizes Pepsi's
popularity among young target is equivalent to Gloria Estanfan. It dramatizes that when the
superstar chooses Pepsi as the distinguished choice, consumers are assured of Pepsi's
premium quality and trendy image.

With Gloria Estanfan's well-known reputation as the number one in music industry, young

consumers are enhanced to perceive Pepsi as the leader In soft drink category. It connotes
Pepsi is what young and modern consumers should consider as their choices.

165



Target: Young consumers,
With endorsement of Gloria Estanfan and emphasis on music activities, which are among
the most appealing topic among for target, this commercial prinian'ly aims to young prospect

consumers.

Presenter: The world’s famous Gloria Estanfan is endorsed to reinforce Pepsi’s concept of
being a popular beverage among young and modemn consumers. Superstar appearance
efficiently motivates youth target to essociate Pepsi with the position of the leader in soft drink

category.

Location: A concert hall where large amount of audiences could attend is featured to
reinforce Pepsi's popularity im@ges” This location is designed o create look and feel that is
consistent with the concept./The overall tone aims to convey a feeling of idolization and

adoration.
Logo: Pepsi's red, blue, and white rectangulan shaped logo in English.
Super: “Taste of new generation™ in Thai. L

Language: No specific dialogue is presence because the major emphasis is on the music

powerfully performed by Gloria Estafan,

Music: Gloria’Estafan's most popular song'is featured to magnificently signify Pepsi as a

definite drink foryoung.consumers,..
Brand reminding devices: Pepsi name is run on the electronic lighting panel on stage.

Brand persenality: Popular personality is signified through the self-expression maodel
which consumers see the brand as vehicle to express a part of their self-identity, and lifestyles.
With the arousing story line and a presence of Gloria Estafan, this commercial suggests Pepsi

as a beverage to bring young target get closer to popular status.
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Brand personality of this commerciat is emphasized through andorser approach, which

symbolic of the brand is transferred to consumer through popular and powerfut performance of

Gloria Estafan.

[Gioria Estafan

Creatlve Execution Styles

Appeal

Strategy source

Adverlising Expert 121374756

7|89

10

11

12

Ratlonal | Emotional

Local |Global

Judge # 1

Judge # 2

Judge # 3

Judge #4

Judge #5

TOTAL

Legends: 1Is Demonstration / 2 Is Humar/ 3

slyles

Is Serals /4 |s Animation / § Is Rotoscope / 6 is Comparative / 7 is
Infomerciel / 8 is Slice-of-life / 9 is Celebritias / 10 is Teslimonial / 11 is Vignetles / 12 is Problem & Solution execution

Analysis from four people working in-adveriising profession and researcher significantly reveals

that Pepsi's “Gloria Estafan” commiercial employs celebrities creative execution style with

emotional appeal and global strategy source to create an appealing television commercial to

aftract prospect consumers.
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have dﬂfﬂﬁeﬂt attitudes, interests, and lifestyles. Pepsi elaborately positions itself as a beverage
to peacefully unite people in harmony. The commercial dramatizes that when both groups of
peaple cheerfully drink Pepsi, they gradually develop positive understanding towards each
other. Finally, as the commercial reaches its climax, consumers are enhanced with a scene of

everybody joyously dance together. This ending supportively reinforces a concept to
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demonstrate Pepsi's attribute of heing a beverage to successfully bring happiness to aii Pepsi

drinkers.

Target: Young consumers.

With employment of energetic youth lifestyles, primary target of this commercial is
emphasized on young consumers, This target group is identified through the music activity,

which is the core execution concept of this commercial.

Presenter: Young male and female dancers aré chesen to consist with the story line of

typical youth music lifestyles:

Locatlon: An indoor setting of dance studio is designed to harmonize with the music

related story line as well as {o create look and feel of the modemistic youth's lifestyles.

Logo: Pepsi's red, biue, and white rectangular shaped loge in English.

Super: “Taste of new generation™in Thai.

Language: No specific_diaiogue is presence because the major emphasis is on the music

activity,

Music: Two different music styles are exclusively designed to.consist with presenters of two

different

interest-groups.’-They-are) classical music for thergroup-with jinterest-in-ballet,jand the rock

music for men group with interest in contemporary dance.

Brand reminding devices: None

Brand personality: Energetic personality is dramatized through the self-expression mode!

which consumers see the brand as vehicle to express a part of their self-identity and lifestyles.
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With the dynamic characteristics of all presenters, the commercial suggesis Pepsi as a

beverage for modernistic consumers who are looking forwards to the vigorous image.

Brand personality of this commercial is signified through user imagery approach, which

enhances consumers to perceive Pepsi as a modernistic drink.

[Dance Duel

~ Creative Execution Styles

Appeal

Strategy source

Advertising Expert

3

4

7

10

"

12

Rational | Emotional

Local | Giobal |

Judge #1

Judge # 2

Judge # 3

Judge #4

Judge # 5

TOTAL

Legends: 1is Demonstration /2 is Humor/ 3

is Sengls /

4 Is Animation /5 {s Rotoscope / 6 is Comparative / 7 is

Infomercial / 8 is Slice-of-life / 9 is Celebiitles / 10 is Tastimonial / 11 Is Vignattes / 12 is Problem & Salution execution

stylss

Analysis from four people working in advertising profession and researcher significantly reveals

that Pepsi's “Dance Duel® commercial employs slice-of-life ‘creative execution style with

emotional appeal and-global strategy source to create an appealing television commercial to

attract prospect consumers.
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. Visual: Everyone shares Pepsi
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uﬁ.fnrnwul party where everyone joyously drinks Pepsi,

Visual: Maln male character takes examination,

Visual; Main male character checks his exam result. As he finds his name, he cheerfully celabrates,
Visyal: On graduation day, main male character joyously celebrates with his friends.

Visual: Main male character looks at the sun,

Visual: Main femnale character comes to congratulate him, Their friends joyously join them. / logo / super
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35, Tittle: Campus 1
Year: 1992 Duratlon: 180 sec.

Concept: Corporate,

As Pepsi has successfully positioned itself as a taste of new generation, it favorably gains
popularity and trust from numerous young consumers. However several Pepsi previous
campaigns only associate the brand with music activity and modernistic lifestyles of youth.
Pepsi is frequently considered as a senseless bheverage because it does not promote any
valuable contribution to youth target. As a resuli;"this.commercial is designed to generate
positive image as welt as to stimulate young consumers to develop sense of responsibility and
concern about their future.

The commercial stimulates young consumers to determine and strive to achieve their goals.
It encourages youth target to'emphasize on their academic psrformance, sport activity, reliable
friendship, and social contribution. The commearcial empioys compelling story line and several
inspired scenes to deliverits main objective. For example, scens of the main maie character in
sport uniform with his team mate suggests young target {0 consider playing sport instead of
involving with aicohol and drug. Scenas of all characters going to a distant province to work on
public service project persuades target consumers to he responsive for social contribution
activity.

It suggests young consumers to think of the whole society rather than themselves. Scenes
of both main presenters working hard on their study also motivate youths to put their priority on
academic prﬁcess. The_graduation scene.assures young.consumers that when they are
responsible and working'hard, they will be gloriously rewarded.

The-commercial also generates-apositive attitude'that-Pepsi is) a friend who will always be
supportive.and encouraging for youths to achieve their ambition. it signifies that Pepsi will stay

beside consumers throughout good and bad times,

Target: General consumers.
This compelling commercial intentionally communicates to both young and general targets.
For youth targets, this commercial encourages them to be responsive. While for general targets

this commaercial attentively establishes a positive attitude towards Pepsi. :
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Presenter: Young energetic and enthusiastic presenters are exclusively employed to

efficiently represent youth target,

Location: Numerous outdoor and indoor locations are elaborately selected to relevant with
several activities which the commercial aims to promote to young target. The overall look of the

locations is designed with warm and inspired atmosphere,
Logo: Pepsi’s red, biue, and whita rectanguilar shaped logo in English.
Supar: “Taste of new generaiion™ in Thai.

Language: No specific/dialogue is presence because the major emphasis is on the

sentimental music lyric to encourage young consumers to sirive for success.

Music: This commercial ex'clusively chooses a well known touching song “Rangwan dare
Kon Chang fun” (Prize for a dreamy person) ta stimulate young consumers.
“A golden sun will always shine. Don't you take back your promise.
Don't you ever change your word whean time passed away.
Please be detetmined and don'tiet anyone-misieadsyou.
Keep moving forwards and don't let anyone opposes your goal.
A golden sun will always shine. The sun will be bright and supportive.
The flowers will bloom to encourage.a brave person.
These are’prestigious pﬁzes for your-greatest dream.
*On'the long and.winding road: (f you scare,and hold back;
I'will be disappoirnted. I'will always be supportive.
if only you are not running away.
I will console and rejuvenate your heart.
I will be a stable bridge for you to cross over.
I will be a refreshing water splash to overcome you tire.
I will eternally wish you a definite success.

(repeat *) A golden sun will always shine. A golden sun will always shine.
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A golden sun will always shine.”

Brand reminding devices: Several wardrobes of the presenters are designed with Pepsi's

identity blue color. There are also several brand reminding elements such-as Pepsi cooler, and

Pepsi vending machine.

Brand personality: Encourages personality is signified through the relationship basis
model, which develops the relationship between the brand-as-person and the consumers, With
the inspired story line, all consumers are rr;otivated to consider Pepsi as & brand that sincerely
contributes to youth's success:.

Brand personality of this commercial is drematized through executional elements approach

of the sentimental story ling;/@nd tauching music lyric to enhance consumers that Pepsi is a

supportive friend.

Campus 1 Creative Execution Styles Appeal Strategy source
Advertising Expert T[Z]3 (456 [T [a[6710 [11 |32 |Rational |Emotional |Local Globat
Judge #1 - + I +

Judge # 2 * ry +

Judge # 3 3 + *

Judge # 4 + + +

Judge # 5 - + +

TOTAL 4°(1 5 5

Legends: 1 /s Damonsiration / 2 is Humor / 3\is Serials /4 is Animation 7 5 is Rotoscope / 6 is Comparative / 7 is

Infomercial /'8 is Slice-of-life /9 is Celebnities/ 10 is Testimanial / 11 is Vignettes / 12'is Problem & Séittion execution
styles

Analysis from four people working in advertising profession and researcher significantly reveals
that Pepsi's “Campus 1" commercial employs slice-of-life creative execution style with emotional
appeal and local strategy source to create an appealing television commercial to attract

prospect consumers.

”
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36. Tittle: Campus 2
Year: 1992 Duration: 80 sec,

Concept: Corporate.

As Pepsi has successfully positioned itself as a taste of new generation, it favorably gains
popularity and trust from numserous young consumers. However several Pepsi previous
campaigns only associate the brand with music agtivity and modernistic lifestyles of youth.
Pepsi is frequently considered as a senseless baverage because it does not promote any
valuable contribution to youth target. As @ result, this commercial is designed to generate
positive image as well as tostimulate young consumers to develop sense of responsibility and
concern about their future,

| The commercial stimulates young consumers to determine and strive to achieve their goals.
It encourages youth target 10 emphasize on their academic performance, sport activity, reliable
friendship, and socia! contribution. Thé commergial employs compelling story line and several
inspired scenes to deliver its main objective, For exampla, scene of the main male character in
sport uniform with his team mate ‘suggests young target to consider playing sport instead of
involving with alcohol and drug. Sceries of all characters going to-a distant province to work on
public service project persuades target consumers {0 be responsive for social contribution
activity.

It suggests young consumers to think of the whole society rather than themselves. Scenes
of the both main piaseéniers workifg hardion their study dlso motivate youths to put their priority
on academic process. The graduation scene assures young consumerscthat when they are
responsible and working hard, they will be gloriousiy rewarded

The commercial also generates a positive atitude that Pepsi is a friend who will always he

supportive and encouraging for youths to achieve their ambition. signifies that Pepsi will stay

beside consumers throughout good and bad times.
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Target: General consumers.
This compelling commercial intentionally communicates to both young and general targets.
For youth targets, this commercial encourages them to be responsive. While for general targets

this commercial attentively establishes a positive attitude towards Pepsi.

Presepter: Young energetic and enthusiastic presenters are exclusively employed to

efficiently represent youth targets,

Location: Numerous outdeor and indoor locationg are elaborately selected to relevant with
several activities which the commercial aims-to promote toyoung target. The overall look of the

iocations is designéd with warrn.and.inspired atmosphere.
Logo: Pepsi's red, biue, and white rectangular shaped logo in English.
Super: “Taste of new generation” in That.

Language: No specific dialogle ‘is presence because the major emphasis is on the

sentimental music lyric to encourage young consumers to strive for success.

Music: This commercial exclusively chooses a well known-touching song “Rangwan dare
Kon Chang fun” {Prize for a dreamy person) to stimulate young consumers,

*On the long and winding road. If you scare and hold back,

| will be disappointed.’ | will'always be-supportive.

If enly-you are-not-running away;

t will consola and rejuvenate your heart.

| will be a stabie bridge for you to cross over,

| will be a refreshing water splash to overcome you tire.

I will eternally wish you a definite success.

(repeat *) A golden sun will aib)éys shine. A golden sun will always shine.

A golden sun will always shine.”
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Brand reminding devices: Several wardrobes of the presenters are designed with Pepsi's
identity blue color. There are also several brand reminding elements such as Pepsi cooler, and

Pepsi vending machine.

Brand personality: Encourages personality is signified through the relationship basis
model, which develops the relationship between the brand-as-person and the consumers. With
the inspired story line, all consumers are motivated to consider Pepsi as a brand that sincerely
contributes to youth's success.

Brand personality of this commercial is dramatized through executional elements approach

of the sentimental story line, and {ouching music lyric-to-enhance consumers that Pepsi is a

supportive friend.

Campus 2 ~ Creative Execution Styles Appeal Strategy source
Advertising Expert 12 (314 |5 |6 |7 1649 {90 |41 [1Z | Rational |Emotional |Local Global
Judge # 1 * + +

Judge # 2 +* + +

Judge # 3 + "y ry

Judge #4 + | Y +

Judge # 8 * * +

TOTAL 4 (1 5 5

Legends: 1 is Demonsitation/ 2-is Fumor{ 3is,5508s / 4 16 Aimation /5 is Rotoscopa/ 6 is Comparativa/ 7 is

Infomercial / 8 is Slice-of-life,/ 9 is Celebrities£10 is Testimonial /11 is Vignettas / 12 is’Problem & Solution execution
styles

Analysis from four people working in advertising profession-and researcher significantly reveals
that Pepsi's “Campus 2" commercial employs slice-of-life creative execution style with emotional

appeal and local strategy source to create an appealing television commercial to attract

prospect consumers,
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Pepsi is frequently considered as s senseless beverage because it dces not promote any
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valuable contribution to youth target. As a result, this commercial is designed to generate
positive image as well as to stimulate young consumers to develop sense of responsibility and
concern about their future.

The commercial stimulates young consumers to determine and strive to achieve their goals.
It encourages youth target to emphasize on their academic performance, sport activity, reliable
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friendship, and social contribution, The commercial employs compelling story line and several
inspired scenes to deliver its main objective. For example, scene of the main rnaiq character in
sport uniform with his team mate suggests young target to consider playing sport instead of
involving with alcohol and drug. Scenes of all characters going to a distant province to work on
public service project persuades target consumers to be responsive for social contribution
activity. o

It suggests young consumers to thihk of the whole society rather than themselves. Scenes
of the both main presenters working hard on their study also motivéte youths to put their priority
on academic process. The graduation scene assures young consumers that when they are
responsible and working hard, they will be gloriously rewarded.

The commercial also generates a positive attitude that Pepsi is a friend who will always be
supportive and encouraging for vouths to achieve their ambition. it signifies that Pepsi will stay

beside consumers throughout' good and bad times.

Target: General consimers.
This compelling commer€ial intentionally cammunicates to both young and general targets.
For youth targets, this commercial encourages them 10 be responsive. While for general targets

this commercial attentively establishes & positive attitude towards Pepsi.

Prosenter: Young énergetic and enthusiastic presenters are exclusively employed to

efficiently represent youth targets.
Locatlon: Numerous outdoor and indoor locations-are-elaborately selected to relevant with
several activities which-the commercial-aimsto promote-to-young target:~ Tie, overall look of the -

locations is designed with warm and inspired atmosphere.

Logo: Pepsi's red, biue, and white rectangular shaped logo in English.

Super: “Taste of new generation” in Thai.
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Language: No specific dialogue is presence because the major emphasis is on the

sentimental music lyric to encourage young consumers to strive for success.

Muslc: This commercial exclusively chooses a well known touching song “Rangwan dare

Kon Chang fun” (Prize for a dreamy person) o stimulate young consumers,

*On the long and winding road. f you scare and hold back,

| will be disappointed. | will always be supportive.

if only you are not running away.

| will console.and rejuvenate.your heart.

| will be a stablg,bridge for you to cross over.

| will be a refreshing water splesh to overcome you tire.

1 will eternally wish you & definite success.

(repeat *) A golden sun will always shine. A golden sun will always shine.

A golden sun will always shine.”

Brand reminding devices: Sevéaral wardrobes of the presenters are designed with Pepsi's
identity blue color. There are also several brand reminding elements such as Pepsi cooler, and

Pepsi vending maching.

Brand personality: Encourages personality is signified through the relationship basis
model, which develops the relationship between the brand-as-person and the consumers. With
the inspired story line,-all consumers are-metivated to.consider Pepsi‘as a brand that sincerely
contributes to youth's success.

Brand_personality of this commercial is’ dramatized through executional elerments approach

of the sentimental story line, and touching music lyric to enhance consumers that Pepsi is a

supportive friend.
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Summer Camp Creative Execution Styles Appeal “Stratogy source
Advertising Expert |1 |2 [3 |4 |5 |6 [7 8 [9 [10 [t [12 ~|Ratlonal | Emotional Local Giobal
Judge #1 + + - *

Judge # 2 * ¥ +

Ju&ge #3 + + +

Judge #4 1+ + +

Judge # 5 + . + +
[ TOTAL 41 5 5

Legends: 1is Demonstration 7 2 Is Humor/ 3 is Serlals /4 Is Animatlon 7 5 I¢ Rotoscope / 6 Is Comparative / 7 Is

Infomercial / 8 is Stice-of-ife / 9 /s Celebritles/ 10'is Tastimonial / 11is Vignelttes / 12 is Problem & Solution execution
slyles

Analysis from four people workingin edvertising profession and researcher significantly reveals
that Pepsi's “Summer Gamp’ commercial employs slice-of-life creative execution style with
emotional appeal and local strategy source fo create an appealing television commercial to

attract prospect consumers.
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valuable confributicn te youth target. As a result, this commercial is designed to generate

positive image as well as to stimulate young consumers to develop sense of responsibility and
concern about their future,

The commercial stimulates young consumers to determine and strive to achieve their goals.
It encourages youth target to emphasize on their academic performance, sport activity, reliable
friendship, and social contribution. The commercial employs compelling story line and several

183




inspired scenes to deliver its main objective. For example, scene of the main male character in
sport uniform with his team mate suggests young target to consider playing sport instead of
involving with alcoho! and drug. Scenes of all characters going to a distant province to work on
public service project persuades target consumers to be responsive for social contribution
activity.

It suggests young consumers to think of the whole society rather than themselves. Scenes
of both main presenters working hard on their study also motivate youths to put their priority on
academic process. The graduation scene assures young consumers that when they are
responsible and working hard, they will be gloniously réwarded.

The commerciat also generates a positive attitude that Pepsi is a friend who will always be
supportive and encouraging foryouths to achieve their ambition. It signifies that Pepsi will stay

beside consumers throughout'good and bad times,

Target: General consumers.

This compelling commercial intentionally communicetes to both young and general targets.
For yohth targets, this commercial encourages them to be responsive. While for general targets

this commerciat attentively establishies & positive attitude towards Pepst.

Presenter: Yourig “snergetic-and.enthusiastic_presenters -are exclusively employed to

efficiently represent youth'targets.

Location: Indogr location-is elaborately,selected.to relevant the story line. The overall look

of the location is designed with warm and inspired atmosphere.
Logo:Pepsi's red, blue, and white rectangular shaped logo in English.
Super: “Taste of new generation” in Thai.

Language: No specific dialogue is presence because the major emphasis is on the

sentimental music lyric to encourage young consumers to strive for success.
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Music: Using the similar music score without a lyric.

-Brand reminding devices: Several wardrobes of the presenters are designed with Pepsi's
identity blue color. There are also several brand reminding elements such as Pepsi cooler, and

Pepsi vending machine.

Brand_personality: Encourages personality is signified through the relationship basis
model, which develops the relationship between the bfand-as-person and the consumers. With
' the inspired story line, all consumers are motivated io consider Pepsi as a brand that sincerely
contributes to youth's success:

" Brand personality of this commercial is dramatized through executional elements approach

of the sentimental story line,/@and touching music lyric to enhance consumers that Pepsi is a

supportive friend.

Dorm Creative Exacutlon Styles Appeal Strategy source
Advaertising Expert T2 (3145671819 10 |11 |12 | Rational |Emotional |Local Global
Judge # 1 - + *

Judge # 2 * + +

Judge # 3 + + +

Judge #4 + + *

Judge #5 + + +

TOTAL 4 1 5 5

Legends:1.is Demonstration / 2.is Humor / 3 is Serials / 4 is Animation / 5 is Rotoscope / 6 is Gomparative / 7 is

Infornercial / 8 is Slice-of-iife /'9 is Celebritios’/ 10 is Tastimonial /11 is Vignettes / 1218 Problem & Solution execution
styles

Analysis from four people working in advertising profession and researcher significantly reveals

that Pepsi's “Dorm” commercial employs slice-of-life creative execution style with emotional

appeal and local strategy source to create an éppealing television commercial to attract

prospect consumers.
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positive image as well as to stimulate young consumers to develop sense of responsibility and
concern about their future.

The commercial stimulates young consumers to determine and strive to achieve their goals.
It encourages youth target to emphasize on their academic performance, sport activily, reliable
friendship, and social contribution. The commercial employs compelling story line and several

inspired scenes to deliver its main objective. For example, scene of the main male character in
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sport uniform with his team mate suggests young target to consider playing sport instead of
involving with alcoho! and drug. Scenes of ali characters going to a distant province to work on
public service project persuades target cbnsumers to be responsive for social contribution
activity.

It suggests young consumers to think of the whole society rather than themselves. Scenes
of both main presenters working hard on their study aiso motivate youths to put their priority on
academic process. The graduation scene assures the young consumers that when they are
responsible and working hard, they will be gloriously rewarded.

The commercial also generates a positive aititudethat Pepsi is a friend who will always be
supportive and encouraging foryouths {0 achieve iheir ambition. It signifies that Pepsi will stay

beside consumers throughout geod and bad times.

Target: General consumers.

This compelling commercial intentionally communicatss to both young and general targets.
For youth targets, this commergial encourages them o be responsive. While for general targets

this commercial attentively establishes a positive attitude towards Pepsi.

Presenter: Young energetic-and enthusiastic presenters are exclusively employed to

efficiently represent youin target.

Location: Numerous outdoor and indoor locations are elaborately selected to relevant with
several activities which.the.commercial aims to promote to young target. The overall look of the
locations is designed with warmrand inspired atmosphere.

Logo:Pepsi's rad, blue, and white rectangular shaped [0go in English.

Super: “Taste of new generation” in Thai.

Lanquage: No specific dialogue is presence because the major emphasis is on the

sen(imentai music lyric to encourage young consumers to strive for success.
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Musle: This commercial exclusively chooses a well known touching song “Rangwan dare
Kon Chang fun” (Prize for a dreamy person) to stimulate young consumers.

“* On the long and winding road. If you scare and hold back,

| will be disappointed. | will always be supportive.

if only you are not running away.

| will console and rejuvenate your heart.

{ will be a stable bridge for you to cross over.

| will be a refreshing water splash to overcome you tire.

| will eternaily wish you & definite suceess.

(repeat *) A golden sun will always shine. A golden sun will always shine.

A golden sun wilkalways shine.”

Brand reminding devices: Several wardrobes of the presenters are designed with Pepsi’s
identity blue color. There are also several brand reminding elements such as Pepsi cooler, and

Pepsi vending machine.

Brand personality: Encourages personality is signified through the relationship basis
model, which develops the relaticnship between the brand-as-person and the consumers. With
the inspired story line, all consumers are motivated to consider Pepsi as a brand that sincerely
contributes to youth's success.

Brand personality of this commercial is dramatized through executional elements approach
of the sentimental_story line, and touching music lyric to_enhance consumers that Pepsi is a

supportive friend.
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Campus Work Croative Execution Styles Appeal Strategy source
Shop

Advertising Expert 172 (34 |5]6[7]8]9]10 |11 |12 | Rational |Emotional |Local Global
Judge # 1 + , + +

Judge #2 + + +

Judge # 3 + s +

Judge # 4 + % +

Judge #5 + . + +

TOTAL 41 5 5

Legends: 1 is Demonstration / 2 Is Humord 3 I3 alz / 4 [s Animation / 5 Is Rotoscope / 6 is Comparative / 7 Is

Infomercial / 8 is Siice-ol-life / 8 is.Celebrities / 101 Testimonial / 11 Is Vignettes / 12 is Problem & Solution execution
styles '

Analysis from four people working in advertising profession and researcher significantly reveals
that Pepsi's “Campus Work Shop” commercial employs slice-of-life creative execution style with
emotional appeal and local strategy source to create an appealing television commercial to

‘attract prospect consumers,
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concern a%out their future.
The commercial stimulates young consumers to determine and strive to achieve their goals.

It encourages youth target to emphasize on their academic performance, sport activity, reliable
friendship, and social contribution. The commercial employs compelling story line and several
inspired scenes to deliver its main objective, For example, scene of the main male character in

sport uniform with his team mate suggests young target to consider playing sport instead of

180



involving with alcohol and drug. Scenes of ali characters going to a distant province to work on
public service project persuades target consumers to be responsive for social contribution
activity.

It suggests young consumers to think of the whole society rather than themselves. Scenes
of both main presenters working hard on their study also motivate yquths to put their priority on
academic process. | The graduation scene assures young consumers that when they are
responsible and working hard, they will be gloriously rewarded.

The commercial also generates a positive attitude that Pepsi is a friend who will always be
supportive and encouraging for youths to achieve their ambition. It signifies that Pepsi will stay

beside consumers throughout good and bad times.

Target: General consumers.

This compelling commergial intentionally communicates to both young and general targets.
For youth targets, this commerciat encaurages them to be responsive. While for general targets

this commercial attentively establishes a positive attitude towards Pepsi.

- Presenter: Young energetic ‘and enthusiastic bresenters ‘are exclusively employed to

efficiently represent youth targets.

Location: Numerous-outdoor and indoor locations are elaberately selected to relevant with
several activities which the commercial aims to promote to young target. The overall look of the
location is designed-with warm and, inspired. atmosphere.

Logio: Pepsi‘sted; blue; and white-rectangular shaped-ogo in English.

Super: “Taste of new generation” in Thai.

Language: ‘No specific dialogue is presence because the major emphasis is on the

sentimental music lyric to encourage young consumers to strive for success.
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Muslc: This commerciai exclusively chooses a well known touching song “Rangwan dare
Kon Chang fun” (Prize for a dreamy person) to stimulate young consumers,

" * On the long and wingting road. 1f you scare and hold back,

| will be disappointed. | will always be supportive.

If only you are not running away.

| will console and rejuvenate your heart.

| will be a stable bridge for you to cross over,

| will be a refreshing water splash ta overcome you tire.

{ will eternally wish you & definite secess:

(repeat *} A'golden sun will 2lways shine. A golden sun will always shine,

A golden sun will always shine.”

Brand reminding devices: Several wardrebes of the presenters are designed with Pepsi's
identity blue color. There ara'also several brand reminding elements such as Pepsi cooler, and

Pepsi vending machine.

Brand personallty: Encourages personality is signified through the relationship basis
model, which develops the relationship between the brand-as-person and the consumers. With
the inspired story tine; aii-consumers-are-molivated-io.considar Pepsi as a brand that sincerely
contributes to youth's success.

Brand personality of this commercial is dramatized through executional elements approach
of the sentimental-story, line,~and-touching, music, lyric, to-enhance gonsumers thai Pepsi is @

supportive friend.
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Campus Exam ‘ 6reatlva Execution Styles Appeal Strategy source
AdvertismngExpert |1 [2 13 |4 15 |6 |7 |8 [9 |10 |19 |12 | Rational | Emotional |Local Global
Judge # 1 + + +

Judge # 2 o+ + +

Judge # 3 + + +

Judge #4 + + 3

Judge #5 + + +

TOTAL 4|1 5 5

Legends: 1 is Demonsiration / 2 Is Huma:/3 Is Serials /4 Is Animation / 5 is Rotoscope / 6 is Comparative / 7 is

" Infomercial / 8 is Slice-of-itfe 79 is Celobyities /10 is Tastimonial / 11 Is Vigneties / 12 is Problem & Solution execution

styles

Analysis from four peopie working/in

advertising profession and researcher significantly reveals

that Pepsi's “Campus Exam’ commerciel employs slice-cf-life creative execution style with

emotionat appeal and local strétegy source 1o creafe an appealing television commercial to

attract prospect consumers.
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The commercial stimulates young consumers to determine and strive to achieve their goals.
it encourages youth target to emphasize on their academic performance, sport activity, reliable
friendship, and social contribution. The commercial employs compelling story line and several
inspired scenes to deliver its main objective. For example, scene of the main male character in

sport uniform with his team mate suggests young target to consider playing sport instead of
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involving with alcoho! and drug. Scenes of all characters going to a distant province to work on
public service project persuades target consumers to be responsive for social contribution
-activity.

it suggests young consumers to think of the whole society rather than themselves. Scenes
of both main presenters working hard on their study also motivate youths to put their priority on
academic process. The graduation scene assures young consumers that when they are
responsible and working hard, they will be gloriously rewarded.

The commercial also generates a positive atlitude that Pepsi is a friend who will always be
supportive and encouraging for youths to achieve their ambition. it signifies that Pepsi will stay

beside consumers throughout.good and bad times.

Target: General consumers.

This compelling commergial intentionally communicates to boih young and general targets.
For youth targets, this commercial encourages them to be responsive. While for general targets

this commercial attentively establishes a posilive attitude towards Pepsi.

Presenter: Young energetic ‘and enthusiastic presenters are exclusively employed 1o

efficiently represent youth targets:

Location: Numerous-outdoor and indoor locations are elaborately selected to relevant with
several activities which the commercial aims {o promote to young target. The overall look of the
iocation is designed-with warm and, inspired-atmosphere.

Logo:Pepsi'sTed; blue; and white-rectangulan shaped-lago in English.

Super: “Taste of new generation” in Thai.

Language: No specific dialogue is presence because the major emphasis is on the

sentimental music lyric to encourage young consumers to strive for success.
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Musle: This commercial exciusively chooses a well known touching song “Rangwan dare
Kon Chang fun” (Prize for a dreamy person) to stimulate young consurhers.
~**On the long and winding road. if you scare and hold back,

t will be disappointed. 1 will always be supportive.

If only you are not running away.

| will console and rejuvenate your heart,

| will be a stable bridge for you to cross over.

1 will be a refreshing waler splash to overcome you tire.

| will eternally wish you a definite success.

(repeat *) A golden sun will always shine. /A golden sun will aiways shine.

A golden sun will'always shine.”

Brand reminding devices: Seveéral wardrobes of the presenters are designed with Pepsi's
identity blue color. There are@lso saveral brand reminding elements such as Pepsi cooler, and

Pepsi vending machine.

Brand personality: Encourages personality is signified through the relationship basis
model, which develops the relationship between the brand-as-person and the consumers. With
the inspired story line, all. consumers.are motivated to consider Pepsi as a brand that sincerely
contributes to youth's suctess.

Brand personality of this commercial is dramatized through executional elements approach
of the sentimental-story, line, -and touching, music lyric,to-enhance consumers that Pepsi is a

supportive friend.
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Campus Creative Execution Styles Appeal Strategy source
Motorcycle | _
Advertising Expert |1 12 13 [4 [5 6 |7 18 |9 [30 |11 |12 | Rational |Emotional [Local |Global
Judge # 1 ‘ + + +

Judge #2 + + *

Judge # 3 + + +

Judge # 4 + + +

Judge #5 + + +

TOTAL 4 (1 : 5 5

Legends: 1 /s Demonstration /2 is Humor7 3.is Senals /4 Is Animation / 5 is Rotoscope / & is Comparative / 7 Is

Infomarcial / 8 Is Slice-of-life 7 98 Calebiities / 10 is Testimonial / 11 i3 Vigneltes / 12 is Problem & Solution exectition
styles

Analysis from four peopleworking in advertising profession and researcher significantly reveals
that Pepsi’s “Campus Motarcycie” commercial @mploys slice-of-life creative execution style with
emotional appeal and local strategy source (6 create an appealing television commercial to

attract prospect consumers.
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Visual: Teenage guy

Audio: MVO : *Peps| PRB in Es; too.”
Audio: MVO : "New design bottigls s: e and pnbreakable.” <
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Audio: MVO : “It amazingly gontaing half a liter,”
Visual: A bottle drops on thé ground and bounds back t0 a boy's hand,
Audio: MVO : *It amazingly contains half a liter.”

Visual: A boy brings-emply bottie for rafund. Lloga / supar

Audio; MVO : "Péps| FRB is refundable and safe.”

Tittle: 1.5

Year: 1993 Duration: 30 sec.

Concept: New product.

This compelling television commercial does not only achieve consumers' interest, but also

provides an information of new product. The commercial introduces all consumers to a new
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launched Pepsi PRB whose special attributes are an unbreakable plastic bottle which could
contain as much as 1.5 liter.

These significant prodﬁct attributes are intelligently symbolized through several animated
scenes. For examplé. the scene when a boy accidentally drops the bottle demonstrates that
the bottle is made from an unbreakable material. This safety attribute is repeatedly indicated -
throughout the entire commercial. A scene when group of people share Pepsi PRB signifies the
greater amount of the new size. The story line also denotes that the new Pepsi PRB is
convenient for all occasions by featuring drinking shots at poolside, restaurant, and indoor

studio.

Target: General consumers:
. Since the goal of this commercial i5 to introduce new product launch, general consumers

are the primary targets.

Presenter: As the commercial attempis to communicate to general consumers, various

preseﬁters from small boy to typical adult are exclusively featured.

Location: To consist with the-concept to demonsirate the new Pepsi PRB as practical
beverage for diverse lifesiyles;-varous-localions-such-as-swimming pool, top of the building,
restaurant, and studio are emphasized.

Logo: No particularjogo is presence,

Super: “New Pepsi PRB...light; safe, unbreakable, 1.5 liter”/in Thai.

Language: This commercial informatively announces new product attributes through a

dazzling music lyric. As a result, no specific dialogue is presented.

Music: In order to inform all consumers of the new product atiributes in a stimulus way, ail

atfributes are elaborately presented in lyric format.
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Brand_reminding devices: Pepsi booth is featured at the very beginning of the

commercial.

’

Brand_personality: Innovative personality is established through the functional benefit
representation model which the brand personality serves as a vehicle to represent and cue
functional benefits and p'roduct attributes efficiently. The innovative personality is identified
through several new product attributes such as the unbreakable bottle. With the innovative
personality, it suggests that Pepsi is & quality product, which always comes up with new
creative attribute to meet consumers' greatest satisfaction. ‘

Brand personality of this.commercial is emphasized through executional elements such as

the dynamic story line and the informative music fo position Peapsi as an up-to-date product.

[PRB 1.5 Creative Execution Styles Appeal Strategy source
Advertising Export 7121348 6|7 6]9 1 [11 [12 [Rational [Emotional |Local G!obal
Judge #1 + + +
Judge # 2 + + +
Judge #3 +* + T
Judge #4 + + *

Judge #5 I + + +
TOTAL 4 |1 5 5
TLegends: 1 Is Demonstration 7 2 1S Humor{ 3 is Sedaig / 4 I Animation /5 Is Rotoscope/ b Is Comparative / 7 s

Infornercial / 8 is Slice-of-lifé' /9 is Celebritied /10 is Testimonial / 11.is Vignattes / 12 is'Problem & Solution execution
styles

Analysis from four people working in advertising profession and researcher significantly reveals
that Pepsi's “PRB 1.5" commercial employs slice-of-life creative execution style with emotional

appeal and local strategy source to create an appealing television commercial to attract

prospect consumers.
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This commercial endorses Michael Jadcson who is rankad as the wurldéjurmar one teen
o o S 0 T it e o
themselveS§ as independent, energetic, and modemistic. This commercial symbolizes Pepsi's
popularity among young target is equivalent to Michael Jackson. It dramatizes that when the
world's number one superstar chooses Pepsi as the distinguished choice, consumers are
assured of Papsi‘s premium quality and trendy image.

With Michael Jackson's reputation as the number one in music industry, young consumers
are enhanced to perceive Pepsi as the leader in soft drink category. It connotes Pepsi is what

young and modern consumars should consider as their choices,
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Target: Young consumers,
With endorsement of Michael Jackson and emphasis on music activities, which are among
the most appealing topic for youth target, this commercial primarily aims to young prospect

consumers.

Presenter: The world's favorite Michael Jackson is endorsed to reinforce Pepsi's concept
of being a popuiar beverage among young and modern consumers. Superstar appearance

efficiently motivates youth target to associate Pepsi with the position of the leader in soft drink

category.

Location: A mysterious [oeafion'is exclusively selected to harmonize with Jackson's latest
album, “Dangerous”. The location is designed to create a lock and feel that is consistent with
the concept to attract modem and dynamic consumers.

Logo: Pepsi's red, bite, and white rectangutar shaped logo in English.

Super: “ Taste of new generation ™ in Thai.

Language: No specific.dialogue-is-presented.as-themain.emphasis is on a song performed

by Jackson.

Music: Jackson's-latest song.is featured to magnificently spark an-initial interest of target.

Brand reminding devices: Pepsi poster, sighage light,jandtrick are exclusively featured.

Brand personallty: Popular personality is signified through the self-expression model
which consumers see the brand as vehicle to express a part of their self-identity, and lifestytes.
With the arousing story line and a presence of Michael Jackson, this commercial suggests

Pepsi as a beverage to bring young target closer to popular status.
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Brand personality of this commercial is emphasized through endorser approach, which
symbolic of the brand is transferred to consumer through popular and powerful performance of

Michaei Jackson,

Michael Jackson 1 Creative Execution Styles Appeal Strategy

. source

Advertising Expart 712341516718 [0 |10 |11 |12 | Rational |Emotional |Local |Giobal
Judge # 1 + + +*
Judge # 2 + * ry
Judge # 3 * + *
Judge # 4 < ¥ T
Judge #5 + + *
TOTAL 114 5 5‘
Legends: 1is Demonstration/ 21s Humor /3 is Senals / 4 is Animation / 5 /s Rotoscope / 6 is Comparative / 7 is

Infomercial / 8 is Slice-of-ife / 8 is Calebrities 1 10'is Testimonial / 11 is Vigneites / 12 is Problem & Solution execution
stylas ‘

Analysis from four people working in advertising profession and researcher significantly reveals
that Pepsi's “Michael Jackson 17 commercial employs celebrities creative execution style with
emotional appeal and-global strategy source to create an appealing television commercial to

attract prospect consumers.
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This commercial e es Michael Jackson who is ra i the world's number one teen
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assurad of Fapsi 's premium quality and trendy image.

With Michael Jackson's reputation as the number one in music industry, young consumers
are enhanced to, perceive Pepsi as the leader in soft drink category. It connotes Pepsi is what

' young and modern consumers should consider as their choices.

204



Target: Young consumers,
With endorsement of Michae! Jackson and emphasis on music activities, which are among
the most appealing topic for youth target, this commercial primarily aims to young prospect

consumers.
Presenter: The world's favorite Michael Jackson is endorsed to reinforce Pepsi's concapt
of being a popular beverage among young and modern consumers. Superstar appearance

efficiently motivates youth target to associate Pepsi with the position of the leader in soft drink

category.

Location: The location is designéd to create a look and feel that is consistent with the

concept. The warm ambient lo€ation halps stimulating emotion of the consumers.
Logo: Pepsi's red, blue, and white rectangular shaped logo in English.
Super: “ Taste of new generation * in"Thai.

Language: No specific dialogue is presented as the.main emphasis is on a song performed

by Jackson.

Muslc: One of Jackson's popular song from his childhood, “I will be there” is significantly

featured to create asentimental fesling.

Brand reminding-devices:None

Brand personality: Popuiar personality is signified through the self-expression model
which consumers see the brand as vehicle to express a part of their self-identity, and lifestyles.
With the arousirig story line and a presence of Michael Jackson, this commercial suggests

Pepsi as a beverage to bring young target closer to popular status.
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Brand personality of this commercial is emphasized through endorser approach, which

symbolic of the brand is transferred to consumer through popular and powerful performance of

Michael Jackson.

Michaal Jackson 2 Creative Execution Styles Appeal Stratogy source
Advertising Expert T[Z[3]4[6]6 [T |8 ]9 |70 |11 |12 | Rational |Emotional |Local |Global
Judge # 1 * + *
Judge #2 * ry ry
Judge #3 + + +
Judge #4 * + +
Judge #5 + + T

[TOTAL & RE 5 5
Legends: 1is Demonstraﬁon/i is Humor/ 31s Serials /4 Is Animation / 5 Is Rotoscope / 6 Is Comparalive / 7 is

Infomercial / 8 Is Slica-ol-iifa / 9 Is Celebrities / 10 is- Testimanial / 11 Is Vignettes / 12 is Problam & Solution execution

stylas

Analysis from four people working in-advertising profession and researcher significantly reveals

that Pepsi's “Michael Jackson 2" commercial employs celebrities creative execution style with

emotional appeal and global strategy source to create an appegling television commercial to

attract prospect consumers.
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1. Visual: A gir is sitting on a oot and drinking Pepsi,
Audio: Girl : “To my beloved diany... 8 thought that | will ever have a date.”

Audig: Girl : “What should | e -

4, Visual A boy stands in front of ﬁpﬂ% 4
Audio: Boy : *Hi...heyl A glasses.”

5. Visuak A boy brings his face 2294

6. Visual: A girl smiles at a mirmor. AT 7;/‘ !
Audio: Girl ; ﬂmmlwmm =
T. mrm;wwmmmﬂ-mmﬁmmmumn

Audio: Boy / Gir ; "llmhgh.pi:l V&
8. Visual: As the door g boy hecomes 2 pood-iooking and girl tumadobe Cindy Crawford with Pepsi can
Audio; Boy / G : 'Itvnd‘l" )

9. anlThyﬂhﬂMWﬂwﬂerﬁﬁHﬁ!m!th
Audio: Boy / Gifl : “Itis reity a magical.”

45. Title : First Ifipréssion
Year: 1995 Duration: 60 sec.

Concept: Teenager's lifestyles.

The goal of this television commercial is to position Pepsi as a definite beverage who truly
understands needs of young generation. This commercial does not only visually attract
consumers, it also symbolizes Pepsi as a beverage to help teenagers gain confident. With an
animated story line of teenagers on their first date, this commercial possibly attracts attention

from young consumers who typically see romance as their favorite interest.
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The scene when Pepsi magically creates an idealistic image symbolizes Pepsi is a young,
modern, fashionable, and stylish beverage. This also signifies Pepsi as a favorite choice

among young consumers,

Target: Young consumers.

This animated commercial aims to spark attention from pre-teenage consumers. Some
elements related to teenagers are employed to appeal to youth target such an oversized
glasses, and popular supermodel.

Presenter: Pre teenage boy end girl aré emphasized to be consistent with the story line.
Cindy Crawford the world’s famous Supermodel is endorsed to represent the ideal look and

personality of young consumers.

Location: The locations arg designed o associate young consumers with their familiar

places such as the bedroorn.
Logo: Pepsi's red, blue, and white rectangular shaped logo in English.
Super: “ Taste of new.generation.”in.Thal,

Language: Dialogue of this commercial is designed with teenagers’ attitudes to signify that

Pepsi truly understands youth's need and behavior.

Musie: (No significantcmusicescoreis highlighted-because)the imain-emphasis is on tha

dialogue, which represents teenagers’ attitude and lifestyles.

_Brand reminding devices: Pepsi identity blue color is reflected through presenters’

wardrobe. The Pepsi vending machine is also presence,

208




Brand_personality: Understanding personality is signified through the relationship basis
model, which develops the relationship between the brand-as-person and the cons.umers. With
compelling story line, young consumers are: motivated to consider Pepsi as a brand that usually
knows what the targets want to achieve.

Brand persohaiity of this commercial is dramatized through executional elements approach
of the animated story line and striking dialogue to enhance young consumers that Pepsi is an

understanding brand to connect consumers and ideal image together.

First impression Creative Execution Styles Appeal Strategy source
Advertising Expert |1 |2 |3 |4 |5 |6 |7 |8 |8 |10 [11 [12 | Rational |Emotional |Local | Giobal
Judge #1 + e +
Judge#2 * N +
Judge #3 + + +
Judge # 4 F/ ¥ T +
Judge #5 + + ry

[TOTAL 1[4 5 5
Legends: 1 is Demonstration / 2 Is Humor / 3 is Serlals / 4 1s Animation / 5 is Rotoscope / 6 is Comnparative / 7 is

Infomevrcial / 8 is Shica-of-life / 9 iz Celabnrities / 10 is Testimonial / 11 iz Vignellas / 12 is Problem & Solution axecution
styles

Analysis from four peopie working in advertising profession and researcher significantly reveals
that Pepsi's “First impression” commercial employs celebrities creative execution style with
emotional appeal and)global strategy source!to.create an appealing television commercial to

aftract prospect.consumers.
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Concept: Music.

The televisioni commercial emphasizes concert ifi Thailand of one of the world greatest
singer, Phil (Colin.") Although<he 48 not\pfeserice in this particular commercial, the story line
intentionally signifies him as a famous and popular star. The commercial presents several
scenes about people eagerly sttend the concert and numerous backslage siaffs excitedly
prepare for the spectacular event. These scenes employ Phil's populerity to enhance-
consumers' pardnptinn that Pepsi is a beverage for trendy people who like to live astonishing
and dynamic life. This commercial symbolizes Pepsi with popularity of the endorsed celsbrity.
It dramatizes that when a well-known star chooses to endorse his name with the brand,

consumers are assured of Pepsi's premium quality product.
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Target: Young consumers. '

As the story line emphasizes on Phil Collin's popularity, young consumers who are typically
interested in music are main concentration. These consumers are conveyed to develop positive
attitude towards the brand with influence and impact of Collin’s reputation. They are inspired to

associate Pepsi as an in demand brand among dynamic consumers.

Presenter: As Pepsi attempts to position itself as a popular product, numbers of
insignificant presenters are featured as exiras to symbolize Phil's popularity with the brand.
Aithough Phil does not appear in the commercial by himself, the compeliing story line

successfully associates consumers to the popular British star.

Location: Several !ocations 1o/ represent grandiose concert venue and backstage

preparation are highlighted 0 creata look and fes| that is consistent with the sighiﬂcant concept.
Logo: New Pepsi rectangular shaped fogo.
Super: “ Taste of new generation ™ in Thai.

Language: When the-commercial-emphasizes-on-FPhii's-most famous song, no particular

dialogue is organized to dilute the core concept.
Music: Phil's-famous.song is exclusively featured to spark-young-consumers’ interest.
Brand reminding davices: Pepsi'cooleris presented’in the'commercial,

Brand personallty: Popular per'sonality is signified through the self-expression model
which consumers see the brand as vehicle to express a part of their seif-identity and lifestyles.
With association to the world's famous singer, Phil Collin, the commercial suggests Pepsi is a
beverage for modern consumers who seek to be related to popular image.,

Brand personality of this commercial is emphasized through endorser approach which

conveys consumers that Pepsi is an in demand drink.
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The Entertalner Creative Execution Styles Appeal Strategy source

Advertieing Expert |1 |2 |3 [4 [5[6 |7 |8 |9 140 |41 |12 | Rational |Emotional |Local | Global
Judge # 1 + + +

Judge #2 * + +

Judga #3 + + +

Judge #4 A + ry ry

Judge #5 + T Y

TOTAL _ 3 1 2 3 5

Legends: 1 Is Demonsiration / 2 is Humor7 3 is Sanals 1 4 is Animation / 5'Is Rotoscope / 8 is Comparative / 7 Is

Infomercial / 8 Is Slice-of-life 7 8 Is Celebriiies /10 is Testimonial / 11 is Vignettas / 12 is Problem & Solution execution
styles

Analysis from four people working in advertising profession and researcher significantly reveals
that Pepsi's “The Entertainer’ commercial employs slice-of-life creative execution style with
emotional appéal and local strategy source to create an appealing television commercial to

attract prospect consumers.
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Concept: Tm.lna_ﬂ lifestyles.

The television commercial employs a special occasion-of Phil Collin's concert in Thailand to

encourage youhg modern targets to be colirtequs person who Could sacifice happiness for joy

of other people. The compelling story line suggests consumers to associate Pepsi with heroic

characteristic. This concept is reinforced through scene of young man offers his concert ticket

to a crying young boy. It coniveys young people to generously do social contribution to others,

213




Target: Young consumers.

Portraying lifestyles of young people, this commerciai probable appeals to young
consumers targets who seek to be perceived with heroic image as the commercial attempts to
stimulate young consumers to develop positive attitude towards the brand. Emotional story line

supportively brings Pepsi closer to young target.

Presenter: Young energetic presenters of both genders are exclusively employed to

consist with the youth target. These presenters supportively position Pepsi as heroic beverage.

Location: Exterior of concert auditorium location is exclusively selected to consist with the

story line. it aliows all sentimental siory line to take place.

Logo: New Pepsi rectangular shaped lege:

m: “ Taste of new generation " in Thai.

Language: No certain dialogué is desigried fo interrupt the sentimental visual and arousing
music. This commercial mainly employs visual message rather than the verbal message to

convey the significant concept:

Muslc: Compelling music performed by Collin is chosen to buiild up emotional feeling

among consumers:

Brand, reminding \devices:~Pepsi |identity) blue) colon /s (reguledy" featured through

wardrobes of presenters.

Brand personality: Heroic personality is signified through the relationship basis model,
which develops the relationship between the brand-as-person and the consumers. With the

inspired story line, all consumers are motivated to consider Pepsi as a tenderhearted brand that

is compassionate to others.
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Brand personality of this commercial is dramatized through user imagery approach to

enhance consumers that Pepsi is an attentive beverage.

The Audience Creative Execution Styles Appeal Strategy source
AdveriaingExpert (1 12 13 |4 |5 |6 [7 |8 19 |10 |11 |12 | Rational |Emotional [Local  [Global
Judge # 1 + - + +

Judge #2 + e re

Judge #3 + + *

Judge # 4 + + +

Judge # 5 + + Y

TOTAL 5 5 5

Legeands: 1 is Demonsiraion/ 2 |s Humor / 3 Is Serials / 4 Is Animation / 5 Is RM/BIS Comparative / 7 is

Infomercial / 8 is Stice-of-ife /9is Celebrities /10, is Testimonial/ 11 is Vignettes /12 is Problem & Solution execution
styles

Analysis from four people warking in advertising profession and researcher significantly reveais
that Pepsi's “The Audience” commercial- employs slice-of-life creative execution style with
emotional appeal and local strategy source to create an appealing television commercial to

attract prospect consuimers.
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Concept: Taemg&r's ﬁbetyhe

The television nurrmaruml amplayﬁ hUmnrnun story Ime to 'Bpﬂﬂ( ynung adults’ interest as

well as pnslﬂm Pupmas an anirmted bawetage L cmwgrs youth targm to see Pepsi as a
beverage‘for young and dynarmc mn&um The story Ilnu of young anarg:a‘lic man bravely

dives form the cliff to impress young woman dramatizes that Pepsi drinkers are daring and

adventurous.

Scene of th:; main character drinks Pepsi at the competition site suggests that Pepsi is an
appropriated drink for outdoor activities, which meet lifestyles of energetic consumers.
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Target: Young consumers.
With animated story line, this particular commercial is aimed to attract young consumers
who usually live a dynamic and colorful life. This commercial employs adventurous activity to

meet with youth targets’ interest.

Presenter: Young dynamic man and woman are chosen to represent energetic prospect

youth targets. They are intentionally employed to appeal to typical youth with active look.

Location: Qutdoor location is designed to harmonize with the story line of cliff diving

competition. The selected iccation signifies Pepsi's otitdoor availability.
Logo: New Pepsi rectanguiapshaped logo.
Super: “ Taste of new generation ”in Thai.

Language: No specific dialogue is presented as main emphasis is on the compelling music

score.

Music: An arousing fmusic séore is-organized.-to-consist-with-the exciting story line. The

music supportively stimulztes consumers to pay attention to the commercial.

Brand reminding devices: Nene

Brand personality: Adventurous personallyds signified through the)self,expression mode!
which consumers see a brand as vehicle to express a part of their self-identity and lifestyles
with the arousing story line.

Brand personality of this commercial is dramatized through executional elements approach
of the exciting story line, and choice of music to enhance consumers that Pepsi is a beverage

for adventurous consumers.
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Diver Creative Execution Styles _ Appeal | Strategy eource
Advertang Expert (1 [2 (3[4 |5 [6 [7 |8 ]9 [0 |11 |12 | Rational |Emotional |[Local |Giobal
Judge # 1 + + +
Judge # 2 + + +
Judge #3 + Y T
Judge #4 * + +
Judge # 5 + + +
TOTAL 4 1 [) 5
Legends: 1 is Demonstration / 2 [s Humaor/ 3 is 14 Is Animation / 5 is Rotoscope / 6 is Comparafive / 7 Is

Informercial 7 8 is Stica-of-life / 9 is Colebrities / 10/is Tesfimonial/ 11 is Vignettes / 12 is Problem & Solution execution
styles

Analysis from four people warking in advertising profassion and researcher significantly reveals
that Pepsi's “Diver" commercial employs humor creative execufion style with emotional appeal
and giobal strategy source to create an appealing television commercial to attract prospect

consumers,
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Year: 1985 Duratlpn: 30 sec.

Congept: Refreshment.

The, talmdshn mmmi mlny& mmﬁc ‘cHiafaCtaristic of yuung ehiid;an to attract
prospect ‘consumers. | Smnﬂ of paupla asklng for F‘upsi dmmaﬁ’zﬂa Fapﬁi as a definite
beverage preferred by numerous consumers. It conveys that consumers widely accept Pepsi
as an efficient drink to overcome heat and dehydration. Pepsi's popularity and magnificent

attributes are the most important key message to be promoted to prospect targets.
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Target: Young consumers.
General consumers are the primary target this commercial aims to capture through

animated story line and adorable appearance of young presenters.

Presenter: Various age ranges presenters are employed to signify that Pepsi is everyone's
favorite beverage. Featuring young presenters creates sentimental relation between the brand

and consumers.

Location: A desert mountain location is exclusively chosen to harmonize with the concept
to demonstrate Pepsi’s magnificent attribute to efficiently overcome heat and dehydration.

Without this appropriated location, the main concapt could possibly be dramatized.
Logo: New Pepst rectangllarshaped logo.
Super: “ Taste of new generation " in Thai.
Language: This commercial usés only visual elements to communicate all core concepts.

Musle: A jazz style_music score is designed io create interasting atmosphere for the

commercial,

Brand reminding devices: None

Brand. personality: Refreshing persoﬁality is ~evoked through~the~functional benefit
representation, which the brand pefsonalily serves as a vehicle to represent and cue functional
| berefits and product attributes effectively. With refreshing personality, the commercial positions
Pepsi as an exhilarated beverage for enlivening people.

Brand personality of this commercial is emphasized through executional elements such as

thrilling story line and dynamic choice of music to convey Pepsi as a truly refreshing drink for

energetic consumers.
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Bus Creative Execution Styies Appeal Strategy source
Advertising Expert T(2[3]a |66 [7[a (910 |11 |12 | Rational |Emotional |Local Global
Judge # 1 + + - e
Judge #2 + Iy ry
Judge #3 + . Y
Judge # 4 + + Y
Judge #5 + ‘ + +
TOTAL 4 . 1 5 5
Legends: 1 is Demonstration / 2 is Humor/ 3 ic Serials / 4 It Animation / 5 is Rofoscope / 6 is Comparative /7 Is

infomercial / 8 Is Stica-of-life / B is Celabdties/ 10 is Testimonial / 11 is Vigneites / 12 is Problem & Solution execution
styles

Analysis from four peopie working in advertising profession and researcher significantiy reveals
that Pepsi’s "Bus” commercial employs humer creative execution style with emotional appeai
and global strategy source ta create an appealing lelevision commercial to atiract prospect

consumers.
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Concept: New product.
The objective-of this, commercial is,aimad-to inform pmpmt sancept of the new introducing
size. The commercial connotes Pepsi's significant attribute to fresh up all consumers. It also

signifies Coritamporary image 10 praspect yolng target:

Target: Young consumers.
Young consumers are encouraged by this commercial to induce trial of new Pepsi 500. It

also Intﬂnﬁunaliy'aims to suggest young consumers to consider Pepsi 500 as a trendy choice.

Presenter: An energetic good looking young man with dynamic action is chosen to
reinforce a percept that Pepsi is a suitable drink for youth. .
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Location: Outdoor location is designed to supportively position Pepsi as an active

beverage for modemistic consumars.
Logo: New Pepsi rectangular shaped logo.
Super: “ Taste of new generation " in Thai.

Language: A dialogue is exciusively aimed {0 generate a descriptive information to connote

Pepsi as an energetic beverage for contemporary Consumers.

Musl¢: An arousing music” sgore is designed fo signify a main concept to generate

awareness among target group.

Brand reminding dsevices: The main presenter is designed to dress in Pepsi's identity blue

color.

Brand personality: Energetic personality is dramatized through the seif-expression model
which consumers see the brand as vehicle tc express a part of their self-identity and lifestyles.
Brand personality.of this_.commercial.is_signified through-user imagery approach to enhance

Pepsi’s dynamic image.

223



Pepsi 500 Creatlve Execution Styles Appeal | Strategy source
Advertsig Exper [T TZ [ T4 [§ |6 [7 [ [0 |10 |1 |12 |Rational |Emotional |Local | Global
Judge # 1 + + +

Judge #2 + ‘ + +

Judge #3 + + +

Judge # 4 + + ™y

Judge #5 + r 5

TOTAL 3 111 g 1 4 5

Legends: 1 Is Demonstration 7 2 is Humor/ 3 is Sarials / 4 is Animation / 5 is Rotoscope / 6 is Comparative / 7 is

Infomercial / 8 is Siice-ol-iife / 9 Is Cefobiities /10 (s Testimonlal / 11 is Vignelies / 12 is Problem & Solution execution
styles

Analysis from four peopie working in advertising profession and researcher significantly reveals
that Pepsi’'s “Pepsi 500" commercial employs demonstration execution style with emotionai
appeal and local strategy source to create an appealing television commercial to attract

prospect consumers.
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Concept: New identity.
The ob;actwa of this television commercial is to announce a launching of new Pepsi idB!liil}f.

As Pepsi had conduéted résgarct which kéy findinig sugpests Pépsi to change its identity to
successfully attract prospect consumers, ;Instead of featuring white, red, &nd blue color for its
identity, (research finding recammerids Pepsi to efiphasize only orthe eleCiric blue color, This
electric hﬁm color is believed to represent energetic lifestyles of young prospect consumers. As
a result, the “Pepsi Project Blue” is organized to promote this significant change.

In order to !nfurm the magnificent identity change to mass consumers, Pepsi introduces
several dynamic television commercials to deliver this informative message. Active lifestyles of
young consumers are dominantly employed to position Pepsi as a truly beverage for young
target. This commercial is designed with a quick editing technigue, which numerous scenes of

young consumers’ lifestyles are cut back and forth. This technique spectacularly stimulates
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interest of young consumers. The -commercial also repeatedly features the word “change” in
both verbal and visual formats to efficiently reinforce the main objective. To signify the new
blue identity, the commercial presents some elements such as fried egg in.blue instead of its

original coior.

Jarget: Young consumers.

Although the new identity launch campaign is appropriated to mass target, this commercial
employs spectacular Iifestyles of youth fo dominantly appeal to mass young consumers. i is
because these young consumers are the prospecis who actively respond to the change. As
young consumers’ lifestyles. are dominantly feaiured, young consumers are encouraged to

perceive Pepsi as the definite brand for them.

Presenter: Various types of young presenters are exclusively chosen to consist with the
story line and the commercial's concapt to deliver significant message to young target. These
young presenters are ocetipied in youth criented activities such as dressing up in extraordinary

outfits.l

Locatlon: Diverse indoor and outdoor locations are elaborately designed to meet with the

active story line and enargstic lifestyles of the prospeact young-targef.
Logo: The new Pepsi globe logo is presented in a form of bottle cap.
Super: None

Language: Since the visuals of this commercial are cut back and forth, no specific dialogue

is featured. Oniy a word “change” is repeatediy presented.

Music: Funky music scores are designed to harmonize with the dynamic stery line and
extraordinary editing technique. The music score is also presented in quick cutting styles to

spark interest of prospect consumers.
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Brand reminding devices: As the commercial attempts to convey a message of new Pepsi
identity change which blue color becomes the dominant identity color, outfit and color of props

featuring in this commercial are in blue color.

Brand personality: Energetic personality is dramatized through the self expression model
which consumers see the brand as vehicle to exprass a part of thelr self identity and lfestyles
with the arousing story line and active presenters employed.

Brand personality of this commercial is signified through executional elements approach of
the enthusiastic story line, and choice of enlivened music to enhance ybung consumaers to

perceive Pepsi as a definite beverage for tham.

Change 1 Creative Exotution Styles Appeal Strategy source
[Advertising Expert |4 |2 |3 |4 |5 |6 (7 [8 [ [0 |11 [12 | Rational |Emotional |Locat | Giobal
Judge # 1 + + +

Judge #2 + + +

Judge #3 + + +

Judpe # 4 + + Py

Judge #5 + ¥ +

TOTAL 3 1 1 5 5

Legends: 1 is Demonstration / 2 Is Humor / 3 is Serals / 4 is Animation / 5 is Rotoscope / 6 Is Comparalive / 7 is

infornercial / 8 is Slice-of-ife / 9 is Celebrities / 10is Testimonial/ 11 /s Vignetles / 12 is Problarn & Solution axecution
stytos

Analysis-from four-peaple working-in advertising profession-and researcher-significantly reveals
that Pepsi’s “Charige 1" commercial employs demonstration créative execltion style with
rational appeal and local strategy source to creete an appealing television commercial to attract

prospect consumers.
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52, Title : Change 2 = - J
el e
Year: 1996 Duratlon: 15 sec. Tl
< o

Concept: Newidentity:

The objective of this television commercial is to announce a launching of new Pepsi identity.
As Pepsi had, condutled research which key finding suggests’ Pépsi'ta change its identity to
successfully attract prospect consumers. Instead of featuring white, red, and blue color for its
identity, research finding recommends Pepsi to emphasize only on the electric biue color. This
electric blue color is believed to represent energetic lifestyles of young prospect consumers. As
a result, the “Pepsi Project Blue” is organized to promote this significant change.

In order to inform the magnificent identity change to mass consumers, Pepsi introduces
several dynamic television commercials to deliver this informative message. Active lifestyles of

young consumers are dominantly employed to position Pepsi as a truly beverage for young
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target. This commercial is designed with a quick editing technique, which numerous scenes of
young consumers’ lifestyles are cut back and forth. This technique spectacularly stimulates
interest of young consumers. The commercial also repeatedly features the word “change” in
both verbal and visual forméts to efficiently reinforce the main objective, To signify the new
biue identity, the commerciat presents some elements such as fried egg in blue instead of its

original color.

Target: Young consumers.

Although the new identity launch campaign is.appropriated to mass target, this commercial
employs spectacular lifestyles of youth to dominantly appeal to mass young consumers. It is
because these young consumers.are the praspects who actively respond to the change. As
young consumers’ lifestyles are dominantly featured, young consumers are encouraged to

perceive Pepsi as the definite brand for them.

Presenter: Various types of young preseniers are exciusively chosen to consist with the
story line and the commercial’s concept to deliver significent message to young target. These
young presenters are occupied in-youth oriented aclivities such as dressing up in extraordinary

outfits.

Location: Diverse indoor and outdoor locations are elaborately designed to meet with the

active story line and energetic lifestyles of the prospect young target.
' Logo: The new Pepsi globe logo is presented ina form of bottie cap.

Super: None

Language: Since the visuals of this commarcial are cut back and forth, no specific dialogue

is featured. Only a word “change” is repeatedly presented.
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Music: Funky music scores are designed to harmonize with the dynamic story line and the
extraordinary editing technique. The music score is also presented in quick cutting styles to

spark interest of prospéct CONSuUMers.

- Brand reminding devices: As the commercial attempts to convey a message of new Pepsi
identity change which blue color dominantly becomes the dominant identity color, outfit and

color of props featuring in this commercial are in blue color.

Brand personality: Energetic personality is drématized through the self expression model
which consumers see the brand as vehicle to express a part of their self-identity and lifestyles
with the arousing story line and active presenters employed,

Brand personality of this commergial is signified through exscutional elements approach of
the entﬁusiastic story line, Aand choice of enlivened music o enhance young consumers to

perceive Pepsi as a definite beverage for them,

'éhangle 2 Croative Execufion Styles Appeal Strategy source
Advertising Expert T(2[314 |5 [6,1718 ]9 10 [11 |12 |Rational |Emotional |Local Globat
Judge # 1 ¥ + +

Judge # 2 + + ry

Judge #3 + - ry

Judge # 4 + Yy ry

Judge # 5 + T+ Y

TOTAL 3 1 1 4 4 . 5

Legends: 1'is Demonstration / 2 Is Humor / 3 is Serials / 4 Is Animation / 5 Is Rotoscope / 6 is Comparative /7 is

Infomercial / 8 is Slice-of-iife / 9 i3 Celebiities / 10 is Testimonia! / 11 is Vignettes / 12 is Problem & Soluticn exectition
slylas

Analysis from four pecple working in advertising profession and researcher significantly reveals
that Pepsi's “Change 2" commercial employs demonstration creative execution style with

rational appeal and local strategy source to create an appealing television commercial to attract

prospect consumers.
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53. Title : Change 3 ou’
1 il
Year: 1996 “Duration: 15 sec. -
Concept: New identity. =

The-objective-of this television-commercial is.to @announce-a launching of new Pepsi identity.
As Pepsi had conducted research which key finding suggests Pepsi to dhanga its identity to
successfully attract prospect consumers. Instead of featuring wmte. red, and blue color for its
identity, research finding recommends Pepsi to emphasize only on the electric blue color. This
electric blue color is believed to represent energetic lifestyles of young prospect consumers. As
a result, the "Pepsi Project Blue" is organized to promote this significant change.

In order to inform the magnificent identity change to mass consumers, Pepsi introduces

saveral dynamic television commercials to deliver this informative message. Active lifestyles of

231



young consumers are dominantly employed to position Pepsi as a truly beverage for young
target. This commercial is designed with a quick editing technique, which numerous scenes of
young consumers’ lifestyles are cut back and forth, This technique spectacularly stimulates
interest of young consumers, The commercial also repeatedly features the word “change” in
both verbal and visual formats to efficiently reinforce the main objective. To signify the new
biue identity, the commercial presents some elements such as fried egg in blue instead of its

original color.

Target: Young consumers.

Although the new identity faunch campaign is appropriated to mass target, this commercil
employs spectacuiar lifestyles-of youith to dominantly appeal to mass young consumers. |t is
because these young consumers are the prospects who actively respond to the change. As
young consumers’ lifestyles are dominantly featured, young consumers are encouraged io

perceive Pepsi as the definite brand for them.

Pfesenger: Various types of young presenters are exclusively chosen to consist with the
story line and the commercial's congept to deliver significant message to young target. These
young presenters are occupied in youth onented activities such as dressing up in extraordinary

ouffits.

Location: Diverse indoor and outdoor locations are elaborately designed to meet with the

active story line and energetic lifestyles of the prospact young target:
Logo: The new Pepsi globe logo is presented in a form of bottle cap.
Super: None

Language: Since the visuals of this commercial are cut back and forth, no specific dialogue

is featured. Only a word “change” is repeatedly presented.
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Music: Funky music scores are designed to harmonize with the dynamic story line and
extraordinary editing technique. The music score is also presented in duick cutting styles to

spark interest of prospect consumers.

Brand reminding devices: As the commercial attempts to convey a message of new Pepsi
identity change which blue color becomes the dominant identity color, outfit and color of props

featuring in this commercial are in blue color.

- Brand eersona.lig_: Energetic personality is dramatized through the self expression model
which consumers see the brand as vehiclé to express a pari of their self identity and lifestyles .
with the arousing story line and aclive presenters embloyed.

Brand personality of this commercial is signified through executional elements approach of
the enthusiastic story ling;"and choice of enlivened music to enhance young consumers to

perceive Pepsi as a definite beverage for them,

'Ehanﬁa 3 Croative Exacution Styles Appeal Strategy source

Admunﬁxm T[Z[3[4]5 6 [7[8 [0 [10 [%1 [i2 [ Rational [Emotional |Local | Global
Judge # 1 + + +

Judge # 2 + + +

Judge #3 + + T

Judge# 4 + + *

Judge #5 + + *

TOTAL 2 1 1 4 1 5

Legends: 1is Demonstration / 2 is Humor / 3 Is Serlals / 4 Is Animatlon / 5 Is Rofoscope /6 is Comparative / 7 is

Infomercial / 8 is Stice-of-life /9 is Celebrities / 10 is Testimonial / 11 is Vignettes / 12 is Problem & Solution execution
styles ‘

Analysis from four people working in advertising profession and researcher significantly reveals
that Pepsi's “Change 3" commercial employs demonstration creative execution styie with

rational appeal and local strategy source to create an appealing television commercial to attract

prospect consumers.
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As Pepsi had conducted research which key finding suggests Pepsi to change its identity to

successfully attract prospect consumers. Instead of featuring white, red, and blue color for its
identity, research finding recommends Pepsi to emphasize only on the electric blue color. This
slectric blue color is believed to represent energetic lifestyles of young prospect consumers. As
a result, the “Pepsi Project Blue" is organized to promote this significant change.
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In order to inform the magnificent identity change to mass consumers, Pepsi introduces
several dynamic television commercials to deliver this informative message. Active lifestyles of
youﬁg consumers are dominantly employed to position Pepsi as a truly beveragq for young
targei. This cohmercial is designed with a quick editing technique, which numerous scenes of
young consumers’ lifestyles are cut back and forth. This technique spectacularly stimulates
interest of young consumers. The commercial aiso repeatedly features the word “change” in
both verbal and visual formats to efficiently reinforce the main objective. To signify the new
blue identity, the commercial presents some elements such as fried egg in blue instead of its '

originai color.

Target: Young consumers.

Although the new identity laungh campaign is appropriated to mass target, this commercial
employs spectacular lifestyles of youth to-dominantly appeal to mass young consumers, It is
because these young consumers are the prospects who actively respond to the change. As
young consumers’ lifestyles ‘@are dominantly featured, young consumers are encouraged to

perceive Pepsi as the definite brand for.them.

Presenter: Various types of young presenters are exclusively chosen to consist with the
story line and the cominercial’s concaptto-deliver-significant-message to young target. These
young presenters are cccupied in youth oniented activities such as dressing up in extraordinary

outfits,

Locatlon: Diverse indoor and outdoor locations are ’eiaborately designed to meet with the

active story-line and ‘energetic lifestyles of the prospect young target.

Logo: The new Pepsi globe logo is presented in a form of bottle cap.

Super: None

Language: Since the visuals of this commercial are cut back and forth, no specific dialogue

is featured. Only a word “change” is repeatedly presented.
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Muslc: Funky music scores are designed to harmonize with the dynamic story line and
extraordinary editing technique. The music score is also presented in quick cutting styles to

spark interest of prospect consumers.

Brand reminding devices: As the commerciai attempts to convey a message of new Pepsi
identity change which blue color becomes the dominant identity color, outfit end color of props

featuring in this commercial are in blue color.

Brand personality: Energetic personality is dramatized through the self expression model
which consumers see the brand as vehicle fo express a part of their self identity and lifestyles
with the arousing story line and active presenters employed.

Brand personality of thig'commercial is signified through executional elements approach of
the enthusiastic story line,/and choice of enlivened music to enhance young consumers to

perceive Pepsi as a definite bevarage for them.

Change 4 Creative Execution Styles Appeal Strategy sc:;urce
Advertising Expert 11213 |4 [5 6782 [10 1% [12 [ Rational |Emotionat |Local Global
Judge #1 + + +

Judge # 2 + + )

Judge #3 + r y

Judge #4 + Y ry

Judge #5 + ] + T

TOTAL 3 1 1 4 1 5

Legends: 1.is Demonstration / 2 Is Humor / 3 is Serlals / 4 is Animation / 5 Is Rotoscope / 6 is Comparative / 7 is

infoinercial / 8 Is Siice-of-life / 9 is Celabrities / 10 Is Tastimonial / 11 Is Vignettes / 12 is Problem & Solution execution
styles

Analysis from four people working in advertising profession and researcher significantly reveals
that Pepsi's "Change 4" commercial employs demonstration creative execution style with
rational appeal and local strategy source to create an appealing television commercial to attract

prospect consumers.
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Concept: New identity.
The objectivedf this television commercial is fo-announce a lauriching of new Pepsi identity,

As Pepsi had conducted research which key finding suggests Pepsi to change its identity to
successfully attract prospect consumers. H'mlnaﬂof featuring white, red, and blue color for its
identity, résearch finding recommends Pepsi to emphasize only on the electric blue color. This
electric blue color is believed to represent energetic lifestyles nf.yuung prospect consumers. As
a result, the “Pepsi Project Blue” is organized to promote this significant change.

In order to rinfurm the magnificent identity change to mass consumers, Pepsi introduces
saveral dynamic television commercials to deliver this informative message. Active lifestyles of
young consumers are dominantly employed to position Pepsi as a truly beverage for young

target. This commercial is designed with a quick editing technique, which numerous scenes of

237



young consumers’ lifestyles are cut back and forth. This technique spectacularly stimulates
interest of young consumers. The commercial also repeatedly features the word “change” in
both verbal and visual formats to eﬂ"iciéntly reinforce the main objective. To signify the new
blue identity, the commercial presents some elements such as fried egg in biue instead of its

original color.

Target: Young consumers.

the new identity launch campaign is appropriated to mass target, this commercial employs
spectacular lifestyles of youth to dominantly appeal to.mass young consumers. [t is because
these young consumers aré the prospects who actively respond to the change. As young
consumers’ lifestyles are‘ dominantly featured, young consumers are encouraged to perceive

Pepsi as the definite brand for them.

Presenter: Various types of young presenters are exclusively chosen to consist with the
story line and the commercial’s concept to deliver significant message to young target. These
young presenters are occupied in youth-oriented activities such as dressing up in extraordinary

ouffits.

Lgcaglon: Diverse-indoor-and-outdoor-locations-are-elaberately designed to meet with the

active story line and energetic lifestyles of the prospect young target.
Logo: The new Pepsigicbe loga ispresented in a form of bottle.cap.
Super:-None

Language: Since the visuals of this commercial are cut back and forth, no specific dialogue

is featured. Only a word “change” is repeatediy presented.

Music: Funky music scores are designed to harmonize with the dynamic story line and

extraordinary editing technique. The music score is also presented in quick cutting styles to

spark interest of prospect consumers.
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Brand reminding devices: As the commercial attempts to convey a message of new Pepsi
identity change which blue color becomes the dominant identity color, outfit and color of props

featuring in this commercial are in biue color.

Brand_personality: Energetic personality is dramatized through the self expression model
which consumers see the brand as vehicle to express a part of their self identity and lifestyles
with the arousing story line and active presenters employed.

Brand personality of this commercial is signified through executional elements approach of ‘
the enthusiastic story line, and choice of enlivened music to enhance young consumers to

perceive Pepsi as a definite baverage for them.

Change 5 — Greatlye Exocution Styles Appeal Stratagy source
Advertiaing Bxpert |1 |2 |3 |46 | @ |7 [8/]9 [90. [19 [12 |Reiional [Emotional fLocal [Global
Judge # 1 + + +

Judge # 2 2 s +

Judge #3 + + +

Judge #4 + + +

Judge #5 + + +
[TOTAL 3 1 1 4 i 5

Legends: 1 s Demonstration / 2 Is Humor/ 3 Is Serials / 4 is Animation / 5 Is Rotoscope / 6 is Comparative / 7 is

Infornarcial / 8 is Slice-ot-life-/.9 is-Celebrties / 101 Testimonial £.11 is Vignettes /12 is.Problem & Soiution execution
styles

Analysis from four pecple working-in advertisingprofession and researcher significantly reveals
that Pepsi’s “Change 5" commercial employs demonstration creative execution style with
rational appeal and local strategy source to create an appealing television commercial to atiract

prospect consumers,
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The' nb;oﬁva of thh telewlslm cummlrdai is h anmum&a launchlqg,of naw Pepsi identity.
As Pepsi had conducted research which key finding suggests Pﬂ'pﬁi to change its identity to
successfully attract prospect consumers. Instead of featuring white, red, and blue color for its
identity, research finding recommends Pepsi to emphasize only on the electric blue color. This
elactric blue color is believed to represent energetic lifestyles of young prospect consumers. As
a result, the “Pepsi Project Blue” is organized to promote this significant change.

In order to inform the magnificent identity change to mass consumers, Pepsi introduces

several dynamic television commercials to deliver this Informative message. Active lifestyles of
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young consumers are dominantly employed to position Pepsi 'as a truly beverage for young
target. This commercial is designed with a quick aditing technique, which numerous scenes of
young consumers’ lifestyles are cut back and forth. This technique spectacularly stimulates
interest of young consumers. The commercial elso repeatedly features the word “change” in
both verbal and visual formats to efficiently reinforce the main objective. To signify the new
blue identity, the commercial presents some elements such as fried egg in blue instead of its

onginal color.

Target: Young consumers.

Although the new identity launch campaign is appropriated to mass target, this commercial
employs spectacular lifestyles of youin to dominantly appeal to mass young consumers. itis
because these young constimers are the prospects who actively respond to the change. As
young consumers' lifestylas are dominantly featured, young consumers are encouraged to

perceive Pepsi as the definii@ brand for them.
Presenter; Various types of young presenters are exclusively chosen to consist with the
story line and the commercial’s concept to deliver significant message to young target. These

young presenters are occupied in youth cnented activities such as dressing up in extraordinary

oulffits.

Locatlon: Diverse indoor and outdoor locations are elaborately designed to meet with the

active story line and ensrgetic lifestyles of theprospact young target.

Logo: The new Pepsi'globe logois presented in'a form of bottle cap.

Super: None

Language: Since the visuals of this oommerciai are cut back and forth, no specific dialogue

is featured. Only a word “change” is repeatedly presented.
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Music: Funky music scores are designed to harmonize with the dynamic story line and

extraordinary editing technique. The music score is also presented in quick cutting styles to

spark interest of prospect consumers.

Brand reminding devices: As the commercial attempts to convey a message of new Pepsi
identity change which blue color becomes the dominant identity color, outfit and color of props

featuring in this commercial are in blue color,

Brand personality: Energetic personality is dramatized through the self expression model
which cansumers see the brand as vehicle to express a part of their self identity and lifestyles
with the arousing story line and.active presenters employed.

Brand personality of this cohmercial is signified through executional elements approach of
the enthusiasﬁc story fine, and choice of enlivened music to enhance young consumers to

perceive Pepsi as a definiie beverage for them.

Change 6 Creative Execution Styles Appeal Strategy source
Advertising Expert 1(2(3 (4|56 [7 {88 (10 [11 |12 |Rational [Emotional |Local Global
Judge # 1 + + +

Judge # 2 ‘ - + Y

Judge # 3 + + +

Judge # 4 + . T T

Judge # 5 + + +

TOTAL 3 1 1 4 1 5

Legends: 1'is Demonstration / 2 Is Humor/ 3 is Serlals / 4 is Animation / 5 is Rofoscope / 6 is Comparative / 7 is

Infomercial / 8 is Slice-of-life / 8 is Celebrities / 10 is Testimonial / 11 is Vigneties / 12 is Problem & Solution executfion
styles '

Analysis from four people working in advertising profession and researcher significantly reveals
that Pepsi's “Change 6" commercial employs demonstration creative execution style with

rational appeal and locel strategy source to create an appealing teievision commercial to attract

prospect consumers.
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b
Year: 1996 "/ Duration: 15 sec. X

Concept: New identity.

The objectivie'of this television commetcial is fo Bnnounce & lalinching of new Pepsi identity.
As Pepsi had_conducted research which key finding supgests Pepsi to ehange its identity to
successfully altract prospect consumers.) Instead of featuring white, red,-and blue color for its
identity, research finding recommends Pepsi to emphasize only on the electric blue color. This
electric blue color is believed to represent energetic lifestyles of young prospect consumers. As
a result, the “Pepsi Project Blue™ is organized to promote this significant change.

In order to inform the magnificent identity change to mass consumers, Pepsi introduces
several dynamic television commercials to deliver this informative message. Active lifestyles of

young consumers are dominantly employed to position Pepsi as a truly beverage for young
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target. This commercial is designed with a quick editing technique, which numerous scenes of
young consumers’ lifestyles are cut back and forth. This technique spectacularly stimulates
intorest of young consumers. The commercial also repeatedly features the word “change” in
both verbal and visual formats to efficiently reinforce the main objective. To signify the new

biue identity, the commercial presents some elements such as fried egg in blue instead of its

original color.

Target: Young consumers.

Although the new identity launch campaign is appropriated to mass target, this commercial
employs spectacular lifestyles of youth to dominantly appeal to mass young consumers. It is
because these young consumers are the prospects who actively respond to the change. As
young consumers’ lifestyles are dominantly featured, young consumers are encouraged to

perceive Pepsi as the definiie brand.far them.

Presenter: Various types of young presenters are exclusively chosen to consist with the
story line and the commercial's concept to deliver significant message to young target. These
young presenters are occupied in youth crisnted aclivities such as dressing up in extraordinary

ouffits.

Location: Diverse indoor and outdcor locations are elaborately designed to meet with the

active story line and energetic lifestyles of the prospect young target.
Logo: The new Pepsi globe'logo is presented in aform of bottle cap.
Super: None

Language: Since the visuals of this commercial are cut back and forth, no specific dialogue

is featured. Only a8 word “change” is repeatedly presented.
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Muslc: Funky music scores are designed to harmonize with the dynamic story line and
extraordinary editing technique. The music score is also presented in quick cutting styles to

spark interast of prospect consumers.

Brand reminding devices: As the commercial attempts to convey a message of new Pepsi
identity change which blue color becomes the dominant identity color, outfit and color of props

featuring in this commercial are in blue color.

Brand personality: Energetic personaiity is dramatized through the self expression model
which consumers see the brand as vehicle to express a part of their self identity and lifestyles
with the arousing story line and active presenters employed.

Bfe_md personality of this commercial is signified through executional elements approach of
the enthusiastic story line,/and choice of enlivened music to enhance young consumers to

perceive Pepsi as a definite boverage for them,

Ghan;o 7 Creative Execufion Styles i Appeal Strategy source
Advertising Expert 11 [2 |3 [4 |5 |6,]718 |8 |10 |11 | 12 | Ratlonal |Emotional |Local | Global
Judge #1 + + +

Judge #2 + + +

Judge # 3 + 4 +

Judge #4 - + + +

Judge #5 + + *

TOTAL 3 1 1 4 1 5

Legends: 1'is Demonstration / 2 Is Humor / 3 Is Senals / 4 is Animation / 5 Is Roloscope 7 6 /s Comparative 7 7 1

Informercial / 8 is Slice-of-life / 9 Is Celabritias / 10 is Testimonial / 11 Is Vignettes / 12 is Problem & Solution execution
styles '

Analysis from four people working in advertising profession and researcher significantly reveals
that Pepsi’s "Change 7" commercial employs demonstration creative execution style with

rational appeal and local strategy source to create an appealing television commercial to attract

prospect consumers,
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6. Lar l’)’
ﬂgg_m “Want to change.” ‘—___ ey
7. Visual: Old Pepsi can tums into new !96:5/ 5 T =
™
2 SR £
58. Title : Change 8" £
DU )
Year: 1996 ration: 15 sec, U
Concept: Nel idénfity. | |

The nbmﬂ of this 1a!arwsmn cnrrnnartiui is I-n anﬂamm a laun::hinp nf naw Pepsi identity.
As Pupsi had ‘condutted mmrch whiuh kay ﬁndnng sugmh Fm to manua its identity to
sumessmﬂy attract prospect consumers. [nstead of featuring white, red, and blue color for its
identity, research finding recommends Pepsi to emphasize only on the electric blue color. This
electric blue color is believed to represent energetic lifestyles of young prospect consumers. As
a result, the "Pepsi Project Blue” is organized to promote this significant change.

In order to inform the magnificent identity change to mass consumers, Pepsi introduces

several dynamic television commercials to deliver this informative message. Active lifestyles of
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young consumers ara dominantly employed to position Pepsi as a truly beverage for young
target. This commercial is desipned with a quick editing technique, which numerous scenes of
" young consumers’ lifestyles are cut back and forth. This technique spectacularly stimulates
interest of young consumers. The commercial also repeatedly features the word “change” in
both verbal and visual formats to efficiently reinforce the main objectivé. To signify the new
biue identity, the commercial presents some elements such as fried egg in blue instead of its

original color.

Target: Young consumers.

Although the new identity faunch campaign is appropriated to mass target, this commercial
employs spectaculér lifestytes-of youth to dominantly appeal to mass young consumers, it is
because these young consumers are the prospects who actively respond to the change. As
young consumers’ lifestyles arg dominantly featured, young consumers are encouraged to

perceive Pepsi as the definite brand for them.
Pr:osenter: Various types of young presenters are exclusively chosen to consist with the

story line and the commercial’s concept to deliver significant message to young target. These

young presenters are occupied in yolith onented activities such as dressing up in extraordinary

outfits.

Location: Diverse indoor and outdoor locations are elaborately designed to meet with the

active story line and energetic lifestyles-of the-prospect young-target.
Logo: The new Pepsi globe logo is presanted ina form of bottle cap.
Super: None

Language: Since the visuals of this commercial are cut back and forth, no specific dialogue

is featured. Only a word “change” is repeatedly presented.
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Music: Funky music scores are designed to harmonize with the dynamic story line and
extraordinary editing technique. The music score is also presented in quick cutting styles to

spark interest of prospect consumers.

Brand reminding devices: As the commercial attempts to convey a message of new Pepsi
identity change which blue color becomes the dominant identity color, outfit and color of props

featuring in this commercle! are in biue color.

Brand personality: Energetic personality is dramatized thrc?ugh the self expressi.on model
which consumers see the brand as vehicle o express a part of their self identity and lifestyles
with the arousing story line and aclive presenters employed.

Brandl personality of this'Cornmercial is.signified through executional elements approach of
the enthusiastic story line s@nd /choice of-enlivened music to enhance young consumers to

perceive Pepsi as a definite beverage for them.

Change 8 — Creative Execution Styles Appeal Strategy source
Advertising Expert 11213128 5 (61718 |9 [#0 [11 [12 | Rational |Emational |Local Global
Judge #1 + + +

Judge # 2 - + + +

Judge #3 + + +

Judge # 4 + + +

Judge # 5 ‘ e 4 T

TOTAL 3 1 1 4 1 5

Legends: 1 is Demonstration / 2is Humor /-3 is'Seriels/ 4'is Animation / 5lis Roloscope / 6 is.Comparative / 7 is

Informercial 78 is Slica-of-ife /9 is Celebrities / 10 is Testimonial / 11 is Vigneltes / 12 Is Problem & Solution execution
styles )
Analysis from four people working in advertising profession and researcher significantly reveals
that Pepsi’s “Change 8" commercial empioys demonstration creative execution style with

rational appeal and local strategy source to create an appealing television commercial to attract

prospect consumers.
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59. Title : So 1; i

Year: 1997 Duration: 30 sec.

-

Concept: Teenager's lifestyles.

The, television ‘eommetcial “emplays “humorous 'stofy line’ to” attfact (young prospect
consumers. It also endorses famous supermodel, Claudia Schiffer to spark interest as well as
to stimulate consumers to associate the brand with Claudia’s popularity. As the commercial
signifies several drinking scenes of Claudia, prospect consumers are enhanced to see Pepsi as
a premium brand. Showing super model drinking Pepsi also supportively changes consumers’

perception toward soft drink as a drink, which could possibly make people gain weight.
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Target: Young consumers.
With animated story line, and appearance of teenager, young consumers are primary

targets of this commerciat.

Presenter: To attract young consumers, this commercial endorses famous supermodel to

help delivering main message of the commercial.

Location: The animated location is designed to create a look and feel that is consistent

with the concept.

Logo: New Pepsi rectangular shaped logo.

Super: “Finally...Pepsiis always a choice™in Thal.

Language: No specific dialogue is presented because the main emphasis is on visual

element.

Music: An arousing music scoré is specially designed to attract targel consumers as well

as create an exciting feshng:

Brand reminding devices: None

Brand personalify: Animated personality i§ signified through the self expression model
which corisumers see. the‘brand ‘as vehicle to express a‘pari of theif Self identity and lifestyles
with the Humorous story line endorsement of the supermodel.

Brand personality of this commercial is dramatized through executional elements approach

of the animated story line and choice of arousing music to enhance consumers to perceive

Pepsi as a lively brand.
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Soap on The Croative Execution Styles Appeal Strategy source
Rope

Mﬂﬂﬂ Expert {12 13[4 56 ]7]8 101430 |44 |2 | Rational |Emotional |Local Globa!
Judge #1 + ' + +
qudge #2 + + +
Judge #3 + + Y
Judge #4 + * ¥
Judge #5 + + +
TOTAL i 4 5 5
Legends: 11s Demonstration /2 Js Humor /3 Ts Senals/ 4 /s Animation /S i Roloscape / 6 is Comparative /7 Is

Infomercial / 8 Is Silce-of-ife /8 Is Cajebritias /40 is Testimonial/ 11 is Vignettes / 12 is Problem & Solution execution

styles

Analysis from four people working in advertising profession and researcher significantly reveals

that Pepsi's “Soap on The Rope" commiercial @émploys csisbrities creative execution style with

emotional appeal and global strategy solrce to create an appealing television commercial to

attract prospect consumers.
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Concept: Teenager's lifestyles. ‘
The object of ﬂ1istelmdshn mrnnmmhl is o inform Gonsumers nI Pepsi's sponsorship of

the reedited vgrsian of everyone's favorite movie, “Star-Wars". It empléeys compelling and
animate-'stary\ line tq-;—asgocla“‘te thé, brand. hlaﬁ‘: popular image of the\movie. With the
demonstration scenes of people drinking Pepsi while watching movie, this commercial attempts

to induce consumers to develop drinking habit in movie theater.
Target: Young consumers.

As Star Wars is a well known and popular movie for worldwide people, thus commercial

uses its popularity to attract all types consumer,
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Presenter: Character who is popular among all Star Wars lover is exclusively chosen to

attract prospect consumers.

Location: As Star Wars movie is the main emphasis, the chosen location is a movie theater .

to stimulate consumers to develop drinking habit while pleasantly enjoy movie.
Logo: New Pepsi rectangular shaped logo.
Super: None

Language: As the commercial. emphasizes on the fighting scene, no specific dialogue is

included.

Music: An arousing music score is specially designed to attract target consumers as well

as create an exciting feeling.

Brand reminding devices: Nane

Brand personality: Adventurcus-personality-is-signified-through the self expression model
which consumers see the brand as vehicle to express a part of their self identity and lifestyles
with the spectacular story line of the Star Wars movie,

Brand persopality-of this.commercial s dramatized-through-executional elements of the

exciting movie to convey Pepsi‘as a dynamic brand.
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Star Wars Creative Execution Styles | Appeal Strategy source
Advertising Expert ~ (T 12 T3 [4 [5 6 [T [B [8 10 |11 |12 Ratlonal |Emotional [Local |Global
Judge # 1 1+ - + +
Judge # 2 + + +
Judge #3 + +* +
Judge # 4 + I + +
Judge #5 + + Y
[TOTAL 4 L] 5 5
Legends: 1is Demonstration / 2 is Humor/ 3 Ts Senals / 4 is Animation / 5 Is Rotoscope /7 8 is Comparative / 7 is

' Infornercial / 8 is Stice-of-life / 9 Is Colabritlos # 10 is Testimonial £ 11 Is Vignettes / 12 is Problem & Solution execution '
styles

Analysis from four people Working in advertising profession and researcher significantly reveals
that Pepsi's “Star Wars” comrmarcial employs humor creative execution style with emotional
appeal and global strategy source to Create an appealing television commercial to attract

prospect consumers.
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- Visual: Super : "F"ﬁ#t‘x — :,[J

. Visual: Cowboys rides hoi#a In a oy, )
Visual: Group of teenagers 8y down an Pepsl loga. i
Visual: Teenagers in cutting ‘edge action, U

Visual: Super : "Because we are Generation Nex!.”
V_mLmemuum
Visual: Tmmmmauﬁmmwfm

Year: 1997 Duration: 30 sec.

Concept: Teenager's lifestyles.

The objective of this television commercial is to position Pepsi as a beverage for young and

modernistic consumers. To successfully achieve this objective as well as to capture attention

from young prospect target, this commercial employs numerous exireme youth's habit, fashion,
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and lifestyles. The color schemes of this commercial are designed with very bright and striking
tone to consist with the.dynamic lifestyles of youth.

In order to associate the brand to youth target, choices of presenter’'s wardrobe are also an
important element to efficiently persuade the prospect target. As a result, stylish and
provocative wardrobes are exclusively chosen to supportively stimulate perception that Pepsi is

a truly choice of new generation.

Target: Young consumers.

As the commercial significantly features exiremerlifastyles of fashionable youth, young
consumers who are trendy with cutting edge activilies are emphasized.

Presenter: Young energetic/presenters are employed to consist with the fashionable story
line and objective to make this commercial appeal to yolith target. They all have extraordinary

looks, which are ideal images for typical young consumers.

Locatlon: The dynamic iccation is.désigned to.create a lcok and feel that is consistent with

the compelling story line,
Logo: Generation Next-and-Pepsi-globelogosin-English:
Super: "Generation Next" in English.

Language: No specific dialogue is presented as the main concept is_emphasized on the

compelling visuals.
Music: Exciting music is exciusively designed to spark interest of consumers.

Brand reminding devices: Some of the characters are designed with Pepsi's identity biue

color wardrobe.
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Brand personality: Energetic personality is signified through the self expression model

which consumers see the brand as vehicle to express a part of their self identity and |ifestyles

with the compelling story line and extreme lifestyles of young presenter.

Brand personality of this commercial is dramatized through user imagery approach to

enhance consumers to parceive that Pepsi is a young and modernistic brand through action of

the presenters employed in the commercial.

Move Over Creative Exacution Styles Appeal Strategy source
MverengBpet (1 [2 (3 4 (5 (6|7 |8 |9 |10 | #1 |12 | Rational |Emotional [Local | Global
Judge # 1 + + +
Judge #2 + + +
Judge #3 * * *
Judge #4 + + ry
Judge #5 + + +
[TOTAL 1 4 5 5
“Legends: 1is Demonstraflon / 2 Is Humor / 315 is/ 4 s Arimation 7 5 is Rotoscope /6 is Comparalive / 7 Is

Informercial / 8 is Slice-of-ife / 8 is Celabriias/ 10 is Testimonial/ 11 is Vignettes / 12 is Problem & Salution exacution

slyles

Analysis from four people working in advertising profession and résearcher significantly reveals

that Pepsi’s “Move Over” commercial employs vignettes creativé execution style with emotional

appeal and global.strategy source to Create an appéaling television commercial to attract

prospect consumers.
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Concept: Music.
This commefgial 8ntorsed Spice Giils Who is raiked amorg theworld's popular teen idol to

signify a perception that Pepsi is a truly beverage for young consumers who see themselves as
independent, \energetid, \and moderistic. | This, ‘commercial’ symbolizés, |Pepsi's popularity
among young target is equivalent to Spice Girls. It dramatizes that when the superstar chooses
Pepsi as the distinguished choice, consumers are assured of Pepsi's premium quality and
trendy image.

With Spé-m. Girls' well-known reputation as the number one in music industry, young
consumers are enhanced to perceive Pepsi as the leader in soft drink category. It connotes

Pepsi is what young and modern consumers should consider as their choices.
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This commercial symbolizes that Pepsi's popularity among young target is equivalent to
Spice Girs. It dramatizes that when the world’s number one band choose Pepsi as its
distinguish choice, consumers are assumed that Pepsi is a premium and trendy product. With
reputation of Spice Girls as the number one in music industry, young consumers are enhanced

to perceived Pepsi as the leading in soft drink category as well.

Target: Young consumers,
With endorsement of Spice Girls and emphasis on music activities, which are among the

most appealing topic amonp youth target, this commercial primarily aims to young prospect

consumers.

Prasenter: The worlds favorite Spice Girls is endorsed to reinforce Pepsi's concept of
being a popular beverage'ameng young and modern consumers. Superstar appearance
efficiently motivates youth target to @ssociate Pepsi with the position of the leader in soft drink

category.

Location: An outdoor location ' selected to hiarmenize with the active characteristic of Spice

Girls. Their powerful performances are definitely inappropriste to be limited in studio setting.
Logo: Generation Next and Pepsi globe logos in English.
Super: “ Pepti Generaticn Next' im English;

Language: No specific dialogue is presence because the major emphasis_is on the music

powerfully performed by Spice Girls

Music: Spice Girls' most popular song is featured to magnificently signify Pepsi as a

definite drink for young consumers.

Brand reminding devices: Pepsi logo tattoo on Spice Girls’ hand and on the background

screen where Spice Girls are dancing.
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Brand Qersonallity_: Popular personality Is signified through the self-expression model

which consumers see the brand as vehicle to express a part of their self-identity, and lifestyles.,

With the arousing story line and a presence of Spice Gils, this commercial suggests Pepsi as a

beverage to bring young target closer to popular status.

Brand personality of this commercial is emphasized through endorser approach, which

symbolic of the brand is transferred to consumer through popular and powerful performance of

Spice girls,

Spice Girls Creative Execution Styies Appeal Strategy source
AdverfisingExpert (1 |2 |3 |4 |5 |6 |7 [8 |9 ] 10 |11 |12 | Rational | Emotional |Local Global
Judge # 1 + + +
Judge # 2 + + +
Judge #3 + ry ry
Judge #4 + * +
Judge #5 * + *
TOTAL ] 5 1 4 5
Legends: 1is Demonstration/ 2 is Humor/ 3 is Serials / 4 is Animation / 5 Is Rolascope 76 is Comparative / 7 is

Infomercial / 8 is Slice-of-life /.8 is Celebrtias / 10 is Testimonial /11 is Vignefies/ 12 is Problem & Solution execution

styles

Analysis from four people working in advertising profession and researcher significantly reveals

that Pepsi’s “Spice.Girls” commercial employs, celebrities creative execution style with emotional

appeel and global ‘strategy’ source to ‘create an appealing television commercial to attract

prospect-consutriers.
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1.2. Analysis of Coca-Cola television commercials from year 1982 - 1997

Audio: Music intro ,"f‘:d‘;} /1rI"/ /4 \
Visual: Two women carry Coca-Cola Mq,ahmj_
Visual: People cheer as a goal mumﬁpmn T o =

Visual: A hand picks 1p Goca-Cola bote. o £)
Visusl: A goal drinks Co : ~
mmam-g. {

Visual: As the competition is over, a small toddler is going to kick a ball towards the goal.
Visual: A woman joyously looks alithé incident,

. E@y_u_ﬁgnnllmﬁ@!wm&h&ﬁmhmmwm
. Visual: As a boy Kicks & ball, peopla/excitingly(cheer.
. Visual: A goal pretends to miss the ball. mmmhmmm

Visuat:A boy s happyand people cheschim) | O | |
Visusl! & ggeldrinks Gota-Cola with refreshing expression’

. .j.liﬂulnmmlrhﬁduaborinmhudnﬂdmmmmm Aboykhlungnal

Year: 1982 Duration: 30 sec.



Concept: Sport.

With scenes of male character is delightfully cheered by his friend at the soccer game, the
objective of this commercial is to position'Coca-Cola as a source of happiness. Porirayal of all
presenters having a good time and dhinking Coca-Cola signifles Coca-Cola as a beverage to be
consumed and shared at joyous moment. Scene of main mele character celebrates his triumph
after drinking Coca-Cola dramatizes that Coca-Cola is one of the significant factors which
contributes to the victory. The commerciat encourages all consumers to develop a perception
that Coca-Cola is an appropriate drink for enjoyable moment and sport related actiyities. The
sport event scene supportively urges consumers 1o develop new drinking habit by including

Coca-Cota as a part of their outdoor activities,

Target: Generat consumers. 3
Coca-Cola attempts to.create this commercial to appeal to general consumers. Teenager
group is captured through scenes of sport activity and lifestyles of typical teenagers. The

general consumers are atiracted by adorabie appearance of a kid with the touching ending.
Presenter: Using all foreign talents of both genders with emphasis of main male character

and small toddler boy, The small boy supportively generates a positive attitude towards the

product,

Location: A beach, typical place where people pleasantly gather is selected to be familiar
with general conSUmers.” AS begch is wall'known) to be a’place where happiness, fun, and
enjoyment are initiated. It is a proper place to position Coca-Cola as a happiness source.

Logo: Coca-Cola red & white rectangular shape logo in English,

Super: “Share Coke...share smile” in Thai.

Language: No dialogue is presence as the emphasis is on the touching music,

Music: A sentimental music song is significantly designed to attract general consumers.
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Brand reminding devices: Coca-Cola cooler is presented with Coca-Cola’s red identity

color on wardrobes of presenters.,

Brand personality: With the jubilant story line, which signifles Coca-Cola as a source of
happiness moment, joyous personality is generated through self-expression model which
consumers see the brand as vehicle to express a pari of their self-identity, and lifestyles. As the
story line attempts to symbolize that Coca-Cola is an enjoyment creator, consumers are
enhanced to see Coce-Cola as a brand to associate them with the joyous image.

Brand personality of this commercial {s-emphasized through executional elements
approach such as choice of delighted choice of music, and festive story line to convey

consumers that Pepsi is an enlivening beverage.

Beach Ball Creative Execution Styles Appeal Strategy
source
Advertising Expert 11 ]2 |3 |4 |5 |6 |7 [6]9 [16 (11 [12 |Rationsl |Emotional |Local |Global
Judge #1 * + +
Judge #2 + + +
Judge #3 + + +*
Judge # 4 + + +
Judge #5 + + +
I TOTAL 13 2 ‘ 5 5
Legends: 1 is Demonstration / 2 is Humor / 3 ls.Sedals / 4 Is Animation / 5 is Rotm / 6 is Comparative / 7 is

Infomercial / 8 is Siice-of-iife / 9 is Celebritles / 10 is Testimonial / 11 is Vigneftes / 12 is Problem & Solution exacution
styles

Analysis from four people working in advertising profession and researcher significantly reveals
that Coca-Cola's “Beach Ball' commercial employs slice-of-life creative execution style with
emotional appeal and global strategy source to create an appealing television commercial to

att'ract prospect consumers.
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Visual: Dish of Pork satay.

Visual; Coca-Cola cap s i
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Visual: Close up shot &i{Coca-Cola Tha logo on botte. P
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Visual: Dish spicy st
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2. Tittle: Food 1

Year: 1982 Duratlion: 30 sec,

Concept: Food.

As the main object of this television commercial is to convey that Coca-Cola is delicious and
suitable to be consumed with ali types of food, no specific story line is presented in this
commercial. Only -several food scenes are highlighted back and forth with Coca-Cola
throughout the entire commercial. Countless fypes of food from different countries and regions
are fascinatingly presented to demonstrate Coca-CUola's appetite atiribute. The commercial

aims to signify that with Coca-Cola, every food will be guaranteed with satisfaction taste.
Target: General.
As the commercial aims to/promote Coca-Cola's appetite, this commercial intentionally

communicates to all consumers.

Presenter: No live presenter is presence because the entire commercial emphasizes on

various styles of foods.

Location: To focus on appealing of food, indoor studio is setto control appearance of all

food.

Logo: Coca-Cola.red.& white rectangular. shape.logo.in Thai,

Super:{Coke-is suitable for all:meals” in Thai,

Language: No specific dialogue is presented.

Music: No lyric part is presence in the active music for this commercial.

Brand reminding devices: Coca-Coia’s identity red color is reinforced throughout the

commercial's red and orange cotor scheme.
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Brand personality: With employment of numerous food styles, satisfied personality is
generated through self-expression model which consumers see the brand as vehicle to express
a part of their seif identity, and lifestyles. As the story line attempts to symbolize Coca-Cola as
a suitable beverage for all types of food, consumers are enhanced to perceive Coca-Cola as a
brand to bring satisfaction taste to all foods.

Brand personality of this commercial is emphasized through executional elements to

convey consumers that Coca-Cola is a suitable beverage for all types of food.

Food 1 Creative Executlon Styles Appeal Strategy

source
Advertising Experi |1 12 [3 [4 [5.[6 17 (8 |9 [10 |11 [42 |Ratlonal |[Emotional [Local [Global
Judge #1 + Iy *
Judge # 2 + - +
Judge #3 + + +
Judge # 4 + + _ +
Judge # 5 + * +
TOTAL 4 1 3 2 4 1
Legends: 1 is Demonsiralion / 2 Is Humor / 3 is Serais / 4 is Animation /-5 is Roloscope / 6 is Comparative / 7 is

infornercial / 8 is Slice-of-life.f 9 is Celabrities / 10 is Testimonial / 11 is Vignettes / 12 is Problem & Solution execution
styles

Analysis from four people working in advertising profession and researcher significantly reveals
that Coca-Cola's)“Fopd 1" commercialCemploys. demonstration creative execution style with
rational appealand local strategy source to create an appealing.television commercial to attract

prospect consumers.
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Visual Coca-Colacap is

Audio: Music

Visual: A man steps into 2

Visyal: Coca-Cola Thal

Visual: A cyclist rides a bicygle wi

Visual: A hand puts Coca

Visual: Teanagers purchasa : abe

Visual: Coca-Cola is poured into ® glas < - 22
ﬂTWmmmwmsﬁmmw

Visual: A dog runs through water spféistr, - YIS
.MAMMMWMnmnmmm {j
Visyal: A cyclist drinks, 7 )
Visual: A dog splashes waiar to couple sitting In a park. —
Visual: Coca-Cola botties, | )

Visual: Women dresses in red dresses are blown by a wind.

Visual: People are waiting for a bils‘with hotSxpression,

Visual: a mercury.goes up to as high a5 110° A

Visual: A woman who steps out from a Store 15 shocked to encounter a hot sunshine.
Visual: A man on a beach wipes out his sweat,

Visudl: Group of feendgers on réd car with hol expression,

Visyal: At the restaurant, Cota-Cola is Sarved.

Visual: Teenager boy and girl are splashing water from fountain.

. Visual: Teenager girl drinks Coca-Cota. / logo / super
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3. Tittle: Hot

Year: 1983 Duration: 30 sec.

Concept: Refreshment.

The objective of this commercial is to enhance a perception that Coca-Cola is a beverage to
help overcoming thirst and dehydration. To successfully convey this message, the story line
presents people of all ages, genders, and professions are suffering from heat and hot
temperature. And then the commercial introduces the product as a magnificent solution to
refresh and cool everyone down. The commercial signifies that drinking Coca-Cola could
rejuvenate consumers’ lives. It dramatizes that there Is no other beverage to possibly compare
to Coca-Cola in te.rm of the ullimaie refreshing taste. As the commercial involves all types of
presenters, it signifies that Coca=Cola is everyone's favornite, which widely gains acceptance

from numerous people.
Target: General consumers,

As people portrayed in this commercial are various with different ages, and professions, this

commercial aims to communicate to-general prospect target.

Presenter: Various-people such as house wife, worker, cyclist,and friends are presented to

signify that Coca-Cola is-a definite product for everyone.

Location: Several.outdoor locations.are chosen.to harmonize-with-the story line to connote
that Coca-Cola is-a beverage to'overcome heat.~The outdoor locations supportively generate a
perception that'Coca-Cola could be-pleasantly enjoyed-everywhere:

Logo: Ccca-Cola red & white rectangular shape logo in Thai,

Super: “Coke is it!” in Thai,

Language: No specific dialogue is presence.
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Music: The music is composed in Thai lyric to encourage people to share Coca-Cola with
friends and those who are significant. The message connotes that Coca-Cola is a satisfied
product to be chosen when thirst and heat begin to interfere with people’s lives. It also signifies
Coca-Cola as a source of refreshment and happiness.

“It is very extremely hot. It is heat form sunlight.

However, wherever we are and whatever we do,

There is the only one great refreshing taste.

Coke is itl...the satisfied taste. Coke is itl...the coolest drink.
Share the lively smile fromhe refreshing heart.

Every passing by minute.,.share coke with friends

for the'definite real taste.

The'absoluie drink to overcome thirst.

Coke isit...the safisfied taste. Coke is it...the coolest drink.
Comie to share Coke and share smile for the happiness.

Cokelis it. Coke s it.”

Brand reminding devices: Several elements such as car, and wardrobe are designed with

Coca-Cola’s red identity color. Coea-Cela cart and outdoor umbrella are empltoyed as well.

Brand personality: Refreshing personality is signifiea through the self-expression hode!
which consumers see the brand as vehicle to express a part of their setf—identitg} and lifestyles.
With the energetic stary-tine, the commersial, suggests- Coca-Cole- as a beverage to help
consumers regain their refreshment. .

This personality is dramatized through the excutional elements approach of story line

and choice of music.
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Hot Creative Execution Styles Appeal Strategy
source
Adverilsing Expert A[5[6[7[8 [0 [10 [11 |12 |Rational |Emotionsl |Local |Globat
Jutdpe #1 + * +
Judge # 2 + + +
Judge#3 * ry +
Judge # 4 + Y ry
Judge #5 + + +
TOTAL 2 3 3 2 5

Legends: 1 is Demonstration 7 2'1s Humar / 3'1s Serials / 4 is Animation /'5 is Rotoscope / 6 is
infomercial / 8 is Slice-of-iife / 9 isiCelabyties / 10 i3 Teslimonial / 11 is Vignettes / 12 is Problem & Solution execution

styles

omparalive / 7 is

Analysis from four people working in advertising profession and researcher significantly reveals

that Coca-Cola’s "Hot" commercial ‘employs problem & solution creative execution style with

rational appeal and global sirategy source to create an appealing television commercial to

attract prospect consumers.
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4. Tittle: Football
Yoar: 1983 7| T [Dutatioht30 set.

Thig)\television commercial attempts, o aﬂrﬁct group | of young constimers who are
‘.nlemstiné in sport activities by associating the brand with the soccer related story line. As the
commercial showing scenes of young consumers drink Coca-Caola while practicing soccer,
young consumers are enhanced to perceive Coca-Cola as an energetic beverage to inspire
young consumers for their glorious success. The compelling story line persuades young targets
to develop drinking habit of using Coca-Cola to spark up their sprit and energy. Scene of young
people enjoyably drink Coca-Cola while cheering sport signifies Coca-Cola as a refreshing drink

to be joyously consumed at the gratified moment.
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Target: Young consumers.

As sport activities and young presenters are main focus of the entire commercial, this
commercial especially gears to those who are young sport fover. Concept of being determined
to win the game intelligently employs to portray characteristic and attitudes of teenagers. It also

aims to generate consumption habit while playing and watching the soccer game.

Presenter: The main foreign presenters are carefully chosen to meet characteristic of

prospect targets, which are typical teonager with sporty look.
Location:; Soccer field is chosen to‘consist wiih spori concept.
Logo: Coca-Cola red & white rectanguiar shape logo in Thai.
Super: “Coke is iti"in Thai.
Lahguage: No specific dialogue is prasence.

Music: The music score contains an English lyric, which reinforces concept to encourage
consumers to drink Coca-Cola everywhere they are.
“We can't wait for a challenging game foday.
There must be Coca-Cola everywhere we go.
The real taste, the definite refreshing beverage,
Coke is-ill.\the satisfied-taste: Coke is'itl...the coolest drink.
Share-the-lively-smile from the-refreshing heart:
Every passiﬁg by minute...share Coke with friends for the definite real
taste. The absolute drink to overcome thirst,
Coke is itl...the satisfied taste. Coke is it!...the cootest drink.
Come to share Coke and share smile for happiness.

Coke isitl Cokeis it"”
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Brand reminding devices: Coca-Cola's red identity color is featured through uniforms and

outfits of all presenters.

Brand personality: Energetic personality is signified through the self-expression modet |
which consumers see the brand as vehicle to exﬁress a part of their self-identity and lifestyles.
This personality is reflected through the active story line of the commercial.

Brand personality of this commercial is emphasized through executional elements
approach such as choice of active music and a living story line to convey consumers that Coca-

Cola is an enlivening brand.

Football Creative Exacufion Styles Appeal Strategy
source
Advertising Expet |1 [2 [3.[4 (51617 |8 |8 110 |11 |12 |Rational |Emotional |Local |Gicbal
Judge # 1 + T ry
Judge #2 + + T
Judge # 3 + + +
Judge #4 : +* e +
Judge #5 + + +
TOTAL 3 2 5 5

Legends: 1 is Demonstration / 2 is Humor / 3 Is Serials / 4 is Animation / 5 is Rotoscope / 6 is Comparative / 7 is
Infomercial 7 8 Is Slice-of-iife / 9 is Celghnlties / 10.is Testimonial / 11 i3 .Vigneltes / 12 is Problem & Solution execution
slyles

Analysis from four pecpie working.in advertising profession and_researcher significantly reveals
that Coca-Cola's “Football” ‘commercial “employs 'slice-of-life 'creative execution style with
emotional appeal and global strategy source to create an appealing television commercial to

attract prospect consumers.
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This tehvuﬂn-n mmmurmal aims ta nmhme the parmpﬂnn that CDt:a Cola is a drink for

victorious and happiness moment. This is a story of a practicing high school marching band on
a hot sunny day. As the practicing is in progress, people begin to get tired and exhausted.
Then ice cold Coca-Cola is cheerfully shared among the supportive friends who show up as
audiences and the marching band members. They are all freshening up because of the
stimulating taste of Coca-Cola . Scene to demonstrate that Coca-Cola always meels

consumer's satisfactory is dramatized when one of the saxophone players drinks even the last

274



drop of Coca-Cola from the bottie. After finishing the entire bottle, he then looks at the bottle
with bright smile and slowly kisses the logo imprinted on the bottle. This action implies that
Coca-Cola is an absolute ideally drinks to fulfil satisfaction. Several similar scenes are shown
to reflect consumers' appreciation in great refreshing taste of Coca-Cola,

A concept that Coca-Cola is a center of happy_moment is reinforced through scenes when
the marching band that drinks Coca-Cola performs extremely weil. Coca-Cola becomes a

symbol of delight and enjoyable which could be shared among group of friends.

Target: Young consumers.
Wwith presenters and .sporty aciivity -employed throughout the commercial, teenager

consumers are main focus.

Presenter: As the story line is about a performance of high schootl marching band, most of
the characters are male and female teenagers whose ages are ranked from 14-18 years. They
all have energetic, active, and lively charactenstics to represent Coca-Cola's happiness

concebt. A small boy is introduced for emotional and touching appeal.

Location: The outdoor location is selected to. harmonize with the story line, which the

marching band powerfully deliver? the energetic performence: ‘
Loge: Coca-Cola red & white rectangular shape logo in Thai.
Super: “Coke’is it!" in Thai.
Language: No specific dialogue is presence.

Music: As the story line is about a marching band, the music score is rearranged with faster
tune and marching band instrument. The faster tune at the middle of the commercial stimulates
consumers’ excitement as well as sparks their interest. The English lyric signifies Coca-Cola as

a drink for young energetic teenagers.
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“Must be Coke...must be Coke.

Add the lively energy into the bright age to gloriously move forward.
Despite how much life is interfared by thirst, there must be Coke to refresh,
The real taste, the definite refreshing beverage.

Coke is itl...The satisfled taste. Coke is Itl... the coolest drink.

Share the lively smile from the refreshing heart.”

Brand reminding devices: Coca-Cola’'s red and white identity colors are presented

through uniform of the marching ban members and ouffits of the audiences.

Brand gerspnally_: Energetic personality is signified through the self-expression model
which consumers see the brand as vehicle to express a part of their self-identity and lifestyles,
This personality is reflected through the active story line of the commercial,

Brand personality of this commercial is emphasized throughl executéonai elements
approach such as choice0f agtive music and aliving story line to convey consumers that Coca-

Cola is an enlivening brand.
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Parade Creative EXecution Styles Appeal Strategy

‘ source
Advertising Expert [TIPFA[s[e[T[8]o [@ [H 12 |Rational |Emotional |Local |Global
Judge # 1 + * +
Judge # 2 + * . Y
Judge #3 * + +
Judge #4 + + +
Judge # 5 + + +
TOTAL 3 2 1 4 4 .| 1
Legends: 1 is Demonstration / 2'Is Fumer / 3 rials / 4 Is Animation /' 5 Is Rotoscope / 6 is Comparative / 7 is

Infomercial / 8 is Stice-of-life / 0.is Caiebn‘ties / 10 Is Testimonial / 11 is \igneltes / 12 is Problem & Solution execution
styles )

Analysis from four peopie working in advertising profession and researcher significantly reveals
that Coca-Cola's “Parade” commercial employs slice-of-life creative execution style with
emotional appeal and local strategy source (o create an appealing television commercial to

attract prospect consumers,
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Visual: Musiciar{Giinké SotaiCia. |
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6. Tittle: Teen

Year; 1984 Duration: 60 sec.

Concept: Teenager's lifestyle.

This television commercial attempts to position Coca-Cola as an essential part of
teenagers’ joyous lives. This is Coca-Cola’s first commercial to feature scene of consumers
drinking Coca-Cola indoors. It intentionaily attempts'to induce new drinking habit at fast food
restaurant through an employment of Dunkin Donut location. With four different locations in the
commercial, the commercial positions Coca-Cola as'a _beverage for all occasions and various

places.
Target: Young consumeis.
As teenagers’ lifestyles are main emphasis, this commercial aims to deliver the significant

concept to prospect young target.

Présenter: Group of young active Thai teenagers is chosen to transfer Coca-Cola’s

happiness characteristic into live,

Location: Shooting.in Thailand, several places where teenagers typically hang out such as

fast food, and beach are chosen to harmonize with the story line:

Logo: Coca-Cola red & white rectangular shape logo.in.Thai.

Super: “Cokedis ittin Thai:

Language: No specific dialogue is presence.
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Music: The Beautiful Thai lyric is designed to persuade prospect target to consider Coca-
Cola as part of their lifestyles.
“Coke is it! Despite, whatever we are doing and wherever we are,
Coke will definitely be ours. No matter which directions we are heading,
keep going...Coke is it. The real taste to overcome thirst...
Coke is itl...the satisfied taste.
Coke is itl...the coolest drink, Coke is itl...it beiongs to us.
Share the lively smile and Coke to everyone.
Let's move forward where Coke willenhance our bright
and beautiful future.
Coke is tl...Coke sl tha satisfied taste.
Coke is it!...the coolest drink. Coke is itl...it belongs to us.

Coke is itl. .Coke is it

Brand reminding devices: Coca-Cola’s red end white lcgos are signified tﬁrough ouftfits of

all preéenters as well as the prasence of Coca-Cala coldr, umbrella, and label.

Brand personality: Energetic personality is signified through the self-expression model
which consumers see the brand as vehicle to express a part of their self-identity and lifestyles.
This personality is reflected through the active story line of the commercial,

Brand personality of this commercial is emphasized through executional elements
approach such as-choice,.of active music and,a living story.line to.convey consumers that Coca-

Cola is an enlivening brand,
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Creatlve Executlon Styles

Teen Appeal Strategy
source

Advertising Expert 2 4T6[6 [T [8[8[10 [11 [12 |Rational |Emotional [Local [Global

Judge # 1 + * *

Judge #2 + + ry

Judge #3 + + +

Judge #4 + * ry

Juldge #5 + * +

TOTAL 2 3 [ 5

Legends: 1 is Demonstration / 2

is Humor /3 is Serigis / 4 Is Animation / 5 is Roloscope / 6 is Comparalive / 7 is

Infomercial / 8 is Slice-of-life / 9is Calabritias / 10 is Testimonial / 11 is Vignetles / 12 is Problem & Solution execution

styles

Analysis from four people woiking in advertising profession and researcher significantly reveals

that Coca-Cola's “Teen” cormercial employs vignettes creative execution style with emotional

appeal and local strategy Source to create an appealing television commercial to attract

prospect consumers.
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Visual: Stir-fried vegetabié.
. L‘Wipﬂuﬂmﬂm—(}dﬂﬂnacwmﬂm
Visual: A woman eats Pizad.

Visual: Lots of Coca-Cola botties in ice.
Visual: Chinese siyle friad vegetable.

Visual: Steam fish),| | |

Visual: Lots of bottles. / logo / super
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7. Tittle: Food 2

Year: 1986 Duration: 30 sec.

Concept: Food.

o

(,j— A L

The entire television commercial emphasizes on Coca-Cola aftribute to generate appetites

for diverse kinds of food. Repeated close up shots of female’s happy smile is dramatized to
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demonstrate consumers’ satisfaction toward consuming Coca-Cola with meals. To successfully

deliver the appetite concept, all foods are prepared in colorful appearance.

Target: General consumers.
As the commercial aims to promote Coca-bola's appetite, this commercial intentionally

communicates to all consumers.

Presenter: Only one live presenter is presence because the main emphasis is the various

styles of foods.

Location: To focus on food's appealing, indoor studio is set to control appearance of all

foods.
Logo: Coca-Cola red & whita rectangular shape logo in Thal.
Super: “Coke is itf" in Thai.
Language: No specific dialogue is presented.

Music: The music score is very serene o generate an appstizing appeal. The Thai lyric
stimulates
consumers to perceive Coca-Cola as_the most appropriated_drink to be consumed with
appetizing meal.
‘Hums.hot...hume-cold,. .hum.; tasty.--bum. zdelicious:
Various foods with desirabla taste because of Coke.
Hum...great...hum...mouthwatering.
Happy with Coke, This world is joyous.

Try Coke...the real taste...the definite refreshing beverage. Coke is itl"

Brand_reminding devices: Coca-Cola's identity red color is reinforced throughout the

commercial's red and orange color scheme.
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Brand personality: With the employment of numerous styles of foods, satisfied persbnality
is generated through self-expression model which consumers see the brand as vehicle fo
" express a part of their self identity, and lifestyles. As the story line attempts to symbolize that
Coca-Cola as a suitable beverage for all types of food, consumers are enhanced to perceive
Coca-Cola as a brand to bring satisfaction taste to all foods.

Brand personality of this commercial is emphasized through executional eléments to

convey consumers that Coca-Cola is a suitable beverage for all types of food.

Food 2 Creative Execution Styles Appeal Strategy
source
Advertising Experi T2y [478 67 |6 910 |11 [12 |Rational |Emotional |Local Global
Judge # 1 * + +
Judge #2 + + +
Judge #3 + ‘ + +
Judge # 4 + + +
Judge # 5 + + . +
TOTAL 5 3 2 5

Legends: 1 is Demonstration / 2 is Humor / 3 is Serials / 4 is Animation / § /s Rotoscope / 6 is. Comparative / 7 is
Infomercial / 8 is Slice-of-life 4 9-s-Celebrities /10715 Testimonial /1115 Vignsttss /12 is Problem & Solution exectition
styles

Analysis from four people working in advertising profession and researcher significantly reveals
that Coca-Cola's “Food 2" commercial employs demanstration creativeiexecution style with
rational appeal and local strategy source tg-create an appealing television comimercial to attract

prospect’consumers.
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6. Tittle: Carabaw "‘
. | ,
Year: 1986 Duration: 30 sec.
Concept: Musie.

This-television-commercial-employs-one-of the most famous-Thai band:-Carabaw to deliver
the encouragement message. The entire commercial emphasizes on activity of the band such
as recording their album and socializing with others,

A touching music lyric beautifully performed by Carabaw encourages people to have faith

and believe in themselves. It stimulates consumers to strive for success in their lives.

285




Target: General consumers.

As fans of Carabaw are mass, the target of this commexcial is diverse. Simple and easy to
understand story line supportiveiy makes the commaercial appeal to all targets. With countless
.people are presented in the concert scene, it generates a perception that Coca-Cola is a

product for people of all statuses.

Presenter: The popular Carabaw band is endorsed to add atiractiveness to the
commercial. As Carabaw members prefer to be {ow proflile, their appearance is considered an
unexpected situation for consumers.

Location: The shooting is‘conducted both indoor and outdoor locations. The indoor studio
is chosen to portray Carabow's daily/lives in-studio. While the outdoor location is dramatized for
scene of Carabaw delivers a powerful perfermance to spark consumers’ interest,

Logo: Coca-Cola red & white rectenguler shape logo in Thai.

Super: “Coke is itl" in Thai.

Language: As performance-of-Carabaw-is-emphasized.-ha-gpecific dialogue is presented.,

Music: The music performed by Carabaw encourages people to overcome obstruction,

disappointment, and sorrow. ta achieye-their goals: The Thai-lyric-also-promotes Coca-Cola as
a source of happiness, and joy.
“There will-be AuMerous dilemmas in your lives:
But despite how difficult the situation is, you do not have to worry.
Happiness and disappointment are likely to take place,
Aiming to reach for success is what we want.
Keep going with the joyous heart.

We must be patient and prepare for happiness...Coke is it!"
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Brand reminding devices: Red and white convertible car with Coca-Cola logo is

magnificently presented at the end scene.

Brand personality: Encourage personality is signified through the relationship basis
model, which develops the relationship between the brand-as-person and the consumers. With
supportive lyric, consumers are motivated to consider Coca-Cola as a brand with inspiration.
This concept encourages consumers to think of Coca-Cola as a éompanion rather than a typical
soft drink.

Brand personality of this commercial is dramatized through endorser approach, which

symbolic of the brand is transferred to constmer through Carabaw's supportive characteristic.

[Carabaw Creatlve Bxecution Styles Appeal Strategy
i source
AdvertisingExpert |1 (2 |3 |4 |5 |6/]7 |8 |8 |10 [4i1 |12 |Rational |Emotional |Local |Giobal
Judge # 1 - 1 : T ry
Judge #2 * ¥ +
Judge #3 +* T +
Judge #4 T+ + +
Judge #5 + + +
TOTAL 5 1 4 5

Legends: 1 is Demonstration / 2 is Humor / 3 is Serials / 4 is Animalion / 5 Is Rotascope / 6 is Comparative / 7 is
Infomercial / 8 is Slice-of-iife /9 is Celebrities 7 10 is Testimonial / 11 is Vignettes /12 is Problem & Solution execution
styles

Analysis from four people working in advertising profession-and researcher-significantly reveals
that Coca-Cola's “"Carabaw” commercial employs celebrities creative execution style with

emotional appeal and local strategy source to create an appealing television commercial to

attract prospect consumers.
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9. Tittle: ~a 10

Yoar: 1986 ° 'Duration: 30 sec.

Concept: Sport.

The story line portrays several athletes and audiences in exciting sport activities to
represent exhilarated characteristic of Coca-Cola. The commercial conveys Coca-Cola as a
beverage, which is suitable for adventurous activity. It encourages consumers to atways
include Coca-Cola -in their sport activity. The commercial also delivers a supportive message to
encourage athletes to strive for their victory,
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Target: General consumers.

Athletes and sport lover are definite primary target of this commercial. For the sport fan
targets, this commercial encourages them to drink Coca-Cola every time they view the game.
For athlete targets, this commercial positions Coca-Cola as a beverage choice for people who

have great determination to win.

Presenter: Physically fit and dynamic presenters are chosen to harmonize with the active

" story line.

Location: Foreign location with bright and colorful sky is chosen to consist with the thrilling

sport activity. All selected locaitions definitely generate a splendid feeling for all consumers,
Logo: Coca-Cola red & white rectangular shepe logo in Thai.
Super: “Coke is itl" in Thai.

Language: No specific dialogue is presented because main emphasis is on compelling

song and active story line.

Music: The music tune is composed with exciting beat to harmonize with the thrilling sport
activities. The Thai lyric also encourages people to unhesitatingly chase their drearmns.
“Going.forward on-the realistic road.
Both genders are determined to reach the desired destination.
We must not easily-surrender to the'aggressive competitiorn.
Fun and bright moment with supportive cheer.
Fulfilt the enjoyment and happiness with Coke when the world is colorful,
our hearts are definitely blessed.
Happiness with Coke...the real refreshing taste.

The real taste for happiness... Coke is it!”
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Brand reminding devices: Coca-Cola’'s red and white logo is presented through

wardrobes of presenters. Coca-Cola red truck is also accompanied.

Brand personality: Encourage personality is reflected through relation basis model, which
develops the relationship between the brand-as-person and the consumers. As the story line
stimulates athletes to strive for their victory, consumers would gradually develop positive
perception towards Coca-Cola’s supportive message.

Brand personality of this commercial ‘is dranjatized through executional elements

approach such as emotional story line, and energetic music.

Sports Creative Execution Styles Appeal Strafogy
source
Adverlising Expert 112 341576777 (8 [2 [10 [11 112 |Rational |Emotional [Local |Global
Judge #1 + + *
Judge # 2 + + +
Judge # 3 + T+ *
Judge #4 + + *
Judge #85 + + +
TOTAL - 1 4. 5 5
Legends: 1 Is Demonstration / 2 is Humor /7 3 is Senals / 4 is Animation / 5 is Rotoscope / 6 is Comparative / 7 is

infomercial / 8 is Slice-of-life / 9 is Calebrities / 10 is Testimonial / 11 is.Vignettes / 12 is Froblem & Solution execution
styles

Analysis.from feur.people working.in advertising profession.and researcher significantly reveals
. that Coca-Cola's “Sports” commercial employs vignettes creative executien-style-with emotional
appeai and global strategy source to create an appealing television commercial to attract

prospect consumers.
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Concapt: Sport.

The concept of this television commercial is to announce Coca-Cola's sponsorship of the

1986 World Cup Soccer. Instead of portraying the actual adult soccer team, children with
different nationalities and races are featured to generate emotional story line. These children
are dressed to represent various countries such as England, Brazil, German, Italy, Thailand,

and Argentina. The story line stimulates children to be determined and keep up with their
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practicing to achieve their goals. Scenes of kids from different races sharing Coca-Cola

encourage peopie to overcome their discrimination towards races and minority.

Target: General consumers,

As the story line emphasizes on Coca-Cola sponsorship of the 1986 World Cup, this
commercial aims to spark interest from general consumers. With the emotional approach of a
touching dialogue, consumers are stimulated to see Coca-Cola as a beverage that cares about

the future of children.

Presentar: Children from various races are empioyed to represent diverse countries

participate in the World Cup compeiition.
Location: Soccer arenais elaborately chosen to harmonize with the main concept.

Logo: Coca-Cola red & white rectangular shape logo in Thai, and the Mexico 1986 Worid

Cup Ic;go. : )
Super: Coca-Cola, the official drink of World Cup 1986.

Language: Featunng the touching dialogue to position Coca-Cola as a supportive company

whom contributes to children future.
Musle: The Thai'lyric supportively reinforces-Coca-Cola's real taste for happiness concept.
Brand reminding devices: None

Brand personallty: Encourage personality is reflected through relation basis model, which
develops the relationship between the brand-as-person and the consumers. As the story line
/

stimulates children to strive for their victory, consumers would gradually develop positive

perception towards Coca-Cola's supportive message.
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Brand personality of this commercial is dramatized through executional elements

approach such as emotional story line, and energetic music.

Kid Soccer -

Creative Execution Styles

Appeal

Strategy
source

Advertising Expert 1123 [(4[5]|6 |7

10

L

Rational

Emotional

Local Global

Judge # 1

Judge # 2

Judge # 3

Judge #4

Judge #5

TOTAL

Legends: 1 is Demonstration / 2 Is Humor /3

styles

Sedals / 4 ds Animation 7 5 18 [Rotoscope / 6 is Comparative / 7 is
Infomercial / 8 Is Slice-of-iife / 9 is Celabritias / 10 is Testimonial / 11 is Vignetiss / 12 is Probiem & Solution execution

Analysis from four people working i advertising profession and researcher significantly reveals

that Coca-Cola “Kid Soccer” commercial employs vignettes creative execution style with

emotional appeal and global strategy source to create an appealing television commercial to

attract prospect consumers.

293




Visual: Fashionable woman with f ﬁmﬂ
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Visual: Tesnager couples on street. - Y \Z’J{:..__‘A-_
10. Visual: Tmancrmupl? Inammm ; [
11 MAmhahﬁw "jy
12. Visual: Couples run todg each other and cry. A
13. Visual: lce drops in CocarGola glass. T
14. Visual: A woman drinks 2. / logo / super -

11. Tittle: Saxophone
Year: 1986 Duration:-30 sec, -

Concept: Corporate.

The main concept of this television commercial is to position Coca-Cola as a friend who
always supports people through difficult time. Several emotional situations are shown to draw
attention from prospect consumers. The commercial attempts to position Coca-Cola as a brand

that generously encourages people to successfully go through difficult time of their lives.
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Target: General consumers.
As the entire commerciel feetures diverse situations of people's daily lives, general

consumers are primary targets of this perticular commercial.

Presenter: Presenters of various ages and professions are chosen to make this

commercial appeals to mass consumers.

Location: Several locations such as park, and restaurant are selected to harmonize with

situations portrayed in the commercial.
Logo: Coca-Cola red and white.English logo in rectangular shape.
Super: “Coke is itl" in Thai.

Language: No specific dialogus is presence because main emphasis is on the touching

music.

Music: The moving Thai lyric sagourages consumers to have faith in themselves, as well
as reinforce Coca-Cola’s positioning of being a supportive brand to all cohsumers. Coca-Cola
frequently uses this kind of commercial to cheer up people-who encounter depression and
stress. With the well-established concept, consumers gradually develop emotional bonding with
the brand. As a result, Coca-Cola Is no longer perceived as typical beverage. People begin to
see it as someone they could trust'and rely on,

*Therewill-be-numerous dilermmas in your-lives,

But despite how bad the situations are, do not worry.
Happiness and disappointment usually happen.

We probably are able to go through all good and bad times.
Do not worry. Sometimes life could be failure.

Sometimes life is so dull. The real taste for happiness...Coke is itl"
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Brand reminding devices: Several wardrobes in this commercial are designed with the
identity’ colors of Coca-Cola. The Coca-Cola logo signage is also featured to associate

consumers to a brand.

Brand personality: Encourage personality is reflected through relation basis model, which
develops the relationship between the brand-as-person and the consumers. As the story line
stimulates people to strive for their victory, consumers would gradually develop positive
perception towards Coca-Cola's supportive message.

Brand personaiity of this commercial is-dramatized through executional elements

approach such as emotional story line, and anergelic music.

Saxophone Creztive Execution Styles Appeal Strategy
source
Advertising Expert |1 [2 |3/]4 |5 |6 |7 [8.18 |40 [41 |12 |Rational |Emotional |Local | Globa!
Judge # 1 * * e
Judge # 2 - s |+ - +
Judge #3 + T +
Judge # 4 ¥ + T
Judge # 5 . + + +
TOTAL 2 3 5 5

Legends: 1 is Demonstration /.2 is Humor /.3 Is Serials /.4 Is Animafion /.5 Is_Rotoscope / 6 is Comparative / 7 is
Infornercial / 8 is Stice-of-life / 9 is Celebniies / 10 Is Testimoniel / 11 is Vignettes / 12 is Problem & Solution execution
styles

Analysis from four people working in advertising profession-and researcher significantly reveals
that Coca-Cola's “Saxophone™ commercial employs vignettes creative execution style with

emotional appeal and global strategy source to create an appealing television commercial to

attract prospect consumers.
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Visual: Close up at Coca
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Concept: C

children. As

nce to the
country, Coca-Cola attempts to impressively inspire children with tl'ﬂl'l“iﬂ'l"ldﬂ}.lﬁfy support. This
commercial is created with warm and stimulus atmosphere. The commercial suggests adult to
pay attention and encourage children to achieve their goals, It also promotes people of all
races to live in harmony by portraying visual of diverse nationality children peacefully embrace

one another.
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Target: Young consumers.
Primary target of this commercial is a preteen consumer. The commercial is aimed to
encourage young people to be courageous and confident to accomptish glorious contribution to

society. It also stimulates adult targets to be supportive for children.

Presenter: The main character of this commercial is a determined Thai girfl who has an
independent and courageous characteristic. Her stunning performance definitely astonishes
and amazes all people. Other extras are children from various countries and races to represent

world population.

Location: The commereial is.shot in a grandiose classical church in a foreign country. This
exclusively chosen churgh halps/generating a magnificent feeling and sensation among

audiences.
Logo: Coca-Cola red and white Fnglish logo in rectangular shape.
Super: “Coke s itl" in Thai.

Language: No specific-dialogue-is-presence-because-main emphasis is on the touching

music.

Music: A charming,voice) of female-singer and sophisticatad.music score with a courageous
lyric truly earns respect and appreciation from everyone. The Thai music score is composed in
orchestra style fo acdompany a‘touching story‘line.” Part)of the (lyric also motivates adults to
realize how important the children are as well as to encourage people to overcome
discriminiation and conflict among races.

“I am a glorious hope of the world.

'I have aspiration for my country. | am a faith of a future.

| am an inspiration of tomorrow. | have a beautiful song for you.
We open our hearts for you.

Let's unite our hearts for our beautiful futures...for the bright futures,
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Let's my hands hold your hands with Coke besides you.
Our sincerity is as _s.amé as yours is. Share our true and definite love with

Coke. To make our world beautiful.”

Brand reminding devices: To concentrate on the emoticnal message, no brand-reminding

element is presence,

Brand personality: With the sentimenta! siory line which magnificently signifies Coca-Cola
as heing a concemed and emotional beverage who cares about young children, encourage .
personality is generated through the relationship basis model. This model develops relationship
between the brand.-as-person and the consumers. With the touching story line, both young and
édult consumers are motivated to consider the brand as @ mentor who always supportively
provides encouragement,
Brand personality of this commercial Is dramatized through executional elements
approach such as emotional story line and moving lyrc to convey Coca-Cola as a supportive

brand.
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World Teens Creatlve Execution Styles Appeal Strategy
source
Advertising Expert (4 [2 |3 |4 |5 |8 |7 % |10 |11 |12 |Rational |Emotional |Local {Global
Judge # 1 + + +
Judge #2 + + +
Judge #3 + + +
Judge # 4 * ¥ T
Judge # 5 * + +
TOTAL 3 2 5 5

Legends: 1 /s Demonstration / 2

is Humord 3

erlals / 4 Is Animation / 5 Is Roloscops / 6 is Comparative / 7 i

Infornercial / 8 is Slice-oflife /9 Is Ceiebrities /10 is Tastimonial / 11 is Vignettes / 12 is Problem & Solution execution

styles

Analysis from four people warking in advertising profession and researcher significantly reveals

that Coca-Cola's “World Teens” commercial empioys celebrities creative execution style with

emotional appeal and global sirategy source {0 create an appealing television commercial to

attract prospect consumers.
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10. Visual: Main male characler pleasantfy i ' friend.
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13. Tittle: Club
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The q:nt:&pt of this television commercial is to establish a perception that Coca-Cola is a

beverage of happiness and enjoyment. The commercial suggests consumers to consume

Coca-Cola when dinning at restaurant or pub. It signifies that with a presence of Coca-Cola,
the pleasant time is definitely guaranteed,
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Target: General consumers.
‘l"he commercial significantly encourages general adult targets to order Coca-Cola every

time they hang out with friends.

Presenter: The main presenters are young men and women with energetic appearance to

‘supportively stimulate prospect target groups to easily associate themselves with the story line.

Location: A setting is designed as energetic fun pub where young people usually hang out

for joyous moment with friends.
Logo: Coca-Cola rectanguiar shape logo in Thai
Super: “Coke is itl” in Thal.

Language: As energetic visual is significantly emphasized, no particular d'iaiogue is

presence.

Music: The Thai lyric of this-song intentionally relates Coca-Cola with entertaining music

performance. It encourages pecple to relax from their stresses by paricipating in music activity.
“Coke is-it!,., Coke is it!. A passionate heat.
in our life...we never felt lonely. We don not have to worry,
Coke for happiness. ,Coke with new friends.
Send our sincere hearts with cursight-and joyous music,
We, are\brightening withhCoke because-this-world has music:
Be happy for the ultimate refreshing taste.

For the colorful live and happiness. Coke is it!"”

Brand reminding devices: As the story is set in a restaurant where Coca-Cola is
frequently presented in both bottle and signage form, no other brand reminding element is

necessary.
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Brand éersonallﬂ: Relaxing personality is dramatized through the self_-expression model
which consumers see the brand as vehicle to express a part of their identity, and lifestyles. As
the commercial emphasizes on active story line and cheerful atmosphere of pub, consumers
are enhanced to perceive Coca-Cola as a brand to provide them an enjoyable leisure time.

Brand personality of this commerciel is reflected through executional elements

approach of dazzling story line and dynamic music score. '

Club Creative Execution Stylos Appeal Strategy
source

[Advertising Expert |1 [2 |3 |4 |5 |8 |7 |8 |9 |40 |97 |12 [Rational [Emotional [Local ~|Global
Judge # 1 : + * +
Judge # 2 F + +
Judge #3 + ¥ ¥
Judge #4 + + +
Judge #5 ¥ ! + +
TOTAL 4 [ | § 5

Legends: 1 is Demonsiralion / 2 is Humor/.3 s Senals / 4 is Animation / 5 Is Rotoscope / 6 is Comparative / 7 is
infomercial / 8 is Slice-ol-ifé /1 9 is Celebrities / 10 is Tesfimonial / 11 is Vighettes / 12 Is Problem & Solution execution
styles

Analysis from four people working in advertising profession and researcher significantly reveais
that Coca-Cola’s “Club” commieréial employs slice-of-life-creative execution style with emotional
appeal and global strategy source fo create an appealing television commercial to attract

prospect consumers.
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without a straw.

Year:1887}'~ ~ Durationz45secy

Concept: Corporate.
A story attempts to convey Coca-Cola as a brand to help consumers gain their confidant
and self-esteem. With a story line of young woman successfully tums herself from a confused

ordinary woman into an ambitious and confident person after consuming Coca-Cola signifies
the brand as a source of modernistic and self —esteem,
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Target: Young consumers.

This commercial aims to encourage young consumers to gain their confidant and break
through traditional characteristics of typical teenager. It suggests young women to believe in
their abilities in order to improve woman role in a society to become more significant and

respectable.

Presenter: An innocent young female with confldent and energetic characteristic is chosen

to deliver the main concept of this commercial.

Location: A hair grandiose hair salon is exclusively chosen to harmonize \:vith the story line

as well as to accommodate lost@nd confused feeling of the main character,
Logo: Coca-Cola rectangular shapelogo.in Thai.
Super: “Step forward with Coke...Coke Isit!® in Thai.
Language: As the main emphasisis on the moving lyric, no specific dialogue is presence.

Music: The song performed by female singer is_designed with a fun and stimulus music

score. The score has both soft and slow tune to harmonize with the story line. The Thai lyric
reflects Coca-Cola's positioning to enhance people to beliave in themselves in order to achieve
their goals. The lyric also positions Coca-Cola as a supportive.friend.

“The world is not beyond our dream.So we don't have to worry.

Right-or wrong-is not a-problem if only-you-dare to challenge-your heart,

| am ready. | must step forward. The world is full of joy.

The world is beautifui because Coke is aiways be there with you.”

Brand reminding devices: None
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Brand personality: Liberated personality is signified through the relationship basis model.
This mode! develops the relationship between the brand-as-person and the consumers. The
compelling story line persuades consumers to see a brand as a motivator for their liberated
action.

Brand personality of this commercial is dramatized through user imagery approach
which presenter with independent characteristic and petformance successfully stimulates

consumer to have a positive perception towards the brand.

Hair Styling Creative Execution Styles Appeal Strategy

' source
AdvertisingExpert |1 ]2 [3 |4 |5 |6 |7 |8 |® |10 |41 [12 |Rational |Emoticnal |Local |Global
Judge # 1 + + +
Judge # 2 4 S Y "y
Judge # 3 + Y +
Judge #4 + ry Y
Judge #5 + + ry
TOTAL 411 5 [

Legends: 1 is Demonstration / 2 Is Hurnor / 3 Is Serials / 4 J& Animafion /5 Is Roloscope / 6 is Comparalive / 7 1s
Infomercial / 8 is Slice-of-life /9 is Celebritias / 10 Is Testimonial/ 11 is Vighettes /12 is Problem & Solution execution
styles

Analysis from four people working in advertising profession and researcher significantly reveals
that Coca-Cola's "Hair Styling” commercial employs slice-of-life creative exacution style with
emotional appeal and global strategy sotifce to create an“appealing teievision commercial to

attract prospect conisumers.
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Concept: Happmhf

h

This simple t&hwhgﬁ commercial promotes people h’ﬂlﬁ' q'.:[bﬂca—Cola as a beverage for
a relaxing moment. The ‘Jnn_.r line is about a typical guy whn d@daa to spend his pleasant time
by lying on a hammock tyhgtngmarsidanfradﬁuca—{;pla truck. He is very comforting and
acts as there is wc:rw lri h;lﬁ ﬂ'ﬁnd AB ha Iwnpn Eiwinﬁmgﬂ I'hrrmodi greater amount of
Coca-Cola is nunsﬁmad

m General consumers,
General consumers who desire to rest and relax from the hectic world are magnificent

targets. The commercial attempts to persuade consumers to always include Coca-Cola in their
prestiglous time.
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Presenter: A typical look male presenter is exclusively selected to blend in with the
ordinary general consumers. He efficiently stimulates consumers to have a pleasant time with

- Coca-Cola.

Location: Location on a rural road is significantly designed for relaxing concept.
Logo: Coca-Cola rectanguiar shape iogo in Thai.

Super: “Step forward with Coke...Coke is itl”.in Thai,

Language: No speciiic dialogue is presence as the music powerfully performed by

Carabow is the main emphasis.,

Music: The relaxing song’ performed by, Carabow intentionally aimed to stimulate
consumers to spend theirdeisure fime with Coca-Coia.
“It is more comfortable, Relax and rest.
It is more oonﬂoﬂable...vgith coke there is more pleasure time.

It is more comfortable to not only doing anything at all.”

Brand reminding “devices: Coca-Cola red frunk is presented as a place where main

presenter is taking a rest.

Brand personality: Relaxing personality is.’signified through the self-expression model
which consumers see tﬁe brand as.vehicle to express.a part of their identity.‘and lifestyles. As
the commercial' emphasizes ‘on a‘relaxing“story line, ‘consumers-are enhanced to perceive
Coca-Cola as a beverage to be enjoy at a leisure time.

Brand personality of this commercial is dramatized through executional elements

approach of serene story line and comfortable music score.
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[Truck Back Creatlve Execution Styles Appeal Strategy
sourca

Advertising Expert |1 J2°T3 T4 [S (€7 [8 [9 |10 [11 [12 (Ratlonal |Emotional |Local | Giobal
Judge #1 * + +

Judge #2 + * Y

Judge #3 + + e

Judge #4 + * +

Judge # 5 + + +

TOTAL § 1 4 5

Legends: 1 is Demonstration 7/ 2is Humor 7 3'Is Sorlals /4 Is Animation / 5 Is Roloscope 7 6 E Comparative / 7 Is

Infomercial / 8 Is Slica-of-iife / & js'Cefebatties / 10 is Tastimonial / 11 js Vigneties / 12 is Problem & Solution execution
styles

Analysis from four peopla'working in advertising profession and researcher significantly reveals
that Coca-Cola's “Truck Back” commercial employs slice-of-life creative execution style with
emotional appeal and local strategy source to creaie an appealing television bommercial to

attract prospect consumers.
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Concept: Product usage.
This television gommerdial simply-suggests Cohsurmers to generously share Coca-Cola with

others. The commercial employs humordus story line afd presenters to spark attention from
consumers. [Some physical gestures are’employed as symbalic to.convey praduct's premium
quality. For example, in one scene the male presenter raises his thumb up to guarantee Coca-
Cola’s refreshing taste. This locally produced commercial reflects lifestyles and negative
attitude of Thai who usually see man's amorous personality as a typical behavior. It presents a
gap in society of men going out to approach other women while they already have steady
girlfriends. This behavior has been long established in Thai society where woman is perceived
as inferior to man.
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Target: General consumers.

General adult target is primarily aimed to develop consumption habit in restaurant.

Presenter: An ordinary man with good sense of humor is selected to portray as a flirting'

guy.

Locatlon: A restaurant setting is chosen to induce consumers to develop consumption

habit while dinning out.
Logo: Coca-Cola rectangular shapa logo in Thai.
Super: “Step forward with Coke.. Coke i§ it!” in Thai.

Language: No specific’ diakogue is/ presence as the music powerfully performed by

Carabow is the main emphasis.

Muslie: The music is adapied from ihe popular song of Carabow band. The tune contains
funny beat to harmonize with the humorous story line. The lyric also encourages consumers to
share Coca-.Coia with friends,

“Pleaselel me fill more Coca-Cola. Coke is refreshing and thirst terminator.

Fill this glass for me. Then fill Coca-Cola for you...to make you feel refreshing.”

Brand reminding devices: As the story line takes place in restaurant where Coca-Cola

bottle and contour.giass are featured, no other elements are shown.

Brand personality: Humorous personality is dramatized through self expression model
which consumers see the brand as vehicle {o express a part of their identity, and lifestyles. As
the commercial #émphasizes on an animated story line, consumers are enhanced to perceived
Coca-Cola as a brand to pro{fide fhem a humorous image.

Brand personality of this commercial is signified through executional eléments approach

of funny story line and amusing music score.
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Dating Creative Execution Styles Appeal Strategy
" source
Advertising Expert |1 |2 |3 |4 [5 16 |7 (8 |8 |10 [11 |12 |Rational |Emotional |iocal | Global
J@ #1 * + - +
Judge # 2 + + +
Judge #3 + | + ¥
Judge # 4 + e y
Judge #5 + Py 7
TOTAL 3 T 1 3 3
Legends: 1 Is Demonsiration 7 218 Humor 7 415 Seriele / # 15 Animation 7 § fs Rotoscope / 6 is Comparstive / 7 is

Infomercial / 8 Is Stice-of-ife / © is.Célabaties / 10 is Tastimonial / 11 {s Vigneltes / 12 Is Problerm & Solution execution
styles ‘ '

Analysis from four peopiaworking in advartising profession and researcher significantly reveals
that Coca-Cola's “Dating” commergial employs humor creative execution style with emotional

appeal and local strategy sourge fo create an appealing television commercial to attract

prospect consumers,
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17. Tittle: Tom Tom J -

Year: 1988 Duratioh: 45%8c.
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This !Mhly telovision" mnmm mﬂm a p-ﬂm!pﬂ’on 1hat C’:Dca-ﬂulfa is available
mrywhara in Thailand, even in some distant locations. Despite a humorous story line, this
commercial demonstrates that both foreigner and Thai can enjoy Coca-Cola anywhere any fime
because Coca-Cola has an sfficient distribution.

This is a story of middle age foreign tourists who come to Thalland and visit a famous
floating market. While enjoying on a rowing boat, the couple suddenly served by a beverage

boat of a young lady in Thai costume. She eagerly presents Coca-Cola to the couple. And the
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story ends with a typical Coca-Cola commercial which show people use Coca-Cola as a
symbolic to sharé their pleasant time. In addition the story attempts to inform that bottle or
glass are not only consumption format. For outdoor or travelling activities, Coca-Cola can is
more appropriated. This commercial intentionally induces new drinking habit towards the can

format.

Target: General consumers.
Primary targets of this commercial are botn foreigners travelling to Thailand and general

Thai consumers who enjoy outdoor activity.

Prasenter: Typical tourist.couples and young Thai lady with sweet and soft look is chosen

to reflect Thai's generous characteristic.

Location: Exotic surrounding of famous floating market is a setting of the entire
commercial. It is a proper place where the audiences can withess both Coca-Cola's efficient

distn‘bﬁtion and new form of outdoor consumption.
Logo: Coca-Cola rectangularshape logo in Thai.
Super: “Step forwart with Coke...Coke is itl” m Thai.

Language: Na specific dialague~is cpresance, as-the-~music-powerfully performed by

Carabow is the main emphasis.

Musie: Adapting a music tone and lyric from Carabow's popular song, which the original
song is talking to a foreigner as well. The lyric portrays that any for;igner couid enjoy Coca-
Cola in Thailand as same as they can find Coca-Cola in other countries.

“Tom Tom...would you like to drink some Coca-Cola?
I really like Coca-Cola with a refreshing taste.

Icy Coke is exhilarated and pleasures. | really love drinking a tasty Coke.”
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Brand reminding devices: Red and white identity color is reflected through wardrobe of

male foreigner and brand logo is captured with visuat of red Coca-Cola cooler.

Brand personality: Joyous personality is signified through the self-expression model which
consumers see the brand as vehicle to express a part of their identity, and lifestyles. The happy
expression of presenters after consuming Coca-Cola enhances consumers to perceive Coca-
Cola as a gratified beverage.

Brand personality of this commercial is dramatized through executional elements

approach of animated story line and dynamic music.sccre.

Tom Tom Creative Exacution Styles Appeal Strategy
source

AdvertisingExpert |1 12 [3[@ [576 7 [ [ [10 |11 [12 [Rational |Emotional |Local |Global

Judge #1 + + +

Judge #2 + + Y

Judge # 3 + + +

Judge #4 + + +

Judge #5 + + +

TOTAL 113 1 2 3 4 1

Legends: 1 is Demonstration / 2 is Humor / 3 Is Serals / 4 is Animalion / 5 is Rotoscope / 6 is Comparative / 7 is
infomercial / 8 is Slice-of-life / @ is Celsbrities / 10 is Testimonial / 11 is Vignettes / 12 is Problem & Soiution execution
stylos

Analysis from four people working in advertising profession and researcher significantly reveals
that Coca-Cola's “Tom Tom'" commiercial @mrploys humor creative execution style-with emotional
appeal and local strategy source to create an appealing television commercial to attract

prospect consumers.
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18. Tittle: Ban Ight

Year: 1988 Duration: 30 ssc.

~ Concapt: Teenager's lifestyles.

The television commercial emphasizes on how people enjoy their nightlife. Visuals of night
lifestyles related to Coca-Cola are exclusively projected throughout the entire commercial. The
story attempts to demonsirate different ways diverse people could possibly have a pleasant
time with Coca-Cola. Various types of people such as sophisticated woman, trendy men, and
typical teenager are portrayed to show that Coca-Cola is a drink for everyone who seeks
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enjoyable time. The main concept is to convey that the nightlife in Bangkok would not be

amused and cheerful without Coca-Cola.

Target: Genarat consumers.
As the commercial reflects lifestyles of working group people and teenager, these specific

groups of targets are main emphasis.

Presenter: Diverse types of peopie are presented to capture wide group of target. They all
are exclusively chosen to demanstrate how people could possibly have good time with Coca-

Cola.

Locatlon: Various locallocations are prasented fo convey that Coca-Cola could be enjoyed
everywhere such as street side,and pub. Places where target consumers would visit for their

night ermtenainment are conciudad.
Légg: Coca-Cola rectangular shape jogo in Thai.
Super: “Step forward with Coks..Coke is itl" in Thai.
Language: No specific dialogue is presence as the main emphasis on entertaining visuals.

Music: The music_score.contains.an entertaining, mood-and-tone to meet concept of the
commercial. The-lyric'explains-that nightlife in'Bangkok will be completely enjoyed with Coca-
Cola. It-also relates music:and-pleasanttime with the product;

“The colorful hight of Bangkok...drink Coke...Coke is itl...Coke is it!

Experience the happiness and enjoyment of the color night as same as we

desire,
Feeling music beat when we get closer to one another.
Entertaining.. .refreshing Coke...the definite taste...refreshing Coke...

For happiness...for pleasure...Coke is it!”
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Brand reminding devices: Coca-Cola’s identity color is frequently reflected through

wardrobas of presenters. Coca-Cola logo is repeatedly presented throughout the commerciai,

Brand_personality: Entertaining personality is dramatized through the self-expression
model which consumers see the brand as vehicie to express part of their identity, and lifestyles.
it demonstrates the ultimate way that consumers could enjoy their nightlife.

Brand personality of this commerciat is signified through executional elements approach

of colorful visual, striking story line and delighted music score.

[Bangkok Night Creative Exocution Stylos Appeal | Strategy

' source
Advertsing Experi |1 |2 |3.]@ |56 |7.[& [8 [10 [11 [12" [Rafionsl |Emotional |Local | Global
Judge # 1 + + +
Judge #2 + ¥ Iy
Judge #3 + . + +
Judge #4 + + e
Judge # & * e +
TOTAL 3 2 5 4 1
Legends: 1 is Demonstration 2 .is Humor / 3 is Serlals / 4 is Animation /-5 is Rofoscope / 6 is Comperative / 7 is

infomercial / 8 is Slice-of-life /9 is Celebrities / 10 is Testimonial / 11 Is Vigneifes / 12 is Problem & Solution execution
slyles

Analysis from four people working inadvertising.professian and researcher significantly reveals
that Coca-Colals “Bangkok Night”.commercial employs slice-of-life. creative.execution style with
emotional’ appeal and ‘local 'strategy-source to create an’appealing television-commercial to

attract prospect consumers.
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Concept: Refreshment.
The concept of this television commercial is to demonstrate wherever the consumers ars,
they could possibly enjoy Coca-Cola. This commercial portrays different distant locations such

as a remote Island, rural field, and desert. It intentionally signifies Coca-Cola's efficiently
distribution.
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Target: General consumers.

General consumer of diverse nationalities and occupations are the primary target.

Presenter: To harmonize with the story line, diverse types of presenters are featured to
signify that Coca-Cola is distributed everywhere in the world. These people are cyclist, smail
European girl, typical Thai male, old Chinese mer'[ant, American cowboy, and Egyptian.

Location: Number of locations in different countries is combined to demonstrate Coca-
Cola's efficient distribution. The locations are various from remoted Island, field in foreign
country, confusing market in'Asia, desert, and several places in Thailand.

Logo: Coca-Cola rectanguiar sheps loga in Thai.

Super: “Step forward with Coke...Coke {s it!"in Thai.

Language: No specific dialogue is presence bacause the main emphasis is on the lync.

Music: The lyric beautifully indicates that Coca-Cola will always be available everywhere to

overcome heat and thirstforconsuimers,
“Overhezt. ..refresh...despite the distant, Coke will be your ultimate pleasant.
Wherever you are, there will be Coke to terminate
your annoying thirst for-anenjoyable feeling.
| No matter how hot it is, Coke will add energy into your life.

Refreshing:Coke..the definite taste for happiness Coke)is il

Brand reminding devices: Identity color of Coca-Cola is presented through wardrobes of

presenters, Coca-Cola red cart is alsc featured to reinforce brand awareness.

Brand personality: Aftentive personality is dramatized through self-expression model

which consumers see the brand as vehicle to express a part of their identity, and lifestyles.

320



With the story line that demonstrates Coca-Cola's availability in all places, consumers are

assured to have Coca-Cola with them while they travel to unfamiliar places.

Brand personality of this commercial is signified through executional elements approach

of dazziing story line and chaice of lively music score.

Hot Creatlve Execution Styles Appeal Strategy

) source
Advertising Expert 3 8 [10 [1% [12 |Ratlonal |Emotional |Local | Global
Judge # 1 + + +
Judge # 2 + + T
Judge #3 + +* +
Judge #4 * + +
Judge #5 + + +
[TOTAL 1[4 2 3 2 3

Legends: 1 is Demonstration /

styles

Is Humor 7 3.1s

ridls 7 4 Is Animation / 5 Is Roloscope 7 6 Is Comparalive / 7 Is
infomercial / 8 is Slice-of-life / 9 is Cefebrities /- 10-is Testimonial / 11 is W{;nettes / 12 is Problem & Solution execution

Analysis from four peaple working in advertising profession and researcher significantly reveals

that Coca-Cola's “Hot" commercial employs problem & solution creative execution style with

emotional appeal and piobal strategy source to create an appealing television commercial to

attract prospect consumers,
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20. Tittle: Assa

Year: 1988 Duration: 30 sec.

Concapt: Music.

The television commercial employs Assanee, the famous singer as celebrity endorser to
capture target consumers. As Assanee is well known for his down-to-earth and easy-going
lifestyles, the commercial is created with simply look and story line. The actual identity of
Assanee such as his dresses and the way he talks are truly dramatized in this commercial.

As the previous Coca-Cola commercials usually employ good looking trendy presenters

with sophisticated lifestyles, consumers might have misunderstanding perception that Coca-
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Cola is a beverage specially designed for fashionable people. As a result, this commercial
émptoys Assanee and his simple lifestyies to symboiize that Coca-Cola is a soft drink for all
people, despite their look, status, and lifestyles.

The commercial portrays Assanee in white T-shirt and blue jeans with his daily life
activities. Several typical behaviors such as walking on a bridge, walking on a street, sitting cn
a sidewalk, and greeting with taxi driver and old woman are featured, Generous Thai way of life
such as paying respect to elderly and sharing drink with other are demonstrated as well. |t
conveys that even the famous rock singer drinks Coca-Cola and lives a simple life. The
commercial encourages young consumers tc live asimple way of life as well as be friend with

everyone.

Target: Young consumers,
This commercial aim 6 encourage -young people, especially teenager to continuously
maintains a gloricus way of Thailifa, it suggests these young people to behave nicely to elderly

and contributed good things ta society.

Presenter: A popular rock singer, Assanee successfully captures target attention as well as

peréuade them to be nice to one-another.

Location: Several typical outdoor locations such as a bridge, and sidewalk are exciusively

designed to deliver the main message of this commercial.
Logo: Coca-Cola rectangular shapeloge in Thai.

Super; “Coke is it!" In red color at the lower right comer while “Coca-Cola” in white typeface

as appeared on bottle are in the middle of end scene.

Language: No specific dialogue is presence as music powerfully performed by Assanee is

emphasized.
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Musle: Using the original song written and performed by Assanee suggested people to live
simple life and do not worry about life.
“It is not beyond our control.
We happen to born with a good sense of communication.
We are joyous to work. We happen to satisfy with the way we are.

We are down-to-earth.”

Brand reminding devices: Red color of Coca-Cola is projected through post box while the

Coca-Cola logo is shown in a form of sticker on & Tuk-Tuk.

Brand personailty: Easy-going personality is dramatized through the self-expression
model which consumers sge the brand as vehicle to express a part of their identity, and
lifestyles. As the commercial portrays a down-to-earth characteristic of Assanee, consumers
are enhanced to perceive Coca-Cola as an ordinary drfnk for typical people.

Brand personality of this' commercial is signified through endorser approach which

image'of the endorsed persan fransferred to a brand.
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Assanee 1 Creative Execution Styles Appeal Strategy
‘ source
Kdvertiaing Expert (1 [2 |3 |4 |5 [6 |7 |8 |9 [10 [11 |12 |Rational |Emotional [Local [Giobal
Judge #1 + + +
Judge # 2 + ¥ *
Judge #3 + + +
Judge # 4 +* + *
Judge # 5 + + +
TOTAL 5 1 4 5
Legends: 1 is Damonstration / 2 Is Humor /.3 Is Serials / 4 is Animation / 5 Is Rotoscope / 6 Is Comparative / 7 is

Infomercial / 8 Is Siice-of-iife / $.is Celabrties / 10 is Testimonial / 11 is Vignelies / 12 is Problem & Soiution execution

siyles

Analysis from four people working in advertising profession and researcher significantly reveals

that Coca-Cola's “"Assange 1" commerciai employs celebrities creative execution style with

emotional appeal and local strategy source 1o create an appealing television commercial to

attract prospect consumers.
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Year: 1988 Duration: 30 sec.

Concept: Refreshment.
This commercial signifies that wherever the consumers are, there will be Coca-Cola to
support their decision-making. It encourages people to smile at everything even problems. To

demonstrate Coca-Cola is presence everywhere, numerous scenes show Coca-Cola in distant
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location such as the billboard in the middle of desert, on a beach, and a vending machine on
street. . In order to indicate that Coca-Cola is a friend for all situations, scenes such as group of
teenagers walking against hard wind, man sitting in heat, and a little girl piaying with an

elephant are dramatized.

Target: General consumers.
As diverse people with various situations are presented, general consumers are main

emphasis.

Presenter: Foreign presenters with different ages, and professions, including Thai famous

rock star are featured to capturediverse targets,

Location: Numerous locations are présented to signify that Coca-Cola is available

everywhere.

Ldgo: Coca-Cola rectangular shape loge in Thai.

Super: “Coke is it!” in red color-at the lowar right corner while “Coca-Cola” in white typeface

as appeared on bottie arg.in.the middie of and scena.

Language: No specific dialogue is presence as music powerfully performed by Assanee is

emphasized.

Musie:‘Written and performed: by Assanee this-song has am easy-goingtune. The Thai
lyric suggests people to happily face with problem because it is the typical way of life. It
stimulates consumers to be courageous.

“A happy and colorful world.

Sharing smile among one another is the best idea.

This is a life...a joyous life,

We are challenged but Coca-Cola drinkers have to survive,

A happy life, we all come to share Coke.
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Wherever we are, Coke will go with us.
This Is a bright world, we must smile.

The definite teste...for happiness...Coke is it! Coke is it!”
Brand reminding devices: Coca-Cola signage, billboard, and color are featured.

Brand_personality: Encourage personality is dramatized through the relationship basis
model. This model develops the relationship batween the brand-as-person and the consumers.
With the supportive music lyric, consumers are moiivated to consider the brand as a supportive
friend for all situations.

Brand personality of this'commercial is signified through executional elements approach

of story line and choice of music.

Assanee 2 Creative Execution Styles Appeal Strategy
source

Advorus‘lnu Expert 112|345 |6)7/8 |9 {10 {11 |12 [Rational |Emotional [Local [Global

Judge # 1 + ‘ ry +

Judge #2 + + +

Judge #3 * + +

Judqe #4 . : + + +

Judge #5 + + +

TOTAL & 1 4 4 1

Legends:.1 is, Demonstration / 2 is-Humor./ 3-is Sedals / 4 is\Animafion /.5-1s Rotoscope-7.6 is, Gomparative /7 7 is
Infomercial / 8 is Slice-oflife / 9\is Celebritias /.10 {3.Testimonial / 11 is Vignettes /12 Is Problem & Solution execution
styles

Analysis from four people working in advertising profession and researcher significantly reveals
that Coca-Cola's “Assanee 2" commercial employs celebrities creative execution style with

emotional appeal and local strategy source to create an appealing television commercial to

attract prospect consumers.
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22, Tittle: Family.Liter
Year: 1988 Duration: 30 sec.

Concept: Product usage.

This locally produced television commercial attempts to inform of new product launch as
well as induce a new consumption behavior. It introduces consumers to a new size of Coca-
Cola liter, which' is appropriated for indoors consumption, especially at home. It encourages
consumers to happily drink Coca-Cola at home and share it among family members, The
commercial demonstrates that the new size of Coca-Cola can be shared for greater amount. It

conveys that the new size is a true value for money.
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Target: Family.

All family members are aimed t¢ induce new purchasing habit.

Presenter: Four typical Thai presenters with different ages are selected to represent

general Thai consumers,

Location: A typical Théi grocery shop and wooden house are exclusively chosen to meet

with the target groups.
Logo: Coca-Cola rectangular shape logo in Thai,
Super: “For happiness..Coke is it!" in Thai

Language: A dialogue between each family is intentionally designed fo stimulate

consumers {0 purchase Coca-Cola new size bottle home.

Music: As the dialogue is the main emphasis, only music score is presented in this

commercial.

Brand reminding devices: Several brand reminding elements such as Coca-Cola display

shelf, cooler, and truck are presenter.

Brand_personality: Caring personality is dramatized through the self-expression model
which conisumiers-see the brand as-vehicle to express-a part of their identity;and lifestyles. The
caring personality reflects from the story line, which emphasizes on relationship of family
members who concern about the one they love. For example, the commerciai shows scenes of
family purchase Coca-Cola which is a symbolic of happiness home.

Brand personality of this commercial is presented through user imagery approach which

images of presenter help consumers have a clear perception on the brand.
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Family Liter Creative Executiun Styles Appeal Strategy

sOUrce

Advertiaing Expert 123456 (7 @ |0 [10 |11 |12 |Rational |Emotional |Local |[Global
Judge #1 + : + +

Judge # 2 + + r

Judge #3 + + +

Judge # 4 + e ry

Judge # 5 + + ry

TOTAL 3 111 5 5

Legends: 1 is Demonstration / 2 1S Humor / 3 /5 Senels / 4 Is Animation / 5 is Roloscope 7 8 is Comparative / 7 is

Infomercial / 8 is Slice-of-life /.811s Coiabritles /10 Is Testimonial / 11 Is Vignettes / 12 is Problem & Solution axecudtion
stytes

Analysis from four people working in advertising profession and researcher significantly reveals
that Coca-Cola's “Family Liter” commercial employs demonstration creative execution style with
rational appeal and local strategy source io create an appealing television commercial to attract

o3

prospect consumers.
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This\elavision c4smalcial aitepts 16 pramafelwofld's peadefuuness Biough sport activity.
It conveys that sport event such as the Olympic would successfully unites people from different
races and nationalities together. The commercial intentionally changes consumers' perception
towards sport as being a competitive activity to a source of high-spirited and esprit de corps.
The commercial generates a belief that when people share the same active sport experience,
they will be perfectly bonded. Announcing Coca-Cola as an official sponsorship for the Olympic

1998 develops a positive perception of consumers toward the brand. Consumers are motivated
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to see a brand as someone who supportively conducts social contribution as well as

encourages young athletes to achieve their goals.

Target: General consumers.
With an emotionat story line, this commercial has an ability to attract attention from general

consumers.

Presenter: Various athletes from different rages and countries are portrayed to represent

all people participate in the significant sport event.

Location: An airport setiing is.designed to harmonize with the story line of an Olympic 1998

"~ avent.

Logo: Coca-Cola rectangular shape logo in Thai.

Super: “Coke is iti" in Thai.

Language: A message to convey that Coca-Cola will always support people to achieve
their goal,
“Olympic 1998 is very challenging. There are numerols people, Coca-Cola will stay

beside you until you reach your dream.”

Music: A sentimental music tune signifies a message that consumers will never be
abandoned because’Coca-Cola would support them in both good and ‘badiimes.
“Thq day that | have to be alche among stfangers.
Sometimes you fee! distress and tired,
in Olympic, peopie will share sincerity.
s this what we are looking for?

With reliable friend...this world will be joyously shared.”
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Brand_reminding devices: Red identity color is reinforced through wardrobes of
presenters. A Coca-Cola vending machine is presented to relate consumers with the brand as

well,

Brand personality: With the sentimental story line which magnificently signifies Coca-Cola
as being a concerned and emotional beverage who concerns about young people, encourage
personality is generated through the relationship basis model. This model develops the
relationship between the brand-as-person and the consumers. With the touching story line,
both young and adult consumers are motivated i6 consider the brand as a mentor who always
supportivety brovides encouragement.

Brand personality of.this commercial. is dramatized through executional elements
approach such as emoticnal story line and moving lyric to convey that Coca-Cola is a

;upportive brand.

Olympic 1 Creative Executlon Styles Appeal Strategy

‘ source
AdvertisingExpert |1 [2 |3 |4 |5 (6 [Z7 18 |9 [40 [11 [12 |Rational |Emotional |Local |Global
Judge #1 + + Y
Judge # 2 + + - *
Judge #3 + y ry
Judge # 4 + . "y y
Judge # 5 + + +
TOTAL 477 1 4 5
Legends: 1.is Demonstration / 2 is Humor / 3 is Serials / 4 is Animalion / 5 is Roloscope / é is Comparalive / 7 is

Infornercial / 8 is Siice-of-life / 9 is Celebrities / 10 is Testimonial / 11 is Vignettes / 12 is Problem & Solution execution
siyles

Analysis from four people working in advertising profession and researcher significantly reveals
that Coca-Cola's “Olympic 1" commercial employs slice-of-life creative execution style with
emotional appeal and globai strategy source to create an appealing television commercial to

attract prospect consumers.
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Year: 1988 Duration: 30 sec,

Concept: Sport.
This television commercial attempts to promote world's peacefulness through sport activity.
It conveys that sport event such as the Olympic would successfully unites people from different

races and nationalities together. The commercial intentionally changes consumers’ perception
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towards sport as being a competitive activity to a source of high-spirited and esprit de corps.
The commercial generates a belief that when people share the same active sport axperience,
they will be harmonically bonded. Announcing Coca-Cola as an official sponsorship for the
' Olympic 1998 develops a positive perception of consumers toward the brand. Consumers are
motivated to see a brand as someone who supportively conducts social contribution as well as .

encourages young athletes to achieve their goals.
Target: General consumers.
With an emotional story line, this commercial hias_an ebility to attract attertion from general

consumers,

Presenter: Various athietes from different races and countries are portrayed to represent

all people participate in the significant sport event.

Locatlon: Several locations both outdoor and indoor are captured to present various sport

activities.
Logo: Coca-Cola rectanéular shape logo in Thai:
m “The definite taste for happiness...Coke is itl" in Thai,
Language: Nospecific.dialogue ispresence)in this,commercial.

Musie: Exciting and stimulating milsic/score is emphasized to hiarmoniZzed with the dynamic

competitive sport aclivity.

Brand reminding devlces: Coca-Cola identity color is presented.

Brand personality: With the sentimental story line, which magnificently signifies Coca-
Cola as being a concerned and emotional beverage who concerns about young people,

encourage personality is generated through the relationship basis model. This model develops
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the relationship between the brand-as-person and the consumers. Wwith the touching story line,

both young and adult consumers are motivated to consider the brand as a mentor who always

supportively provides encouragement. E

Brand personality of this commercial is dramatized through executional elements

approach such as emotional story line and moving lyric to convey that Coca-Cola is a

supportive brand.
[Olympic 2 Creative Execution Styles Appeal Strategy
source
Advertising Expert T12 131466 |7 ]88 [10 |41 [12 |Rational |Emotional |Local [Global
Judge #1 + - +
Judge # 2 + + +
Judge #3 + + +
Judge # 4 * + *
Judge #5 - + +
TOTAL 2 3 5 5
Legends: 1 is Demonstralion /7 2 Is Humor 7 3 45 Seniais / 4 Is Animation / 5 is Rotoscope / 6 is Lomparalive / 7 is

infomercial / 8 is Slice-of-ife { 9 is Celebrities / 10 is Testimonial / 11 is Vignettas / 12 is Problem & Solution execution

styles

Analysis from four peoplé working in advertising profession arid researcher significantly reveals

that Coca-Cola's “Olympic 2" commercial employs vignettes creative execution style with

emotional appeal and global strategy source to.create an appealing television commercial to

attract prospect.consumers.
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Lové\and \passiériate:relationship are signifiéantly| dramalized s mali emphasis of this
mmmﬂrciai Consumers are enhanced to perceive Coca-Cola as a beverage for ultimate

pleasant moment. The commercial presents numerous scenes of romantic and sensual
situations such as a couple sentimentally dance in a park, a couple charmingly run on a street,
and a couple passionately run to hug each other at train station. These scenes magnificently

position Coca-Cola as a beverage lo accommodate a romantic atmosphere for young

passionate consumers,
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Target: General consumers.

General people, especially the couple who are in romantic relationship are main emphasis.

Presenter: Several foreign couples with joyous characteristic are exclusively highlighted to

correspond with the love concept. |

Location: Severa! indoor and outdoor locations such as park, bus, sidewalk, and inside the

building are featured to generate inspiration atmosphere.
Logo: Coca-Cola rectangular shape logo in Thal
Super: “The definite taste for happiness...Coke is it!" in Thai.
Language: No specific dialogug is présencs to intsrrupt the sentimental music,

M A romantic score beautifully accompanies the commercial to reinforce the sensation
concept. It signifies that with a presence of Coca-Cola, the happiness is always reachable.
“It seems as the first {ove when we have overwhelmed happiness.
It seeris as electric runs into the body and vibrates the hean.
It seems as the first sun light in the glory morning of the first day we met.
| discover new experiences like the rain refreshes my hear.
Wher we have each othenandCoks, our-hezrts-arecoverwhelmed.

The definite taste...for everyday happiness. Coke is it!"

Brand reminding devices: None.

Brand personality: Passionate personality is dramatized through the self-expression model
which consumers see the brand as vehicle to express a part of their identity, and lifestyles. The
romantic personality reflects from the romantic story line and sentimental music score, which

are an executional elements approach.
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[Couple _ Creative Execution Styles Appeal Strategy

‘ ) source
Adveriising Expert |1 2 |3 |4 [5 |6 |7 |8 |8 [10 |11 |12 |Rational [Emotional [Local [Global
Judge # 1 + e +
Judge # 2 + + *
Judge #3 +* + *
Judge # 4 * *+ s
Judge # 5 + + +
TOTAL 1 4 5 5
Legends: 1 is Demonstration / 2.is Humor./ 3 is Sarlals / 4 is Animafion / 5 Is Rotoscope / 6 is Compaeralive / 7 is

Infomercial 7 8 is Slice-of-lifa /'8 is Celebritlos / 10 Is Testimonial / 11 is Vigriettes / 12 is Problem & Solution execution

styles

Analysis from four peopie'working in advertising profession and researcher significantly reveals

that Coca-Cola’s “Couple” commercial employs Vigneties creative execution style with

emotional appeal and global strategy scurce (o create an appealing television commercial to

attract prospect consumers.
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26. Tittle: M rasah/ =, L
Year: 1989 Buration: 15 sec. 1)
Concept: Music.

This commercial employs celebrity endorser t6—transfer out-goirng and energetic
characteristics of Surasak\fo a brand. Thisds-a simple commercial with ne specific story line or
attractive visual. As a result, the cinematography shooting is designed to interestingly appeal to
consumers, The concept of this commercial is to relate an animated personality of Surasak to a
characteristic of the product. It attempts to convey target of Coca-Cola is ordinary people who

'have a simple life as same as the endorsed presenter.
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Target: Young consumers.
Young consumers who appeal to the celebrity endorser, especially Surasak who has down

to earth lifestyles.

Presenter: Well known for his sense of humor, Surasak a pop singer powerfully delivers

the main message to consumers,

Location: The shooting is simply conducted in studio where light and bright color scheme

are emphasized to reflect animated and easy-going personality of presenter.
Logo: Coca-Cola rectangular shape lege in Thai.

Super: “The definite taste for happiness...Coke is itl" in Thai.

4

Language: A charming dialogue delivered by the presenter is absolute a highlight to

§

influence direction of the entire commercial.

Music: 'A funny music scoré -exclusively composed fo harmonize with simpie visual and

concept.

Brand reminding devices: Nane,

Brand personality: Animate perscnality is dramatized through the self-expression model
which consumers seé.the brand as.vehicle to expréss a part of their identity, ‘and lifestyles, The
energeticccharacter of the endorsed celebrity and the simply story line reinforces consumers to
perceive Coca-Cola as an active baverage for lively consumers.

Brand personality of this commercial is signified through the executional elements

approach of the animate story line and funny music choice.
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M Surasak Creatlve Execution Styles | Appeal Strategy
' source
AdvertisingExpert |1 [2 |3 [4 [5 |6 [7 |8 198 |10 |11 |12 |Rational |Emotional |Local |Global
Judge #£1 + + +
Judge # 2 + + +
Judge # 3 + * +
Judge # 4 + ¥ ry
Judge #5 * + *
TOTAL 5 1 r} 5
Legends: 1 is Demonstration / 2 is Humor /3 5 Serlels 7 4 Is Anlmalion / 5 5 Fofoscope 7 6 Is Comparative / 7 15

infomercial / 8 is Siice-of-life /9'ls Celebritias /10 Is Testimonial / 11 is Vignettes / 12 Is Problem & Solution execution

styles

Analysis from four people working in advartising profession and researcher significantly reveals

that Coca-Cola's “M. Surasak” commercial employs celebrities creative execution style with

emotional appeal and local strategy source to create an appealing television commercial to

attract prospect consumers.
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Year: 1989 Duration: 30 sec.

Concept: Happiness.

This telewisi-.:n commercial makes an effort to demonstrate positive aspect of music, which
can comfort and bring, pleasant to everyone. It aiso symbolizes Coca-Cola with happiness
characteristic through employment of music related activities. The commercial denotes that
people will be delighted and jubilant when they relate themselves to Coca-Cola and music.
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Throughout the entire commercial, several situations to demonstrate how people could possibly
have wonderful time with Coca-Cola are emphasized. The commercial clearly encourages

people to spend their gratified moments with music and Coca-Cola.

Target: General consumers.
As the entire commercial employs diverse types of presenters, its target is a general

consumer,

Presenter: Diverse types of people are chosen to.capture wide range of oonsumérs. The
presenters represent numerous professions such as businessman, musician, student, and

working woman.

Location: Various outdoor and indoorlocations are presented to demonstrate wherever the

consumers are, they are abla'to playfully relate themselves with Coca-Cola and music.
Ldgo: Coca-Cola rectangular shape logo in Thal.
Super: “The satisfied taste...the satisfied mood...Coke is it!"

Language: No spéatific dialogue is designed for this Sommercial because that main

emphasis is on the energetic music score,

Music: To harmonize with the concept of this commercial, a dazzling music score with
active tune is chosen. Thellyric,conveys How consumers; music) and Coca-Cola tould create a
pleasant moment.

“Coke brings joy and happiness. Coke is it!

Bright and pleasure...we move to follow the music beat.
The ultimate cheerfulness turns the world to be colorful.
For happiness...Coke is it! |

Coke brihgs delight and jubilant into your hearts.

The satisfied taste, The satisfied mood.”
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Brand remlndl‘ng devices: Coca-Cola identity color is-employed through wardrobes of

presenters, while Coca-Cola vending machine and signage are presented as well.

Brand personality: Cheerful personality is dramatized through the self-expression model
which consumers see the brand as vehicle to express a part of their identity, and lifestyles. The
pleasant story line encoﬁrages consumers to perceive the brand as an animate beverage,
which could generate an enjdyabie time for them. It signifies that when consumers combine
Coca-Cola and music together, they are reassured to have the most pleasant time. Brand

personality of this commercial is signified throughthe'user imagery approach.

Dancing Craative Exacution Styles Appeal Strategy
source

Advertising Expert 12 (304 [50607 |8 |9 |10 |11 [12 Ra_tlonal Emotionai |Locat |Global
Judge # 1 + + +
Judge # 2 ; + + ry
Judge 73 * + +
Judge # 4 + + +
Judge#5 + + +
TOTAL 1 4 5 5
Legends: 1 is Demonstratiori 7 2 Is Humor / 3 Is Serials / 4 Is Animation / 5 is Roloscope / 6 Is Comparalive / 7 is

infomercial / 8 is Slice-of-life / § is Celebnties / 10 is Testimonial / 11 ig Vignettes / 12 is Problem & Solution execution
styles

Analysis from four people working in advertising profession‘and researcher Significantly reveals
that Coca-Cola's "Dancing” commercial) employs vignettes creative! execution style with
amotional appeal and global strategy source to create an appealing television commercial to

attract prospect consumers.
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Concept: Refreshment.

This, is ‘@'simple’ commefcial ‘wittf o fancy Visudl orextradfdinary story, line. It reinforces
that Coca-Cola is the best thing pa-np-ia should always consider as é choice when they
encounter with heat and thirst. Concept to connote Coca-Cola as a source of refreshment is
portrayed by visuals of a young woman walking in a rural area where she picks up botties of
Coca-Cola to share with friends. To demonstrate how appetizing and refresh the product is,
scenes of womnan walking on a street is cut back and forth with product shots. The commercial

also encourages people to share Coca-Cola with friends for a pleasant moment.
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Target: Young consumers.
Young adult consumers who usually spend their quality time with friends and those who

soek to escape from not temperature and emphasized.

Presenter: Youhg energetic presenters are chosen to harmonize with the overall story line.

Location: An outdoor rural location to represent place where people would go out during
their weekend for Isisure time is selectad to persuade consumers to bring Coca-Cola to their
outdoor activity.

Logo: Caca-Cola rectanguiar shape logo in English.

Super: “The satisfied taste. .thd safisfied mood...Coke is it!"

Language: No specific dialogue is prasanted.

Music: A slow music score with suggestive lyric to symbolize Coca-Cola as an excellent

choice for leisure and thirsty time are employed.
“Coké lgitl..the definite taste.
Defeat thirst as same as we expect and dream-for Coke is it!...Coke is it!
The bright taste...the happiness and refreshing. Coke is itl The right one.

The satisfied.taste...the.satisfied mood.”

Brand reminding devices: None

Brand personality: Refreshing personality is dramatized through the functional benefii
representation modei. This model works when brand personality serves as a vehicie to
represent and cue functional benefits and product attributes efficiently. The refreshing

personality conveys that Coca-Cola is a proper drink to help people overcome heat

temperature.
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Brand personality of this commercial is reflected through the executional elements

approach of the story line and music which sigh'rfy Coca-Cola as a choioe for a hot and tired

day.

Jeans

Creative Execution Styles

Appeal

Strategy
source

Advertising Expert

10

1

12

Rational

Emotional

Local |Global

Judge # 1

Judge #2

Judge #3

Judge#4

Judge #5

TOTAL

Legends; 1 is Demonstration / 2

is Humeor / 3

fs Serlals / 4 Is Animation / 5 Is Rotoscops / 6 is Comparative / 7 is

Infomercial / 8 is Slice-of-life / 9 is Ceiebrities / 10 is Tostimonlal'/ 11 Is Vignettes / 12 is Problem & Solution execution

styles

Analysis from four people working in advertising profession and researcher significantly reveais

that Coca-Cola's "Jeans™ commercial employs demonstration’ creative execution style with

rational appeal and global strategy source to create an appealing television commercial to

attract prospect consumiers.
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Concept: Happiness.

A happiness during the season greeting of Christmas is the core concept of this television
commercial. The commercial aims to associate Coca-Cola with jubilation and cheerfulness. It
supggests that blessedness of Christmas will not be completed without Coca-Cola. The
commercial attempts to deliver this concept through portrayal of Santa Claus who is an absolute

representation of happiness.
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It suggests consumers to inciude Coca-Cola as a part of season greeting celebration, A
perception that Coca-Cola always concerns and provides consumer with the best and gratified

contribution is generated through the well-known characteristic of Santa Claus.

Tﬁge__t: Family.

Although the main concept of this commercial is a happiness moment during the season
greeting, the male voice over at the ending promotes a relationship of parents and children. As
a result, this commercial aims to appeal to consumers who are caring parents. Through an
employment of small boy as presenter and a touching story line, the commercial successfully

captures parents’ attention.

Presenter: A cute small boy and a gratified old man acted as a caring Santa Claus is

emphasized,

Location: A studio setting with an atmosphere of warm and lovely home where Christmas

decoration is beautifully designad.
Logo: Coca-Cola rectangular shiape loge in English.
Super: “Share Coke...share happiness.” in Thal.
Language: Maleyaice overattempts to promete good relationshipof parents and children.

Music:"A puzzling)and mysterious) music riythm is" chosén to harmionize with the entire

concept.

Brand reminding devices: As the main concept is a Christmas occasion, there is no other

element to dilute the core idea.

Brand personality: With the sentimental story line which magnificently signifies Coca-Cola

as being an emotional beverage who concerns about young children, caring personality is
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- generated through the relationship basis model. This model develops the relationship between
the brand-as-person and the consumers. With the touching story line, both young and adult
consumers are motivated to consider the brand as a mentor who always ‘supportively provides
encouragement.

Brand personality of this commercial is dramatized through executional elements

approach such as emotional story line and moving lyric to convey Coca-Cola as a supportive

brand.
Christmas Creative Execution Styles Appeal Strategy
source

Advertising Expert 1224 16(6 718 |9 110 |19 |12 |Rational [Emotional |[Local [Global
Judge # 1 + + +
Judge #2 + + Y
Judge #3 + ‘ + Y
Judge # 4 + + ry
Judge # 5 : + + ry
TOTAL 3.2 5 5

Legends: 1 Is Demonstration./.2.Js_Humor .. 3./s. Serals 2 4. 15 Animation.Z.5 ¥§ ‘Rotoscope / 6 is Comparative / 7 is
Infomercial / 8 is Slice-of-life/ 2 is Celebrities / 10 is Testimonial / 11 is Vignettes/ 12 is Problem & Solution execution
styles

Analysis from four people working in advertising profession and researcher significantly reveals
that Coca-Cola’s) “Christmas”"..commercial employs.slice-of-life creative execution style with

emotional appeal.and.global.strategy-source to.create an appealing television commercial to

attract prospect consumers.
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30. Tittle: B 15 0z # 1

Year: 1990 Duration: 30 sec.

Concept: New product,
The talwisioﬁ commercial aims to promote new product by tuming a unique selling point of
the product into a main concept of the entire commercial. It significantly introduces new product

uuége as well as induces frial. The commercial directly states cost and size of the new product.



The commercial clearly demonstrates how to purchase and consume product through presence
of diverse people in various scenes.

As the commercial attempts to promote a message that with an additional one
baht, consumer will get larger amount of Coca-Cola. The commercial frequently
features scenes of people taking:-out one baht coin from pocket aﬁd the coin itself, In
one scene the coin is even presented side by side to Coca-Cola cap to represent the

. main message. Various lifestyles of peaple on a street are featured to demonstrate
outdoor purchasing behavior as well as to appeal.to wider group of target.
The story presents several scenes of peopie and their typical daily' lives in interesting ways.
To position Coca-Cola with'a cousiesy image as well as 10 portray a generous way of Thai life,
scene of young man heiping and ‘elder woman picking up her belonging is significantly
prasented.
The commercial al§o atlempts to symbolize the addition large amount of Coca-Cola by
featuring a drawing of Coca-Cola bottle or a man's biceps. As he extends his biceps, the visual

of Coca-Cola bottle enlarges to a Iarger size to demonstrate its great amount.

Target: General consumers.
As various types of presenters are featured in the commercial, primary target is aimed to

general consumers,

Presenter: Diverse kind oi'people-are exclusively chicsen to make this commercial appeals
to wide range of target, 'These presenters are designed with ordinary fooks and typical styles of

wardrobe to capture general consumers with simply lifestyles.

Location: To appeal to general consumers especially those whose live typical lives, several

outdoor locations on street are emphasized.
Logo: Logo of Coca-Cola, Fanta, and Sprit in Thai.

Super: None
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Language: Male voice over provides persuasive information on new product.
“New Coke, Fanta, and Sprit Big 15 ounce. Add one more baht...to receive as much as

one and half more amount.”

Music: FThe lyric aims to infroduce information of new launched product. It descriptively
provides details of price, size, and additional benefit of new product. It successfully induces trial
through suggestive music score and lyric performed by female singer.

“Coke Big 15 ouncsa.

Do you have one more bahi’?

Add one more baht...to recaive as much as one and half more amount.
Coke Big 15 ounces” Coke Big 15 ounce.

Do you have one more baht?

Do you have one more bahi?”

Brand reminding devices: Several presenters’ wardrobe is designed with identity color of

Coca-Cola. Coca-Cola logo is frequently presented through visuals of vending cart and display.

Brand personality: Easy-going personality is signified through the self-expression model
which consumers see tfie-brand-as-vehicie o expre#s a-part-oi-thelr identity, and lifestyles. The
story line positions Coca-Cola as a beverage for down-to-earth and ordinary people through
employment of simply story line and presenters with typical lifestyles.

Brand personality-of (this commerciah is) dramatized through-the executional elements

approach of dynamic story line and entertaining music.
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Big150z. #1 Creative Execution Styles Appeal Strategy
source

AdvertisingExpert 11 T2 1314 [5[8 7 [8 [0 [0 [¥1 12 |Rational [Emotional |Local Global

Judge # 1 + + ‘ +

Judge #2 + + +

Judge # 3 + + Y

Judge # 4 + + +

Jﬁdge #5 + + +

TOTAL 3 1 1 5 5

Legends: 1 Is Demonstration / 2 Is Humar/ 3 Is Serlals / 4 Is Animation / 5 is Rotoscope / 6 is Comparalive / 7 is

Infomercial / 8 is Slice-of-ife /9'ls Cakebritias / 10 is Testimonial / 11 Is Vignattes / 12 is Problem & Solution execution

. slyles

Analysis from four people working in adveriising profession and researcher significantly reveals

that Coca-Cola's “Big 150z. # 1" commercial employs demonstration creative execution style

with rational appeal and lccal strategy source to create an appealing television commercial to

attract prospect consumers.
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Concept: New!pfoduct! |

The laleminn commercial aima to promote new product by turning a uhigue selling point of
the product into a main concept. of tha entire mmamial It ﬂﬁlﬂﬁcal'lﬂy infroduces new product
usage as well as induces trial. The commercial directly states cost and size of the new product.
The commercial clearly demonstrates how to purchase and consume product through presence
of diverse people in various scenes.

As the commercial attempts to promote a message that with an edditional one baht,
consumer will get larger amount of Coca-Cola. The commercial frequently features scenes of

people taking out one baht coin from pocket and the coin itself. In one scene, the coin is even
presented side by side to Coca-Cola cap to represent the main message. Various lifestyles of
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pecple on a street are featured to demonstrate outdoor purchasing behavior as well as to
appeal to wider group of target.

The story presents severat scenes of people and their typical daily lives in interesting ways.
To position Coca-Cola with a courtesy image as well as to portray a generous way of Thai life,
scene of young man helping and elder woman picking up her belonging is significantly
presented.

The commerciel also attempts to symbolize the addition large amount of Coca-Cola by
featuring a drawing of Coca-CoIa bottie on @ man's biceps. As he extends his biceps, the visual

of Coca-Cola bottle enlarges to a larger size to demonstrate its great amount.

Target: General consumers,

As various types of presenters are featured in the commercial, primary target is aimed to
general consumers.

Presenter: Diverse kind of paople are exclusively chosen to make this commercial appeals
to wide range of target. These presenters are designed with ordinary looks and typical styles of

wardrobe to capture general consumers with simply lifestyles.

Location: To appeal-io-general-consumers-especiaily-those Whose live typical lives, several

outdoor locations on stréét are emphasized.
Logo: Logo of-Coea-Cola, Fanta; and Sprit in Thai,
Super: None

Language: Male voice over provides persuasive information on new product.
“New Coke, Fanta, and Sprit Big 15 ounce. Add one more baht...to receive as much as

one and half more amount.”
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Music: The lyric aims to introduce information of new launched product. It descriptively

provides details of price, size, and additional benefit of new product. It successfully induces trial
through suggestive music score and lyric performed by female singer.

“Coke Big 15 ounce.

Do you have one more baht?

Add one more baht...to receive as much as one and half more amount,

Coke Big 15 ounce. Coke Big 15 ounce.

Do you have one more baht?

Do you have one more baht?”

Brand remllidlng_ devices: Several presenters’ wardrobe is designed with identity color of

Coca-Cola. Coca-Cola logoiis frequently presented through visuals of vending cart and display.

Brand personallty: Easy-going personality is signified through the self-expression model
which consumers see the brand as vehicle 10 express a part of their identity, and lifestyles. The
story line positions Coca-Cola as a beverage for down-to-earth and ordinary people through
employment of simply story line and presanters with typical lifestyles.

Brand personality of this-commercial is dramatized through the executional elements

approach of dynamic ston/sline.and-enteriaining-music.

359



[Big 15 oz. #2 Creative Execution Styles Appeal Strategy
source
AdvertisingExpert [T [2 [3 [4 [B[6[7 |8 |9 [10 |11 [12 |Rational |Emotional [Local [Global
Judge #1 + + +
Judge #2 + + Iy
Judge #3 + + +
Judge #4 + ¥ +
Judge#5 + + +
TOTAL 3 i 1 5 5
Legends: 1 is Demonstration / 2 is Humor./ 3 Is Serials / 4 is Animation / 5 Is Roloscope / 6 is Comparative / 7 is

Infomercial / 8 is Slice-of-iife /8'is Celebritles /10 is Testimonial / 11 is Vignetles / 12 is Problem & Solution execidion
styles

Analysis from four people working in advertising profession and researcher significantly reveals
that Coca-Cola’s “Big 15/0z. # 27 commercial empioys demonstration creative execution style
with rational appeal and local strategy source f0 create an appealing television commercial to

attract prospect consumers.

360



Visual; A boy with a dog.
Visual: A& man shows a

O @ NG R LN

| N

v_/l
Year: 1990 -‘I?urltinn: 30 sec.

ncept: Naw product.

The talawsmn commercial-aims to promote-new-product by tumning a unlque selling point of
the product.into’a-main, cancept of the-entire,commereial it si,_gniﬁoanﬂy--intmdum new product
usage aaBil Bs ilaBobs Yidh, Il SR directly states costand size of the new product.
The commercial clearly demonstrates how to purchase and consume product through presence
of diverse people in various scenes.

As the commercial attempts to promote a message that with an additional one baht,
consumer will get larger amount of Coca-Cola. The commercial frequently features scenes of
people taking out one baht coin from pocket and the coin itself. In one scene, the coin is even

presented side by side to Coca-Cola cap to represent the main message. Various lifestyles of



people on a street are featured to demonstrate outdoor purchasing behavior as well as to
appeal to wider group of target.

Tha story presents severa! scenes of people and their typical daily lives in interesting ways.
To position Coca-Cola with a courtesy image es well as to portray a generous way of Thai life,
scene of young man helping and elder woman picking up her belonging is significantly
presented.

The commercial also attempts to symbolize the addition large amount of Coca-Cola by
featuring a drawing of Coca-Cola bottlle.on a man'’s biceps. As he extends his biceps, the visual

of Coca-Cola bottle enlarges to a larger size to demonsirate its great amount.

Target: General consumers!”

As various types of prasénters are featured in the commercial, primary target is aimed to
general consumers.,

Presenter: Diverse kind of pedple afe exclusively chosen to make this commercial appeals
to widé range of target. These prasenters are designed with ordinary looks and typical styles of

wardrobe to capture general consumers with simply lifestyles.

Locatlon: To appeal ic genaral consumers especially-those whose live typical lives, several

outdoor locations on street are emphasized.
Logo: Logo of Coca-Cola, Fanta, and Sprit in Thai.
Super: None

Language: Male voice over provides persuasive information on new product,

“New Coke, Fanta, and Sprit Big 15 ounce. Add one more baht...to receive as much as

one and half more amount.”
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Music: The lynic aims to introduce information of new launched product. It descriptively
provides details of price, size, and additional benefit of new product. It successfully induces trial
through suggestive music score and lyric performed by female singer.

“Coke Big 15 ounce,

Do you have one more baht?

Add one more baht...to receive as much as one and half more amount.
Coke Big 15 ounce. Coke Big 15 ounce,

Do you have one more baht?

Do you have one more baht?"

Brand reminding devicas: Saeveral prasenters’ wardrobe is designed with identity color of

Coca-Cola. Coca-Cola logois frequently presented through visuals of vending cart and display.

Brand personallty: Easy-going personality is signified through the self-expression model
which consumers see the brand as vehicle to express a part of their identity, and lifestyles. The
story l'ine positions Coca-Cola @s a beverage for down-to-earth and ordinary people through
employment of simply story line and presenters with typical iiféstyles.

Brand personality of this- comimercial is dramatized through the executional elements

approach of dynamic story line and entertaining music,
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Big 150z. #3 Creative Execution Styles Appeal Strategy
source
Advertising Expert S[@4[6[6[7 [8 |9 [10 [i1 [12 |Rational |Emotional |Local |&lobal

Judge # 1 - + +
Judge # 2 + +
Judge # 3 * ‘...
Judge # 4 * * T
Judge #5 + +
[TOTAL 1 1 5 5

Legends: 7 is Demonstrafion / 2 is Humer /3 Is Seriels / 4 Is Animation / 5 Is Roloscope / 6 Is Comparative 7 7 1s

Infomercial / 8 Is Siice-ofife / 318 Celobrities / 10 is Tastimoniel / 11 Is Vignettes / 12 Is Problem & Solution execution

styles

Analysis from four people working in advértising profession and researcher significantly reveals

that Coca-Cola’s *Big 15 0z. # 3" commercial employs demenstration creative execution style

with rational appeal and local strategy source fo create an appealing television commercial to

attract prospect consumers.
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33. Tittle: Food 2

Year: 1990 Duration: 30 sec.

Concept: Food.

This commercial aims to generate a perception that Coca-Cola is a beverage that
contributes to greater taste of food. it attempts to convey that with Coca-Cola , consumers are
reassured to have ultimate deliciousness and entertaining moment with all type of foods. The
commercial stimulates consumers to significantly include Coce-Cola in their delighted
consumption habit. Numerous scenes of food and Coca-Cola are reinforced back and forth to
create appetizing appeal among consumers. To capture large groups of prosper consumers,

diverse types of food are remarkably presentgd.
Target: General consumers;
As this commercial attempis to promote food consumption with Coca-Cola, it possibly

appeals as well as attracts all consumers.,

Presenter: To generate a feeling that Coca-Colais a beverage for everyone, presenters of

this commercial are various from small children to typical adults,

Location: This commercial mostly features indoor locations for greater emphasis on

appealing of foods.
Logio: Logo of Coca-Cola,Fanta; and Sprit inThai;
Super: “The satisfied foad... Coke generates greater taste... Cake is it!" in Thai.

Language: As the main emphesis is on compelling music with a lyric to promote Coca-Cola

with food consumption, no specific dialogue is presence.

Music: The moving lyric suggests that whenever the consumers seek deliciousness and

refreshment, Coca-Cola is the absolute choice to fulfill their pieasure.
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“It is a time of deliciousness... tasty... refreshing... exciting,
Moving as we desire... seeking for deliciousness.

There are numerous tastes to try.

Coke is refreshing as we seek.

Coke is it! Calling for Coke. The definite refreshment.

Coke is it! Overcome thirst... Coke is it!

Calling for Coke... Refresh as desire.

‘The satisfled food... Coke is it! *

Brand reminding devices: since the entire commerciat focuses on numerous scenes of

Coca-Cola, no brand-reminding element is assential.

Brand personality: VVith the ;amployment of numergus styles of foods, satisfied personaiity
is generated through self-expression mode! which consumers see the brand as vehicle to
express a part of their seif identity, and lifestyles. (As the story line attempts to symbolize that
Coca-Cola is suitable for &l types of food, consumers are en'h‘anced to perceive Coca-Cola as a
brand to bring satisfaction taste to-all foods.

Brand personality of this comimercial is emphasized through executional eiements to

convey consumers that Coca-Cola-is-a-suilable-beverage-for-ail'types of food.
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Food 2

Creative Execution Styles

Appeal

Strategy
source

Adverlising Expert

415 1e 1718 19 10 |11

12

Rational | Emotional

Local | Global

Judge #1

Judge #2

Judpe #3

Judge # 4

Judge #5

TOTAL

3

Legends: 1 is Demonstration / :

Is Humor/ 3 1y Sedals / 4 Is Animation / 5 Is Roloscope 7 6 Is Comparative 7 7 18

Infomercial / 8 is Slice-ofife /@15 Calabritias /10 Is Tastimonial / 11 is \igneties / 12 is Problem & Solution execution

styles

Analysis from four people working in advertising profession and researcher significantly reveals

that Coca-Cola’s “Food 2" commercial. employs demonstration creative execution style with

rational appeal and global Strategy source fo create an appealing television commercial to

attract prospect consumers,
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Concept: Teanagetfs hfestylas
This commereial Uses an animated end energetic-stofy line of twio teenager men who are

hospitalizing in the hospital to conyey a message that the taste of Coca-Cola,istoo excellent to
be ignored. The key concept is té stimdlafe tonsumers {g develop atfitudes that Coca-Cola
guarantees to provide the utimate satisfaction for all people,

A perception to demonstrate Coca-Cola as an irresistible beverage is reinforced
through story line of two dynamic young men with broken arms using their minds to fly
bottles of Coca-Cola to them,
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Target: Young consumers.
" This commercial employs humorous story line to attract young consumers who are in the

same age range of both presenters.

Presenter: Two young men with playful look are chosen as main presenters to favorably

deliver comic mood and tone of the commercial,

Location: An indoor location of hospital sefting is realistically set to harmonize with a story

line.
Logoe: Logo of Coca-Cola;yFanta, and Sprit in Thai.
Super: “Coke is itl” in Thai.

Lanquage: No specific dialogue is presence as the main emphasis is on the animated

visual,

Music: A mysterious music score helps generating a magical characteristic and exciting
atmosphere for the eniire-commercial.—The-iync-suggests_that Coca-Cola is a taste of
happiness, which is inescapable for all consumers.

“Can not withhold because Coca-Cola generates happiness and refreshing

taste -Satisfy-as expectationTe be satisfied~Coke ds-it!”

Brand reminding devices: ‘As bottles'of| CocaCola areé /@lready thé,main emphasis, no

other element is presented.

Brand personality: irresistible personality is signified through the self-expression model
~ which consumers see the brand as vehicle to express a part of their self-identity and lifestyles.
With the playful characteristic of both presenters and the animated story line, the commaercial

reassures that consumers would definite unable to ignore Coca-Cola's refreshing taste.
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Brand personality of this commercial is dramatized through the executional elements

approach of the energetic story line and choice of lively music.

Flying Coke

Creatlve Execution Styles

Appeal

Strategy
source

[ Adveriising Expert

4 516|789 [10

1

12

Rational motional

Local [Giobal

Judge # 1

Judge # 2

Judge # 3

Judge # 4

Judge #5

TOTAL

Legends: 1 is Demonstration / 2 is Humor /3

T5 Serals / 4 is Animalion 7 5 s Rofoscope 7 6 is Comparalive 77 T8

Infornercial / 8 is Slice-of-life / 9 is Celobritias / 10 is Testimoniai / 11 is Vignettes / 12 is Problem & Solution execution

styles

Analysis from four people working in advertising profession and researcher significantly reveals

that Coca-Cola's “Flying Coke” commarcial amploys humor creative execution style with

emotional appeal and global strategy source to create an appéaling television commercial to

attract prospect consumers.
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35. Tittle:
Year: 1990 7. ¢ \Duratioht3d €et. /

Concapt! Refréshmient 114 .‘

The ﬁtury attemph to signify viha refreshing characteristic of Coca-Cola. It supportively
strengthens a perception that Coca-Cola is source of energy and rejuvenation to help
consumers escape from dehydration. The story employs the thrilling story line of a young man
in a setting of haﬁ remote desert to successfully dramatize the unique brand'’s attribute and key
concept to prospect consumers. Scene when a look of the young man is totally changed after
drinking Coca-Cola symbolizes Coca-Cola as a proper beverage for young stylish fashionable

arz



consumers. These visuals supportively reinforce Coca-Cola's brand position of being an

ultimate refreshing beverage.

Target: General consumers,

General consumers, especially young aduit are efficiently drawn to his compelling story line.

Presenter: A good looking young man is the only main character to deliver the significant

message.

Location: A distant desert location is designed with a dry and hot atmosphere to generate

high temperature ambience,
~Loge: Logo of Coca-Cala, anta. and-Sprit in Thai.
Super: “Coke is it!" in Thai.
Language: No spe{ciﬁc dialogug'is presence.

Music: The music melody-is-designed-with-exciling-and-stimulus tunes to harmonize with

the thrilling story line. A song performed by male singer aims to emphasize attribute of Coca-
Cola to generate refreshing taste to all consumers.

“Irrésistible.. dn this exiremely hot temperature;

there must be the refreshing Coke...as expected,

To\be desired, Coke is it!"

Brand reminding devices: Coca-Cola billboard is the main emphasis of this commercial.
Brand personality: Refreshing personality is dramatized through the functiona! benefit

representation model. This model works when brand personality serves as a vehicie to

represent and cue functional benefits and produbt attributes efficiently. The refreshing
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personaiity conveys that Coca-Cola is a pioper drink to help people overcome heat

temperature.

Brand personality of this commercial is reflected through the executional elements

approach of the story line and music which signify Coca-Cola as a choice for a hot and tired

day.
Cut Out Creative Execution Styles Appeal Strategy
source

[Advertising Expert 12134 |5]8 (7 9 |40 111 112 [Rational |Emotional [Local | Giobal
Judge # 1 + Y ™

Judge #2 + + +

Judge #3 + + *

Judge #4 + + pry

Judge #5 + +

"TOTAL 1 3 F] 3 5

Legends: T /s Demonstration 7 2 Is Hurmor./ 3

styles

nals /-4 is Anlmation / 5 Is Roloscope 7 6 Is Comparalive 7 7 1s
infomercial / 8 is Sikve-of-iife / 8 is Celebitios / 10 is Testimanial 7 11 Is Vigneites / 12 is Problem & Solution execution

Analysis from four peaple working in advertising profession and researcher significantly reveals

that Coca-Cola’s “Cut Out” commercial employs problem & solution creative exscution style with

emotional appeal and local strategy source to create an_appealing television commercial to

attract prospect consumers.
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36. Tittle: Happiness
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Coca<Cola once again returns to its concept of being a beverage of happiness and

- el
S

2

refreshment. The commercial employs several scenes of friends, and family having pleasant
time at different places with presence of Coca-Cola. It suggests consumers to bring and share
Coca-Cola when they are experiencing cheerful activities. The commercial exhibits assorted
situations such as a couple hugging on a beach, grandmather teaching her nieces to cook in a

kitchen, and group of teenagers amusingly talk in a park. Happiness expression such as smile
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and laugh are portrayed in every scene to enhance consumers’ perception that Coca-Cola is a

beverage to accommodate all happy moments.

Target: Family.
As the commercial emphasizes on scenes of diverse peaple having joyous times, general

térgets ranging from small kid to elderly are obviously aimed.

Presenter: Typical Thai Presenters with pood sense of humor are employed to appeal to

mass consumers.

Location: Seversl outdooriocations where people usually gather for enjoyable activity such

as park and beaches are theimain concantration.
Logo: Logo of Coca-Cola, Fanta, and Sorit in Thai.

Super: “Coke is itt" in Thai.

’

Language: No specific dialogus is presence in this eommercial.

Music: A bright and-dazzling melody significantly stimulates audiences’ attention. A lyric
beautifully performed by female singer generates pieasant atmasphere to harmonize with the
main concept of the.commercial.

“Fhe uitimate joy...laughing and happy:

Drink.Coke for-refreshment.

Everyone is happy.

Wherever and whomever we drink Coke with will be fun...the bright taste.
Everyone is happy and jubilant.

Happy and colorful...Coke is it for refreshment.

Refreshing...Coke is it!”
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Brand reminding devices: Identity color of Coca-Cola is frequently displayed through

outfits of the presenters.

Brand personality: Joyous personality is dramatized through the self-expression model

which consumers see the brand as vehicle to express a part of their self-identity and lifestyles,

Scenes of presenters having a great time with Coca-Cola helps reinforcing this personality.

Brand personality of this commercial is signified through the executional elements

approach of pleasant story line and choice of energetic music.

Happiness

Creative Execution Styles

Appeal

Strategy
source

Advertising Expert 12

4581‘8910

11

12

Rational |Emotional

Local | Giobal

Judge # 1

Judge #2

Judge #3

Judge # 4

Judge # 5

TOTAL

Legends: 1 is Demonsiration+ 2 is Humor / 3 is Serals / 4 Is Animation / 5-is Roloscope / 6 is Comparative / 7 is
infomercial / 8 is Slice-of-iife / 8/ is Celebrities / 10 is Testimomial / 11 is Vignattas / 12 is Problem & Solution exectfion

siyles

Analysis from four people working in advertising profession and researcher significantly reveals

that Coca-Cola's “Happiness" commercial_employs vignettes_creative execution style with

emotional appeal and global strategy’source“to ‘create an’ appealing television-commercial to

attract prospect consumers.
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Tittle: World Cup
Year: 1990 Duration: 30 sec.

Concept: Sport.

This television commercial attempts to inform consumers about Coca-Cola’'s remarkable
contribution of an official sponsor of the 1990 World Cup. inst'ead of directly claim the
sponsorship that will be too unstylish and tasteless for consumers, Coca-Cola turns to highlight

concept of being supportive to children. By using children as a main focal, the commercial
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successfully creates an emotional attitude among consumers. it generates perception that
Coca-Cola is a generous brand who has a good will for children around the world. It also
creates an awareness that Coca-Cola s a great supporter for a world class sport event which
counttess people around the world are keeping their eyes on,

The commercial portrays several scenes which children of different nationalities practicing
soccer. In order to appeal to general consumers, this commercial also presents scenes of adult

and elderly from different countries joyously cheer soccer matches.

Target: General consumers.

This commercial appeals to general consumers of 2l ages, professions, and nationalities.

Presenter: People of all ages ranking form small boy, teenagers, and elderly are featured

as well as people from varigus races (o'make this commercial appeals to everyone.

Location: Different cutdoor locations from various countries are featured to get closer

relation to general consumers.
Logo: Logo of Coca-Cola, Fanta, and Spritin Thai/ 1890 World Cup logo.
Super: “Coke is it!" ifi Thai.

Language: Malevoice, over gently-captures attention-from all.consumers with a supportive
message to position Coca-Cola as a source of encouragement for pedple all over the world.
“World Cup,a'dream formillion people/) Coke is‘@n inspiration for pecple from all countries

and all languages in the significant World Cup event.”

Music: The light melody with performance from both male and female singers enhances
the entire concept of Coca-Cola.

“Keep dreaming and looking forward for the distant destination.

When we are full of determined dream, the dream will come true.

Share Coke...share hope. The refreshing taste...Coke is itl Share Coke...share hope.”
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Brand reminding devices: Red identity color is presented through wardrobe of several

presenters, on bus, and on car.

Brand personality: Encourage persbnality is drematized through the relationship basis
model, This model develops the relationship between the brand-as-person and the consumers.
With the supportive music Ijm'c, consumers are mofivated to consider the brand as a supportive
friend for all situations.

Brand personality of this commercial is signifled through executional elements approach

of story line and choice of music.

World Cup Creative Execution Styles Appeal Stratogy
source
Advertising Expart 11z a4 5 Tefr[8Te [i0 |11 [12 |Rationali |Emoctional |Local Gilobal
Judge #1 + ry y
Judge # 2 + + +
Judge #3 + +
<
Judge #4 + + re
Judge #5 r + +
TOTAL 4 1 4 1 4
1

Legends: 1 is Demoristration /°2\Js Humor /|3/45+Senals / 4 isCAnimation 75 is Roloscope / 6 is Comparative / 7 is
Infomercial / 8 is Slice-of-iife / 9 is Celebrities /,10cis Testimonial / 11 isVighettes / 12ds Problem & Solution execution
styles

Analysis from four people working in advertising profession and researcher significantly reveals
that Coca-Cola's “World Cup” commercial employs vignettes creative execution style with

emotional appeal and global strategy source to create an appealing television commercial to

_attract prospect consumers.
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This television commercial aims to generate awareness that Coca-Cola is an official
sponsor of the Asian Game. It reinforces a positioning that Coca-Cola is a supportive company
for sport event. The commercial encourages all athletes, especially Thai athletes to be
determined in the challenging game. The athletes are inspired to do their best to achieve their
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compelling competition, Several scenes from the previous Asian Game are placed back and

forth with sport scenes from the previous Coca-Cola commercials.

Target: General consumers.
As this commercial generates positive perception among consumers that Coca-Cola
supportively conducts several contributions in sport event, targets of this commercial are

general consumers.

Presenter: Both real life athletes and actors are featured in this commercial to generate a

believable perception.

Locatlon: Several indeor and outdoor locations of sport arenas such as swimming pool,

and soccer field are chosen'to harmonize with the entire concept.
Logio: Coca-Cola rectanguler shape logo in Thai / Asian Geme logo.
Super: “Coke is it!" in Thai,

Language: No spécific diaiogue is presented because the_main emphasis is on visuals of

exciting sport.

Muslc; A compelling'music melody is-created to harmonize-with-competitive sport event of
the Asian Game. The supportive lyric stimulates all athletes to gain confidence and
determiination in"the’ challenging game.) it suggests athletes ‘to/not easily ‘give up their eager to
win,

“When participate in the competitive contest...

We must determine to achieve the goal.

When compete in the contest...it must be Coke to refresh...to win Asien Game.
Determine to reech the destination, Confidently win the Asian Game.

When compete in the contest...it must be Coke to refresh..,

The refreshing Coke...the satisfied Coke is itI”
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Brand reminding davices: None

Brand personality: Encourage personality is dramatized through the relationship basis
model. This model develops the relationship between the brand-as-person and the consumers.
With the supportive music lyric, consumers are motivated to consider the brand as a supportive
friend for all situations.

Brand personality of this commerciai is signifled through executional elements approach

of story line and choice of music.

Aslan Game Creative Executlon Styles Appeal Strategy
source

Adveriming Expert |1 |2 15 |@ |56 (7 |€1]9 |10 |11 |12 |Rational |Emotional |Local |Global
Judge # 1 + + I
Judge #2 . ' + + +
Judge # 3 + + +

Judge # 4 + +* *

Judge #5 + + +
[TOTAC - 2 3 L] 4 2 3
Legends: 1 is Demonstration./ 2 is HW/ 3 is Serlals / 4 Is Animation / 5.is Rotoscope / 6 is Comparative / 7 Is

Infomercial / 8 is Slice-ofife / 8 is Celebrities / 10 is Tastimanial / 11 is Vignettes / 12 is Problem & Solution execution
siyles

. Analysis from fourpeople working in-advertising professioﬁ and researcher significantly reveails
that Coca-Cola’'s “"Asian Game” commercial employs vignettes creative execution style with
emotional appeal and 'global strategy source to 'create an appealing television-commercial to

attract prospect consumers.
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15. Visual: Mirrors with mum.

16, Visual: A young man on a train is holding a can of Coca-Cola,
17. Visual: Mimmors with reflection of sky.
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19. Visual: Everything tumis dark.

20, Visual; Logo on black background. / super

39. Tittle: For Thallan

Year: 1991 Duratlon: 80 sec,

Concept: Corporate,

As Coca-Cola significantly sets its business philosophy to develop the business as well as
to gloriously contribute to society's improvement, Coca-Cola foresees that youth is the most
important resource who can contribute many great benefits to society. As a result, Coca-Cola
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conducts this television commercial to stimulate youth to develop sense of responsibility and
patriotism. This commercial encourages youth to continuously preserve the goodness of Thai
tradition and culture. It inspires youth to plan to do some valuable andl momentous
contributions to the country.

As this commercial is intentionally conducted with soft sales approach, there is only one
Coca-Cola logo is this commercial, the commercial also attempts to communicate to adult
audience that deep in youths’ hearts they.all have instind for social responsibility.

The commercial symbolizes train @s a vehicla to bring youth to future of the nation. As the
train moves forward, teenagers on boerd withéss reflection from mirrors located along both
sides of the journey trip. “These reflections represent through and perception of what yquths
could return to sodiety. Massages of these reflection scenes aimed to tell youth audiences of
what other people expecifrom ther. For example the refiection of trees represents youth's
intention to have as many as possible free in Thai's forest. The reflection of children
symbolizes those who will sucgeed the responsibility to reinforce Thai culture from the youth.
The reflection of elderly reprasents those generations that will leave behind duty to shape future
of the nation to youths, Saveral scanes of youths' gestures are symbolic messages to
demonstrate to all adult audiences of What the youths' though are. For example, scene of youth

visualizing a paper clip as tablelegs symbolizes youth's innovation and creativity.

Target: General cansumers.

This compelling commercial intentionally communicates to both adult and youth targets.
For young audience,-this-commaercial-encourages.them-to be responsive to society. While for
adult target, the’commercial“intentionally ‘generates-an attitude that youths are aware of their’ '

responsibility to-society.

Presenter: To reinforce the main message of this commercial, Thai teenager both genders

are focussed.

Location: Beautiful outdoor locations of Thailand such as forest, bran, beach, and tempie

are exclusively portrayed to harmonize with the story line to promote youths to think of the

country.
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Logo: Coca-Cola rectangular shape logo in Thai.
Super: “For Thailand with the sincere heart...Coke is itl” in Thai.

Language: The male voice over narrated Coca-Cola's point of view and its willing to be
supportive as well as encourages Thai youths to contribute social activity for Thailand.
“We understand the truth feeling of Thai youths towards our beloved country. And Coke will

be your forever companion to succsssfully reach the achievement.”

Muslc: The music score and sliiking Iyric are magnificently composed and performed by
leader of the famoﬁs. Carabow band. The stimulus melody and touching lyric aimed to suggest
youth to consider what they'could contribute'to the nafion's future. It reinforces perceptions of
youths to see themselves as people who could shape direction of the nation.

“The passing nights and days and history.

The wind, the sunshine, the mountain, at the Thai's glorious rivers.
Keep going as we usually do. Be what we usually are.

Never ignore anything. Never ignore anything.

Never tired, we wilt @éver know. This is the deepest of our thought.
*If | I8t yourteach-—will-you-be-able-to-ieach?

If 1 let you think...what will you think?

If | {et you do...what will you do? With love and determination.
Pespita the time,d amensuradthatyou.are a-future

who will direct Thailand's future.

(repeat *)

For Thailand with the sincere heart...

For Thailand what will you contribute?”

Brand reminding devices: None

Brand personality: Encourage personality is dramatized through the relationship basis

model. This model develops the relationship between the brand-as-person and the consumers.
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With the supportive music lyric, consumers are motivated to consider the brand as a supportive

friend for all situations.

Brand perscnality of this commercial is signified through executional elements approach

of story line and choice of music.

For Thailand

Creative Execution Styles

Appeal

Strategy
source

Advertising Expert 112

10

1"

12

Rational

Emotional

Local

Global

Judge #1

Judge #2

Judge #3

Judge #4

Judge #5

TOTAL

1

3

1

5

Legen&s: T 7s Demonsiration 7 2 Is Humor /7 3.1s Sarials / 4 13 Animation / 5 Is Rotoscope / 6 is Comparative 7 7 IS
Infomercial / B Is Slice-of-life / 9 is Calebrities /10 is Tastimonial /11 Is Vignettes / 12 is Problem & Solution execution

styles

Analysis from four people working.in advertising profession and-researcher significantly reveals

that Coca-Cola’s “For Thailand” commercial employs vigneties creative execution style with

emotional appeal and local strategy source to create an appealing television commercial to

attract prospect consumers,
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40, Tittle: Guitar
Year: 1991 Duration: 80 sac.

Concapt: Music.

This television commercial intentionally created to attract target whose core interest is
based on music related activity. The commercial definitely has no specific meaning, it simply
attempts to connect Coca-Cola and music together. It is a story of an ordinary guitarist entering

into a Mexican Style bar where he seeks an opportunity to splendidly perform with the band,



which usually performs at the bar. However he is cruelly scomed and ignored. The bandleader
challenges him to show his musician talent, However before he begins his powerful
performance, he confldently drinks Coca-Cola. He also compellingly holds a bottle of Coca-
Cola in his hand while incredibly performs his guitar. At the end, he is requested to become a -

member of the band. But he aggressively challenges back the bandleader.
Target: Young consumers.

The moving story {ine probably fascinates young adult targets that like to be challenged and

involving in music activity.

Presenter: A typical Mexican lock man is chesen as the main character to persuade

audiences that he is an ordinary man. All extras are reassured to have exotic characteristics.

Location: A foreign logation of Mexican bar setting is enhanced with dull and humid

ambience.
'Logo: Coca-Cola rectangular shaps logo in Thai.
Super: “Coke is itl” in-Thai:

Language: A challenging dialogue between the main character and the brand leader is

accompanied to generate a-compelling.mood and tone.

Music: An arousingguitarsolo perl’ormanbe is employed as'main feature|tod convey that the

main character has an excellence skill in music,

Brand reminding devices: Red Coca-Cola cooler is the only element in this compeilling

commercial.

Brand personality: Liberated personality is signified through the self-expression mode!

which consumers see the brand as vehicle to express a part of their self-identity and lifestyles.
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As the commercial positions Coca-Cola as a choice of people who are independent, consumers

are motivated to perceive Coca-Cola as a liberated brand.

Brand personality of this commercial is signified through executional elements such as

arousing story line and exciting choice of music.

Guitar Croative Execution Styles Appeal ~ Strategy
source
Advertising Expert 4[5]6[7]9 |9 [10 [11 |12 |Rational motional |Local |Global
Judge #1 * + Yy
Judge # 2 + + +
Judge #3 + + +
Judge #4 + +* e
Judge #5 + + +
TOTAL 4 11 5 5

Legends: 1 is Demonstration / :

styles

Is Humor / 3 is Serials 7 4 is Animation / 5 Is Fotoscope / 6 Is Comparative / 7 Is
Informercial / 8 is Stice-of-ife / 9 is Celebrities 10 Is Testimonia! / 11 I3 Vignettes / 12 is Problem & Solution execution

Analysis from four people working in advertising profession and researcher significantly reveals

that Coca-Cola's “Guitar” commercial employs slice-of-life creative execution style with

emotional appeal and global strategy source io create an appealing television commarcial to

attract prospect consumers,
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10. Visual: Pongsit hands of Coca-Cola to a young man. g L,Il
Audlo: Pongsit : “Do try hard,”

Year:1992 “ “Duration: 30 sec.

Concept: Music.
An emational story line is elaborately engaged to generate an impressive attitude toward
brand image of Coca-Cola. This commercial also employs celebrity, Pongsit who is an ideal

folk singer to powerfully deliver main message. The commercial gloriously advocates teenagers

381



to endeavor for their dream. It suggests young consumers to not easily let go of their goal. The
commercial signifies Coca-Cola’s love and caring attitude toward consumers.
Pongsit performs as a symbolic of Coca-Cola to demonstrate to all prospect consumers that

Coca-Cola is a truly companion who will supportively stand by one’s side.

Target: Young consumers.

Teenager and young adult targets probably enjoy watching this émotional commercial
which combines both oonipelling message and music activity together,

Presenter: A famous folk singer, Pongsit is the main emphasis of this commercial, while a
young man with determingd-characieristic  is perfectly chosen o represent prospect target

group.

Location: An indoor seftting of recording studio is brillianily organized to generate an

enlivening atmosphere.
Logo: Coca-Cola rectangular shape logo in Thai.
Super; “Coke loves-you™in Thai,

Lanquage: Pongsit supportively delivers the significant message by himself to encourage

peopie to pursue-theirgoal as wellas t¢ séd Cota‘Cola as.aagnificent companion.

Music: One of Pongsit's mast-admirable song is dramatically performed in the beginning of

the commercial.

Brand reminding deviges: Only red Coca-Cola cooler is placed in this commercial.

Brand personality: Encourage personality is dramatized through the relationship basis

model. This model develops the relationship between the brand-as-person and the consumers.
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With the supportive music lyric, consumers are motivated to consider the brand as a supportive
frisnd for all situetions.
Brand personality of this commercial is signified through executional elements approacl'i'

of story line and choice of muéic.

[Pongsit Creative Execution siyles Appeal Strategy
: source
AdveriaingExpert |1 |2 [3 14 |5 |6 17 |8 | © 130 |11 |12 |Rational |Emotional |Local |Global
Judge # 1 + . + *
Judge # 2 - * + +
Judge # 3 ‘ +* + +
Judge #4 + ¥ T
Judge # 5 + e T
TOTAL 5 1 ) 4 5
Legena“s: T s Demonsiralion /7 2 Is Humor / 3 Is-Serfals / 4 Iz Animation / 5 Is Rotoscope / 6 is Comparative / 7 is

Infomercial / 8 Is Slice-of-life / 8 is Celebrities /18 I Testimanial /11 is Vignettes / 12 Is Problem & Solution execution
slyles

Analysis from four people.working.in.advertising profession.and researcher significantly reveals
that Coca-Cola’'s “Pongsit’ qofnmercial employs celebrities- creative execution style with
emotional appeal and local strategy source to create an appealing television commaercial to

attract prospect consumers.
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42, Tittle: Qly_mgtg
Yoar: 1992 | " nwntinn‘ 30 sec. |

Cofitent: Spott. ) v

Mnln persuasively strengthens attitude of consumers towards its distinguished
confribution to society. Instead of directly announces its official sponsorship of the Olympic
Game 1992, cha-c:uia turns to signify this significant action through appearances of numerous
determined children. Consumers are emotionally enhanced to develop a perception that Coca-
Cola is a local company who frequently participates and supports numerous social events. |t
enharnces Coca-Cola's early campaigns, which positions it as a trusted friend. The commercial

deliberately denotes Coca-Cola's prestigious concern towards future of worldwide children. The
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commerciai encourages chiidren to develop their sport skill to successfully compete in the world
event. Scenes of children from several countries participating in various sports are highlighted

to reinforce Coca-Cola's distinguished image.

Target: General consumers.
This commercial intentionally communicates to consumers of all ages. The adult targets
are provocatively attracted to the heartwarming concept and story line, which invdlved

numerous children. Young children ara drawn to presenters with their similar age ranges.

Presenter: Young adolescents from “assorted couniries and nationalities are main

characters to deliver a sentimantal message.

Locatlon: Plentiful spori/@renas both indoor and outdocr such as baseball field, gymnastic
court, and soccer field are theughtfully emphasized to coincide with Coca-Cola's core message

to announce its official sponsar of the Olympic game.

Logo: Coca-Cola rectangular shape logo in Thai/ The official sponsor of the 1992 Olympic

Game logo.
Super: “Coke loves you” in Thai.

Language: Male-voice aver glaborately, narrates, Coca-Cola’s distinguish contribution to

society. The dialogue enthusiastically encourages young target to set their hope high to be part
of Olymipic legendary.

| MVO@ “We foresee the potential in all young children. That is our motivation to support

sport projects worldwide for young children. We have a glorious hope that some day Thai

children will become a nation's history in the Olympic Game. Coke always sincerely supports

Thai chiidren”

Music: A sentimental music score beautifully stimulates consumer’s positive perception

toward the prestigious image.
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Brand reminding devices: In addition to the red and white sport uniform of presenters,
banners claiming Coca-Cola as sponsor of sport events in diverse countries such as baseball

game in Japan and gymnastic match in USA are emphasized.

Brand personallty: Encourage personality is dramatized through the relationship basis
model. This model de‘velops the relationship between the brand;as-person and the consumers.
With the supportive music lyric, consumers are motivated to consider the brand as a supportive
friend for all situations,

| Brand personality of this commercial is signified through executional elements approach

of story line and choice of music,

[Olymplc - Creative Execution Styles Appeal Strategy
source
Advertising Expert |1 [2 [3 [4 |5 |6 |7 (& |8 |10 |19 |12 |Rational |Emotional |Local |Giobal
Judge # 1 * + +
Judge # 2 + * )
Judge #3 + + +
Judge #4 + * +
Judge #5 + ™ +
TOTAL T 11 3 2 3 5
Legends: 1 Is Demonstration / 2 is Humor 7 3 is Serlals / 4 is Arimation 7 5 &5 Rotoscope / 6 is Comparative / 7 is

Infomercial / 8 is Slice-of-lifa / 9 Is Celebrities / 10 Is' Testimonial / 11 is Vignettes / 12 Is Problam & Solution execution
styles

Analysis from four people working in advertising profession and researcher significantly reveals
that Coca-Cola's “Olympic” commercial employs vignettes creative execution style with

emotional appeal and global strategy source to create an appealing television commercial to

attract prospect consumers,
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Concept: Happlmrﬂa

This playful mmumu is the ﬁrst mmwmul I:If Coca:Cola !Jn @nnounce new concept of
“Always CocaCnIa" To proaperwaty attract attmtiun of mass mnaumars polar bear’'s
adorablé ﬁhlrﬂl:larhﬁcmld atnwshg luukaru higmllghlad as trlajn amphnﬂil 1119 commercial
intemionally inspires consumers to recognize Coca-Cola as a soft drink, which could
successfully win over countless consumers’ satisfaction. This is a cheerful animation with a

North Pole setting where polar bears are experiencing Coca-Cola's pleasant moment,

Target: General consumers.
General consumers, especially young and female consumers who assembly drawn to a

polar bear's cuteness.
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Presenter: A computerized large white poiar bear is the eye-catching presenter of this

playful commercial.

Location: A computerized setting of North Pole Is. elaborately designed to harmonize with

the story line.
Logo: Coca-Cola red disk logo in English.
Super: “Always Coca-Cola" in Thali.
Language: No dialogue ispresence.

Music: No significant musicScore is employed because the entire commercial is designed

with peaceful feeling and special sound effact ‘of polar bears jubilantly drink Coca-Cola is

emphasized.

Brand reminding devices: None

Brand personality:-Saiisfied-personality-is-signifiec-throligh the self-expression model
which consumers see the brand as vehicle to express a part of their self-identity and lifestyles.,
With expression of the satisfied polar bears, consumers are enhanced to perceive Coca-Cola
as a beverage, which always provides ths gratifying tasteto them:

Brand personality of this commercial is dramatized trough the executional elements

approach of theranimated, story liné-and choice of art direction’
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Polar Bear Creative Execution Styles Appeal Strategy
source
[Adverilsing Experi |1 [2 |3 [4 [5 |6 |7 |8 [@ |10 |11 |12 |Rational |Emotional |Local |Gicbal
Judge # 1 + + +
Judge #2 + 5 +
Judg.e #3 + + +
Judge # 4 + * +
Judge #5 + A - + +
[TOTAL 1 4 5 - 8
Legends: T /s Demonstration / 2 is Humas# 5 Is Serels 7 4 Js Animation / 5 is Rotoscope / 6 /s Comparative 7 7 15

Infomercial / 8 Is Slice-of-life /9'Is Celabritias /10 is Testimonial / 11 is Vignettes / 12 is Problem & Sciution execution
styles

Analysis from four peoplé working in edvertising profession and researcher significantly reveals
that Coca-Cola's “Polar Bear® commercial employs animation creative execution style with
emotional appeal and global strategy source 10 create an appealing television commercial to

attract prospect consumers,
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This fRirticular television commercial has o deiniie sory (16 beceuse striking sound effect
of ice smashing is the primary focai point. It does not attempt to communicate any specific
message to consumers, The commercial only aims to attract consumers’ attention through a
stunning story llr;a. As a result, the commercial features c;ounllun scenes of teenagers beating
chunks of ice in a factory setting. As they repeatedly smash ice, different beats of hitting sound
become a compeliing music tune. The commercial presents several ways to make noise out of
ice such as forcefully kicking, heavily stepping, and intensively stabbing. 2
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Target: Young consumers.
Since this particular commercial seems to be too difficult for mass consumer to understand,

specific target such as teenager or young adult is potentially considered.

Prasenter: Typical young adult presenters with distinctive skill to compose arousing music

tune out of ice smashing are main emphasls.

Location: An indoor setting of an old abandoned factory is dramatized to coincide with the

main concept.
Logo: Coca-Cola red disklogo. in English.
Super: “Always Coca-Cola" in Thali.

Language: No dialogue is presence.in this commercial because the main emphasis is the

‘compelling noise of ice smashing.

Muslc: No certain music scene is ‘employed because. the remarkable sound effect of ice

smashing noise is highlighied:

Brand reminding devices: None

Brapd personality: Dynamic personality is dramatized through the self-expression model
which consumers see the brand as.vehiclé 1o expréss a part ‘of théir self-identity and lifestyles.
The compelling visual and audio encourage consumers to think of Coca-Cola as beverage for
activating consumers who involve their lives with energizing activity.

Brand personality of this commercial is signified through the executional elements

approach of story line and powerful choice of audio.
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lce Pick Croatlve Executlon Styles Appeal Strategy

' ‘ source
Adverlising Expert |1 (2 |3 4 §TeT16 19 [10 (11 [1Z | Ratlonal [Emotional [Tocal  |Global
Judge # 1 * l + +
Judge #2 + + +
Judge #3 + + *
Judge # 4 + + +
Judge #5 * + +
TOTAL 1 3 1 1 4 §

Legends: 1 is Demonstration / 2 is Humoi/ 3 s Senals / 4 Is Animation / 5 Is Rotoscope 7 6 is Comparathe / 7 is
Infomercial / 8 Is Silce-of-life /9 [s Calebrities /10 Is Testimondal / 11 is Vignettes / 12 is Froblem & Solution execution

styfes

Analysis from four peaple warking in advertising profession and researcher significantly reveals

that Coca-Cola's “ice Pick” commercial employs slice-of-life creative execution style with

emotional appeal and global sirategy source to create an appealing television commercial to

attract prospect consumers.
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10. Visual: A hand picks bottle of Coca-Cala and put I on & table,

11. Visual: A man opens wmmmt "
man mﬁ"m -l

Year: 1993 Duration30 s=g.(

Concept: Product usage:

For some consumers this television commercial seems to be a typical commercial with
interesting shooting style because wide-angle shots are continuously shot. For example, when
a bottle of Coca-Cola is placed in supermarket cart, camera would directly focus on the bottle.
As the bottle Is removed, camera continuously centralizes on the bottle. Background and the

surrounding people are totally ignored to create provocative scenes throughout the entire

commercial,
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with the fascinating visual, this commercial persuasively demonstrates to consumers how
the product is purchased and consumed. It signifies the complete life cycle of Coca-Cola right
from the beginning when bottles of Coca-Cola are displayed in supermarket and the last scene
when young male in a park consumes Coca-Cola,

Throughout these scenes, consumers gradually become aware and acknowledge of what
the purchasing and consumﬁtion paltems are. As consumers are enhanced by typical
consumption habit and product usage portreyed in the commercial, they are stimulated to

purchase and consume Coca-Cola for out door aciivity.

Target: General consumers,

As the commercial aimst0 demonstrata product usage as well as to persuade consumers
to occasionally drink Coca-Cola, this commercial meaningfully communicates to general target,
especially young consumers.

Presenter: Ordinary look presenters are engaged to passicnately attract young target.

Location: Both indoor and™ ouidcor locations are depicted to convey persuasive

consumption behavior.
Logo: Coca-Cola red disk iogo in English.
Super; "Always Coca-Cala”|in) Thai. |
Language: No dialogue is presence in this commercial.

Muslc: Only active and energstic music tone is presented to magnetically fascinate

consumers.

Brand reminding devices: As the entire commercial ¢centralizes on visual of Coca-Cole

bottles, nc additional element is essential.

404



Brand persopality: Animated personality is dramatized through the self-expression model
which consumers see the brand as vehicle to express a part of their self-identity and fifestyles.
With the energetic story line, consumers are motivated to perceive Coéa-Cola as a lively
beverage for active people.

Brand bersonality of this commercial is signified by the executional elements approach

of art direction, and compelling music.

[Supermarket ~Grestive Execiion Stylos Appeal Strategy
source
Advertising Expert ~ (1 12 [3 (4 |5 16 (7 (8 |9 |10 |41 [12 |Rational |Emotionali |Local |Giobal
Judge # 1 + + *
Judge # 2 + + +
Judge # 3 * * +
Judge # 4 + +. +
Judge a‘f 5 + + +
TOTAL 3 1 1 . 3 2 5
Legends: 1 is Demonstration / 2 Is Humor /3 iz Serials / 4 is Arimallon / § Is Rotoscope 7 6 Is Comparative 7 7 1§

Informercial / 8 is Slice-of-iife £ 9.is Celebnities / 10 Is Tastimonial / 11 is Vignettas /12 is Problam & Solution execution
styles

Analysis from four people working in advertising profession and researcher significantly reveals
that Coca-Cola's “Supermarket” commercial employs ‘emonstration creative execution style
with rationai appeal and global.strategy Source 'to create an ‘appealing television commercial to

attract prospectconsumers,
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Concept: Happiness.

This television commercial has no certain story line. It only attempts to indicate that Coca-
Cola could possibly create enjoyable moment for diverse consumers of all ages and races. The
commercial signifies Coca-Cola's positioning of being a beverage to truly satisfy every types of
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consumer. The persuasivé message is communicated through countless scenes of people
joyously create dynamic music tune out of Coca-Cola bottle and can. The commercial features
incalculable people entertainingly celebrate their quality time on the beach. As one person
starts making a dazzling rhythm, other people delightfully join in the enlivening activity. At the

end, the beach is jammed with countless joyous people.

Target: General consumers.

General consumer of all ages, genders, end nationalities are aimed.

Presenter: To capture diverse targets, presenters are ranging from South African, Mexican,
and South American. These presanters are elaborately chosen from young children to gratified

adult,

Location: A setting of highly active beach with warm ambience is emphasized to create

welcome and dynamic moeod and tons.

Logo: Coca-Cola red disk loga In English.

Super: “Always Coca-Cola™ii-Thai:

Lanquage: No dialogue is presence in this commercial,

Musie: A cheerful and festive sound effect of peopie tabbing Coca-Cola bottles and can is -
compelling, featured to. harmonize ‘with the ‘excitirig storyline: “This striking rhythm is capable to

fascinate target consumers.

Brand reminding devices: Coca-Cola's identity color is presented through outfits and

accessories of the presenters.

Brand personality: Dynamic personality is dramatized through the self-expression model

which consumers see the brand as vehicle to express a part of their self-identity and lifestyles.
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The compelling visual and audio encourage consumers to think of Coca-Cola as beverage for

activating consumars who involve their lives with energizing activity.

Brand personality of this commercial is signified through the executional elements

approach of story line and powerful cholce of audio.

"Swimmer Creative Execution Styles Appeal Strategy
source
AdvertisingExpert (1 |2 [3 [4 |5 [6 [7 |8 |3 |10 |11 [12 |Rationai |Emotional |Local |Global |
Judge #1 + + +
Judge # 2 + + +
Judge # 3 + +* +
Judge #4 + * n
Judge #5 + + +
' TOTAL 1 i 3 ) 4 5

Legends: 1 is Demonstration / 2'1s Humor / 3 I3 Saenals / 4.is Animation / 5 13 Rotascope / 6 is Comparative /

7lis

infomarcial 7 8 Is Slice-of-ife / 9 Is Celebrities /10 is Testimonial /11 Is Yignettes / 12 is Problem & Solution execution

styles

Analysis from four paople working in advertising profession and.researcher significantly reveals

that Coca-Cola's “Swimmer” commercial employs vigneties creative execution style with

emotional appeal and emotional strategy source to create an appealing television commercial to

attract prospect consumers,
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9. Visuak Mos dances. | /. \d

10. Visual: Father drinks ol ~

11. Visual; Father tums to be.& different person. He cheerfully asks mother 14 dance.
12, Visual: Mos sits at the sofa.

13. Visuak: Mos joyously drinks Coca-Chla.

14, Visual: Logo and'auper o red background.
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Year: 1993 Duration: 30 sec.

Concept: Music.

This nommurrcial attempts to gain consumers’ attention by engaging teen idol singer, Mos to
animatedly deliver product's core concept to target consumers. Through outgoing, lively and
playful characteristic of Mos with the animated story line, the commercial successfully

dramatizes that Coca-Cola will inspire people to become overjoyed and energetic. This concept
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is communicated through vcice narrator of Mos’s mother who indicates that Mos used to be shy
but Coca-Cola has tumed him into a cheerful and entertaining person. This éoncept Is also

interpreted in scenes where the parents delightfully dance after drinking Coca-Cola.

Target: Young consumers,

With appearance of a popular singer, this commercial aims to communicate to teenagers.

Presenter: Young teenager idol, Mos is alaborately chosen with his animated personality to
accompany the main concept of the commerclal, “His.parents are added to create warm and

sentimental feeling.

Location: A simple white color scheme studio is sefected to emphasize the main focus on

Mos,
Logo: Coca-Cola red diskloge in English.
Super: “Always Coca-Cola” ir Thal.

Language: Voica nairatorof Mos's-inother-is-sighified-as-a highlight of this commercial to

convey that Coca-Cola is"Mos's inspiration to be cheerful and snergetic.
Music: To maintain.a.festive concept, chaerful music-score is-featured.

Brand reminding devices: None

Brand personallty: Animate personality is dramatized through the self-expression mods!
which consumers see the brand as vehicle to express a part of their identity, and lifestyles, The
energetic character of the endorsed celebrity and the simply story line reinforces consumers to
perﬁeive Coca-Cola as an active beverage for lively consumers.

Brand personality of this commercial is signified through the executional elements

approach of the animate story line and funny music choice.
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Mos Creative Exacution Styles Appeal ~ Strategy
source

AdveriisingExpert (1 (2 [3 (4 |5 (8 {7 (8 [ 8 [10 |11 |12 |Rational |Emotional |Local | Global

Judge # 1 + ] + +

Judge #2 + + +

Judge#3 * ry Y

Judge # 4 + + +

Judge #5 + * +

TOTAL § ) 4 5

Legends: 1 /s Demonstration / 2 is Humor /3 rials / 4 [s Animalion / 5 Is Rotoscope / 6 is Comparative / 7 is
Infomercial / 8 is Siice-of-life / 9'ls Celebnitics / 10 is Testimenial / 11 Is Vigriettes / 12 is Problem & Solution execution

styles

Analysis from four people working in advertising profession and researcher significantly reveals
that Coca-Cola's “Mos”™ commarcial empioys celebrities creative execution style with emotional
appeéi and local strategy Source to craate an appealing television commercial fo attract

prospect consumers,
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visual of :rzsm on the wall turns intn a mnlorcyda to compete wiﬂ'l uﬂ'mrs in lha racing arena.

As the racing becomes tense, numerous bottles of Coca-Cola appear. At the end, Coca-Cola
bottles with labels from different countries begin to fly into a sky. When the commercial is
viewed with less concentration, consumers are possibly unaware of its concept of diverse

languages label to signify Coca-Cola's efficient distribution all over the world.

412



Target: Young consumers.

With confusing and active mood and tone, teenager and young adults are the prospect targgts.
Presenter: No presanter is presencs.
Location: Computer generated technique depicts a setting of hilly desert location,
Logo: Coca-Cola red disk logo in English.
Super: “Always Coca-Cola™ in Thai,

Language: None

Musie: A classical opera rmusic score is designed to contrast with the active visuals. This

highly contrast music score supportively helps consumer (o easily recall the commercial.

Brand reminding devices: Only saveral caps of Coca-Cola are intentionally employed to

associate consumers to the brand.

Brand personality: Dynamic personality is dramatized through the self-expression model
which consumers see the brand as vehicle to express a part of their self-identity and lifestyles.
The compelling visual.and-audiojencourage consumers to-think of Coca-Cola as beverage for
activating consumers who involve their lives with energizing activity.

Brarid )\ pefsoriality. ‘of this“commercial is signified through the executional elements

approach of story line and powerful choice of audio.

413



Motorcycle Creative Execution Styles Appeal Strategy
source

AdvorlsingExperi . |1 [2 |3 |4 |5 [6 (7 |80 [10 |1F [12 |Rational otional |Local | Global
Judge # 1 ‘ + ry ry
Judge #2 + + +
Judge # 3 + B ry
Judge #4 + "y Y
Judge #5 +* + +

. [TOTAL 4 11 T 3 5
Legends: T Is Demonstration / 2 fs Humor/ 3 1s Sarigls / 4 Is Animation / § Is Rotoscope / 6 is Comparative / 7 is

Infomercial / 8 Is Stice-of-iife /'9 Is Calebrities /10 /s Testimonial / 11 is Vignettes / 12 is Problem & Solution execution

styles

Analysis from four people warking in advertising profession and researcher significantly reveals

that Coca-Cola's “Motoreycle” commercial employs animation creative execution style with

emotional appeal and global strategy source o create an @ppealing television commercial to

attract prospect consumers.
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This nnmmarcial exprésses mian's pﬁlnt of uiéw towards women who dﬁnk Coca-Cola. The
story is about a boyfriend expressing his appreciation for his beloved girifiend. He keeps
mentioning about his girifriend’s intelligent, bright, and active personality when drinking Coca-
Cola. It attempts to create a perception that when people drink Coca-Cola, they are probably
perceived as sophisticated and distinctive people. Consumers are motivated to consider Coca-

Cola as their prestigious choice because other people would significantly appreciate and accept
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them. This commercial aims to capture consumers' psychological need to gain acceptance

from society.

Target: Young consumers.
As the story line expresses male’s positive attitude towards woman, female consumers are
probably the primary targets. The commercial aims to persuade female target to consider

Coca-Cola as their beverage choice because others will appreciate them,

Presenter: Only one foreign female with liberated and individualistic look is highlighted to

be an ideal model for target consumers.

Locatlon: Only a library'setting is portrayed to coincide with sophisticate perception, which

Coca-Cola is trying to achiave.
Logo: Coca-Cola red disk logo in English.
Super: “Always Coca-Cola” in Thai,

Language: A dialogus—to—express-man's-aftitude towaid woman and Coca-Cola is

significantly designed.

Musle: Only-a“compelling musicscorenisempiayed to-centralize-the main concentration on

male narrator.

Brand reminding devices: Identity color of Coca-Cola is presented through a cap of the

main character,

Brand personality: Liberated personality is signified through the self-expression model
which consumers see the brand as vehicle to express a part of their seif-identity and lifestyles.
As the commercial positions Coca-Cola as a choice of people who are independent, consumers

are motivated to perceive Coca-Cola as a liberated brand.
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Brand personality of this commercial is signified through executional elements such as

arousing story line and exciting choice of music.

Cibrary - Creative Execution Styles Appeal Strategy
source
AdvertisingExpert |1 12 |3 |4 |5 |6 |7 |8 [9 [10 |11 |12 |Rational [Emotional |Local | Globaf
Judge # 1 + + +
Judge # 2 ‘ 5 - 7 7
Judge #3 + . + +
Judge #4 + + Y
Judge # 5 + + *
TOTAL 113 {1 1 4 5
Legends: 1 s Demonsiration /7 2 /s Humor 7 3 4s Senais / 4.1s Animation / 5 I Rotoscope / 6 is Comparative / 7 Is

Infomercial / 8 Is Slice-of-ife / 9 is Celgbritias / 10 is Tastimonial / 11 is Vigneties / 12 Is Problem & Solution execution
styles

Analysis from four people working.in advertising proféssion and researcher significantly reveals
that Coca-Cola's “Library” commercial employs slice-of-life creative execution style with
emotional appeal and global strategy source fo create an appoaling television commercial to

attract prospect consumers.
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Visual: Close up al a man's tired

6. Visual: A dog sits In front of snBle

7. Visual; A man adjusts his shirt ,
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8. Visual Close up at tha sun.

9. \Visual: A man's shoa ting.
Audio: Man : “Even by ¢
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12. Visual: Bottie of ‘ o

13. Visual: A man looks at bottie of Coca-Cola.
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Yoar: 1984 Duration: 30 sec.

Concept: Refreshment,
After a long absence, Coca-Cola returns to a concept of being a refreshing beverage, which

is efficiently to overcome hot temperature. This commercial dramatizes that when consumers
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are suffering from heat; Coca-Cola is a definite solution. With icy Coca-Cola, life will be
enlivening and gratified, Thp commercial highlights on a young man sitting on a street with his
dog where both of them are terribly heated from hot summer day. A man starts complaining
that even he is wearing a short, he is still suffered and upset with the hot temperature. Hot
temperature is also dramatized when a young man’s boot begins to melt. However after he
drinks Coca-Cola, he tums to sit in a comfortable position with a refreshing look. This

commercial successfully signifies Coca-Cola's refreshing characteristic and attribute.

Target: General consumers.

Although only a young man in teenager's outfit is presented in this commercial, the main
message of this commercial giaborately assaciates to all general consumers because despite of

ages and professions, all people are possibly suffering from heat.

Presenter: A good looking young man is themain emphasis to dramatize how people are

terribly suffered from heat.

Location: An outdoor selling of overheated street is chosen to dramatize a hot summer

day.
Logio: Coca-Cola red disk logo in English.
Super: “Always Coea-Cola” in Thai/{No matter how hot it is.<.Always Coca-Cola” in Thai.

Language: A dialogus.is/designet to demonstrate atmosphere of alhot day and to signify

how Coca:Cola could possibly bring refreshment to lives of all peopie.

Music: Few sound effect of a man adjusting his clothes, and a meiting boots are featured,

Brand reminding devices: None
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Brand personality: Refreshing personaiity is dramatized through the functional benefit
representation model. This model works when brand personality serves as a vehicle to
represent and cue functional beneﬂts"- and product attributes efficiently. The refreshing
personality conveys that Coca-Cola is & proper drink to help people overcome heat
temperatqre.

Brand personality of this commercial is reflected through the executional elements

approach of the story line and music which signify Coca-Cola as a choice for a hot and tired

day.

Sticky Day Creative Exocution Stylos Rppeal | Strategy
source

AdvertaingExpert |1 |2 |3 |@ |5.|6 |7 |8 | 9 [10° [11 [4Z |Rational |Emotional |Local |Global

Judge # 1 + + ] +

Judge #2 * = ‘ +

Judge # 3 - + e

Judge # 4 + * +

Judge #5 ¥ + +

TOTAL 1 4 2 3 1 4

Legends: 1 is Demonstration+ 2 is Humor / 3 is Serlals / 4 {3 Animation / 5+is Rotoscopa / & is Comparative / 7 is
Informercial / 8 is Stice-of-Hife /.8.is Celebritles / 10 is Testimonial / 11 is Vignettes 7 12 Is Problem & Solution execution
stvies

Analysis from fout'people working in"advertising.profession and researcher significantly reveals
that Coca-Cola's “Sticky Day”.commercial, employs problem & solution.creative. execution style
with emotional appeal-and global strategy source to create-an appealing television commercial

to attract prospect consumers.
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Concept: Sport.

To capture sport”interést Conslmer, this Comfmercial emphasizes on sport activity of
basketballgarme.” Insléad &f U5ing-a féal |ife altilete, dazziing dhimalion iS.empldyed to attract
younger target. This commercial is created with surrealistic and dynamic mood and tone to
stimulate as well as reinforce Coca-Cola's joyous positioning. The story line dramatizes that

after the cartoon figures drink Coca-Cola, thay overwhelmingly win the game.

Target: Young consumers,
This colorful and exciting story line probably attracts young consumers and those who are
sport fan.
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Presenter: No real life presenter is employed.

Locatlon: A computer generated basketball court is designed to correspond with the

concept of basketball match.
Logo: Cocé-Cola red disk logo in English.
Super: "Always Coca-Cola” in Thal/ *Exciting and stimulation” in Thai,
Language: No specific dialogue is preseénce.

Music: In order to hermonize with the story line of sport ctivity, an exciting music score is

eleborately engaged to effectively siimulate audience’s attention.
Brand reminding devices: Scoreboard in a shape of Coca-Cola bottle,

-Brand personality: Dynamic personality is dramatized through the self-expression model
which consumers see the brand @s vehicle (o express a part of their self-identity and lifestyles.
The compelling visual ahd-audig-encourage-consumers-to-think-of Coca-Cola as beverage for
acﬁvating consumers who involve their lives with energizing activity.

Brand personality of this commercial is signified through the executional siements

approach of storyline.and-powerful choice of audio.
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[NBA

Creative Execution Styles

Appeal

Strategy
source

Advertising Expert 1123

456 [T |89 [10 [N

12 Wonﬂ Emotional

Locat |Globat

Judge # 1

Judge #2

Judge #3

Judge #4

Judge # 5

TOTAL

Legends: 1 Is Demonstration / :

7s Humor /'3 Is Serais / £ Is

alion / 5 Is Rotoscope / 6 Is

parathve / 7 Is

infomerciai / 8 is Sfice-of-life /9'is Celabritios / 10 is Testimonial / 11 is Vignettes / 12 is Problem & Solution execution

stylas

Analysis from four peopie warking inadvertising profession and researcher significantly reveals

that Coca-Cola's “NBA”" commercial employs animation creative execution style with emotional

appeal and global strategy’ source to create @n appealing television commercial to attract

prospect consumers,
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52. Tittle: Ice Cubes’

Year: 1994/~ — Duration:30.sec;
Concept: Refreshment.

The commercial attempts to strengthen Coca-Cola's afttribute of being a refreshing
beverage with an ability to replenish everyone's life. The commercial symbalizes that even an
ice is demanding for Coaca-Cola to prevent itself from melting. It keeps reminding consumers
that Coca-Cola is incomparable in refreshment atiribute. The commercial dramatizes the

objective concept through an animation technigue.
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Target: General consumers,
With Iiveiy story line, this commercial appeals to consumers of all ages, especially young

children who are expectantly to enjoy this pleasant animation.
Presenter: Only computer-generated figures ere employed.

Location: This commercial engages computer technique to generate special computer

graphic animation with kitchen setting.
Logo: Coca-Cola red diskiogoein English.
Super: "Always Coca-Gola”in Thal.

Language: Throughout the commercial, mele and female voice over as ice cubes are

presehted to deliver the concept which promotes Coca-Cola's extraordinary attribute.

Music: Few special sound effécts such s when ice cubes touch the glass, and when
Coca-Cola is poured inio-a glass are employed because the fain concentration is on dialogue

to help generating 8 perception of refreshment.

Brand remifding devices: Mone

Brand personality: ‘Refreshing personality js dramatized through the functional benefit
representation model. This model works when brand personality serves as a vehicle to
represent and cue functional benefits and product attributes efficiently. The refreshing
personality conveys that Coca-Cola is a proper drink to heip people overcome heat
temperature.

Brand personality of this commercial is reflected through the executional elements

approach of the story line and music which signify Coca-Cola as a choice for a hot and tired

day.
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Ice Cubes Creative Execution Styles

Appeal Strategy
source

Advertsing Expert 11 |2 [3 |4 [5 |6 |7 |0 |8 [10 |11 |12 |Rational |Emotional [Local [Global
Judge #1 + Y Y
Judge # 2 + + +*
Judge #3 + * +
Judge # 4 *+ + +
Judge #5 + + +
[TOTAL 23 3 2 2 3
Legends: 1 is Damonsirafion / 2 Is Humer /.3 is Seriels / 4 Is Animation / 5 is Rotoscope / 6 is Comparative / 7 Is

infomercial / 8 is Slice-of-iife / §is Celebrities / 10 is Testimoniel / 11 is Vignettes / 12 is Problem & Solution execution

styles

Analysis from four peopie working in advertising profession and researcher significantly reveals

that Coca-Cola's “lce Cubes” commercial employs rotoscope creative execution style with

rational appeal and global strategy source to create an appealing television commercial to

attract prospect consumers,
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Conceapt: Réfreshiment.

The ccommercial intentionally strengthens Coca-Cola's attribute of being a refreshing
beverage with an ability to replenish everyone's life. The commercial dramatizes that even
when the sun drinks Coca-Cola, it becomes relaxing and turns into a smiling moon. It attempts

to reinforce consumers' perception towards its refreshing characteristic as well as to persuade
consumers to think of Coca-Cola when they encounter hot temperature.

This commercial signifies the whole concept by engaging an animation

technique to attract all target consumers. The story begins when an upsetting sun is
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overheated to death. It looks terribly tired and exhausted until it happens to drink
Coca-Cola. The sun then tumns into a happy smiling moon and the surrounding is

changed into a oonifortable feeling.

Target: General consumers.

With energetic story line, all consumers are likely to be primary target. However with the
entertaining animation; young consumers such as children will appreciate this commercial. -

Prasenter: None

Location: Computer.géneratéd sefting of mountain location is emphasized.

Logo: Coca-Cola reddisk joge in English.

Super: “Always refresh. .Always Coca-Cola™in Thai.

Language: No dialogbe is presencein this commercial.

Music: No specific.music score is featured in this festive commercial. Only sound effects

such as moon yawriing and star rising are emphasized to efficiently deliver the whole refreshing

concept.

Brand reminding devices: None

Brand personality: Refreshing personality is dramatized through the functional benefit
representation model. This model works when brand personality serves as a vehicle to
represent and cue functional benefits and product attributes efficiently. The refreshing
personality conveys that Coce-Cola is @& proper drink to help people overcome heat

temperature,
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Brand personality of this commercial is reflected through the executional elements

approach of the story line and music which signify Coca-Cola as a choice for & hot and tired

day.
"Sun settlnﬁ Croative Execution Styles Appeal Strategy
source

Advertiaing Expert 1 [2 |3 |4 |5 |6 |7 [B |9 [10 |91 |12 |Rational |Emotional |Local |Global
Judge # 1 + e +
Judge #2 _ + + +
Judge #3 + + +
Judge # 4 + + +
Judge #5 + + +

| TOTAL 5 1 4 5
Legends: 1 Js Demonstration 7 2 is Humer 7 3 15 5/ 4 Is Animation /5 Is Rotoscope / 6 is Comparative / 7 is

. Infomercial / 8 is Slice-of-fife / 9 s Celobrttias / 10 is Testimonial / 11 is Vignettes / 12 is Probiem & Solution execution

styles

Analysis from four people working in advertising proféssion and researcher significantly reveals

that Coca-Cola's “Sun Setting” commercial employs animation creative execution style with

emotional appeal and global strategy source to create an appealing television commercial to

attract prospect consumers.
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54._Tittle: Australia
Yoars 1984 *\|Buration v:v;;usqr;,_ |

Concept: Refreshment.

The commercial intentionally strengthens Coca-Cola's sattribute of being a refreshing
beverage with 5;1 ability to replenish everyone's life. The commercial dramatizes this concept
through portrayal of Ausliralia’s aborigines native tribe, The commercial symbolizes Coca-Cola
as a source of refreshment in a scene when an Aborigines boy throws bottle of Coca-Cola into

a sky and the rain begins to fall. This commercial attempt to reinforce consumers' perception
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towards refreshing characteristic of Coca-Cola as well as to persuade consumers to think of

Coca-Cola when they experience hot temperature.

Target: General consumers.
General consumers are elaborately almed with a striking and dynamic story line. As the
commercial employs the Aborigines presenters, Coca-Cola is likely to extend its target to wider

races.

Presenter: Number of Aborigines native tribe aré compelling engaged to create an exciting

commercial as well as to capture wider group of target.

Location: A dry and warm elimata desert seiting is chosen to harmonize with the main

concept which aims to demonstrate Coca-Cola's attribute 1o cheerfully refresh lives.

Logo: Coca-Cola red disklogo in English,

Super: “Always Coca-Coia” in Thal.

Language: A briaf fnale-voice-over-is-ieaiured-ie-fulilii-pesitioning of Coca-Cola as being a
refreshing beverage with efﬁciqnt atiribute to overcome thirst and heat.

MVO : “Hot...hot...hotter than ever. No matter how hot it is...Always Coca-Cola.”

Music: A dynamic music score with influence tune from the Abongines tribe is adapted to

harmonize withthe|entire stofy line.
Brand reminding devices: Red identity color is reflected through wardrobe of presenter.
Brand personality: Refreshing personality is dramatized through the functional benefit

representation model. This model works when brand personality serves as a vehicle o

represent and cue functional benefits and product attributes efficiently. The refreshing
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personality conveys that Coca-Cola is a proper drnk to help people overcome heat
temperature.
Brand personality of this commercial is reflected through the executional elements

approach of the story line and music which signify Coca-Cola as a choice for a hot and tired

day.

Austraila — Creative Execution Styles Appeal Strategy
source

Advertising Expert TERF[]® 7[8 |9 [107 [#1_]1z |Rational |Emotional |Local |Global

Judge ¥ 1 + + +

Judge #2 + ‘ + +

Judge # 3 + * | +

Judge # 4 + + *

Judge #5 + Y +

[ TOTAL' 11 3 2 3 5

Legends: 1 /s Demonstration / 2 is Humor / 3 is Serials / 4 Is Animation / 5 Is Rotoscope / 6 is Comparative / 7 is
Infornercial / 8 Is Slice-of-life / 9 Is Celebrities 7 10 is Teslimonial / 11 Is Vigneties / 12 is Problem & Solution execution

styles

Analysis from four people working in advertising profession and researcher significantly reveals
that Coca-Cola's “Australia® commercial employs problem & solution creative execution style
with emotional appeal and giobai strategy source to créate an appealing television commercial

to attract prospect consumers,
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This Sentimental commercial signifies that Coca-Cola is a definite consumers’ choice of
beverage. It evokes that the safisfied taste of Coca-Cola could motivate consumers to do
anything to get their hands on Coca-Cola. The commercial is a story of an elephant that is
datm‘rnhﬂdtﬂdl:ink Coca-Cola. Despite trouble, it manages to dive in a sea to quietly reach a
raft where a woman is resting with an ice bucket filled with two bottles of Coca-Cola. When it

reaches a raft, it elaborately puts down the peanuts and quietly takes one bottle of ice cold

Coca-Cola instead.



Target: General consumers.
With a playful story line, this commercial appeals to all general consumers, especially those

who like animal.

Presenter: This cornmercial mostly emphesizes on a delighted elephant and a relaxing

woman.

Locatlon: A peaceful beach with an isolated setting is employed to harmonize with the

overall concept.

Logo: Coca-Cola red disk logo inEnglish.

Super: “Always Coca-Cola” in Thai,

Language: Male voice over is elaborately engaged to reinforce Coca-Cola’s positioning.

Music: A fascinating classical music score which helps conveying relaxing atmosphere is

chosen to intentionally support the concept.

Brand reminding devices: None

Brand personality: Satisfied personality is signified_through the self-expression model
which consumers-see-the brand as’vehicle'to express-a part of their self-identity and lifestyles,
With expressiofi/of the-satisfied-elephant, consumers are enhancedto perceive-Coca-Cola as a
beverage, which always provide the gratifying taste to them,

Brand personality of this commercial is dramatized through the executional eiements -

approach of the animated story line and choice of art direction.
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Elephant Creative Execution Styles Appeal Strategy
f|0urce
Advertislng Expert |4 |2 |3 |4 |5 |6 [T |8 |9 [10 |31 |42 onal |Emotional |Local | Giobal |
Judge # 1 + Y T
Judge # 2 + * Y
Judge #3 + + +
Judge #4 + r r
Judge #5 + + +
TOTAL 4 1 5 j 4
Legends: 1 /s Demonstration / 2 is Humor /3 is Senals / 4 13 Anlmation / 5 Is Rotoscope / 6 is Comparative / 7 Is

Infornercial / 8 Is Shce-of-ife /818 Celabities'/ 10 is Testimonial / 11 is Vigneltes / 12 is Problem & Solution execution
styles

Analysis from four people warking in advertising profession and researcher significantly
reveals that Coca-Cota’s “Elephant’ commercial employs humor creative execution style with
emotional appeal and global strategy source to create an appealing television commercial to

atiract prospect consumers.
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Hp_t Clnginal
Guca-Cﬂla attempts to mmhd consuimers mut the satitﬁqd ami reﬂ‘esrﬂnq faste of Coca-
Cola is mﬁumparahla and unduplicated. This commercial intentionally aims to discredit Coca-
it signifies that Coca-Cola is

Cola's long time competitor, Pepsi as a Cola soft drink imitation

the number one in Coca soft drink category
The commercial symbolizes the real taste property through several fantasy visuals such as

a round shaped peanut, and a cylinder shaped egg. The main voice over signifies that when

the objects do not appear as the way they should be, they are considered as imitation, It
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attempts to convey that when consumers are looking for @ real taste of Cola soft drink, they

must consider the contour shaped bottle of Coca-Cola.

Target: General consumers.
This commercial does not intentionally aim to communicate to any specific group. General

consumers are primary targets of this commercial,

Presenter: No presenter is presence because the highlight is emphasized on the

extraordinary looked objects.

Location: bnfy indoor studio location is selected o put more emphasis on the bizarre

objects.
Logo: Coca-Cola red disklogo in Engiish,
Super: “Always Coca-Cola” in Thai:

Language: Male voice over-delivers the significant concept of the entire commercial to

signify that Coca-Cola ig the.original Cola soft drink,

Music; To accompany a compelling story line, a dazzling jazz music is selactively featured.

This music score helps-generating.a comica! ambience for the. commercial.

Brand reminding devices: None

Brand_personality: Original personality is dramatized through the self-expression model
which consumers see the brand as vehicle to express part of their self-identity and lifestyles.
With the story line that signifies Coca-Cola as the genuine Cola soft drink beverage, consumers
are encouraged to develop a positive percaption towards Coca-Cola.

Brand personality of this commercial is emphasized through the executional elements

approach such as energetic story line and choice of art direction and music.
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The Real Thing Creative Execution Styies Appeal Strategy
source

[Adverliaing Expert (1 |2 [3 |4 |8 |6 |7 [8 |8 |10 |11 |12 onal |Emotional |Local | Global
Judge # 1 + +
.Judge L ¥ + +
Judge #3 + Iy +
Judge #4 + +

Judge #5 + + +
(TOTAL 23 Z 1 4

Legends: 1 Is Demonstration / 2

styles

s Humor'/ 3'ls

riale / 4 13 Animation /5 Is Rofoscope /6 Is Comparalive / 7 is
infomercial / 8 Is Slice-of-ife / § is Celebaties / 10 is Testimonial / 11 is Vigneties / 12 is Problem & Solution execution

Analysis from four peoplaWorking in advertising profession and researcher significantly reveals

that Caca-Cola's “The Raal Thing”™ commercial employs humor creative execution style with

rational appeal and global strategy source to create an appealing television commercial to

attract prospect consumers.
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Visual: Motorcycles come out form & tutdiel: - o=

Audio; FVO : “To curel » thirsl...”

Visual: A man amives al tha club by matorcycle. o
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Visual A maln male character takes off his helmet.

Visual: A woman gets on motorcye.sind putbottie of Coca-Cola ip-a.man's jacket.
Audic: FVO : "Everi nightt

Visual: Both peogle smile.

Visual: Motoreycle runs out. / logo / super

Audio: FVO : "Always Coca-Cola™
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57. Tittle: Motorcycle
Year: 1885 Duration: 30 sec.

Concept: Teenager’s lifestyles.

This commercial attempts to position Coca-Cola as a stylish beverage thet fits in trendy
lifestyles of young adult. The story is based on lifestyles and relationship of one couple in a
futuristic club. The individualistic character is engaging in a socialized activity in a pub where
several fashionable people are enjoving the nightlife. The male character is presented riding a
striking motorcycle with his friends, and as he afrives at the club, the female character picks up
two bottles of Coca-Cola and rides eway with him. The story line signifies that the targets that
live modemistic and voguish_lives magnificently consider Coca-Cola as their beverage choice
over other brands. The namrating scripl generates a concept that Coca-Cola is a definite drink

to cure thirst as well as suitable to avery occasion.

Target: Young consumers.
The story line positions this commercial as an attraction for young adult with modernized

and independent lifestyles.

Presenter: Male and female foreign characters with indegendent and fashionable looks are

axciusively chosen to représent the young adult target.

Location: Both indgor .and -outdoor locations, at nighttime. are. presented. The indoor
location is designed as a futuristic club-where trendy people mingle -around, while the outdoor

locationis organized-for the motorcycieriding scenas:
Logo: Coca-Cola red disk logo in English.
Super: "Always Coca-Colz" in Thei,

Language: The script narrated by female voice over evokes that Coca-Cola is a beverage

with an ability to overcome dehydration as well as being a soft drink for all situations.
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Music: To correspond with the modernized story line, futuristic and tech-no dance music

score s particularly chosen.

Brand reminding devices: None

Brand personality: Modemistic personality is dramatized through the self-expression
model which consumers see the brand as vehicle to express a part of their self-identity and
lifestyles. With futuristic and energetic mood and tone, consumers are enhanced to perceive
Coca-Cola as a beverage for the stylish and up to date.consumers,

Brand personality of this commerciat is signified through the user imagery approach
which characterisﬁc and _looks <of preseniers help consumers minimizing difficulty of

conceptualizing the brand péersonality in consumers’ perception.

Motorcycle Creative Execution Styles Appeal Strategy
source
Advertising Expert (1 [2 [3 (4|5 |6 [7 |8 | 8 140 [91 [12 [Rational [Emotional |Local Giobal |
Judge # 1 * * +
Judge #2 Y s *
Judge # 3 ¥ + e
Judge # 4 + ¥ Y
Tudge #5 + T ry
TOTAL 4 [1 l 5 5
Legends:_1\/s.Demonstrafion / 2 is Humor /3 is Serials / 4 is. Animation £.5/i8 Roloscope / 6 & Comparative / 7 is

informercial /.8 is Slice-of-iife'/ 9 is Celebrttias /1018 Testimonial/ 11lis Vignattes /.12 is Problem & Solution execution
styles

Analysis from four people working in advertising profession and researcher significantly reveals
that Coca-Cola's “Motorcycle” commercial employs siice-of-life creative execution style with
emotional appeal and giobal strategy source to create an appealing television commercial to

attract prospect consumers.
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Visual: Twin boys with Thal flags. 4
Visual: A man drinks Coca-Cola,

Visual; A boy runs with bottle of Cota-Colafin'his hand.
Visual: Muﬂpﬂﬁﬁmﬂhuﬂmm%mﬂm
Visual One of the cyclists hands bottle of Coca-Cola 1o'8h old Postman. / logo / super

. Tittle: Ga

Year: 1995 Duratlon: 60 sec,

Concept: Corporate.
The objective of this commercial is fo acknowledge all consumers that Coca-Cola is an

official sponsor of the 18" Sea Game event. In order to convey the intended message. Coca-

Cola employs sentimental story line and touching music to enhance positive attitudes towards
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the brand. In this commercial, Thai people are encouraged to be supportive for all Thai athletes
who participate in the Sea Game event. it significantly states that being supportive is a
responsibility for all Thais to contribute to their beloved country. In addition, this commercial
also intentionally stimulates consumers o be patriotic and live in a great harmony.

With the sentimental story iine and presence of Coca-Cola in scenes of people joyously
cheer sport event, Coca-Cola is signified as a magnificent supporter of the glorious event. It
also enhances consumers to develop positive attitudes toward the brand. With all emotional
elements presented in the commercial, consumers are stimulated to perceive Coca-Cola as a

spectacular friend who always encourages Thais to-@chieve their goals.

Target: Generél consumers.

As the commercial attempt to stimulate Thai people {o be supportive for the gratified Sea
Game event, this. particulag€ornmercial is-aimed fo deliver inapire message to everyone. This
commercial clearly identifles that Sea Game is the right timing for all Thais to harmonidusly

support Thai athlete teams,

Presenter: To significantly slimulate all Thais to get involved in this spectacular event,

presenters of all ages and looks &re elaboraiely chosen.

Location: As the 18" Sea Game is taken place in Chiang Mai province, rural locations are

selected. They are designed to generate close relationship with all Thai consumers.

Logo: Cocé-Cola red disk Togo in English / The 18" Sea Game logo.

Super: “Coca—Cola ultimately cheers™ in Thai.

Language: As the main emphasis of this commercial is the compelling visuals and touching
music, few dialogues to encourage Thais to be supportive are featured.

MVO : “Do you believe that mora than 80 million supportive hearts can bring Thai team to

the giorious triumph? Coca-Cola ultimately cheers.”
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Muslc; A touching music score and sentimental lyric are exclusively designed to stimulate
Thai consumers to get involved in the 18" Sea Game event. It inspires Thai people to
harmoniously support Thai athlete:'-teams. It movingly states that no matter who that person is,
everyone could joyously unite to cheer Thai team.

"Send our supportive hearts to support.

Send our best regard to compete in the game.
Our hearts pump faster to cheer Thai team.
We come from various families.

But for the glorious Thalland, we Unite as one.
We harmoniously combine our hearts.

Wé might have'difierent responsibilities

But we canjoin in this glorious mission.

Come to cheer Thai team...The team with same originality.”

Brand reminding devices: With the objective to ‘movingly touch ell people, no additional

element is presence,

Brand personality: Encourages personality is signified through the relationship basis
model, which develops-the-relationship-beiween-ihe-biand-as-person and the consumers. With
the inspired story fine, &li consumers are mofivated to consider Coca-Cola as a brand that
contributes to success of Thai athlete team.

Brand perSonalitys of this commersial, is (dramatized .through executional elements
approach of the sentimental Story line, and touching music lyric to enhance Coca-Cola’s

supportive pasitioning,

444



[Sea Game Greative Execution Styles Appeal Strategy
source

Bdveruaing Expert |1 |2 13 14 (5 [6 |7 |0 | ¢ |10 |11 |12 |Rational [Emotional JLocal | Global

Judge # 1 + + +

Ju&ge #2 +* + +

Judge #3 + + +

Judge #4 + + +

Judge # 5 + Y ry

[TOTAL T4 3 5 5

Légends: T7s Demonsiration 7 2 Iz Humor /3 i= Senals / 4 s Animation / 5 Is Rotoscope 7 6 Is Comparative / 7 Is

Infornercial / 8 Is Siice-of-ia / 9'is Colabritias / 10 is Testimenial / 11 Is Vigneltes / 12 is Problem & Solution execution

slyles

Analysis from four people woiking in/@dvertising profession and researcher significantly reveals

that Coca-Cola’s “Sea Game? commercial employs vigneties creative execution style with

emotional appeal and local 'strategy sotrce to create an appealing television commercial to

attract prospect consumers.
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Visual: A woman walks away. ala7 2F/N

. Visual: King Kong Is puzziing, /logo I slipet.

Concept: Original. ‘ , :
This humorous commercial.employs famous scene.and characters form the classical movie,

"King Kong" to aitract wider group of consumers, The commercial attempts ta signify that Coca-

Cola is wﬁatl consumer prefer most. 'G'wa#ula's long term positioning of being a satisfied

beverage for all people is significantly emphasized. With the story line, which demonstrates

that Coca-Cola successfully wins heart of King Kong over a pretty woman, consumers are

evoked to develop a perception of Coca-Cola as a popular beverage.

Target: General consumers.

With a playful story line, this commercial capably communes with all consumers.
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Presenter: Seductive woman and vitally computerized King Kong are employed to

compellingly reinforce the intended concept.
Location: A studio setting is animatedly organized to hammonize with the fancy story line.
Loglo: Coca-Cola red disk logo in English.
Super: “Always Coca-Cola” in Thai,
Language: No dialogue is presence.

Music: An imaginative_glassical music and sound effect of King Kong's movement are

employed.
Brand reminding devices: Nons

Brand personality: Animated perso;lality is dramatized through the self-expression model
which consumers see the brand a3 vehicle to express a part of their self-identity and lifestyles.
With the energetic sfory line, consumers are motivated to parceive Coca-Cola as a lively
beverage for active peopie.

Brand personatity of this commercial is signified through the executionai elements

approach of art direction, and compelling music,
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King Kong

Croative Execution Styles

Appeal

Strategy
source

Advertising Expert

416 Jai7 (8 [9 10 |11

12

Emotionat

Local [Global

Judge # 1

Judge # 2

Judge # 3

Judge #4

Judge #5

TOTAL

Legends: 1 s Demonsiration / 2

is Humor /.3 is Senals / 4 Is Animation / b Is Rotoscope 7 6 is Comparative / 7 is

Infomearcial / 8 Is Shce-of-Me / Biis Celobritios / 111 i3 Testimonial / 11 is Vignettes / 12 Is Problem & Sciution execution

slyles

Analysis from four people working in advertising profession and researcher significantly reveals

that Coca-Cola's "King Kong" commercial employs humor creative execution style with

emotional appeal and global strategy source {0 create an appealing television commercial to

attract prospect consumers.
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Concept: Original.

This animated, eommarCial Gtrengthéng Cocl-Cola’s <Concept. of being a source of
refreshment to brighten up everyone's life. The graphic visuals such.as black & white
photographs) and” doforful ‘Boftiés“ard” elabétatbly desighed U’ réihforce main concept. The
commercial also dramatizes that Coca-Cola efficiently is distributed everywhere in the world.
The funny visuals supportively generate refreshing ambience.

Target: General consumers,

This simple animated commercial is appealing to all general consumers who enjoy refreshing

taste of Coca-Cola.
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Presenter: As the entire commercial only employs computer graphic visuals, no presenter

is presence.

Location: Only computer generated setting is animatedly employed to excitingly arouse

prospect consumers.
Logo: Coca-Cola red disk logo in English.
Super: “Always Coca-Cola™ir Thai.

Language: The dialogue«is created to inspire consumers to have clear perception that

Coca-Cola is the source of ihe original refreshing taste.

Muslic: A lively music tupe is excitingly engaged to motivate consumers’ attention.

Brand reminding devices: None

Brand personality: Refreshing personality is dramatized through the functional benefit
representation model. = -This-medel-works-when-brand-persandlity serves as a vehicle to
represent and cue furictional benefits and product attributes efficiently. The' refreshing
personality conveys that Coca-Cola is a proper drink to help people overcome heat
temperature.

Brand personality of this commercial is reflected through the executional elements
approachof) the story lineand music:whichsignify Coca-Colaas’a/choice for a hot and tired

day.
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The World of Creatlve Execution Styles Appeal

Strategy
Coca-Cola source
Advertising Expert TI1Z[3[4T7s[e (78 [9[1¢ [11 [12 |Ratlonal [Emotional |Local [Global
Judge #1 + + +
Judge # 2 + * +
Judge #3 + + +
Judge #4 + Y +
Judge #5 + + +
| TOTAL 3 2 3 1 4 1

Legends: 1 Is Demonstrafion / 2 is Humor /3 is

siyles

rigls / 4 Is Animation / 5 Is Rotoscope / 6 I1s Comparative / 7 Is
Infomercial / 8 is Shce-of-ife /8118 Colgbifias / 10 is Testimonial / 11 is Vignettes / 12 Is Problem & Solution execution

Analysis from four peoplé working in advertising profession and researcher significantly reveals

that Coca-Cola's “The World of Coca-Cola”™ commercial employs animation creative execution

style with rational appeal and local sirategy source to create an appealing television commerciai

1o altract prospect consumers,
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61. Tittle: Hardware Store
Year: 1996 Duratlon: 30 sec.

Concept: Teenager's lifestyles.

This commercial is designed with no specific message. It only aims to promote brand
awareness to prospect consumers through animated story line. With @ humorous story line of a
young Caucasian man having a communication break down problem in far east country, this

commercial definitely capture interest and recognition from all consumers.
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Target: Young consumers,
An entertaining and hilarious story line supportively makes this commercial appeal to

everyone,

Presenter: Employing diverse races presenter of both Caucasian and Asia provides better

opportunity to capture attentions from mass consumers.

Locatlon: A studio setting is designed as @ Jocation of @ hardwere store in a Far East

country.
Logo: Coca-Cola red diskdoga.in English.
Super: “Always Coca-Cola" in Thal.

Language: Dialogue ¢f this commerciel is the significant climax to reveal misunderstanding

perce;ition of a young man.

Music: Only few sound effects-aredesigned to direct the main focus on the conversation

between each character;

Brand reminding deyices: None

Brand personality: Animated personality is"dramatized through the self-expression model
which consumers-see the brand as-vehicle to express a partf/their self-identity jand lifestyles.
With the energetic story line, consumers are motivated to perceive Coca-Cola as a lively
beverage for active people.

Brand personaiity of this commercial is signified by the executional elements approach

of art direction, and compelling music.
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Hardware Stors Creative Execution Styles Apﬁoai Strategy
aource

TR Epe T Z T3 4 56 |7 [@ 8 [10 |11 |12 |Rational | Emotional |Local | Global
Judge #1 + ' + +
Judge #2 + + +
Judge #3 + ry +
Judge #4 * + re
Judge #5 + + *
[TOTAL 1[4 1 4 5
Legends: 1 is Demonsiration / 2 Is [Humoy /3 (s Sériais / 4 Js Animaifon / 5 is Rotoscope / 6 /s Comparalive 7 7 is

Inforercial / 8 Iis Slice-of-fife /9'is Celabritios / 10 is Testimonial / 11 is Vigneltes / 12 is Problem & Solution execution
styles

Analysis from four peopla working in advertising profession and researcher significantly
reveais that Coca-Cola’s “Hardware Store” commercial smploys humor creative execution style
with emotional appeal and global strategy sourge to create an appealing television commercial

to attract prospect consumers.
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62, Tittle: Bottle
Yoar: 1996 7.| ¢ \Dutdtioni3d €e¢.]

Conespt; annah
This commercial intentionally aims to rmnfuma Coca-Cola's positioning as being the world's

leader in soft drink beverage market. It signifies Coca-Cola’s populerity among worldwide
consumers. The spectacular female voice over indicates Coca-Cola as an original source of
refreshing taste, The commercial depicts resplendent elements of Coca-Cola bottle and logo.
It simply presents close up shots of logo typography, scenes of bottle filling process, and
various languages logo. With these scenes, consumers are acknowledged that Coca-Cola has
an efficient distribution system around the world,
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Target: General consumers.
General consumers of diverse nationalities are directly aimed through & message that

Coca-Cola is being sold throughout the world.

Presanter: As the entire commercial concentrates on Coca-Cola bottle and positioning of

being distributed throughout the world, no presenter is presented for distraction,

Location: An indoor studid location Is eleborately designed to deliver the significant

concept,

Logo: Coca-Cola red diskdoga.in English.

Super: “Always Coca-Cola” .in Thal.

Language: A distinclive dizlogue described, by serene female voice over reinforces that
Coca-Cola is a legend in Cola soft drink categary, It ensures consumers that Coca-Cola is the

real taste for everyone,

Musie: A tranquil Music-melody-is-delicately-employad.to create a grandiose ambience

towards the brand.

Brand reminding devices: As the-commercial mostly.emphasizes on Coca-Cola logo and

the well-known contour bottle,"ho additional element-is included to overkill the entire splendid

concept,

Brand personality: Classical personality is dramatized through the self-expression mode!
which consumers see the brand as vehicle to express a part of their self-identity and lifestyles.
With portrayal of distinguished elements of Coca-Cola logo and contour bottle, this commercial
suggests that Coce-Cola is a ciassicéi beverage, which successfully gains acceptance from
consumers around the world. It also signifies the brand as superior and master brand for

distinctive people.
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Brand personality of this commercial is reinforced through the executional elements

such as spectacular art direction and suggestive dialogue.

[Bottle Creative Execution Styles Appeal Stratagy

‘ ' source
Advertising Expert |1 [2 |3 |4 [ 90 31 |32 [Rational |Emotional |Locai Global
Judge # 1 + +
Judge # 2 + + +
Judge #3 + e +
Judge # 4 + +
Judge #5 +* + -
TOTAL 3 3 2 5

Legends: 1 is Demonstration / 2

Is Humaor / 3 1s'S

orials / 4 is Animafion /5 is Roloscope 7 6 is Comparalive 7 7 is

infomercial / 8 is Slice-of-life / 9 is Celebdties / 10 Is Testimonlal/ 11 is Vignettes / 12 is Problem & Solution execttion

styles

Analysis from four people working in advertising profession and researcher significantly reveals

that Coca-Cola’s “Bottle” commercial employs demonstration creative execution style with

rational appeal and giobal strategy source to create an appealing television commercial to

attract prospect consumers,
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24. Visual: Bottle of Coca-Cola,
25, Visual: Lots of paople drink Coca-Cola. / logo / super

63. Tittle: Teens

Year: 1996 Duration: 30 sec.

Concept: Teenager's lifestyles.

Although this commercial presents number of confusing visuals and narration, the most
important thing this commerciai.is trying to get across all-consumers' mind is to always prefer
Coca-Cola. This commercial-dramatizes that there might be countiess decisions to be made in
people’ lives, but the only decision lo remain unchanged is Coca-Cola. it delicately reinforces
brand preference of Coca-Cola among target consumers, This commercial presents several
scenes of teenagers' lifestyles in' some bizarre actions and outfits. For example, women are
presented with weird hairstyle, @ man with a flower swimming cap, and many more. The
dialogue compellingly reinforces the core concept that reminds consumers to think of Coca-

Cola.

Target: Young consumers,
Since most of the presenters_are teenagers and young adult, therefore the targets
consumers with similar ages and lifestyles are emphasized. The bizarre visuals and colorful art

direction also productively helps capturing young target.

Presenter: Diverse young-présenters both-male and female in-different races are lively

chosenrto capture-varioustargets:

Locatlon: Various indoor and outdoor locations, including computer generate settings are

- effectively selected to harmonize with the concept.
Logo: Coca-Cola red disk logo in English.

Super: “Aiways Coca-Cola" in Thai,
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Language: Long bizarre dialogue narrated by male voice over is dazzlingly created to
attract consumers’ attention as well as reinforce the “Always Coca-Cola” theme line.

MVO : Today | will sing a song for you, '

Look at my hair, sometimes it Is straight...sometimes it is flat.

Sometimes | over claim but my test result is very low.

The future is so far away.

| do not know what will | become yet.

| wanna grow to be adult.

I wanna be what | wanna be.

But if it does not work out, itis all right.

if only | Work hard, lwill recsive my degree.

But if | were very lucky, | would have an opportunity to go aboard.

But if | cannot be as good as | want;

| may have to be dessart selier.

| must choose betwaen being rich or etemaily depend on my mother,

it is all right. It does not mean,that the world is aiways depressed.

We are teenagers. You must try to understand us,

Whatever we do there will be definite refreshment.

Now | pick up.-my-Cocea-Coia.

Oh it is very refreshing! It must be Coke!

Music: Only~finny, andohilarious~music meledy) is—employed=to correspond with the

animated story.

Brandreminding devices: None.

Brand personality: Playful pefsonality is dramatized through the self-expression model
which consumers see the brand as vehicle to express a part of their self-identity and lifestyles.
With portrayal of youthful presenters and animated story line, the commercial suggests that

Coca-Cola is a beverage with lively characteristic for spirited young consumers,
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Brand personality of this commercial is reinforced through the user imagery approach

which the active appearances of ail presenters help minimizing difficulty of conceptualizing

brand personality in consumers’ perception.

Toens Creative Execution Styles Appeal Strategy

‘ source
Advertising Expert T2 (3[4 [5 (6 [7]06 [0 |10 |11 |12 |Rational |Emotional |Local |Global
Judge # 1 + + +
Judge #2 + + +
Judge # 3 + + Y
Judge # 4 * + +
Judge #5 + + +
TOTAL 141 3 5 5
Legends: 1 is Demonstration /2 is Humor / 3 Is Serials / 4 Is Animation / 5 is Rotoscope / 6 is Comparative / 7 is

Infomercial / 8 is Stica-ol-iife / 9 i Celebrtios / 10 is Testimonial/ 11 is Vignettes / 12 is Problem & Solution execution

slyles

Analysis from four people working in advertising profession and researcher significantly reveals

that Coca-Cola's “Teens” commercial employs vigneties creative execution style with emotional

appeal and global strategy source to create an appealing television commercial to atfract

prospect consumers.
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64. Tittle: Alien Copy
Year: 1996 Duration: 30'sec.

Concept: Original.

This commercial successfully gains consumers' attention through a mysterious story line
and thrilling mood and tone. The concept is to promote Coca-Cola as the incomparable original
taste of Cola soft drink, which no one could ever be able to duplicate. The commercial

reassures consumers o ignore other imitate brands because their tastes would definitely be
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different from Coca-Cola who is the inventor of Cola soft drink. The story line suggests Coca-
Cola as a brand that people can rely on its refreshing taste. Regarding to this commercial, the
. other imitatad brand intentionally hinted is Pepsi who is a long time competitor of Coca-Cola.
Coca-Cola attempts to motivate consumers to treat Pepsi as an imperfection. As restaurant or
shop owner who assumes that the two brands share similar taste frequently substitutes Coca-
Cola, the commercial urges consumers to argue when their order is misled. The commercial
assures consumers that Coca-Cola is the market leader. The commercial indicates that even

the alien system is incapable to reformulate Coca-Cola's greatest taste.

Target: General consumers.

General consumers are primarily aimed with the animated concept.

Presenter: Main presenters/of this commercial are a generous old man and young active
boy who act as grandfather @nd grandson respectively. Their age ranges probably represent
specific group of target, whilg their personalities help generating sensation feeling among all

fargets.

Location: An indoor studio with sefting of pond and interior of spaceship are designed to
reinforce the main concept:— The extracrdinary design-of the Spaceship appealingly attracts
young consumers,

Logo: Coca-Colaraddisklogo in English:

Supar: “Always Coca-Cola" in“Thai,

Language: The dialogue simply demonstrates that no one could ever clone the greatest
taste of Coca-Cola. The srousing male voice over helps reinfor¢ing consumers’ attention on the

commercial.

Music: A mysterious and futuristic music instrument is perfectly designed to accompany the

imaginative story line as well as to draw consumaers’ attention towards the entire commaercial.
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Brand reminding devices: None.

Brand personality: Original personality is dramatized through the self-expression ‘model

which consumers see the brand as vehicle to express part of their self-identity and lifestyles.

With the story line that signifies Coca-Cola as the genuine Cola soft drink beverage, consumers

are encouraged to develop a positive perception towards Coca-Cola.

Brand personality of this commercial is emphasized through the executional elements

approach such as energetic story line and choica of art direction and music.

[Allen Copy Croative Execution Styles Appeal Strategy
source
Advartislng Expert T2 (309156 |7/]8 |9\t (11 [12 ‘Rationsl Emotional [Locaf | Global
Judge #1 + + re
Judge #2- + pry ry
Judge # 3 * ry s
Judge # 4 - + ¥
Judge #5 + T T
| TOTAL 3 2 1 4 5

Legends: 1 is Demonstration/ 2 is Humor / 3 Is Serials / 4 is Animation / 5-is Rotoscope / & is Comparative / 7 is
infomercial / 8 is Shce-of-ife /9is Celebrities / 10 is Testimonial 7 11 is Vignetias / 12 is Problem & Solution execution

stylos

Analysis from four people warking in advertising profession and researcher significantly

reveals that Coca-Cola’s "Alien Copy” commercial employs:humnor creative-execution style with

emotional appeat and, global strategy,source.fo create an appealing television commercial to

attract prospect consumers.
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Concept: Sport.

As Coca-Cola has sponsored numerous sport activities to capture specific group of targets
such as teenagers and young adult, this commercial is an advertisement to support the sport
concept. The commercial attempts to symbolize that Coca-Cola is a beverage for all soccer fan
by persuading consumers to always consider Coca-Cola as an enjoyable and essential element
for lthem to bring along while engaging in sport activity. With this persuasive message,
consumers are motivated to perceive Coca-Cola as a leader brand in sport market. |

The commercial portrays numerous scenes of people cheer and play soccer. This
commercial is desighed with_quick cut technique’to-draw attention from young consumers as

well as reinforce Coca-Cola's positioning in sport activity.

Target: General consumers.

As this commercial employs various types of presenters such as elderly, boy, and teenager,
primary target of this commercial is the general consumer.

Presentor: The commerclal perirays diverse kinds of presenter ranking from active
teenagers, cheerful audience, animaied old man, and young children to capture wider group of
consumers. It attempts to establish positive perception towards the brand among young

prospect target as well'as to reinforce brand preférence among adult target.

Location: Different locations where soccer match is likely to be viewed and played such as

stadium are inteniionaily feafurdd o h&rmanize(with sport-concept,
Logo: Coca-Colared disk logo in English.
Super: None

Language: The supers repeatedly appear throughout the commercial aim to reinforce

Coca-Cola, as beverage preferred by sport related consumers.
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Music; An exciting and motive music score is excitingly designed to stimulate consumers’

attention as well as to enhance sport concept.

Brand reminding devices: Red identity color frequently appears through wardrobes and

other props.

Brand personality: Cheerful personality is signified through the self-expression model

which consumers see the brand as vehicle t¢ express a part of their self-identity and lifestyles.

With portrayal of animated presenters engaging in-exciting sport activity, Coca-Cola is

enhanced as beverage for energetic pecple who anjoy sport activity.

Brand personality oi.this commercial is dramatized through the executional element

approach of dynamic story.line and Ively music choice.

Football Creative Exacution Styles Appeal Strategy
source
Advertising Expert 415 |6 (7818 [10 |11 [12 |Rational |Emotional {Loca |Global
|
Judge # 1 + + T
Judge#2 + + +
Judge # 3 & + +
Judge # 4 + s *
Judge #5 + + +
TOTAL 1 4 5 5

Legends;.1 is Demonstration /.2

is.Humor./ 3-Is Seripls,/ 4 Is,Animation /. 5.is Rotoscope-£ 6 is Comparative / 7 is

Infomercial/ 8 is Slice-ofdife / 9.is Cefobrities /.10 is. Tastimorisl / 11 is Vignettas/ 12 is Problem & Sofution execution

styles

Analysis from four people working in advertising profession and researcher significantly

reveais that Coca-Cola’s “Football” commercial employs vignettes creative execution style with

emotional appeat and giobal strategy source to create an appealing television commercial to

attract prospect consumers.
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66. Tittle: Animation
Year; 1997 Duration: 30 sec.

Concapt: Original,

This commercial does not have any specific story line. It fully employs computer graphic
technique to generate animated and energetic mood and tone and personality of Coca-Cola for
young consumer's preference. In order to reinforce that Coca-Cola is a source of happiness,
commercial demonstrates visual of joyous theme park where cheerful waiter and waitress

frequently present Coca-Cola to others. Selection of theme park as the main location helps
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bringing consumers’ perception towards Coca-Cola and pleasant moment closer. The dynamic
movements of each character suggest that Coca-Cola is a beverage that fits to lifestyles of
young target. Colorful visuals such as huge bright sun and balloon are intentionally 'sj&rﬁbolized

energize ambience. All animated visuals are elaborately cut back and forth to maintain

product's energetic personality.

Target: General consumers, o

As the main concept of this commercial is to stimulate consumers’ energétic attitude toward

the brand, general consumers are definite targets.

Presenter: Only the computer generated visuals are empioyed to efficiently deliver Coca-

Cola's main concept of being'a bright and refreshing beverage.

Locatlon: No specific location is identified because the entire commercial is created with

computer graphic technique.
Logo: Coca-Cola red disk loga'in English.
Super: “Always refresh...Always Coca-Cola.” in Thai.
Language: No specific dialogue is presence.

Music: The music’'core'is absent from this commercial because the special effects such as

dynamic-sound of-characters' . movement are-emphasized.

- Brand reminding devices: Coca-Cola logo is frequently presented on the background
while the red identity color is engaged throughout uniforms of computer graphic figures.

Balloon in shape of Coca-Cola red disk logo is also featured.

Brand personality: Animated personality is dramatized through the seif-expression modei

which consumers see the brand as vehicle to express a part of their self-identity and lifestyles.

469




With the energetic story line, consumers are motivated to perceive Coca-Cola as a lively

beverage for active beople.

Brand personality of this commercial is signified through the executional elements

approach of art direction, and compeiling music.

Animation Creative Execution Styles Appeal Strategy
source
Adverlising Expert 4 7 88 |10 |11 [12 |Rational |Emotional |Local | Global
Judge # 1 + + +
Judge # 2 + + ry
Judge # 3 + ry T
Judge #4 + e ry
Judge #5 + + +
TOTAL 5 5 5

+ Legends: 1 is Demonstration / 2 Is Humor / 3

it wenais / 4is Animation / 5 Is Rofoscope / 6 is Comparative /

is

Infomerzial / 8 is Slice-of-ifa / 9 is Celabrities 7-10-is Testimonial /11 is Vigneties / 12 is Problem & Solution execution

styles

Analysis from four people working in advertising profession and researcher significantly reveals

that Coca-Cola's “Animation” commercial employs animatiofi creative execution style with

emotional appeal and global strategy ‘source to create“an appealing television commercial to

attract prospect consumers.
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67. Tittle: Contraption

Year 195%| | T\ [Duifafion: 3056k, |

Concept: Teenager's lifestyles.

This commercial employs mechanic of the contraption, which is a process to produce a
glass of Cuna-C-l'.IIa as the main emphasis. Descriptive stages of the mechanical procedure are
revealed to symbolize that the manufacturing process of Coca-Cola is complex. This particular
message suggests consumers that each of Coca-Cola products is precisely and carefully

undergone quality confrol procedure. Through the mechanical visuals, consumers are
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persuaded that Coca-Cola is serious in all manufacturing stages to keep up with standardized
and premium quality. This commerciat also reinforces Coca-Cola's refreshing attribute through

a powerful dialogue,

Target: Young consumers,

With employment of animated music score and mechanical visuals, this commercial
efficiently draws attention from general consumers. The young targets would find this

commercial more appealing because they have greater opportunity to involve with the animated

mechanical concept.

Presenter: No presentaiis presence bacause the main emphasis is to concentrate on the

mechanic of the contraption:

Location: The entire commarcial features several saitings which consumers would interpret

as an interior of the contraption or vending machine.
Logo: Coca-Cola red disk loga-in English,
Super: “Every giass is refreshing.”in Thai

Language: The male voice over narrates a powerful dialogue to reinforce Coca-Cola’s

attribute of being-asource-of refreshment.

Musle: A mystenious music score is designed with special sound effect of the contraption’s

mechanics. These sound effects supportively capture attention and interest from consumers.

Brand reminding devices: None

Brand personality: Animated personality is dramatized through the self-expression mode!

which consumers see the brand as vehicle to express a part of their self-identity and lifestyles.
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With the energetic story line, consumers are motivated to perceive Coca-Cola as a lively
beverage for active peaple.
Brand personality of this commercial is signified by the executional elements appfééch

of art direction, and compelling music.

Contraption Creative Execution Styles Appeal Strategy
source
Advertising Expert 11213 141567 |6 [a[10 [11 [12 [Rational ‘Emotional |Local | Giobal
Judge # 1 + + +
Judge #2 + + +
Judge #3 + + +
Judge # 4 + + +
Judge #5 + + +
TOTAL 3 {1 1 5 5
Legends: 1 is Demonstration / 2 is Humor / 3 ie Serials / 4 is Animation / 5 is Roloscope / 6 Is Comparalive / 7 Is

Infomercial / 8 is Sfice-of-ife / 9 is Celebritiea 7 10.is Testimonial / 11 is Vignettes / 12 is Problem & Solution execution
styles

Analysis from four pecple working in advertising professicn and fesearcher significantly reveals
that Coca-Cola's “Contraption” commercial employs demonstration creative execution style with
emotional appeal and global strategy source to create an appealing television commercial to

attract prospect consumers,
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2. Creative_strategy of Cola_soft drinks (Coca-Cola & Pepsi)
employed in television commercials.

2.1 Advertising objective

Throughout 15 years of all locally and internationatly produced television commercials,
advertising objectives of the two Cola soft drinks in Thailand are categorized in the following

topics.

2.1.A To establish corporate image

This objective is achieved by stimulating consumers to perceive the brand as
companion who will always supportively encourage all people {0 accomplish goels in their lives.
in order to reach this objective, both brands frequently engage story line of people striving for
success In several areas slich @s academy and sport with the brands as their inspirations. The
moving lyric and sentimental story line are designed to mofivate the consumers to have faith in
themsolves. With these touching commercials, consumers gradually develop emotional
bonding with particular brands. The brand is no longer perceived as a typical beverage, which
provides only refreshing taste, but consumers begin fo see it as a supportive friend to rely on as

well.

Establishing an efficient corporate image definitely conquests consumers’ favor and
positive attitudes) over |its .competitor. ¢ When_the| brand successfully sits in the hearts of

consumers, the,greater opportunity consumers will consider purchasing the particular brand.
Accordingly to television commercials of Coca-Cola and Pepsi airing in Thailand

between 1983-1897, both brands had employed severai different approaches to reinforce and

enhance their corporate image.
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2.1.A.1 By positioning the brand as a person who concerns about future of

country and young people.

In these commercials consumers are able to see for themselves how truly responsive,
gracious, and considerate the brand is. With sentimental story line and moving music score,
potential consumers are stimulated to perceive the brand as a compassionate guidance angle
that supportively concerns of young people who will significantly become a glorious future of the
nation. The commercials signify young consumers as those who contribute glorious
beneficence to the country. Both brands attémpt fo impressively inspire children with
tremendously support. Some commercials: also suggest adult to pay attention as well as

encourage younger to succegdtheipambitions.

Coca-Cola's “World feen” (1987) and Pepsi's “Miss Universe” (1988) are magnificent
samples of television commarcials which fall into thfs approach. Coca-Cola's “World Teen” is a
commerciat about young Thai'girl harmeniously sings @ powerful song as well as peacefully
embra;::es with children from diverse nationalities in Church of England. This commercial
delivers a sentimental song with-courageous lyric ‘which motivates aduits to realize how
important the children are as well as encourages young people to be determined because they
are the faith and glorious -hope-of-the-worid.—ln-similai,-Pepsis-Mist Universe” is a commercial,
" which endorses Thailand’s Miss Universe who remarkably has grandiose and heroic
personalities to position Pepsi as a responsive brand. With considerate characteristic of Miss
Universe and the-simetional stonyline .of two-young boys-waiting-for-her visit at rural location,

Pepsi is perceived as aspiration of young consumers.

Some of these commercials stimulate young consumers to develop sense of
responsibility and concern about their academic future and social contribution. Scenes showing
how people would be gloriously rewarded for their hard working are emphasized to efficiently

deliver the significant message.

These commercials also suggest young target to consider involving in sport activity

‘instead of engaging with alcohol and drug.
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Pepsi's “Campus 1" {1992) is one among television commercials which occupies this
compelling concept to establish positive corporate image. This particular commercial portrays a
story of young college man and woman who are symbolized as the modernized generations
who determine to perform well in sport, academy, and social life. The commercial is designed
to be role model for young consumers by featuring scene of young presenters enthusiastically

volunteer for social contribution activity.

2.1.A.2 By positioning the brand 2s young consumers' aspiration to be
Innovative, individual, and conﬂqent. |
Both Cola brands frequently present story line to inspire young prospect consumers to
have self-esteem and corfidenca. ~ With the compsliing story line, young people are
magnificently motivated to cdnﬂdently chase after their ambitions. Throughout the aspiration
concept, the brands are enhanced with a perception of being a sincere companion to always

provide support and friendship.

Coca-Cola's “Pongsit” {19982} and Pepsi's “The Audiences” (1895) are among several
televisi‘on commercials. to occupy this moving concept. Coca-Cola's “Pongsit” (1992) is a story
of a young man who is unceﬁain about-his-capability-and-music.skill. As a result, he manages
to hide his talent. However as Pongsit one of the famous Thai singers happens to witness the
young man’s incredible pedﬁrmanca, Pongsit presents a bottle of Coca-Cola to a young man as
a symbolic of encouragement. | Pongsit represents Coca-Coia's) intention to support young
people to gain self-respect and dignity. it is because when people are aware of their
capabilities, ' they will, erthusiastically turn theit ,competence into creative -and originative
contribution. As these young' people significantly express themselves, they are likely to become
productive and extrovert persons. The commercial gloriously advocates young consumers to
endeavor for their dreams, Through the compelling story line, the young consumers are
suggested not to easily let go of their goals. it is because when they are determined, they will
successfully over come obstacles. The commercial signifies that Coca-Cola would always stayr

by people’s sides when they seek advice and companion.
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Similarly, Pepsi's “The Audiences” (1995) television commercial attempts to encourage
young modern targets to be precisely to do the right thing even they have to sacrifice their
happiness. The story is about a young teenager man who is about to attend the spectacuiéi: |
concert of the world's famous singer, Phil Collins. However as the young man witnesses a.
crying young boy who does not have any ticket, the young man then quickly express his heroic
charactenstic by giving away his ticket. The commercial urges young consumers to believe in
what they are doing as well as to follow their spontaneities to be open-minded and optimistic.
With this remarkably support, young consumers are motivated to develop positive attitudes
towards themselves, As they have faith and confidencaiin themselves, they will be enhanced to

become quality generation in the modern and competitive society.

2.1.A.3 By positioning the brand as a paerson who supports people to achieve In

sport event. |

Coca-Cola is the only brand to capture positive perception by relating itself to sport
activity. The prospect consumers who are athlete and sport lover are enhanced to perceive
Coca-Cola as an energetic baverage {0 inspire athietes to strive for their glorious victory.
Several momentous sport events ars dramatized to signify Coca-Cola’s sincerely support and
remarkably sponsorship of the Séa Game, Asian Game, Olympic Game, and the World Cup.
All of these commercigls-—convey-ihat 'Cbca-Cola ia-sefious-in stimulating young and adult
athletes to keep up with their hard practice to achieve their goals. Through sport related story
line, Coca-Cola also attempts to promote world's peacefuiness. Coca-Cola uses important

. sport events such<as-the~Olympic and\Asian (Game where-people-from different races and

nationalities are harmoniously united to signify sport as a source of esprit de corps.

Coca-Cola’s “Sea Game" (1995) television commercial is one among the distihguished
commercials to reinforce Coca-Cola prestigious contribution for sport event, In this commercial
Coca-Cola employs sentimental stery line and touching music lyric to inform all consumers of its
official sponsors'hip for the 10™ Sea Game event. This commercial encourages Thai people to
be supportive for Thai athlete team. With ail emotional elements presented in the commercial,
consumers are stimulated to perceive Coca-Cola es a spectacular friend who always

encourages athletes to accomplish their ambition.
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With consistent sponsorships of all local and world class sport events all over the worid,
' Coca-Cola successfully gains respect and appreciation from prospect consumers. Coca-Cola is
highly perceived as a brand that frequently conducts social contributions as well as being

supportive for young athletes.

2.1.A.4 By positioning the brand as a pefson who encoui-ages young consumers

to develop sense of patriotism.

Coca-Cola is the only brand, which significantly sets its business philosophy to deveiop
its business as well as to gloriously centribute to social improvement. Coca-Cola foresees that
youth is the most important resetircethat can confribute numerous great benefits to society. As
a result, Coca-Cola elaboraiely conducis the significant television commercial to stimulate youth
to develop sense of patriotism and ‘respensibility. Coca-Cola’s “For Thailand” (1991}
commercial encourages youth to continuously preserve the 'éoodness of Thai tradition and
culture. It inspires youth to plan to do some valuable and momentous contributions to the
counfrgl(. The commercial portrays story about group of young teenagers travelling on a train to
experience questions of what other people are expecting them to contribute to society in form of

mirror reflections.

With the sentimenital concept, Coca-Cola is enhanced as being a brand, which foresees
potential responsibility in youths. It encourages them to behave as valuable human resource
for the country. ~Ascbecoming a brand -with reliable .and-inspired-image, consumers are

motivated to gradually develop brand preference towards Coca-Cola.

2.1.B Toinduce usage habit

As consumers typically drink Cola soft drink with no definite format or occasion, both
brands intentibrially design several appropriate television commercials to stimulate prospect
and current consumers to develop consistent consumption habit. Both brands see potential that
successfully inducing proper and accustomed consumption pattern will result in frequent

purchasing habit. As consumers are considering to regularly including Cola soft drinks as part
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of their daily activities such as drinking it during lunch or while playing sport, greater sales
volume is the significant outcome. As a result, both Coca-Cola and Pepsi have produced

several television commercials to reinforce the habitual drinking routine.

Pepsi's “Fast Food 1" and “Fast Food 2" (1988) are among the commercials which
employ this magnificent objective. These two commercials attempt to promote young
consumers to consume teen's popular fast foods such as Kentucky Fried Chicken and
Hoburger with Pepsi. The consumers, are enhanced with an ideal that drinking Pepsi with the
favorite fast foods would generate the ultimate pleasant taste and experience. The
commercials seek to achieve their goals among young targets by signifying that consuming fast
foods with Pepsi is a trendy habitforyoung and stylish pecple. These commercials motivate

youths to consider drinking Pepsi every time they order fast food.

Simitarly Coca<Cola’s “Supermarket” (1993) commercial attempts to induce
consumption behavior by demonstfating visuals of both purchasing and drinking habits. The
commercial shows the descriptive process of how, Coca-Cola is displayed and purchased in the
supermarket. It remarkably dramalizes a young man who recently purchases Coca-Cola and
then stores it in his car. Later he puts'it in an ice caocler and pleasantly drinks it at the park
while he is picnicking.” Throughout these scenes, cansumers gradually become aware of what
the purchasing and consumption patterns are. And as consumers are enhanced by the typicél
consumption habit and product usage portrayed in the commercial, they are stimulated to

regularly purchase and consumeé Coca-Cola for active otit=door activity.

2.1.C_To-introduce new product.

When both brands conspicuously launch new improved products, they see necessity to
announce this exciting message to public. The greater mass consumers have opportunity to
become familiar with the innovative products, the more possibility they are likely to buy.
Announcing new product faunch also generates positive attitude toward the brands because the
consumers will see them as originative brands who always improve new products to satisfy

consumers’ needs. These commercials are typically designed in informative format where
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visuals and descriptive information of the new product such as size and price are clearly

pronounced.

Pepsi's “PRB 1.5" (1993) commercial is one sample of the new product launch
television commercial. This particular commercia! introduces all consumers to a new Pepsi
PRB whose special attribute is an unbreakable plastic bottle which could contain as much as
1.5 liter. These significant product attributes are intelligently symbolized through several
animated scenes, For example, th.e commercial repeatedly presents scenes of people
accidentally drop bottles of Pepsi PRB on the gretnd«to demonstrate that the PRB bottle is
made from an unbreakable material. in addition the commercial also conveys Pepsi PRB as a
convenient beverage to be pleasantly enjoyed with large group of people because it contain
greater amount by featuring scenes of people share Pepsi PRB at both outdoor and indoor

locations.

Coca-Cola's “Family Liter" {1998) is a good sample of the television commercial to
introddce new size of Coca-Cala liter which is appropriated for indoor activity, especially for
home consumption. The commercial remarkably encourages consumers to happily drink Coca-
Cola at home with family members: Several scenes demonstrate that the Coca-Cola liter is a

true value for money heCause-it-coniains-greaieramount-atreascnable price.

As the informative information is employed in the commercials, these commercials
successfully announce-that-the new product typesjare available inrthe-market. This awareness
will motivate them to choose the proper products to suit their needs and lifestyles. For example
they would consider Coca-Cala Big, 16 ohnce which has‘greater amodnt in, glass bottle format

for restaurant outiet while Pepsi Cool Hand would be suitable for those who like active outdoor

activity,
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2.1.D To position the brand as source of refreshment.

In order to meet with all consumers' needs, both Cola soft drinks frequently 'si'éﬁify that
they can incredibly satisfy physical need by overcoming thirst and heat. Magnificent attfibute of
Cola soft drink, which efficiently revitalizes replenished and refreshing feeling for lives of ali
consumers in a terrible hot temperature, is provocatively emphasized. The commercials use
consumers’ fear of dehydration and overheated feeling to persuasively convey that Cola soft
drink is the definite beverage to rescue people from suffocation. With repeat portrayal of this
. refreshment concept, consumers are compelling motivated to always think of Cola soft drink -
when heat begins to interfere with their lives:” These commercials successfully help establishing
brand's property of being a cure for.thirst and heat in mass consumers’ minds. This objective is
frequently employed during ihe sdmmer season, which is the peak selling period of Cola soft

drink.

Pepsi's “Hot Feet" (1988} is one of the commercial to position Pepsi as an efficient
beverége to overcome high temperature and torridness. The commercial intelligently uses
scenes of people horribly cry out end urgently tiptoe as soon as they step on a burning sand to
dramatize the steaming heat. The scene where paople take risk to run through the heated
beach to Pepsi booth located nearby assures Pepsi's capability to relieve them from
dehydration. This commercial evokes consumers’ consciousness of the terrible outcome when

they do not drink Pepsi.

Coca-Cola's “Sticky Day” (1994} is a distinctive sample of the television commercial to
signify Coca=Cola's refreshing-attribute, The commercial-dramatizes that whem consumers are
suffering from heat.‘Coca-Coia could efficiently enliven and gratify lives of consumers. it is a
stdry of a young man and a dog that are suffering from hot temperature. And as he

experiences ice cold Coca-Coia, he remarkably regains his vigorousness.
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2.1.E To posltion itseif as essential element in teenagers’ lifestyles

As teenagers are the largest target group who have the best potenti'él_'-tb consume Cola
soft drink, both Coca-Cola and Pepsi have to compellingly design certain kind of television
commercial to meet energetic lifestyles of young consumers. They are trying hard to create
appropriated commercial to successfully draw attention from young prospect target. Several
situations, which typically happen or relate to teenagers’ lifestyles, such as popular teen idol
celebrities, romantic relationship, energetic activity, and humorous experience are movingly
employed, it is necessary for both brands to make theii commercials as appealing as'possible
because when certain brand siiccessfully sits in young prospects’ hearts, consumers are likely

to develop preference towards. ihat particuler brand.

As a result throughout 15 vears; this particular advertising object is the most frequently
employed. Coca-CoIa's “Flying Coke™ (1990) is a sampls of commercials which use animated
and humorous story line to attract young targets. This commercial attempts to ettract
consumers’ interest by presenting energetic story of two hospitalized teenager men using their
minds to fly bottles of Coca-Cola.to them. This active and hilarious story line supportively

generates amusing experience for young prospect targets.

To significantly fascinate young consumers, Coca-Cola remarkably employs restless
and dynamic lifestyles of teenagers in its “Teens” (1996) television commercial. This compelling
commercial presents several scenes of teenagers’ daily activities.in some bizarre behaviors and
wardrobes. For example, some women-are presented in weird hairstyle while couple of men
lively plays skateboard:, With-numerous, scenes of piayful teenagers! lifestyles erigaging in the
commercial, young prospects are enhanced to perceive the brand as a friend or a beverage,

which is suitable for their ages.

Similarly, Pepsi's “Love Theme” (1982) commercial seeks to attract young targets by
employing sentimental and romantic situations. As teenagers are likely to involve in love
relationship, this beautiful concept productively captivates recognition from young prospects.

This commercial presents story of young couples who are having difficult time in their
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relationship. However, as the man presents bottle of Pepsi to his girlfriend, they passionately
reunite. This romantic story line successfully enhances image of Pepsi as being a beverage to
delicately bring cheerful, rejoicing and gladness into consumers’ lives. Consumers are
emotionally enhanced to a perception that Pepsi is a magnificent jubilation creator. In
consumers’ mind Pepsi becomes a beverage for a pieasant and gratified moment, which can

magicaily turns negative into positive cutcome.

To pleasiﬁgly captivate youth target, Pepsi aiso excitingly ‘endorses numerous famous
celebrities, especially the popular singers. As il ‘isWwidely known that teenagers are group of
young people who uitimately have special interest in compelling music activity, Pepsi sees a
glorious opportunity to be frignd with this specific target group. Employing dazzling music
activity in the commercials-helpfully positions the brand as hlayfui companion who truly
understands what needs of young people are,. People are actively motivated to pérceive Pepsi
as animate and cheeﬁul drink for modemized and dynamic consumers. “Michael Jackson 2"
.(1994) is one commercial of Pepsi, which impressively engages powerful celebrity to attract
young targets. This commercial endorses Michael Jeckson who is ranked as the world's
number one teen idol to signify Pepsi as a truly beverage for young consumers who see
themselves as independent, energefic, and modemistic. This commercial symbolizes that
Pepsi's popularity ameng. young. target is_equivalent to Michasl Jackson. It dramatizes that
when the world's number one superstar chooses Pepsi as distinguish choice, consumers are
assured of Pepsi's premium quality and trendy image. With Michael Jackson's reputation as the
number one in music industry, young consumers are enhanced to.perceive Pepsi as the leader
in soft drink category as well. it rémarkably ‘connotes that Pepsi'is‘what young and modem

consumers, should-considenas-their favorite choice.

2.1.F_To discredit major competitor

Since the market situation of Cola soft drink is very competitive and aggressive, it is
quite essential for one brand to attempt disfavoring its striking competitor. As Coca-Cola is
publicly well known for its originality of being an inventor of Cola soft drink who has been

dominating the market for so long, it sees an opportunity to turn its innovative property into a
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forceful weapon. It begins to claim itself as the incomparable Cola soft drink who ultimately
fulfills lives of consumers with pleasant and refreshment. With the position of being the first
brand in the market, Coca-Cola intensely discredits ather competitors as imitators who attempt
to copy its genuine formula. It vigorously protects its significant product by publicly reinforcing
its image as being the world's leader in soft drink beverage market. it spectacularly signifies its
popularity among woridwide consumers. As a result, several commercials have been produced
to indicate Coce-Cola as an original source of refreshing taste.

“The Real Thing" (1995) commerciel is one sample of Coca-Cola's intention to remind
consumers that the satisfied taste of Coca-Cola‘is incomparable and unduplicated. The
commercial symbolizes the real faste propefty throlgh severai fantasy visuals such as a round
shaped peanut, and a cylinder shaped egg. |t strikingly announces that the objects are
considered as Imitation when they do not ‘appear in the original format. The commercial
intentionally conveys that when Consumers-afe looking for a real taste of Cola soft drink, they

must consider the contour shapad bottle of Coca-Cola.

21.G To introduce new Identity

Pepsi used to feature three colors, which are bius, red, and white as main emphasis of
its logo for many years. -Bul-if-1895, Fepsi.realizes.that to suceessfully attract young prospect
consumers, new identity hust be powerfully designed. Pepsi then conducted several research
to investigate what is the most significant identity, which could efficiently generate quick and
memorable recognition, among mass caonsumers; -As, a-fesult, instead of equally featuring all
three previous colors in its logo, the research finding recommends Pepsi to dominantly
emphasize only ‘on the)eléectric biug color. At is betauserthis particular playfulcolor is believed

to efficiently represent energetic lifestyles of prospect youth targets.

In order to inform the magnificent identity change to mass consumers, Pepsi introduces
several dynamic television commerciais to deliver this informative message. “Change 1" (1996}
is one of Pepsi's commercials to announce the momentous news to the prospects. This
commercial employs numerous active lifestyles of young consumers who are the largest target

group, which Pepsi wants to captivate. it is because this specific consumers would
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supportively enhance Pepsi as a truly beverage for young people. This commercial is designed
with a quick editing technique to meet personalities of modernized target. The commercial also
repeatedly features the word “change” in both verbal and visual formats to efficiently reih'fci.rce
the main objective. To signify the new blue identity, the commercial presents several elements

such as fried egg in blue instead of its original color.

2.2 Target Group

As soft drink is a low involvement product, which does not contain any nutrition value,
- both Cola soft drinks have significantly shared similar target group. With its inexpensive price,
typical people could easily.affordto repeatedly purchase in one day. its sweet and refreshing
taste efficiently attracts consumers of all eges and social statuses. Therefore, it gradually
becomes a universal product /which magnificently suits to all people’s lifestyles. It might
become the elder's favorita @as @ sparking beverage; appealingly attracts adult targets as an
energétic drink to freshen them up after & long tired day; and remarkably draws teenagers as a
stylish beverage to keep thern up with modernized image. As a result, both Cola soft drink
brands enthusiastically attempt to induce trial and maintain brand loyalty among general
consumers, especially.the younger consumers who are the target group with the highest

potential to purchase.

For example, to reach children target, Coca-Cola creates the “Kid Soccer” (1986)
television commercial which emplbys chidren from variots,nationalities as presenters to convey
Coca-Cola's intention to encourage young children to brightly achieve their goals. While the
“First Impression” (1995)‘commercial (of Pepsi employs story|iine of young,teenagers on their
first date to appealingly captivate teenager target. Adult and elderly targets are emphasized in
Coca-Can's “Happiness” {1990) commercial where the story line demonstrates how eiders
could pleasantly enjoy Coca-Cola with family members and how aduit could cheerfully have
joyous moment .with friends. To generate positive brand image among family target, Coca-
Cola's "Christmas” (1990) commerc;ial is compellingly designed to signify that Coca-Cola truly
understands what the parents’ need for their beloved children are. To successfully attract

consumers from both rural and urban areas, Pepsi elaborately produces two different mood &
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tone commercials, the “Going Home” (1982) and the “Move Over” (1997) to suit with lifestyles of
both targets. The “Going Home" commercial emphasizes on & young graduated man who
returns to his rural hometown to happily meet with his family, while the “Move Over".commercial

dramatizes on the dynamic and stylish lifestyles of young metropolitan people.

Although Cola soft drink is a mass product, 1 is difficult to communicate to ali targets in
the same television commercial. As a result, specific group of people which is teenager aged
between 12-19 years who is the largest target groups who drink soft drink is exclusively
selected. The chosen teenager group is the people who are independent and trendsetter of
society. They are modemized people who have the highest potenfial to be easily persuaded
because they usually use theif emotions to direct their actions. They also have powerful

infiuence on other target greups stch as their peers and family members,

As a result, both Cola 8oft drinks frequently employ lifestyles of teenagers in their
television commercials. “With numerous employments of teenager related story lines, Coca-
Cola and Pepsi are compellingly enhantced with dynamic and modemistic image.

In order to generate clearer perception, Cola soft drinks' target groub can be
categorized into 2 different groups: |

Demographic: -—Male & femaie

- Young children to eiderly

All professions

All social economic statuses

Urban & rural

Psychedraphiec: A cheerful person, who ioves'tolbe involved in joyous,

relaxing, and entertaining situations.

A liberated and individual person who lives easy-going,

active, and innovative and trendy life.

Playful person who has good sense of humor and romantic.

A person who is supportive and always has sincerity and

caring for others.

A person who enjoys outdoor adventurous ectivities.
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2.3 Key concepts in the television commercials

Throughout 15 years, both Coca-Cola and Pepsi have employed various key concepts
to reach diverse segments of the soft drink market. Each key concept is unique and efficiently
reinforcing brand positioning. There are 8 key éoncepts both brands similarly share. However
Pepsi has 1 tailored key concept while Coca-Cola has special 2 key concepts of its own. The

similar 8 key concepts are categorized as follows,

2.3.A.1 Refreshment : As the most significant'product attribute of Cola soft drink is the
refreshing taste, both Coca-Cola and Pepsi frequently signify this unique selling point to attract
prospect targets. To successfully‘demonstrate this concept to mass consumers, both brands
have to elaborately engage stoiy line, which presents scenes of people being trapped in heat
and dehydration. And as the commerciel reaches its climax, the product is introduced as hero
to spectacularly rescue copsumers from suffering. Preduct appetite and visuals of people

regain their refreshment is mandatory in the commercials to signify this key concept.

Pepsi's “Bus” (1995) and Ceca-Cola “Cut” Out” (1990) are among theltelevision
commercials, which fabulously reinforce the réfreshing attribute. Pepsi's “Bus” television
commercial is a stofy about group of exhausted tourists who are fravelling through the
extremely hot location. And as they nearly die from the hot weather, they splendidly manage to
fresh up by ice cold Pepsi sold along the road. Similarly, Coca-Cola's “Cut Out” commercial
presents stories ‘G young man in an 1solaled deseit whom'iricredibly regains his exhilaration

through Coca-Cola's magical refreshment.

2.3.A.2 Corporate image : In order to gain brand preference and brand loyalty from
consumers, both Cola soft drinks see necessity to continuously produce television commerciais
to enhance their images. Through the sentimental story line, prospect consumers are
motivated to gfadually develop positive attitude towards the brand. In addition, when

consumers emotionally flourish bonding with the brand, brand recognition is the glorious benefit.
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To achieve this objective, both brands commonly produce television commerciais with
story lines to position themselves as supportive brands that spontaneously encourage children
and young people. This concept of being young people's inspiration to reach their goal does
not only attract young target as they ere portrayed in the commercials, but it also successfully
gains acceptance from adult target who would appreciate the sincere intention. However to
communicate to mass target with diverse interests, several different approaches as the

following are accomplished.

A. To signify their concern for young péople's future such as education, social life, and
career.

B. To sign'rfy their_encouragement for young people to be responsible for social
contribution.

C. To signify their suppert for young people’s ﬁerformance in sport and music.

2.3.A.3 Happiness : One of persuasive approach to induce trial in consumers is to
clearly démonstrate how Cola soft drink could bring pleasure and jubilation to their lives. These
commercials vivaciously feature scenes of people engage in typical cheerful end playful
situations which general people usually desire for. The happiness moments regulary employed
by Coca-Cola and Papsi-would-fealuie-piesenters-of all.ages.and professions to convey that
everyone possibly experignces the delighted and gratified events. As humor and celebration
are among factors, which bring joy into people's lives, commercials with animated, humorous,

and festive story lines are.included,inthe happiness concept,

2.3.A/4) Teenagers'difestyles : As teehagers)are thé largest target group who have
the highest purchasing possibility, both Cola soft drinks strikingly dramatize energetic Iifeétyies
of teenagers in numerous of their television commercials. Story iines of these commercials
frequently involve with topics which typical teenagers are usually interesting. These topics are
romantic relation, friendship, adventurous activities, outdoor trip, individual personality,
entertaining ' nightlife, and outrageous wardrobes. Both Coca-Cola and Pepsi intentionally
attract this young target through the dynamic commercials because the dazzling story lines

would supportively encourage teenagers to perceive the brand aé modernistic beverage. By
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doing this, the young target probably think of the brand as an active friend who truly understand
what the youth's needs are. As a result, numerous television commercials of Coca-Cola and

Pepsi repeatedly emphasize on lives of teenagers.

2.3.A.5 New product ; Throughout 15 years, both Coca-Cola and Pepsi have brilliantly
intrdduoed several new produds. And in order to efficiently inform mass consumers of new
product launch, television commercial is the most appropriate medium to deliver this
magnificent message. This is an_essential procedure of each brand to acknowledge its
consumers of the new inventive products avail in-the.market. It is because this informative
message will induce trial among prospect consumers. This also helps generating positive
perception towards the brands as well. It is because when consumers have repeated
opportunities to learmn aboulnew innovative products, they are splendidly motivated to perceive
the brands as originative baverages that always determins to productively create new products

to meet consumers’ progressive lifestyles.

' 2.3.A.6 Music_: One way_to reinforce product positioning of being an energetic

beverage for young and active consumers, is to spectacularly emphasize on music activity in
Cola soft drinks’ television commercials. As music activity is among young consumeré’ maost
popular interest, both Pepsi-and-Coca-Cola—recogiize thié striking opportunity to relate
themselves closer to this Specific target group through the music related story line commercials.
Moreover, to remarkably attract young targets that have the highest potential to become loyal
consumers, both~hrands-significantly-invest, im, music .marketing, approach. They brilliantly
endorse famous and popular teen idol super stars to spark initial interest and attention from
young prospact, “Both, internationaland local celebritieé are) compéllingly, endorsed in television
commercials of Cola soft drinks to captivate wider consumers, However Pepsi is the brand
which emphasizes mgst on the international stars such as Michael Jackson, Madonna, and
Gloria Estafan, ©On the other hand, Coca-Cola heavily focuses its concentration on popular
local stars such ‘as Carabaw band, Assanee, and Mos. Pepsi attempts to employ the world's
most famous stars as its strategy to persuasively motivate prospect consumers to perceive
Pepsi with more superior image than Coca-Cola. Music concept significantly becomes Pepsi's

key strategy to challenge with Coca-Cota who is the most powerful brand in the world. With the
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exciting appearance of the well known super stars, and the dynamic story line of music related
activities, young consumers are likely to perceive both Coca-Cola and Pepsi as energetic and

dynamic beverage for young generation.

2.3.A.7 Food : As one of consumers' typical consumption habit is to drink Cola soft
drink with food, food related story line is regularly employed in Cola soft drink's commercials.
These commercials superbly feature food appetizing visuals to demonstrate the ultimate taste
people could possibly experience from consuming Cola soft drink with food. Coca-Cola and
Pepsi see an opportunity to expand their sale valume when greater numbers of people develop
consumption habit of drinking Cola soft drink with their meals. As a result, both Cola brands
intentionally create television commercials to pramote consumers to think of Cola soft drinks as
beverage which incredibly enhiance the delicious taste. Howsver Coca-Cola and Pepsi had
taken two different approaghes o achieve this objective. Coca-Cola elaborately promotes
consumers to drink Coca-Cola with general meals such as Thai, Western, and Chinese, while

Pepsi attempts to atiract younger prospecis by promoting Pepsi with fast food restaurants.

2.3.A.8 Product usage : Both Coca-Cola and Pepsi frequently design their television
commercials to develop consumption end purchasing behavior among the prospect targets.
These commercials remarkably-demonsirate-hiow-the-productis-properly purchased from store
and pleasantly consumed by joyou§ consumers both in-home and out-of-home locations. For
axample Coca-Cola’s “Supermarket” (1993) commercial presents product life stage from the
first day it is displaved.in the supermarket until.the final day.when.it. is-purchased and consumed
in the park. The “Family Liter"<(1998) c;ommercial of Coca-Cola excitingly induces consumers’
habit torpurchase Coca-Cola home’ by magnificently featuring the story 4dine (which all family
members happily purchase Coca-Cola from the same store to delightfully share among one
another at home. Similarly, Pepsi’s “Chatchai & Sinjai" {1990) .commercial reinforces the
identical concept by showing the famous celebrities pieasantly purchase and drink Pepsi at
home. Consumers are also encouraged to bring Pepsi along in their adventurous outdoor trips

by featuring story line of young consumers joyously drink Pepsi on their sland vocation trip.
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The commercials, which empioy the product usage concept, would efficiently promate
the prospect target to extend their consumption habit. It is because when consumers frequently
exposed to the product usage television commercials, they are likely to include Cola soft drink -
in their daily life accordingly to various product consumption and purchasing behavior presented
in the commercials. As a result, this product usage concept would magnificently generate

greater purchasing possibility.
Besides from sharing the similar 8 key congents, Pepsi has one distinctive concept.

2.3.B New identity : When Pepsi decides to spectacularly change its corporate
identity, the special informative television commercials o announce the rﬁemorable change are
essential. As the new identity includes the new globe logo, the new electric blue identity color,
and the new “Generation Next? theme' line,-all commercials in this campaign magnificently
signify these elements through their siriking visuals and arousing story lines. For example, to
emphasize the new electric blue identity color, numerous elements such as watermelon, flower,
and fried egg are excitingly presented, in this particular color. The new globe logo is repeatediy
presented in a format of bottle cap-while the néw “Ganeration Next” theme line is dazzlingly
signified through the story lines Which interestingly engage lifestyies of modern and energetic

young people.

in addition to the similar 8 key concepts, Coca-Cola has 2 of its own distinguishing
concepts.

23.C.1 QOriginal & classical : To compete with its competitor, one of the significant
concepts Coca-Cola Commonly communicates to'general consumers is'to claimiits innovation in
Cola softarink market. As being the first to magnificently invent and own the original Cola
formula, Coca-Cola regularly reinforces this fact in its television commercials. By doing this, the
consumers are elaborately enhanced to appreciate Coca-Cola’s originality and gradually
develop negative perception toward other Cola brands. These commercials remarkably design
the story lines to demonstrate Coca-Cola as a classical beverage, which is definitely capable to
deliver the uitimate refreshing taste to consumers. Some of these commercials also signify

Coca-Cola's worldwide popularity by portraying bottles and caps of Coca-Cola in diverse
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languages. This magniﬁceni concept also attempts to stimulate consumers to think of other
Cola brands as imitators who seek to duplicate Coca-Cola’s incredible teste. To achieve this
objective, severai of Cocé-éd!a's television commercials clearly dramatize its onginality. For
example, the “Alien Copy” (1996) commercial signifies that even the progressive technology of
alien is inefficiently to duplicate Coca-Cola's taste. Whiles in the “The Real Thing” (1895} '
commercial, consumers are reassured that when Cola soft drink does not come in the familiar .
form (the contour shaped bottle), then the product is considered as imitation. This compelling
message Is symbolized through visuals of strange shaped objects such as a star shaped

watermelon, a cylinder shaped banana, and a box shaped peanut.

2.3.0.2 Sport : One.a@pproach, which Coca-Cola remarkably employs to appeal to the
prospéct targets, is the sport marketing. .Coca-Cola tremendously sponsors numerous sport
events both locally and Internationally.” It also presents various sport-related commercials to
signify its glorious contribution. /The story lines usually demonstrate young children and aduit
athlete participant in the compellin.g competition where Coca-Cola is a beverage to supportively
help tﬁem win the game. 'Samples of the significant sport events usually featured in Coca-
Cola's éommerciais are the Sea Game, the Asian Game, the Olympic, and the World Cup. With
steadily support and emp|oyrri;nt of “sport activities, consumers are motivated td develop
positive attitude towards-Coca-Cola—Especially-iof young-peaple who significantly engage in
sport activities, Coca-Cola is probably seen as their magnificent inspiration. This IiveI)‘r'Ksport

concept also supportively enhances the brand with active and energetic characteristic.

2.4Brand positioning

In) today's competitive market, technoiogy splendidly allows one brand to successfully
investigatc as well as duplicate other brands’ significent product attribute. As a resuit, greater
numbers of brand in the same product category begin to share commodity. Therefore each
brand has to magnificently create powerfut brand imege in consumers’ perception by distinctly
find the most appropriated image which differentiate itself from others in the market as well as to
superbly appeal to consumers’ needs and lifestyles. One effective approach to help the brand

achieving this outstanding objective is to design the preeminent positioning for the brand.
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Coca-Cola : Positioning_itself as a caring friend who always provides ha iness and

refreshment as well as truly concems about social contribution.

Throughout 15 years Coca-Cola had conducted numerous marketing and- social
activities which significantly create positive perception and emotional bonding with prospect
consumers. Coca-Cola emphasizes on its magnificent attribution of being a beverage with
greater thirstquenching ability, which offers the most refreshing taste that goes well with food.
Mood and tone of its advertising cgmpaign atternpts to convey Coca-Cola as a friendly fun drink
for today’s living. These images are established throtighvarious Coca-Cola’s commercials with
scenes where people experience refreshing moment from dh‘nking Coca-Cola; people are
extremely happy to drink Cgga=Cola with food; people and Coca-Cola are engaged in active
music activity, and people occupy in exciling sports. Coca-Cola usually presents television
commercials, which exhibit itéelf as an aspiration of young people. it forcefully encourages
youths to express their creativity and imagination for social contribution. These young people
are reassured that they will be rewarded with pride and dignity in returh. As a result, when
compéred with Pepsi, its major competitor, Coca-Cola successfully gains greater positive
perception from consumers of being a brand with more intrinsic value. For exampie, the
“Pongsit” (1992) teievision commercial signifies that Coca-Cola loves everyone and will always
be supportive for young beople’s-accomplishinent.—ln-similar, the “Mos” (1993) commercial also
indicates that the populdr teen idol singer is magnificently inspired by Coca-Cola to become the
popular star. “For Thailand” (1991) commercial is one of the commercial which signifies Coca-

Cola's concern for-Thai-society.

With) /consistency Qin: television commercial's) concept @nd~story, line, Coca-Cola
successfully maintains its status as the leading in Cola soft drink catagory. It gloriously gains
positive attitude and acceptance from counfless people. As a result, Caca-Cola is megnificently
enhanced as the reliable and trustworthy beverage that is the definite friend along people’s

lives.
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Pepsi : Positioning itself as an innovative and energetic beverage for young modemized

aople who live uitimate tre i Bs.

As being a second invented Cola brand who puts great effort to compete with Coca-
Cola, one of the world’s most popular and well-known brand, Pepsi has to conduct numerous
activities and strategies to tackie teenager who is the largest target group to consume Cola soft
drink. Pepsi has tried almost every approach even changing its identity and slogan to meet the
dynamic lifestyles of teenagers. As a result, Pepsiemphasizes its marketing activities in music,
which is among one of young people's most favorile interest. The world's most famous
superstars and the local's most popular celebrities are forcefully endorsed to attract attention as
well as establish 5tylish image among youth. Almost haif of Pepsi's television commercials
airing between 1982 — 1887 have remarkably featured the spiendid stars. These reputable
celebritieé are ranged from Madonna, ‘Michael Jackson, Tira Tumér, Michael J. Fox, Spice
Girls, Thai's famous Achaleg, and Chatchai & Sinjal. As these stars are perceived with active
and trendy personalities, Pepsi's association with thesa celebrities supportively enhanced Pepsi .
image' as being a playful ‘and dynamic brand fo help teenagers méintain their trendy and
contemporary lifestyles. Pepsi frequently presents its television commerciais with lively music
activities, humorous story line, and- independent lifestyles of teenagers. These significant
elements efficiently pcsition Pepsi as being a beveiage, which truly understands what the

youths are looking for.

In order~to absolutely pasition, itself withnthe modem?stic image, Pepsi remarkably
introduces new corporate identity, which elaborately stimulates prospect consumers to develop
emotional) bond ‘with”the brand. ~Theé new idéritity’ successfully helps prospect/consumers to
identity Repsi drinkers as the innovative, dynamic, lively, and futurist new generations that are
ahead of the time. The Pepsi drinker is perceived as individual people who dare to break the
traditional rule and desire to stand out from others in society. The new identity conveys that

Pepsi always wants to move forward for the best service to fulfill needs of fun and stylish

consumers.
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Pepsi briliantly combines personalities of the brand and its consumers together. This
strategy magnificently differentiates its image from Coca-Cola, which emphasizes its original

and classical tasta.

As there is no significant differentiation in product attribute between Coca-Cola and
Pepsi, the only approéch to distinguish itself from Coca-Cola’s conservative concept is to
establish its own energetic positioning such as launching the compeliing electric blue identity
color to compete with Coca-Cola’s powerful red color, It also vigorously creates numerous
television commercials with lively and animaie manners to enhance its personality. The
employment of the famous celebrities and energetic teenagers’ lifestyles in its commercial help
strengthening Pepsi's image because the prospect young targets would gradually feel Pepsi as

a product especially designed forthem.

2.5 Creative strateqy

As Cola soft drink is @ generic product, both brands have to seek the best solution to
attractl consumers’ purchasing intention over the compatitors. The most appropriated way to
make tﬁe brand appeals to consumers-is not rational but psychologically relate the brands to
consumers. It is because both Coca-Cola and Pepsi are unable-to utilize their unique seiling
point, With this approach, consumers will gradually develop personal bonding with the brands.
There are three creative strategies, which both Cola brands usually engage to stimulate

consumers’ psychological needs,

2.5.A Brand image strategy.

This strategy occurs when the brands attempt to create emdtional framework and brand
personality to appealingly motivate consumers. This particular strategy helpfully generates
positive attitude among consumers by portraying the brands’ desired image. For example,
Coca-Cola commonty creates its commercials to signify it's glorious intention to support -young
people for theif music and sport achievement, On the other hand, when Pepsi regularly
presents itself as an energetic beverage that fits with trendy lifestyles of young people, it is

perceived by the consumers as a brand which understands the youth mast,
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2.5.8 Product positioning strategy.

This strategy works by placing the product in a hierarchy of competing prodycts in the
consumers’ mind. It stresses how the brand is different from, or superior to, the competitor. This
strategy is quite useful for the generic product category. For example, Coca-Cola often
announces its positioning of being the refreshing taste originator in the Cola soft drink market.
With this positioning, consumers are encouraged to think of the brand as a genuine high
premium broduct. Coca-Cola usually uses this strategy to convey Pepsi as an imitator brand.
This strategy generally reinforces brand's position in the market as well as induces reliability in

the product,

2.5.C Resonance strategy

The essence of this strategy is to link the product to universal experiences of the
consumers, such as birthday occasion, heliday trip, annfversary celebration, and relationship.
This strategy supportively helps assodating consumers closer to the brand because they are
familiar with the portrayed evants. As this siretegy encourages consumers to see the brand as a

part of their daily lives, consumaers are likely to develop the frequent consumption behavior.

'2.6. Creative execution sgles \

As both Cola soft drink brands take different positioning directions, their most frequently
employed creative execution styles are totally contrast. Since Pepsi attempts to attract young
prospects with compeling stiperstars ‘in music and-movie, industry, celebrities execution is the
creative execution styles which Pepsi occupies the most. This celebrities execution is an
engagement of farmous stars to deliver product-related message to-consumers.- Although Pepsi
does not have the endorsed celebrities to directly talk about its magnificent product’s attribute, it
presents these superstars in several interesting ways which excitingly moves young prc;spects.
For example, Pepsi uses energetic personality of the popular teen idol, Michael J. Fox to signify
the brand as an 'innovative and active beverage for trendy paople in the “Michael J. Fox" (1986)
television commercial. While powerful appearance of Cindy Crawford in the “First impression”
(1895) commercial demonstrates Pepsi as a true friend who really understands teenagers’

needs, Empioyment of the celebrities execution successfully reinforces .Pepsi‘s dynamic
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.positioning of being a drink for young modernized people who seek to be recognized in the
stylish way.

On fhe othéf:hénd. Coca-CoIa’s rhost fraquently employed creative execution style is
the vignettes execution. As Coca-Cola significantly puts its great effort to promote the
paositioning of bei\ng a beverage to generate happy moment as well as being a moving
aspiration for young consumers, the vignettes execution style is the efficient approach to deliver
this powerful message. It is because the vignettes execution style normally shows scenes
where people enjoying their lives end product at the same time. It also has an ability to create
excitement and motivation through employing song _orjingle those reflect positive product's
attribute. The vignettes execltion allows Coca-Cola to thread together several brief episodes of
young people inspired by Coca=Cola and Caca-Cola in the joyous situations to signify people’s
impression towards the brand, For example, the “Couple”™ (1988) commercial features story of
various compassionate couples is enjoying the pleasant taste of Coca-Cola in various locations
and diverse situations. Some are in joyous moments while some are in sentimental occasions.
While the “Asian Game" (1990) emphasizes on promoting numerous Thai athletes to perform
well in the important sport event. This vignettes execution style truly helps Coca-Cola gains
enormous sensible impression form the prospect cansumers’. As the vignettes execution could
feature numerous lifestyles of different pecple, it allows. Coca-Cola to talk to wide group of

targets with the similar Mmessege-at-the-same-iime:

However both Coca-Cola and Pepsi remarkably share their second and third most
frequently employed-—creative | @xecution, sstyles respectively;~ the slice-of-life, and the
demonstration execution styles. The slice-of-life creative execution style is quite popular for
Cola soft drinks becduse, itlis’a\dfamatic execution’style, whictiusually portrays the product in
use and certain group of people who use it. The everyday life situation is emphasized to
position the brand in natural way. It magnificently gives the consumers a look at realistic
situation with presenters who appropriately represent the target consumers. With the slice-of-
life execution sfyle, Coca-Cola and Pepsl remarkably suggest consumers the new ways of
consumption. It is because this particular execution allows both brands to present how the
product could possibly be enjoyed in people's Iiv‘es. The story line usually employs the daily life

of one significant presenter and his or her family and friends with product’s presence occasion.
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For example, Pepsi “Campus 1" (1992) television commercial emphasizes on situations in life of
a young energetic man since the first day he attends a college until his graduation day. Several
parts of his life such as playing spo_rt with his friends, studying for examination and conducting
social contribution in the rural area are strikingly featured, Throughout these compelling
situations, Pepsi elaborately présent the product usage scenes to induce consumption habit
among prospect consumers. Similarly, Coca-Cola’s “Olympic 1" {(1987) commercial presents
story of young female athlete who lonely travels to participate in the glorious Olympic event in
Korea. As she gets lost and confused, she me‘ets a new friend from other countries to help her
solve problem. At the end, Coca-Cola Is présented as a beverage to celebrate the joyous

moment.

The third frequeptly engeged creative execution style of both brands is the
demonstration execution. _This/particular execution clearly demonstrates of what the product
does, how it works, or how special praduct usage can be used universally, As this execution is
the most common uséd to feature significant product attribute, the prospect consumers could
possibly perceive how the Cola soft drink could refresh their lives, Other important messages
such as descriptive information of new products is efficiently signified by this execution as well.
For example, the “Big 15 oz. #1°(1990) commercial of Coca-Cola elaborately exhibits how
people can pleasantly-snjoy-the-new.size product. _And as the new product offers the great
value for money cost, which consumers could pay addition one baht to remarkably receive one
and half more amount of Coca-Cola, the commercial clearly demonstrates scenes of people
take out one baht coin to purchase the product. . The-commercial also spectacularly shows
place and how people could experience the refreshing taste of Coca=Cola. On the other hand,
Pepsi splendidly-uses-this:demonstration jexecutiomto-announce its new, identity change. Pepsi
creates 8,of its commercials with this demonstration executicn in 1896, “Change 1" — “Change
8" to cle'arly signify the new electric biue identity color. The commercials excitingly shows
numerous ‘objects are changing into the blue color such as watermeton, and a2 dog to dramatize
as well as symbolize the Pepsi's nelw compelling blue, Some presenters are also holding
signage which noticeabiy written about the identity change. At the end scenes, all consumers

are clearly informed of the new change when the previous Pepsi's caps, can, and bottles are

strikingly replaced by the new one.
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This demonstration execution style is very helpful for both Cola brands to keep their
consumers informed of the new product availability as well as truly see for themselves of how
the product could efficiently work for them. This execution is considered as.one of the hard-sell
approach to diréctly deliver the important message to the consumers without sentiment story
line or emotional music score. The consumers would easily recognize the informative concept,

which the brands are trying to convey.

2.7 Appeat

As an advertising appeal.is the approach used {c aftract consumers’ attention as well as
to infiuence consumers' feeling-toward the product, both Coca-Cola and Pepsi elaborately
create their television commereials to splendidly move people and excite their interest. Since
Cola soft drink is a produet with no unique product attribute, one of the most appropriated ways
to successfuily gain favor from consumers is to stimulate the prospect consumers to develop
positive attitude towards the brands. Both brands have to develop the compelling commercials,
which efficiently generate sentimental bonding between the brands and consumers. It is
because when the brands become-ore than typical beverage in consumers’ perception,
consumers are likely to signify the brands as friends who truly understand what their needs are.
As a result, both Caca-Cola and Pepsi frequently empioy the emotional appeals to efficiently
relate the brands with the consumers’ social or psychological needs. There are number of
consumers who consider emotion as their purchase decision, especially for Cola soft drink
product which afl brainds’share the sirfillar afiribute. | When there'is no significant product feature
to distinguish one brand from another, consumers turn to recognize the brand, which
sentimentally, relates\ on, appeals to their emotion as the choice.  For these specific target
groups, their feelings about a brand can be more important than knowledge of its features or
attributes, Therefore Coca-Cola and Pepsi believe that creating a commercial that directly
appeal to consumers’ emotions works better as their brands are not significantly different from
other competinglbrands. The emotional appeals can be employed in several creative strategy
approaches with various moed and tone, and diverse story line. As a result, the commercials
with humorous, exciting, upbeat, entertaining, and arousing story lines are all created with the

emotional appeals. The emotional appeals definitely help to efficiently register the commercials
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in the minds of the consumers, Coca-Cola and Pepsi usually use emotional appeals with
ambition that the positive feeling the commercials generate will splendidly transfer to the brand.
They believe the positive feeting'cl::i'elated through the emotional commercials can have a
favorable effect on consumers’ evaluation of @ product. Therefore both Cocae-Cola and Pepsi
ocdupy the emotional appeals to enhance their image as cordial beverage by frequently
creating television commercials with sentimental and animate story line and touching music
score. As Coca-Cola and Pepsi repeatedly design their commercials to emphasize on concept
of friend, children, family, happy moment, joyous_situation, and romantic relationship, the

emotional appeal is strikingly reinforced.

2.8 Strategy source

Usually as both Cola soft drinks are the world's famoﬁs brands, they have to carefully
maintain the consistent image and advertising strategy throughout the world. They have to
employ standardized positioning - to . maintain uh'rform brand perception among prospect
consur.ners. In order {0 protect.their woddwide brand identity, Pepsi and Coca-Cola
‘ homogeneously employ steady logotype, registered trademark, and corporate color. Although
_the logotype may be locaily adapted to generate ‘greater literary understanding, the similar

typeface design is remerkably composed.

The head offices in the United States play powerfu! role to direct global strategy source
in advertising caffipaighs Torbath) brards() A5 @ result; both«Coca:Cola and Pepsi companies in
Thailand are limited to specially produce television commerciais for specific targets. Both of
them frequently feature the commercials, which originally created. from the head offices. Only
some special occasions such as promotion, or new product launch would allow Pepsi and
Coca-Cola to splendidly initiate their local creative strategy. As a result, the global creative

strategy source is the most frequently employed stretegy source for both brands.

However there are also large numbers of television commercials, which remarkably
employ the local creative strategy source. Pepsi has greater opportunity to experience this

particular strategy source because there are various special circumstances happening during
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the 15 years. For example, in 1996 when Pepsi introduces the new corporate identity change,
there are B locally initiated creative strategy television commercials to signify the spectacular
event. When Pepsi aﬂempté'.'td promote its consumers to develop a new consumption behavior
by inducing the consumers to pleasantly drink Pepsi with fast food meal in 1988, there is 4
_ television commercial with local creative strategy to dramatize the magnificent campaign. As
one of Pepsi's main emphasis is to endorse famous superstars to attract young targets, several
local celebrities such as Anchalee, and Chaliang band are featured in the local creative strategy

commercials.

Although Coca-Cola has less television commercials with local creative strategy, all of
them powerfully gain tremendetis appreciation from consumers. Coca-Cola aiso endorses the
most popular local stars such as'Assanee, Mos, and Carabaw band to specifically attract local
young consumers. Number'of ifs local creative strategy commercials are developed under the
campaign to strikingly 8ncourage Thai pecple to be supportive for Thai athlete team in several
international sport competitions such as the Asian Game in 1990 and the Sea Game in 1995.
“For Thailand” (1991) commercial, oné- of Cocal-Cola's award winning television commercial
which remarkably employs focal. Greative strategy is among Coca-Cola's social coﬁtribution
advertising campaigns which glericusly promote young people to be responsible for the nation’s

future,

2.9 Brand personality -

One of the elements, which both Cola brands must pay important attention because it
can supportively strengthen brard,positioning, is the brand personality reflacted in the television
commercials. As brand personality is similar to human personality because il is distinctive and
enduring, with an appropriated brand personality, consumers could likely to relate very intensely
to a particular brand. The brand personality can efficiently help brand strategies by enriching
understanding of people's perceptions of and attitudes toward the brand. As a result, it is
essential for both Coca-Cola and Pepsi to elaborately create the desired brand personality in all

of their television commercials. The brand personality should be designed to be consistent with
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the positioning as well. It is because both brand personality and brand positioning would

significantly support each other to generate the most powerful brand in consumers’ perception.

2.9.A Brand personality of Coca-Cola

As Coca-Cola positions itself as a caring friend who always provides happiness and
refreshment as well as truly concems about social contribﬁtion. encouraging personality is
Coca-Cola's most frequently employed personal'rty' in its television commercials, ;rhe
encouraging personality becomes the most frequently employed personality because it is
usually reflected through numerous of Coca-Cola’s commercials, which strikingly dramatize its
willingness to be supportive for Thai people. As Coca-Cola repeatedly produces the
commercials to inspire young peopie and Thai athlete team to gloriously achieve their goals, the
encouraging personality is‘compellingly reinforced. With this personality, consumers are
enhanced to no longer perceivae Coca-Cola as a typicel beverage but as a sincere friend who

always provides the distinguished aspiration fer the sake of the nation.

‘ Significant numbers of Coca-Cola’s personelities are dramatized through the self-
expression model, which compellingly stimulate consumers to perceive a brand as vehicle to
express their self-identity, and lifestyles. With the self-expression model, consumers are given
the opportunity to look-for-a brand whose cultural_ meaning.corresponds to the person they are

or want to become.

Almost of-Coca-Cola's, brand-personalities are_highlighted.through the executional
elements approach. "With this-executional element approach, ‘elements such as the choices of
music,~visual ‘direction, pace~and- nature cof edition;yand colorscheme~used all contribute

substantially to a brand's personaiity.
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2.9.B Brand personality of Pepsi

As Pepsi remarkably positions itself as an innovative and energetic beverage for young
modernized people who live an ultimate trendy lifestyles, the popular personality is Pepsi's most
frequently employed personality in its television commerclals. The popular personality becomes
the rﬁost frequently employed personality because it is usually reflected through numerous of
Pepsi's commercials, which compellingly endorse the famous dynamic superstars to attract
prospect young targets. As Pepsi repeatedly features the leading celebrities in its commercials,
the popular personality is splendidly reinforcad, With this personality, consumers are enhanced

to perceive the brand as stylish beverage for aciive'and modernized young people.

Significant numbers of Pepsi’s parsonalities are dramatized through the self-expression
model, which compellingly.stirmulate consumers to percsive a brand as vehicle to express their
self-identity, and lifestyles. With the_self-expression model, consumers are given the
qpportunity to look for'a brand whoss cultural meaning comresponds to the person they are or

want to bacome.

Almost of Pepsi's brand personalities are highlighted through the executional elements
approach. With this executional éléments approach, elements such as the choice of music,
visual direction, pace and-rature-of-edition,-and.color-schiema used all contribute substantially

to a brand's personality:

2.10 _Slogan

Throughout'the, 15 years, Coca-Colaand Pepsi-have. employed 'several different
slogans in their television commercials. Some are locelly created to meet lifestyles and

behavior of specific native people.

2.10.A Coca-cbla's slogan
Coca-Cola elaborately designs its slogans to reinforce its positioning as being a caring
beverage to generate the ultimate happiness for all people. These slogans stimulate the

prospect consumers to develop emotional bonding as well as consider Coca-Cola as their only
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one choice. During 15 years period, the longest occupied siogan in Thailand of Coca-Cola is
“Coke Is itl” This is a global slogan which is popularly used worldwide to reassure tha}Cbca-

Cola is the definite refreshing beverage which efficlently brightens up people’s lives.

1982 : Share Coke...share smile.
daldnaad

1982 : Coke is suitable for all meals.
Iﬁnmmzqnﬁa'

1983 : Cokeisitl
doaland

1990 : Share Coks...share happinass.
delfngenue

1992 : Coke'lovesiyou.
Tfningm

1993 : Always Coca-Cola.

ptnatIAlen

210.B Peapsl’s slogan

Pepsi oorhpellingly. creates its slogans to strengthen its positioning as being an
energetic beverage for the modernized trendy people. The slogans powerfully signify an upbeat
image of Pepsi as well as strkingly induce young targets to fulfill their festive five by drinking
Pepsi. Pepsi's jongest employed slogan in’ Thailand is “The taste for new generation” which is
compellingly initiated as a giobal slogan to promote. young consumers to outdate the
conservative Coca-Cala.\ To compets with the well-established brand asCoca-Cola, Pepsi has
to shift its main target groups from general adults who are already Coca-Cola’s brand loyalty to
young energetic teenagers. As a result, Pepsi puts its heavy emphasis to achieve this objective
through messages of its siogans and advertising campaigns. It aiso considers to replace the
global slogan of ."the taste for new generation” which already strengthens its modernized image

to the “Generation Next" which strikingly dramatizes Pepsi as a progressive and active brand.
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1982 : Let's drink Pepsi.
AU

1982 : The most delightei;':l moment...drink Pepsi for joyous refreshment.
#ngaiud anduddudale

1985 : The taste for new generation.
sRmAvasnuiulml

1990 : The world of love and happiness.

Tnnuﬁam‘mi’n WaEAIT

erous devices in their television
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imers of the brands. These devices will

nerate brand personality within the limited
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