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#4# ABBELTVE3S . MAJOR CREATIVE ARTS

KEY WORD : ADVERTISING / COMPARATIVE ADVERTISING / CREATIVE / DESIGN
EKARAT OUMJAI : CREATIVE DESIGN OF COMPARATIVE ADVERTISING IMN PRINT
MEDIA : ASST.PROF. WILAI ASAWADECHSAKDI, 150 pp. ISBMN : 974-53-2646-1

This research is aimed to study a comparative advertising in order to find the types of
comparative advertising, the characteristics of comparative advertising including advertising visual
images of comparative advertising, will lead fo @ proper and creative comparative advertisment.

The gualitative ressarch is used Ipr this study: The researcher studied the ideas and con-
cepts regarding the comparative adueniMnl, which are selected into 120 pieces by a researcher
from many resources |.e, "I...util':__r‘:"[ntﬂ Archive®™ an international-standard advertisement library, the
nominees from New York Festival and The One Show beok contest, including the nominees from
TACT Award, Thailand. f:hftar that 88 preczes were chosen as samples by the experts, Then, the
researcher analyzed such samples 1o find the types, the characteristics of comparative advertising
and advertising visual images of cumﬂamti?a advertising in the publication.

The results of the study are: :"{_

1. There are 4 types of ﬁb‘inpararﬁ%&'jnél-ﬁ:erﬂsing, which are respectively as follows: 1}
general competiter comparison, 2) direct mﬁﬁ;nn, 3) indirect comparison, and 4) comparisons
with a fictitious brand (brand X). Speaking Ef’ﬁ[ﬁ\'}mri‘sﬂcs of comparative advertising, superiority
comparatives was mostly found at 87 pmﬁi’l_ﬁm is no use of any other characteristic compari-
sons but Parity Comparatives in 2 pieces. Therefore, the superiority comparative characteristic is
assumed to be most appropriate to use in the publication. |

2. 14 typés fﬂﬁnﬁ-amg 26 ones of ﬂ'la adm‘lising_‘-viéuai image. The most frequently
used in comparative advertisng is respectively as fellows; 1) Comparative Juxtaposition Illustration,
2) Without Words Dllustration, 3) In the Beginning was the words [lustration, and  4) Telling

Story Illustration,

[ "\q
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7. Affective Strategy Dunisaseesuniliiinszninensduauazguiiog

%3 3 o %% c

Py R o A o A o9 v a = o o oA o
Tngladansainsenssmndusuanyl L‘IN’PJ‘V]’]I‘VIE&‘UﬁiﬂﬂLUaﬂuLLﬂ@ﬂﬂ’]iiUgLﬂﬂ’Jﬂ‘U

o o

]
= 1

a o § @& aad v a v oa o
NAAAUI LU DNLANIENURUAINTANLANF1ILDE
8. Product Category Strategy LJun1sasninagnsasiassanasnansznulyes
AUAIUTLANALING LTU LFIHY 1AFDIUTZAY A1HITDMNILUUNITUNAUDLUINIING
widgymisssue luautemnuaynila
9. Head and Heart Strategy Junislamannesnuuulmanonnulaeldisang o
R
9.1 Hard Sell ‘fluasussinninguaniadeyanidnfdnlanazasninis
9 %3 6 L2 a % zzi«u E% %
Aauaued lugUansaiuazyslomizasduaniusesld
9.2 Sorf Sell l#@15usan1nas1901540) NIABLAUDINTUBL LN AUAG
1Tun AN mmifﬁﬂLLa:qmﬁa@miuﬁmmimi
9.3 Lecture 4DunMIaIa1slaensd  Huaasiauenangiuuazldinadia
a9 9 weltduinlagon lunisdaasunisoie w gedmihelaunanslunaduay
A oA = A o o ¢
9.4 Drama fABL3RITNINIENITUAAINASIITOU ] FIAZATIUENIUNITOL
Mﬁaﬁguamuﬁiamuwﬂﬁmmmﬁau"lumwauﬁ Qﬁu%%’uiua:ﬂizqﬂﬁﬁaainmiﬂu
TIN5
10. The Selling Promise dayaninauaaixisnivualaiduy 2 ansuzhs
10.1 Product-Centered \HunaumuasAantf 18U n15na13819 (Claim)
MAumtulta1els n1snesay N1FLLSHUMEY NISRISANDULAZUAILTALAN
10.2. Prospect-Centerd L1iunA11983n1590I5U5 InAlaaldyngalania
21980] ANTULAG UATIAFIANIIA WA
MNNNANMINININNATE ﬁazﬁ'mwﬁwmmss[ﬂ?ﬂaqwﬁumia%ﬁomiﬁmﬂmwmﬁ
d! ) £ % 0o KX K 3 d{' % a % [
Fan1sih lulgenasesmilafonsatsznavlunane 9 15a9e80u wazlunisas19assAu
= L = dl 1 @ Ad! 1 [~ 1 (-9 di,
TsuRapIAn IS0 IFIUNANL0INITFINETT AN TIuusladu 2 nquAtH
1. mjuﬁﬂq@ (Verbal Components)

2. mjmmﬂﬁﬁﬂmﬂ (Non-Verbal Components)
1. NQNAIWA (Verbal Components)

11 @9AUA1 (Brand Name) Aa7aN@divtnNadaliingd0InuFUALas

2 o
o

@ A o A v % . 4 do < A o
waidu 2 ngume FenFemiuntnNnislgu (Functional Name) WwzTenasauinely
a =1 =
LNAAINNIANA (Fancy Name)

1.2 W11 (Head Line) lMasgaanuaulauaznszquldnmiusis

AZLDHAUDI LUHUININTU
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1.3 Musseneldnin (Caption) waedy Jamnuiiesuiamnunungves
nwdidsnglidaaudedu

14 MYy (Slogan) Mifleunnunseidedud eliiinanuiy
wnnn wiinaziasulasan wamadyliiiou

1.5 Faaulasnn (Copy) Wumslisieazdaaioniuiusvsensnis
Lﬁaclﬁﬁuﬁmvlﬁ%aﬂaLﬁ'mﬁ'uﬁuﬁ']mﬂﬁbu

2 o

2. nguilailgdarna (Non-Verbal Components)

Wudszinneesnisasisassanularn lagld@ats n1seenuuy Wwas & 1789

M WaAedes Yszneudae

21 nasdpnan - (Layout) LHnN159A1190N  WieasonsuninazAm
aulavesrjuilnaiifidedu dnanmsnaismnfe  dumiinmananw  dwiide
2IAUTZNBUAG 9

2.2 #1419 (Space) ey msiurserlnAsdesndunulasnie
Sensasannanlaniegela

2.3 BUA (Size) mmmaﬂmwmﬁﬁﬁNaﬁiammﬂulwmQ’mmﬁuﬁ'u

2.4 & (Colour) \Hussrtszneufifanudmdnsonsuniuazanuiinyns
AULTY AsdBIDNABFElUNTAIgAATMaLla

2.5 LUUGMIWIIED  (Typographic) GIMIIRBULLUAN ¢ &INISOLEA

2

2sNDile LU aumﬁé’aamimmwgmq aldgenuslasinnindsnesiasy

2.6 \&89Uszney (Sound Effect) nislaidzedsenovluwmuiyinldiing
ANUANATININTL

27 aun3 (Music) uenaansoliminesuallaie @u  ad
AuFuLaL 1ala

2.8 nswaenldnan’ (Illustration) sl weaaziiulinwauadu
fiennw auswiaulaviamagnld nwuansuanmsld Wildeaiaonnnliaenadns
FUFIUUsENeUAU. 9 Tmaiﬁ@uéﬁLmuwaaﬁ'aﬁmuaﬁﬁﬁqm LAZEBAARBINUENINAALA

21835U5lnA %lﬁl,ﬁuﬂiﬂmﬁﬁQu’%Tma:VLﬁ%'u

'
a

TSl @ IUHANNTAS 1855 ATBINITOBNUUUAS AT AU BN A RIANN D98
eazidgafianunsndntssnvly Sl
1. Ms\PeuA luwan (Copywriting for Print) Usznausie
1.1 N159A998AN (Display Copy)
12 ioyndanny (Body Copy)
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2. NMIRBNLULATWINENN (Design for Print)

1. nMsiasumlusan (Copywriting for Print)
1.1 N159A21992Am218 (Display Copy)

- WA (Headlines)

v w1

v @ | Ao o o = a o =
‘W’]ﬂ‘Vi’JL‘]Ju’d’JuV]ﬂ’]ﬂmw“/lZﬁ!ﬂiuﬂ’]iﬂﬂ@ﬂﬂ’)’mﬂuhuazﬂ’rﬂ‘ﬁN@’]uvLﬁ‘Vli’mﬂ\‘lLLu’J

Y

PR a

ANNAAUAN Lﬁ@d’%’mL‘fluaﬂLLiﬂﬁt{Eﬁ’]u‘ﬁzLﬁuLLaﬂﬁ’d’m Ny A1 UAANI NI ULED

Y

[ 1 PN A A 1 v A o db
mmammmummaamﬂu UTLLNNVDINIAAINAIU

I
a a

a o o = ¢
M15199 1 U52LnNTaInIavan gl a1 ula eI T F IR

1. wmﬁ"al,ﬁfumini( // j § \5n1gcuz
A & “\.'

(Direct Action He e A

N19NA1B195U509 (Assertion) | WNITUBNNIDAUINAIAVNAADILTRUAT

v o

qJ
- A&9 (Command) LflumsuaﬂasngmwLﬁ@iﬁﬁémﬁmw

9]

L% aa <) ada L % A ada 2
- YBAINNUBNITNIT (How-To L‘]Jumsuamﬁmﬂmummmﬁmﬂmﬁzym
Statements) vielalaanen

NN5UsENIAYN Jnlanudnai vy wsauann1sUasuLUad

PIFUA 17U gasiud uwuulndniedsnislslng
iwanszaulineaeslidum

| E—
% [% - —
2. wmwuuumW7 % Ei‘ﬂmz

- - — = #
(Indirect Action I-te‘pdllnes)\ T
- Tywndsaun (Puzzle) a59AnuNEYIiNE B ueuTaAN
] a A
AIUNLUAD
- @aNeatiog (Associations) lFmanpguirsaiazn wineassnNauls

o

AMMTUANBUZIDINIAWANA Jewler (1985) lataunlinaisnans iy aail

| = 9 20 AV 1
wiziazasazliaguinie ldlganladianumung

oA A o= P A A P
UNLTDND ﬂﬂLLﬁJ’J’W’B’W’Qz@maﬂﬁiamﬂ’]ia’aLaﬂu

-1 laladne

vandszlanminlaannisldauainsansnig

¥ o dl o % U 2 1 [ = 2 o e
Iﬁﬂ’]ﬂﬂﬂﬁﬂ?@ﬂ“ﬁ’]ﬂﬂﬂﬂg’ﬂ VURUATRIURIUNINLYN

dl i 4 A4 o
‘LlE]ﬂLiENI‘Vi&I ] LASLIDINUIAULAU
a o 2o aa
- ANMTLAUAN I%ﬂﬂﬂmﬂ’.l’m%&l’]il

- ﬂs:ﬁuiﬁéﬁiﬂu 28INFUATBIUHBM AU
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- d’;uﬁiznauﬁumaamﬁmfm (Other Display Copy)

~ wiasagos (Subheads) Hvwinlngsesnnmiai ualngniniiornuluson
ieldutstomnuresnailvdesasn

- AUsP18Useney  (Captions) ﬁﬂ‘]J’i’iEl’]Elz%u‘UizﬂaUgﬁﬂ’]WLﬁ’aﬁﬂ\‘iﬁ’uﬂﬂ’i
W laln

- @lawny (Slogan) 1%3&5’1@@%’;'1@%’1%@0;3@"}1&

- ToANNNATUANNAIAYTDINULNBIUN (Tagline)

2
1.2 114a9192A7N (Body copy)
Y1579 NI UBUIAZLNAUDFSLNEINUNITV S msa'gﬂ%’aﬁqaﬁuaza%mﬁ
Wugrunlalunislduanla 5nfeulsnuianem

'
a a

a g ° =1 P ¢
MI1919N 2 ‘1_]53Lﬂ‘V]?.laﬂLua‘ﬂ']maﬂjqwmlﬂuﬂqlﬂmﬂmflaaﬂﬂwmw

dszinn ANWUL

nsuenlaensd (Straightforward) | NSIAEUNNINNUNAIATS ] UIBLUNIILUAAININ

N15U55818 (Narrative) HunIsueniasasesnu «q il

UNAUNUT (Dialogue) Wigeulagauainunaunin

n1985U18 (Explanation) D5 U ee NI FuATuRBN S
n1suUa (Translation) %angaﬁi%ﬁ’wﬁmww:%ﬁmﬁmauﬁa’tﬁﬁﬂa"lﬁdw

2. NTRANUDLATWIABIUN (Designing for Print)

29AUTTNOUVRINITBBNLLLA NI wLLIeDNTU 2 &3 B N159AN9NW
(Layout) wagnisaonuuy (Design) Miamanlunisoaniiuyfe

- MUUAANAY (Impose Order) Lﬁaiﬁam%%mﬁuﬂﬁdw

- @iae e (Guide the eye) lUUTEMANIIATINAN HEMNNILEIUNNUUAIR
anddlden Fe3ennszuannnsiiin’ Gutenburg ' Diagonal é’aﬂ?uﬂai%%'mniﬁédm@
Tadne

o

- WUAIUAIALY (Emphasize the important) 313SLUUEIUNIAFINIBA WAL 1

ALAY
P . 3 | P = o =
- ®5798nN (Create Unity) 89AUSZNaUA1e 9 a2mdldanledadsaidunils
LA aamﬂﬁmﬁuﬁamwuﬁﬁaamiﬁavl,ﬂé'aQU'%Iﬂﬂ
- AALUIBIALTENDY (Align elements) Waas19AMMLDULENANWIUTUINUNIARA

azdastnlugiiien  sanuwiammsszegwmiiedonnulasminazmunieglunguan o
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AITHNITIANGH

_ FamstURUAdne (Manage the white space) fuitneiilallaldusslomiayls
mmimlﬂ?lﬂumauLLﬂﬂaaﬁﬂizﬂauﬁvLsJVLﬁagjﬂa;uLﬁmﬁ”m‘flu 2 ngu

- IdAnusn9asn99aLAn (Use contrast to stand out) ANANIN1liBIALszNOU
LENNNARLAZT I TuANNER DY

- euiwinam (Balance the visual weights) nsenwlianga Talvviin
Tugulagumils

- l4dndiuiiiiwela (Use the pleasing proportions) N1SuUsdIwfitvinfiuazin
Taamnuhaulanszglamiuly wemn 2 mwﬁﬁ‘*ﬂmmwhﬁ'mzl,l,‘*ﬁaﬁuﬁa@mmm
aula

{
a v

- mlvindne (Simplify) Wisgeipadn laevalygidiasrdszneusis 9 w1n

Tun199n9nn nansEnuaedeIunaziioas

=

- MslEd (Colofing) theAIgaANNARlALAZATINANNANATI

Y o [ 1 = L o 1 >4 = >3 ‘d‘
- mslE@enss  (Typography)  AMagiaanladalun  fuun  WIauuUBNms
WNNTAN

2.2 wurAangInUlasulSaU gy

AMNNNNBVRINTS LN BT UL

G.H.E McDougall (Boddewyn, 1978) talseannaminueadluwanilssuiiisuin

a A ~ e [ A = e & || = =
Tawaunle q MUSgugusyrIeaua 2 oia Mseuinnnsuauly ldinazissuiey
1AENNATINTENIIBBNAMY Lazkanitanunsanandlasisindeyanysnglulauwmn

A dl L o d?J I 09; o o = =1
wsenamageubanazyiuiazUsngeglulasonuy  JansuzvesnsSoudisy,
VIDUAAITBAIN, VIDLAAILABNETINAIATBIRUAILALLANIZIANZAY INAANNNEITDY
NUATIRUABY 7 NHANuARIsadNuwazedlunfIRtAs it (U guislionlddua A

! i A o A & S = | @ s 1 @ = a
NN lMERAaN 1 tuazgnIzyeve ldfiniuineudunisSouiisy

Assael (1995) laaSunsanumzdin  wazldA1anaanNeeIndslasulsay
= 1 [ .d' £ [ A 1 L o I I tﬂl -
Wsuindunagnslasanlunnenaeinsudiiu  wsedegnuguudu 9 (Compatitive
Positioning) laeszuamantfiaunit wiedelmuSauniivesdusmaneviiadssuiay
nuauABnavenileiduguasszuiteiuetstaau - wiedliiugneen  wsetenos
1Weas19ANNTRLlUATIRUAIAKYY  (Competitive Brand) aAad WANAULWNANTDOLU
lun15TanI17UAIDINL  (Marketer's Brand) NNt
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Donthu  (1992) na1d  lawanndndldnagnsnislusanySauiiouded

| '
[ Ay aAv

ANMUSAB Vlaiizq%aﬁuammaamim%ﬂmﬁmﬁw wranalddnin  Bveduiin’  wie
‘{uea1n”  (Leading Brand) szypuanfudariulSsuisuiuguly  lnaaszy
%a?]ﬁamammmz@jLLﬂaasi'm‘T]mwﬂ FoanulamnnuuuansduR B nuaziFeay
(Positive and Negative) 2899u uazlasnnilddnsiunisissuidisuuinnin 50%

Tun1slasmILaasASI

Russell uay Lane (1999) ladapuszinnaainislasndsauiisuaaniiu

3 Uszian Ae Comparative Advertisement lamanle 9 MUSeuigusenIngguan

P879UDY 2 8¥B WIBNINNIN 2 §¥ie Tuﬁawaﬁaga‘m%@mﬁﬂwmmmﬁuﬁﬂﬁﬁ
e a A Ao | ’~ = | A = . .

aguay lapiinsszydedviedu 7 aeadatevsliitlaineneay Strictly Comparative

Advertisement 138U AgUTEMINRUAIRENINRE 2 Y8 wWIeaNInnI 2

8% Implied Comparative Advertisement lwsauidSeuiisunuenwiioannuszinn

Striclly Comparative Advertisement (W38 UWUSEWINIRUANDWOUNIINURUAEWD X
W30 ERRBUNINNATURUAILSZIAMALINY (1578 ANzaT190Y, 2541 @ 25-26)

nslasUT UM st uNagnsNIsHNaReaTs I M) Mdufseusuluisnis
Idnlawanlulsamaansgodng - wagladundrnisaunislasuinetsulian
InfaenuvesnslawanUTe s luragdnsusseti  arfienumaniiinneliiie
nisanifestsannasnvesnsilasmdssumisulddssanaldluaniunisalsng ¢
JaAuazwssa  (Wikie and Faris, 1975) léflenumaslamonissuidsuindunisl
%JHM’]‘?IILL’&ﬂdﬂ’l’iLﬁ%ﬂﬁJLﬂﬂUﬁdﬂMﬁNﬁ’aﬁlLQW’]%W’W’W@GVL‘U faiudnaztoni
nslasmdssuiisuldfdesinsieetiguantfanizidanon ualunUHua
Tunslawanseuiioy  onsaanzionsInans e LL@i@mauﬁ'ﬁmaam’lmdﬂﬁ?ﬂ&i
TAsunswSapiiey. (5508 WAy SETINS, 2544 1:-7-9)

Fadu. (Wilson, 1978) leafuiamnuunuiadadinisiaepUIguiisy (Compara-
tive / Comparison Advertising) 7 Lﬁumﬂmwmﬂﬁ i

1. WefenswesAust  aeusmsluUsuaniigatuuinnivwiledesgedaian
s lidnlau

2. Mnsssuinguguandfianiau M%a@mauﬁ'aﬁ'ﬂa"né"]ﬁbumaaﬁ y
(Vague Attributes) w9snsiniisdaiuguduslasmniunsiassdodunsguas

3. mﬂ'ﬁammvlﬁm%ﬁmaamwﬁflu;ﬁmwm'}'jﬂmﬁaﬂ'j'}mﬁu 9 lwdadseu
gy

4, m@ﬁmsﬂﬁgﬂLﬂ%ﬂmﬁﬂuamﬁmau
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o v =

5. WndatvnuansAniusasld  (Tangible) LALNIASINBIANNITNENID

s o

AnaNtAnIudadlile (Intangible)

WD LA NNNILIDINIT IS ousua Ntie Nt TdARasunnetieany
TuBeu %o (Operational) ¢9fl  un1sFauiisuszniesan 1 nguslne
mmm%’uﬂﬁ Lﬁumim%mﬁsm@mauﬁaLawwmaam'}qﬂﬁuﬁﬁumﬁuﬁL‘flu@jmja
[~ 1 % = £ = ul/ £ o Kd'd = 1 dl =1
Wunisnansreteanulauseulaen 9 VLaJmaammqﬂnmwumuamﬂmwau ol
¢

mqﬁimmLwamim%ﬂ‘uLﬁmﬁmﬂmmmﬂﬁL‘fluvjmiaasm{j’mLauiuimwmma'néﬁa

D e

a@mﬂuﬁaﬁ%ﬁaﬂﬁ wANISS gUgUNISYE nas A ns s Ussinniiuinawl e

b

NY1UVDINAFAY  D199LALLDLAUIDTALRBNINNIIUBINAA  war  WISIALANSINTaaNR

ra

280 LWHBINNTIVIUINULT mﬂmwmwL‘U%mﬁﬂuﬂavlﬁ%'un’ﬁﬁmmiﬁﬁgﬂLmuﬁmfm

Y

WALAMNANIUNTIIMAEN sENS LR IRUS In AN BuRIRUAIUL doluany T
WAZINANLTDS (Lamb, Pride and Pletcher, 1978) lal@WaLuINIINITRUILINAMNLAN
A1vpBIgUuuuNIsHauelaE S susuNNAN e ) Tu 2 36 fe sunianig

(Directionality) WaAMUANINDYL (Intensity)

1. AAeunanis  azveauliiuszauntendnululamuiitiuginianuiion

1< £

(Associative) WazANULANGNS (Differentiative) izwiflmsn‘ﬁLﬂugqﬂﬁmﬁua:m'\ﬁLflu
ALk
U

] '
a = = " B |

11 FLAUANMBALOY LTUNISIaEMUTIUNgUND19BIDIRT1I LTI ALY

€

A9 o @ = = | A= o o ¢ A = o
Iﬂﬁl“ﬁi‘ﬂL‘Huﬂﬁﬂ?q&lL‘W&laui&'ﬁﬂ’ﬂﬂmiqﬂLUuQQﬂﬂNﬂLLagmierlLﬁuﬂLL°IN

b

a X )

1.2 SEAUANMNLANGNY  LUNISIUBUIUTIULNYUND19IDIDIATIALTU

Y < =

Auty Iaegliiuisnnuuanaiszrinasmiuguaniuazasiidugus

2. AAMIUANMTNTY -~ WNIWDI - TLAVANMNTNTIUIDINTLUS UL A UAN

]
s, | 1

Aalnan dunisiwSeusulasigetaasindanmnniduguiasaesluansuzauly

{ £ a 6’

unlason - wazaNnveInsssniisussrinnsmiiugayaun

9

nuas mduguaslu
lasmn AudRdundatintseantdy 3 s2al Ao 53AU 61 UIUNAN wWaTEd
2.1 MslERNUTouRgUnT TTAUANNITNTWAN AD memwﬁisjizy

HaaATIINguTIlaBeTonsT UAB19BINIMEITEU 11U ‘AU (the leading
brand)” %38 “‘as1auq” (Juau

2.2 MISlABUIYSIUREUNTTEAUANNITNTWUIUNAT ﬁamemﬂﬁﬁzq

]
1<

a Qs 6 1 1 1 dl 1! I v o =1 = (=3 1 [~
mmm%mﬂu@um Toawadanst  waldleninisssusuuuulsslAuaalssian

1 3, 2 Qs 6 dl 3, 1 1
3zmwmmLﬂugqﬁnm LL@%@?’]‘V]LUH@LL‘HG
2.3 mﬂmwm'}Lﬁ%ﬂmﬁﬂuﬁﬁizﬁumwmﬁu‘*ﬁuqa ﬁaimwmwﬁﬁzq
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asdudglans wazasmduguas

U 9
i

AT LLUIAITHA

a

ﬂLLH’J‘V]'Nﬂ'WiLLEJﬂﬂ’]"l&lLL@]ﬂGII’]G?JE]\‘JEULLUUﬂ’]’ifL’]LﬂHBﬂ’]iTG&IHM"}

WIsuneus ﬁ'ﬂﬁlﬁ@m’mLiﬂﬂumﬂ%’ﬂaqw%mﬂmwm%ﬂ%amﬁﬂu luszauu0InNIs

W UASULATAANIIDINITIUI U NS UUANFA1INUIU 6 é’ﬂwm:ﬁ’mﬁuﬁﬂugﬂﬁ 1

JUN 1 LUINIINITUUILENAINLANA1IDINIS UL UT UL e

D A
LUUNAIHERHDU

P
negy

7AiAN19209n15415 8111

a

WUNAMNLANGAIS

FLALGN
malamuilassynde
Ausididuguadslasss
Hons1uesn98enenaeds
Buitu “agidugin’
19105 o i gl ui
ANV HBUTENTNINT
Adudaudnduazasa

Miuguay

2 2 =
ﬁ?73JL7!§J7/u?Iadﬂ'75L1f‘?EIULVI£IU

szaulIUNANg

N5l EUINLE 8T DRI
L,

Wuguaslivestdin  ms
wWeaueulsdidudnyoe
Usaumnlseiie  uas
LIUANNLUNT BUTENING
nsafi il ungddunuas

=l W
AT UR U

izﬂ‘i.]q@

N5 UYUIN LB 8T BRI
nidug ursvesgng
Wisuneuiduanwoe
Uszipudalssiin  way
WUN AR DUTENING

a @ o &

ATIMNUULDUINNLAZATT

miuguas

nslaisoini lalsynia
Auginduguislesies
ToAI1UAD19BINIAIETD
= | o e
DULTU “AFINLTURUY
N1 s s Ui un

ANNHLANAITZHINIAIN

N5l ¥UIN LD 8T BRI
A @ FM ol o

miuguaslaidesiin s
wWigusulaiduaneoe
Jsziaumalssiin uas
LUAINUANFIITENINS

asnfdugadduniuay

nslas i Lo 8d ons
Aduguasuosqnis
Wisuifisuiduanwue
Uszipuanlssian  uay
WiufmnuuanaeseIng

a e e o
ATMNTULDUINNLAZATT

Adugududuazas asfiiuguds ufuguds
iduguas
stuvureslasmulSaufiey
Boddewyn ' Way = Marton .. (1978) | laviin1saussinneslasmuniday

P | = ' P o o g aa g o
Wioy Cleswuseanidu 2 suuwuulug 9 freiu euansmresilenIuarisnisnls
Toe il

1. TaiwmndSsuinisulaaass (Direct Comparative Advertising)
nslaspndiauiisuluansueil andunsSsuiisunthFusguaanyiay
Weuiulaenss laen199zyTe B%e nasd AU Y38 LATDINNIBNITANVDIRUAINY 9

1A U9t AL LazaNuANUATIAMANTRYaIAUNIYiaNINAUMVBIRULININ DD
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a v

WARZEN
Taupudssuiisuyssinid azwusnnludsemeaansgonsni ssdnidudseimea

‘ﬁlgﬂﬂﬂ%”umLﬁuﬁszmvﬂﬁ’mﬂ'}ﬂuﬁammm'ﬂmwmqLﬂ%ﬂmﬁﬂﬂmﬁmamua (IN91%
aLaﬁmLﬂuﬂ‘im%ﬂﬁﬁ%mﬂumiw'ﬁmmimwm’]ﬁau‘*ﬁwga wdAngemsagnelanig
AILANTDINUIBIUALS ) winnsldnnslasanisuiieulnepssisinazieldiin
TWIauNILEND I@SlLQ‘W'W3@ﬂﬂ@éﬂiuﬁﬂm@dﬂﬁﬂﬂd%ﬂ&ﬁu’iz%’j’mﬁ’ﬂmﬂauﬁﬁﬁgﬂ
Wusauiney LLazﬁwaaauﬁ'};jiﬁmwmwLiﬁsmLﬁmﬂﬂﬂmﬂu%’amamﬁmmwﬁ'u

Yszun
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a d' [ % [
2.3 LL‘WJﬂﬂLﬂil’)ﬂ‘]Jﬂ"l%’ﬁ‘i']\‘iﬁiiﬂg"iJLL‘lJ‘]Jﬂ']‘W‘lJizﬂ@‘lJI?JEm']

Mario (2002 : 40-179) latiaueisnisasiiassaguuuuninysznaulasm

lunilsde Creative Advertising aiflunisasdainnisiiasiziunasulasnnndsyay
o & o o A @ A o @ o & A

AnndnTalusumsaisassanidunsensuluasmslasundagdu  dnsau 26 gUuuy

v

AU

1. mMwnludAIUsse1e (Without Words)
= o ' = = = = =
e NMSENINGIY 9 LINBINWLAED WiNeuIIenenIann1e (USP) wseuan
= ¢ a 2 1o <, ¢ o o %
nenmuUszlonizeduam laglddrussenalunin unisinsesrdsznevdnagylvununs
ANl UAWTIN IFUDN T IANURLNLTDINAAN U LANINNINATWALAY AN TWADAIN
NN ERA1 8NN LUIZaUANINRUTANS Iz AR NAIgalalun WIS Ll dAuIEn
WIDANUITENE ﬁ'mmﬂ"ﬁmwmaam:mm‘miﬁLﬁm%uvlﬁﬁaLLa:Lﬁmﬂﬁ%'u;?ﬁ’uagjLLﬁa

wazlilinmgusngylue

MWA- 2 3 AwnludAILsTene
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2. AMWN1959UNW (Mixing and Match)

YFRIILN mwmiﬁﬂmﬁmﬁ’msﬁw%ﬁuﬁwmi’mﬁ’umﬁamaaﬂ’mLﬁ@TﬁLﬁu'ﬁan
g (UTP) wsepnantdnanliegstaiay o1azidunissiuiues 2 RevsouINNI
UrAntzannin (Collage) wanoratdun1ssinnuaastymitazuuInsunilym  (Prob-
lem and Solution) tielin1sdeanstaaulalunwiiier Wunslasonfiaunsadiuly

[
a

laaensliddngugn

=i o
NAINWN 4 B MMWNITIINNU

3. mwmsidSeuiigulagnisniBadanu  (Comparative Juxtaposition)
PHIEDY  NITRLERRIaNIsSsueulagn1ssTafane a1 duanEIENNg
o 1 L >3 L P=1 2 =] =
vnauslasunuuneulduazyadts  vwisdamiuazuwimauniguw  weenisiieu
= a [ %3 6 @ n' Ql d' d'd S a v < o‘d‘ a db
Waundadusinuflafsmiendanunuiensessvisliiiuguusslasdndaauiu
Jumsnidsevaiala  nisnsedn wsenisldensuaian  (Duisaana@nlulason
WuN15N 1 TwS09519%3 a2 ATN IALTNISDIUINS  (Dramatize)  LWANNANIENTDDI
Andszlazil (Benefit) uazi3e931iv83dayn (Problem Situation) UNATINISHILUBAIY
P P P o =3 | = == Py
nsissuivisuanadilaldeinuafaasnsniianeaiessnuazivgamiuaulalan

MWN 6 : 7 mMwnsidsguineulagn1sataaanu
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4, mwmsgm%mstﬁ'u%ﬁmu (Repetition and Accumulation)

waefs nweesnistmiemsiainny Tdusnuddyrosnulsslopies
paafuisen viaRuEassnesddiywiielhifiugusslomiagnedaau  1du
nsnszquliiAnenuaulalduniige seonisassenuuandsliiniuangluunns
svdedefimdouiuinnuinn 4 wazmssviiemaiininnuainsoldiaiiessn
Anilszlemiiiinase (Overstate) wiaiunsigniliifiuds UsP Adesldszazinan

La mouvelle Renault Espace invente La climatisation personnalisée

AN 8 1 9 AWRISTANIBNISENHINUIL

5. AMWLNWa39 (Exaggeration)

EGEIR nsianenmaNUArIamMYstleTireINAnI MmN NTBINS
peneliAuninnd wiewaiunuass wu maialilugdu e1ndu indu fuanunf
W30AARIBENINNN 1T 1NAY AuAd U19AY Ludu oramlmAansdadeufingl (Dis-
tortion) L ABTsWAIVSEAMIATRY USP idalan  udfesirouazdaiauiewaniass

Anutnlatanazatam iiinauluundenole

AN 10 ;11 AWLAWASY
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6. munsiasundandufinssday (Tum It Right Around)
PULD mwmim?ﬁﬂuuﬂmmnawﬁumﬂiﬁﬂmmﬂuamsaﬁuﬁm Wit N9
n:i' ¢ & ¢ o = a ay ia . a .
Lﬂaﬂu@mﬂiﬂwulﬂumamﬂL‘]Jst MIEUaRININA  (Negative) WnuFed (Positive)
[t -dl ndl v a d! a dg’ k2 a '3
LﬂuﬂﬁmaﬂugmmLW@T‘MLﬂmmmﬂiwmmhmmmmﬂmmngmamm Andszloy
Uiiqﬁmsﬁ WIDNISIBFINBUDINAAN N LA Lﬁ@l%awuﬂiLLmﬁﬁaﬁLLﬁmmnﬂé‘h%ﬂﬁa

@ dd” 2@ v 3, 2
LLQJ’J"’)HG\@\‘]WH?JH@]HVLQJLL‘V]uLLﬂJ’J VUURU

AN 12 13 aawnisasunlasduieng ety

7. MWNITAANDWILAZNISUANLIWHEE (Omission and Suggestion)
nEte  AMwNIsAenanLaznIsuaniute fmenistnaansuvieen lUuaiuny

2NN 14 : 15 MAMTARNauLazNITUa NI
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8. NMWAMNTALTILALNINAIIN (Paradoxes and Optical lllusion)

RUBDI NMWAMNTALTILAZNINAIIAN Lﬁ'mﬁuﬁaqmmﬂwﬁmmNﬁmﬁmsﬁ %30
weliiAnmhaula wazfsgaimdleurunmaiamnud nmanudauds (Paradoxes)
AN NALAZHANANNAT IRz AU IUFURLLTDIANNTAREY 131 Awlasu
Campaign for Surfing Equipment Lﬁumwmmml,amuﬁammw Lwiﬁﬁ’lwmﬁaﬁﬂ'ﬂuﬁa
11 “Bad day” uansisenudaudsiusasnwiuenn uauanuasidmsuinldaau

(Surfer) NIVane LTuGAW

dl o L
DI 16 @ 17 NINAITNYALYILATNINAIIAN

9. MWANHN1ITILATATIWTITNIIRANLE (Provocation and Shock Tactics)
Wity MsHanemMENagnsveInNinTLasiiianla disiilasiaaye
Lindwa (JDudsasiin erawmianeiuuineg wsenatduaesswdielinguidivansg
Anen unsimbienlanaamesnimieasisnnuihaulawastiaussulszlas
a o 13 ar g & v o == ) a A A kg
vasn@ndue JagtuanuaulalulasandesainisldanuininisduEeasniifuwriu
e i laungalason Wiuuideludiniezu

AN 18 1 19 NIwANNN1IT1ILazA i lianla
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10. AMMWALAWNULIAT (playing with Time)
= ° P Y =3 = = A = |
VUIED  NISTLEUANLAUAUNAT UMW ALENDINISIUAeULUAdLNaAT K1Y
ludldnandmn visldanuenuindiulszifmansiveninaulsslanivasduanie

1FnINLAIDUIAR LNBADDIAMNNTLANY ITUNAANINLAIDUIAS

2NN 20 : 21 AWNLALNULIAN

11. nﬂwnﬂ‘sLﬂﬁﬂlus,‘mum (A change of Perspective)

U809 NITIUABUNNNBITBININ LDUNNTHLaUDRIZDINIBITDIT 1R Y NNDIN
Tiunf 1w nsldyuneswuuyune (Bird's Eye View), nsldszazilnauselnanin o

o A o A A o A A e o = °

nsldnunuseniseenaning,  mslayunesdundulyld  e1wdunistiausan
Humawawﬁmﬁm%ﬁLﬁuﬁwaw%mqmidﬁLﬁmim N30YNNDIVDIRINFDINITHD
= a o ¢ o ' | o ada & A 2 a o ¢ @& ad PR
DINAaAUY vIeyuNalvNveIngudvNieniAnItielinaai i 1DuIEN1TNAlUNTS

ﬂszﬁummﬁm%ﬁmﬁﬁuazﬂﬂﬁmﬁuLﬁmuwLﬁﬂmmauia

NWR 22 ¢ 23 MWNTREUYNNBY
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12. NMIWAISHEBNABLASNINABLABY (Spoofs and Parodies)
NUNED9 N1TRLBNABLAZABLAYY LDUNITARINNTRITNNAE 9 TuAIUIU Oy
I o A P a = ¢ a A
n1sgu nillasandu 518015913 udad WsengunumsULuUNgAnsINvesyAnaniy
dIQJQ/ L QIJ dl Y a dl dl £ 1 =) >3 L o Y a 1
n3antulaemily weliiaanumineideslaadignaninails mliaaanuiiaula

LAZANAT LARDITLINTDIANNULTDDD

v ML TARTAN
VO SO

WA 24 : 25 ATNNISHEDNABLATNATNADLALIL

[ 3 [ 3 d .
13. mwatyanas;mu,azm?awmﬂ (Symbols and Signs)
BRI NINFANBULAZIASEINNIEY INOABRIAMANTRVDINANAMNNINBLAL
Fovan Inglddedasfme idudnansaianandilatamly wierseamunansAves

NANDUINLDY

MWN - 26 : 27 MWRYANEOILAYIATEIRNIY
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14. pawndansmzdunud (Come and Play)

Ao

= cz 6§ A a Ao o o o ) |
et pwndansusiduinuaniafianssuniinguidmsnsdnanidiusisly
MW i nsmetlym inud NsMadaRenilemunInwIaAIuen WY N155AU N15HA
nsUseney n1sun n9a Lueu delwlawandusiug ldinazsiduluwainismisde
a & a ¢ e &, ! 2 o« =
Wud Aeears Wawwes wiuihe lasunaeusngasinaeiduveau saduguiense
wNuNsI N deunseRBANNNINETRINARA  FeE1ssansEulanAnuay

| A o a = X | A a 3
éﬂﬁty LWi’]znﬂﬁuﬂJﬁtyﬁ’mty’lmﬂaﬂﬂ’]iLa’]"ﬁuz SINLﬂmauuvl,wﬂ’liil’]ﬂ%iaﬂ’]ﬂmuvl,‘ﬂ LU
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= raaa
mim@mmmaﬂﬂmmwu

i
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oL
s

o

MWA 28 1 29 MNNNAnBUEITuUINNA

15. AMMWUanL5a3512 (Telling Stories)
= = = &, a a =& Y o

PUNBDY mMwiveniessanuininnassoiiaulanuynanlunniu
D UTUNITDIUINGT  FIANTIHIUNDIFEDINAT  WNAWALAULAY 919U eanlunad
n3linatnegd 1599579ANIN ATATLASUATIUINT azATUIN §19AR 2913 NI1TABNYU
= @ wa o = 2 o Lo 1 a T ¢ | = aNa A
w31 duTIITIATDIA191 N e lvnsaninudaadmadudiunielutin vielu
HuuaﬂﬁmmﬂéuLﬁmmﬂﬁﬁﬁiamﬁmﬁmsﬁ mmﬁummagﬂamuu%mm%ﬁuvﬂ'ﬂﬂ
TuSeanelvifinanuaynauulaivide

AWA 30 : 31 NMWUBNLSBITN
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16. nmwnadlualsaise nwluaauinis awndandszuania  (Absurd, Sur-
real, Bizarre)
= o a = PR
winefy Mmwmadlualiansy nwludaauinis nmwudanyszuaia unwinnge
lauazidunisillamnuanassassailnasanluanmnuiuassUnd  analdanudnie
ANNDALTYE ANURAUNA N1TRNTHALAIINASS IUAUINITUAZAINAN WL AALTWAINN

waalaniduanufaudanivaiau

Mwn 32 : 33 mumanlnalsansy nwluaanuinis nawudanidszvaia

17. NSLAUAINUATW (Take It Literally)
= 1 o ar <, (>3 = = d!
VEGEIRN NIFLAUAINUAIN D1NUUANBULLRIAR NTAd Qﬂmqﬁﬂw
AdpIniaesdN ngiEniulinislddauiy Agdun Alaas mmsnﬂﬂﬁﬂumm@ua:
wisnaulalulawan WunisdeAyamenin NTeuaIIdaan San9zuazisnssniniu

ANNTALEY INaBuBRuMUsElaTUIRINAR N

AMWA 34 : 35 NISLAUAINUNN
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a o ¢ H { 1
18. MWKNAAAMYNNILLUABUFUII9 (Change the Product)
= a o A | = oA A oA =3

w8t MwHaaAuAWRsugUsduegiduiNedenNuing  aradunis
WasugUs dadugu iisusdadily daundsesn mlilasse nsdusa nsiiiadie
A oA A A = ¢ = wa a o o o
ws0du 9 iwedeligniuszlori  wseRuMANURTDINAAAITIUANBIIZIBIN1TQUNN
gulussoiiuase Wunswasuwdasmdulylaess

g a I e P -

[

WA 36, 37 mwm'ﬁmﬁmeﬁﬁmﬁﬂugﬂéw

a % 3 o 3 ] { .
19. mwwaaduyngnlsnuiuacig@u (Alternative Uses)

= a o 6 al 2 o ) 1 = ~ v 2 1 a
NRHYUY NINHA mnmmmmhmtﬂuamaau LW@Luuﬂm‘ﬂiziilﬁlﬂfﬂ@El'N%ﬂL"’Vu

U

[ v a A oA a 1Ay o a '
Lﬂuﬂqiﬁlﬂl’ﬂuﬂj’] WI3INIoLUR ﬂuHNNaOIWwaLmﬂqmﬂﬂNqﬂau

MW 38 : 39 nwnandmengnlanduetnsou
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20. mwﬁuﬂammﬂmﬂlﬁumﬂasha (Double Meanings)

wanefs  nwdindannamingldnaisesng ﬁmmv]mﬂﬁfmmﬂuﬁbugmmm
Optical Illusion LﬂumiLa'uﬁ'uQ@Lﬁaiﬁlﬁmmmﬁmu% 21 inannIsiaudn delasuin
ANIUANMNRNIBVDIATTEIUANE BUIANT 11517 V518 ABLALU NEDNAD LRALIRATA
Juau

MWA 40 : 41 pandndasunuislavanaasng

21. PIWUNUTGIENWS (Play with Words)

PN mﬂ%’mwdauimhuwﬁwmN§mﬁmsﬁu%miqﬁ’m%muﬁaﬁnm Tude
alaunu  AMEIAY | WIBAIYA adefudunsmeshesinmiunsiuiussnesla
Junnsidendesanuailalifasanlasonduiuethsasidan  Ndasnsaennuning
agsls Wunstanenaeanuminglddaian

@ o

AN 42 : 43 DIWULNUNAIDN WS
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22. MWAINIANL (In the Beginning was the Words)
= dl Lo (-7 = [~ 1 o
189 Nslasanlgawiailunishisgannuaula e1adunisiaudn (Word-

play) A1magnda (Popular Saying) A181989 (Quotation) UNNIAIAABIIBI (Rhyme)

AyaNAIgala (Catchphrases) N80 (Proverb) ARWAL (Maxims) w308NAWATDI

Y
3 v o

Auidunian wldiiieanuduanudalva 9 wedeisgawialulasun wusladu

aa o o dld 1 o cf;
- M luFIngs2979%  (Everyday Language) NUAMUUANANINUNIDNE  LWA

I PN I

21N N0t mmﬁvl,simﬁauﬁmmﬂlﬂummz%mmﬁmmmwmNamﬁm%mﬂﬁqm
o o . d{' a a a P =
- Mavig  (Tagline) tWel@TNANINVNIEWIATUITITINULEUE  ilau
o A4 o = o A
NNSFAITDLTDY, TOVIIAD
- mMTiauA? - (Wordplay) 819 0UANHMILY09ANARDIIRY  ANFBILIADIINN

AMAnANYUTU AMADALEINY NITHANAT NISNALAN WIBN1TNITOLAUIA LA DN

NNA 44 : 45 AAWATNIAYA

23. quﬁmqﬂ‘lumtazmwm‘%ﬂuLﬁsn.l (Metaphor-and Analogy)

= = P = A Ao P
P RN mwaammwmﬂqﬂmqﬂuﬂLLa:msLﬂiaumﬂ‘u TagRINTinuUS
a ¢ @& a Ao v A @ A e @ a Ao P v a o ¢
UL WEINN1B A AL A s, IENalENewn, - LHuFnalEinnwilaldnans
WL UAULLUAIDEN Y GIg1u1san i la Fandasnisdeninuvunglaasiednian viun
= = a o A a & -~ 92 a o N o = ac =
onadunaSsuisunuiiygmnnedu  Weldldndadineinle nwgUnLdudsnin

=, = AV o oA <, P P o a Ao o
Qm@1LLa:Lﬂumiaamwwmsmvl,mmawq@ WwIzunIsSsueunuRINA AN la

e aa A P d = ° ¢ a |
DELUR? aﬁwugmmmquﬂmqﬁvlmLLazmiﬂ‘um‘a‘u A N1SUIDIAYSZNRUNLANGNY
AUADIRITU  555NIANUINALULAE nilauauifvloununIaiisusauuuReIiuun

0 e e uLNDa S UNE ALK
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NN 46 : 4T quﬁmqﬂummzmwLU'%‘?EJULﬁfJU

24,  mwnistavueaualud  visen1sasulasaaiinnauine W
(Reframing: a Key to Creative Thinking)

Y PRBRN msﬁmummmwmsﬂmjLﬁaiﬁl,ﬁumwm&;micﬁﬁﬁmimﬁﬂmmm
auvaneg  Maowwdsulaseasisesalsyney  desdfiaswoiiuliiinanaanelui
m:mjmﬁmmmﬁwﬁmﬁaéﬂ WSONNUDINN  1TRNIsLEuesIuaS IR Sasnan
FodunouadAyavstauanasisassfninnlag John Grinder Waz Richard Bandler

>

NINN48 7 49 MwnTasulaIasas

25. nsas19asIANMWaAINABlawan  (Break out of the Frame)

vt NsassasIANNTineeanuennIaUAN  q  vesdemnsgiunily
g wislideRun, fasans, thelasmauielng, lasmaaniienss Sudu 7
145z omianniiloflamwandsdosdnmdansaznsniannwiazimalulagndenlsdu
agnals Lﬁ'@ﬁamiﬁa'fgmmmlaaNamﬁm%uam%ﬁamﬁmimu%ﬁw AMUAAALAZ AL
WulwMIN1? Super Glue MMwNaUNTZABMLNAAsaI1TUINDA UMW 1ZRAND
N1 duau
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!F]J!L

MWH- 50 ¢ 51 N15AS19A5IANINANNFD /BN

(-3 d 1 o .
26. NNSASVIATIANINUBFDIUH (Alternative Media)
= o P = ' < A A N =
waedy  NsasNasIAn nlaEmUnEelud  udsnusnmilaanndaunsgIu

aa = 4 a o A o A
‘V]N'PJ%] L‘Lluﬂﬁi‘]_laﬂLiaﬁﬁ’mmNamﬂmm‘luﬂimﬂ’a’m NMYUDNBDIANT  FATUNRIDITUS

= Y a a a d' L 1 %d' 1 d! [ 1 U d!
ieliAnanuaynaun maawan  auanwnnEiuluingsasidungudvang @9
A519AnuLANAILazUIaula Wi Favviulataen dalulodin iudu

MW 52 : 53 NSRS NFIIANMWUURD ML
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1
L= a

a d [ q' ¢
2.4 LL%’JﬂﬂLﬁﬂ')ﬂUﬁaﬁﬂ‘NNW

{ a a [ . .

ROAINUN (Print Media)

AADATEYLIIANNHIUUIAILALT NS NTN5 T ROa1TNIaTY  (Mass  Communica-
. A a a @ A A A o A - a o 2
tion) FedsNuniuFana I NIFoIR I N IUUNAITALA LT YA NINSDNATINUAT NS BN
Wisdanlddoyamariulisgiinadwiuamuanudeints  fauniduuiasdanude
HANHAAMINIAUAITAWNA, J0F, Uszifmans uazanmsmans TuyuneIsed
UnlaeuinisldaafInunNidANLAA19aINNN519aan5 aglAed  (Broadcast Media)
pEgVAEUIENIS 0191 FRINNWNIMINTI AT saoRealunA Nl 9 TIuNIEs
| a o & o < A o ¢ A ac A  ed
faANNAMNEIUTTIAMAERlWRaINY 9 Tuanehaslnsvimilazdediannsaindau
detayarnasitunniuanagnusnusdsunasimvans o i Beluninunis
TuunTuFa R INUWSIANUITNFIT12 81T LA LBUS UL NLAE 519 NUIL B N e la NN
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4" a 13 = =1 >3 =1 =
Weliassimstduuumsuoudisy ansuzmadieuiioy wazgUuuy
mwdsznevlasmveslusmndiouiisuludedinun aadiisigau
n1seenUULASIETsAlanM  uliasziuasdnfunadudiegante
>3 = 1S L2 =1 =1 s =1 =1 ad
AndanuIAmslIgUkuunsiUSeufiey ansuemsSeuiioy uads
nsldguuuunndsznatlasonuuula Weshnanisleszvisnagudu
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A1DTUIBULURIUDIN

WUUFBUNINHANINNGA 4 18 BazuUieanIuasaln lagmoiNaIuusnaziduaiuine
imvfzﬁz%@ﬂuuy ANWAEMITIUTEUTIEY ﬁ'auﬁﬁaa%t1‘714fﬁmmﬁ@?tmvmfgmwymwﬂiznay
lowasn dmesureaeil

o~ a . .. = g e = P a o
TawadSaulfisy (Comparative Advertising) Banafalasannleisn1siSesuiieuaua

o 1 A a 2 4 o & Aa a = o &
m@ﬁ@uﬂU@LL"UG ﬂi@auﬂ'}‘ﬂ?vl,ﬂiuwgﬂmaqﬂ V]\iullgﬁLLUUﬂqiLUiﬂULV}ﬂUﬂﬁu

sluvuMsIsuiay
1. lawa NS sumisuiegfereguislaunss 1aduas
2. TS sumauiguainisden vseidui

3. laranMUTBUNgUALULIUA X HSOUUSUATIANY AT

4. lawann3auinsunugudwnlluvenain
49/ =1 =1 v o o =t = >3 4"
uonanilasulssumsusIlansmyn15US s uReUA It

Aansazn1sSaungy
1. mawSsuiisugaees 1u 4sniudoiepeniinasisauningalunain’
=1 =1 a =1 " . - = lﬂl a Adl 1 >4 a 4{' »
2. msSpusuldadeumy wu “smeaduluvanvatsaa vt ua I en1soud Y
P = | aa ' ~ < P A a N
3. NMIWITHUMBUNANGR LTU mLﬂugmﬂsgﬂwmaﬂmgmiuhﬂ
4. MIWFHUIBDLUUNANRETI LT 1919193208915 AMUnINgaluaate uagUuedisases
d‘ ”
ngalulan
5. mawSsuiteulagligA1nianisan 1w ‘819 Eagle GA 2eiaeasiduanafinunin uwl
WASDIIAWNIBENIREIADN T uIuYsENBUSD”

stupuawdsznaulawan  uwismsldnwdszneulaimmnasdannnisiaazinanu
lasanfUszauanuasaluiunsasassangensulumslamun $nidu 26 JULuuATH
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1. mwnldlA1ussane (Without Words)

nUNEDg MTEMINIE o LREINWLREN
WaLTTE8893ANe (USP) wIaUan
= 6 =Y 2 1 o
fenmuuszlosivesdu Taglddrussesluninw
Wunissesadsznevdianlinunzaunialunin
FINTAUINDIAIMNNNIYVDINR A DU A HINNIA

P a a a

AN ANWFDAMURNEVAN LAWY SLED
ANNENFA ssiinanufsgalaluniwainnisila
PP WUZTNNTEAUTIENE  ENITIENINYDIUTE A
naninfadulaasiuaziianissudiueguas  uaz

lailamwanaungylue

2. NMMWN15594NB (Mixing and Match)

NINETI NIWNITTNEAANUTYTD  AUAINN
iwﬁumaﬁamaaﬂ'wLﬁaTﬁLﬁuﬁaﬁgﬂ 218 (UTP)
wiaguanianaliogedaan e1andunisein
fuwes 2 d@esewnnin Usfedsseniw  (Cok
lage) W3nonaLdun1sTINAUTRITYUILAZUUINIILA
flag1 (Problem and Solution) iveliinisdea1sdn
ulaluninden Humslasnnfiaansnduly

kS
a

Iapenlifinaugn

3.  awnssauiieulaenisinsdafanu(Coms-

parative Juxtaposition)

= o k% = =
Wty nsthlauemensiSauiiey
Tagn1snsdnannu oraduanpueNISIILEUD
Tawaunuuneulduazuacld waatlywuaziul

13 =l =l =1 a s 6 o ‘;I
nsudtyua.  vienIsSauisuNdnnunnuasde
a o Ao = a P ¢
fanilendanunnievsesdurgliiuandszlaain
>3 dg/ [~ o 2 U =l
Foandu iunismlivszuaiala msnszdu vise

£ 6 o <, ada a [~
Mstosuaidy  Wudsaanadaniulawan  WWunns
o @ A = ° v @ A o
Adwsessvseazasnliduisesins  (Drama-
tize) luAnuvansndensnmuszlesd  (Benefit)
UaZI3991298410y  (Problem  Situation) U19AS

o U = = 12 £ 1<
nsuuesleni1sUssuisuaitadilalasnuen
ANTNDENBAEBIT Uazhiganuaulalan



95
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4. NIWNISTINIDNITIANIIUIN (Repetition and
Accumulation)

PUILDININVBINITBTINIT BNITLN HI1UIU
IiuanudidnyresnulsslosiveIndnimad
o ] A a ~ P
AI8N199193 BN T 0951 vRI Ty ol UA
Ysrlegdegntaan unmsnszquliiiaanuaula
lasniiga Mmansasianuuanasliiniuaingy
LUDNNSENNF O RIMANOUNUIIUIUNIN 9 WLULAEN
AUASIULUTDL U PUUUENNEZEIA  ASIUAINAELTY
Jnaulangalunn LAZNITEINTDNITIANNIUIU

D el A a a
a11130ka1599517  Anidsrlonuniiuage  (Over
state) w3BLduNITRgaUILIUTY USP Ndedldszes
A0

5. NWLNK39 (Exaggeration)

FGURE MILaUDAMANTANTD
Andszlorivasnfniu AIBNINYBINITUENE
iun1UnG NIDWALRIUAIINATI LIUNIS

mbiluo@u 8138 wnTu WuenUn@
PYIDARAIDLIININ LW LANAI AUAI DRI LTueu
o v a A oA A . . A A
a1amiiiianisbaidentingd (Distortion) Wede
=1 >3 -} o Y s 1Y 1
DINAINTDO1119289 USP Tdatan wadpddnaunay
FALRUNBUANLALY AN laliakaza1an i

amnlsivnsenele

6. mwnisilagundanduminssdan  (Tum It
Right Around)
= a a v o
WAy AwnIslaguilasandsduaeli
< A o o | = &
NANYLUURIATINUINN LT mmﬂaau@mﬂiﬂmu
WudeldaIeu NTLaUFINLUA (Nega-
tive) WNURIA  (Positive) iun1sianuyunes
~ v a A a2 P wa
Weliinanudszvaials dafsduldannguandd
AnUszleTd UsTAMY WIBNSEUIBINARA N
U 1HelEeIMT U BRE HLAINNIYNAIENAIUNT

2 ddg/ U L3 [ 2
wumamumumﬂmmuum VuUaU
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7. MwWNsAanauLazn1suantduls  (Omission
and Suggestion)

PHIEDS AWNISHANDULAZNITUBNLTUTE
AIUNITUINAAA Y 0N LUBAILNUTA A28 AL TN
WWRADAMNTENEYDd USP naneidunininviraulaly

o a a A A A |
msfumisnmely wsedsndeuey

8. NMIWAIMNYALLTILALATWAIIN (Paradoxes and
Optical lllusion)

U IRURE MWANNTALEILAZATW

4' £ =3 6 a a 6 =}

a9 weninivnudseleivesdaig vise
welitAnanuiaula  wazfsgamileuiunisiau
WNNA NINANNTALEY (Paradoxes) LARAINIUANA
waznanANasIuIziauelugUuuUI09ANTA
WE9 1T AIWlwaun Campaign for Surfing Equip-
ment LUNTWYBINZLARIVTIFISINHN  LANAINIANA
dlv U 1 « » = >3 £ >
NIALEII “Bad day’ LEAIDIANNIALEINUTBINN
o 9 | a o o o o o
AudeaN uatdual1ua3 g msuinlanaL (Surfer)
= @ e
NIaNe LUUAY

7 L ﬂlo L
9. nwaMNMITaznwnnldanla  (Provoc
tion and Shock Tactics)
ORI . D1SHAUAURMIENALNTVDIAIN
o o ° Py ] | A e
fsnuazialianla Gddafilasipena  lindue
dudedesinn  enamiaisuuuningg wieyadu
Idl 2 1 U a <, o v
ansudimvelinguidmunsfnen  unisimlvanla
naIRlsNININeasIANUIaulaLaziaueg M
Yszlond vesn@aina Tagtumnuaulalulawon
o o o P = = P o
Yo8aINITITAINNAIITIIFNTULS BINUIR BLA U

' 2
a =

vinme 5laungglasan iuwwifelniniied
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10. AMMWALEUNULIAT (playing with Time)
= ° a1 e <, o
PUIEDI NITHUFUBNLABAUIAT LTUNIND
= dl 4‘ 1 v 2 a >3 6
yandInIsilasuUasonainiy o lsnandne
wioldArueuIuiIulsziRmans N olue o
U3z loa1iaifus ¥  1ENWLRNIauIARLNDEDDY

ANMENUANY LTUNRAA N LAIDUIAR

1. nﬂwmitﬂaﬂuaﬂuum (A change of Perspec-
tive)
= éll <,
naete NsiUasuyuNessasnw unis
° a A oA Ao a '
mLauammmmaLiaosﬂﬂuguumwvluﬂﬂm LU
mslgyuNBILULyNNA (Bird's Eye View), n1sld
cll L A 9/4% éll Gl
szpzilnavselnasnn 9 nsldnuinsenisesn
aniui,  msldyunesdundulld  eradunis
‘ihLaua'«mnguuawmmﬁmﬁm%ﬁlﬂuawm ED)
fa A o = A ad =
WMANTIANEITRY IO NNDIVDIRINABINITHD
=S a %3 6 = 1 1 2 dl a
DINANNTUMN maguuaﬂwmamquLm‘wmwmm
& A 2 a o ¢ = ad aa o
Juiialtuanim Lﬂmﬁmiwmiumiﬂszqumm

a 9 s o 3 ! 2 a
ﬂﬂﬂi']ﬂﬁﬁiﬂLLZQZ‘V]']iViﬂQJJL‘U'WWN']FJLﬂﬂﬂ’ﬂmﬂul"?

12. MIWNISHEDNADUATNINABLALU (Spoofs and
Parodies)
= $ 2 2 = <,
VST . NITURLBNARLAZADLAEN  LTu
N158931M399519019 1 Tudnunu [ dnu nasgu
% dl == a Gl 6
wislauwnndu  518n1573  uAals  WIangInu
a A Avae o o
sduuungAnssuvesyanaiiidunganniulaenaly
P PPN a oA L I oa o o o
Weliinanuvanengeslaadngudadiuanla
TAsaNaulawazandt wideIsEIEaInIINun

A o
LT



98

ar L3

13. NIWdgy NHOLLAZLIASEINNIY (Symbols and
Signs)
= o @ I3 =
THGRERE MWFYANHULLAZLATINANE
WodotinuanTAreINani My I18uasTaau
Toglddesldime ludyansaiainanidilalanly

PIDLATDINHNILNITAIVDINAAN DUINLD

{ [ [4
14. mwnaanwueidunud (Come and Play)
=S Qlldu [~ 6 A a
RN nmwhllansuzdulnudwinia
nssunlinguithuinsdisndamsnlunw
mamedgun  wnud  nsasdedamieanunin
PIDAIDN LTU N1939U N15AA N1SUSZNBL N15MN
1159 Oueu gelilawandutiug  Tddnandu
o A a L3 a L2 ] 20
lamnnymaisdedun desans ldawmes uduihe
o, ' =2 M
lasanaanansasnatsiduvesan saduguisnse
WEUN15N 19T DA UNT DH BAUNNIBUDINA R
Al Gsasnsonszdulananuaz glug wsieyn
ULl IAYIMERINNSeNTUT  Fanuatiulaaig
Gl 1 a [~ = raaa d!
ganusadaiinly unshsgaanuaulaladfisuile

15. NMWUBNL389512 (Telling Stories)
= a P I a
PUBDS ANNLDNLTDITIIANNTUNN
a i Py o , & A
assainauldnunnaulunnin - e1dunaises
UINAY  WIANITUVUNDIAYDINAT | NAYABAULAY
99U eanldnan nslifinasded 1599519A193N
AazATLATILARIUIAT azATULY @19AF 917 N1IABNAU
G [~ =l ey %3 =l d! o =" 1
wseraludilszifvesansy Unfin aanilEiand
a > 6 @ 1 d! aa Gl [~ 1
paaAndudunileludin  wieduyunesluives
NN NHABNAAI M B1URNNAMNAUNTUIY
G o s U 4‘ 4‘ v a
wiaanudndudly lusesneliiinanuaynauiu
Tsivnile
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16. awuarvalsanse anluaauinisg
Awundanidszaia  (Absurd, Surreal, Bizarre)

panefe Mmwuad nalsanse anluanuinis
mwidandszuana Lﬂumwﬁﬁa@ﬂmmau%
waztdunig WaANNARFSNETIALALNG
panldnnanuduasng 13lgFAN DAL
pnudaiden  anuAaUnd  nsmlAAuaNase
FIUAUINITUAZAINAN ‘LﬁLﬁmﬂumeiwqﬂTamﬂu

AxAawlanlnday

17. NMSWERANUAIN (Take It Literally)
AU NNSLABAINUAIN a1aLdu

s = = d! o 1 1
ansnsldend vzas guingUlue Asesuiaesinx
stﬂzvqlni’uﬂmﬂ%’z‘hmuﬁwqﬂmaq‘uvl,uﬂ ALERY
amsombinungag wasinanaulalulawun u
n1sdefuAsIBNWAGeUANAAN 1SaTELAZIT

= 1% P ~ a '3
DL AT ALLETS Weedunenulsrlonued
NARNDUN

a (2 L3 { { 1
18. MwWHAnAMNLUABUFUGS (Alter the Prod-
uct)

= a o ¢ = | =

i ERERE MWNAANUNNLUABUIUT9L Y
a < A A = A |
DNURUUNDFDAIINNANIE ratUuNITasugUIg
74Py a a o o a
AALT U ATEG TR R R RIS AAVNIFIDDN
Mlrlasse  n1sbuse  msmlviddia vSedu 9
ndl ndl = 6 Gl wa a >3 6€
Lwaaam@mmﬂmu ma@mﬁuummmmmmiu
é’nwm:maamiqﬂmqﬂimw%Lﬁu'ﬁaLﬂumimﬁﬂu
wlaanmulyleass
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o

a & ° ' {
19. muwaadunngnlinuiuetn9du  (Alterna-
tive Uses)
= a o & Lo oA
wee nMwedndusingnlsnuiuedisou
dl v 2 1 >3 <, v a
ialugdsslandldegetaauidunisiviineiy
a = a 1A o a |
Bwmsailasuyuneslninlinafauineu

20. awnwdasnuunielanaigatns  (Double
Meanings)
=1 4‘ £

N9 Awnndaanuvmnglavans
aghy  ApunsnsiimuduiugIuees  Optical
Iusion dunisiaunugg eliinanuiiaula
21LNANNNISEUAT  TIlasuInTnduAINnENe
PRIATVLIUATE  BUIANT N1 N1518 ABLAEU

U = [ U
RADNAD LAALIRAIA LUUAU

21. MNUNUNABNES (Play with Words)

VU nskEnINaIuladILniL
YDINRAN DN #3 0TI UNUNUMBNBTIUTe
alaunu  A1dAy  wiedwe  Asedudunimie
o ' o < o o <, a
dnEITINAWRLNUILTUIENET e Wun1si5en
Spsannanlalinasunlasnduiueg19aziden
e = | I ° PP
MARINITARANNUNENY a819ls unstauende
Aunag et
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22. MWAIWIAKH2 (In the Beginning was the
Words)
=S dl L o s
NULN mslawannliamialunig
asgennuaula  eradunisiauAl (Wordplay)
AWARABA (Popular Saying) A191999 (Quotation)
UNNIAIAGBI989 (Rhyme) Ananasgala (Catch-
phrases) N8 (Proverb) ARNAL (Maxims) %39
A o A adve v a =
duAyavesaundungan snldliiAaanuduaiu
a ' A A = ' v
Anlnad 9 wedetivganelulawm wdsladu
- mwludingses1du (Everyday Lan-

' 2
1

a a ! et o a d‘
guage) NUAHNUANANNUNIBIE LNA BTN V1D

U

Menbdvouny WMHIZATWANIIAIEVDINES
Ausinngn
° 2 ) ~ a

- A1aye  (Tagline) \WBLASNAIMNNANE
= P A o = & A A
WI0ATUITOIT1INHEUD WAHDUNTAITBLT DY,
~ o o
FANIFD

- MI5auAT  (Wordplay) enaiduansme
YDIAIARDIDS  ANFDILIFDINN AWARANYLEU
ANTALEINY NITHANAT NISNALAT WIBNITAITD

WRlNUNAn AN

23. quﬂmqﬂ‘lummzmwLﬂ%ﬂmﬁﬂu (Meta-
phor and Analogy)
= A
ERERN mwaammwmﬂqﬂmqﬂvluﬂua:
~ a a Ao = a & & o
nsseuiiey  lasRentnunussuisuniudugie
A o P a @ a 1% @ a o P
AMeulanalReIny, Laualaiauiy, WuFnnile
o o A v a o ' = , o o ' =
dndudeldudning  wialduAuLUUMDEN T
° . & A Ase = P
an1san ldnlag i desn1saemuvine e
o o o =, Py P 1% A a o
Falau Nun o1adunisiisuineunulyuinineau
~ 92 A e f=EV o @ ad a
valulduannuainta NWRUHALLUIBTNITVIAAIA
=3 A A e A I
LLazLﬂumiaaﬂmwmw”l,mwaﬂwqm LWI2LU1NNg
= a o a ada P e aa A
L‘Uiﬂumamumwumwm%agLLm IDNUFIU
vosnwglingdlusuasiufauifisy Ao nistieed
U NOUNLANAI NUADIFILTU FTTHTNANUMALLLAE
dld wa = > < = 1 = >
NUAMSNUALANOUNUATONFUITWULLLALINUNITIN

Wl iuNeas U g NNNNE
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24. nMwnsilasulasiasis (Reframing: a Key to
Creative Thinking)
=S dl £ L3
nee  nsudsulassaseesalszney

A o o a < PPN P .
winnesAmasnuuliiAna el Insight

i P P o o o = = o
nguihusngmefmilsfmanIwuilinw  uns
wnanemuasITizesesnan  dadunmyuadiany
o o a v s a .
AMSUANUAARI198TTATILAALAY John Grinder uaz
Richard Bandler

. .
25. N1SESIFTTANINAINADINMMY  (Break out
of the Frame)
= o < A A
N8 N15AS19FTIANINANNFONAS
P | | P v A A &
lawon Godudonnnsgiu 1wy wiwidsdenum,

a

fegas, Drelasaiswialug, lavanaruisnsg
[~ £ 4‘ U L3 49/ Adl d! £ =

Wuen  Aladselavianndienlusandignsfns
ANBMBLNVINIBNNLAzINAlLlagNFen g Tuse
lsiedea3tian1820INAndUgiLazaS19AINUN
AUlAARE ANURAIALAZTLAY LTUlU¥IUINTY Super
Glue NIMTBUNTTABVINTALa1sHINARlUSNYR

a o <, 2
LNSIEAANDNNT LUUAYW

¢ y ' .
26. n1sAsIIFTIANINLUASINN (Alternative Me-
dia)
= o s = '
PIIEDY NTASWATTANNINBUILUFD TN

1<

A A o = Ao 1o
L‘Uuaa‘wuanmumwnaammgmwuag unisuan

{ ot

150951 UDIHAAN DN IUN AN AEUBNBIANS
AnTUNaIB I LN LI AAINAUN AU LNA ALY
~ o oA = <, ' P =
LA Lmgpflmu”lﬂmmmsmuﬂqumemﬂ N
assanunanasaziniaula Wiy Aauutiuleaon
aoluladin udu
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=1

beverage
New York Festival 2002

Client : Pepsi
Agency : CLM / BBDO

Copy : -

2 =
YDA

~

-

k2 £
1. iudaranuiuiiiulasasaunaunsaly?

()1

2. sUuvulasaUFauiney

(1) Tusandsauiaulnenss
2) lawuSeuiisuniiden

O«

() 3) TawanuSouiouiuuisus X
O @) TasanuFsniguivguasinly
O

5) 8w 9

~

aila

(mviwaevlails nyandinlyvimiisely)

Q

. AanEaensidSeuiiay

w

(1) mswssuiisuldaesni
(2) Maseuisudanauvin
3) nauwSsuiisuianga

) MIWSIUR UMD UNENENEIY

o gy y
nmawFsuiieulasldgdmnanissi

O00OCO

(
(4
(5
(6) B 9

/

o dl 2 2 dl 1 < 1 ﬂl 3 ! 2
Tdsaviiasasvune ! RUITBNNIULNUINANNE A (ﬂﬂﬂiﬂ&ﬂﬂﬂ'ﬂ 1 29)

~

OOOOO0OOOOOVOO

~

4. guuymMwilszneulawmn

. mwilafianussens (Without Words)

-

. NMWNNSIINNY (Mixing and Match)

L NWNNSINNTRARNY (Comparative Juxtaposition)
. mwmuv"\iu%ﬁmu (Repetition ‘and~ Accumulation)
. NMWLAUASY (Exaggeration)
Cmwwaswdudeasedny (Tum Tt Right Around)
. wnsuaniule (Omission and Suggestion)

. NMWAWAN (Paradoxes and Optical lllusion)

© oo N oo o~ W N

L AWAISN (Provocation and Shock Tactics)
10. nMwAtauiunan (playing with Time)

11. mWLﬂﬁlﬂuguum (A change of Perspective)
12. mwdiianwaziduwnud (Come and Play)
13. NWABLALY (Spoofs and Parodies)

OOO0O0O0O0O0OOOOOOO

14. nwdaneal (Symbols and Signs)

15, AMmuani3ess (Telling Stories)

16. MWLBIRUING (Absurd, Surreal, Bizarre)

17. MSLauAIAUNIW (Take Tt Literally)

18. mwuamﬁmﬁmﬁlﬂugﬂiw (Change the Product)
19. nwuAasuaTindusgnsau(Alternative Uses)
20.
21, MUNUATASNES (Play with Words)
22.
23.
24.
25.
26.
27.

mwﬁmwumtmmtlatiw(Double Meanings)

qu‘i_lmqﬁvlw;l (Metaphor and Analogy)
AINATNIAN (In the Beginning was the Words)
mwm%ﬂﬁlﬁﬂﬂ‘mzﬁw (Reframing)
m‘wﬁ%ﬁm‘wmw (Break out of the Frame)

nsaseassruudelns (Alterative Media)

B 9 (lsaszy)

/
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banking/insurance
Archive 1992

Client : Richard Ellis
Agency : The Ball Partnership, Singapore
Details : Richard Ellis residental sales.

sdupuMsEsuisy

Wisuisuguumaly

o =~ a
anaeNITIUII UMY

naFsuisuenga

stupumwilsznaulasun

Comparative Juxtaposition

Metapher and Analogy

publisher

Archive 1992

Client : Businessweek Magazine

Agency : Margeotes Fertitta + Partners

Detalls : Left : BusinessWeek reader.

Right : Non BusinessWeek reader.

Claim : BusinessWeek = Information = Under-
standing = Insight = Knowledge = Power = Suc-
cess = Profit. Profit by it.

sUuuumMsIIsuEY

wWisuisuguuealy

AansuensidSeuriay

nMassuiguinnge

31JLL1J1me1Js:maumem1

Comparative Juxtaposition




SWIFTRIDER. FASTER FOR SURE.

. s e 5 s, g . B gt Bt s, SRS e et o T sl
g S I S ——————T_———

swreies
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Singapore Airlines
Ogilvy & Mather, Singapore
5 -

sdupunsEsuiiay

Wisuiisuguualy

anwuensidsauiay

=

~ = A
NS OULNEUNANE R

a

stupumwisznaulasun

Comparative Juxtaposition

Metapher and Analogy

3

PFPLAYER

SPECIAL

YVWAHRSCHEIRMLICH I1RGEMDWYWII

ient. : John Player Special
Agency @ Springer & Jacoby, Humburg
( John Player Special Probably somehow

different..
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cosmetics
Archive 1992

+
= Le SEI;I][;,}I'“.Jm Client : Le Sancy

s Q...;‘.:.'.rh":*:.jm Agency : Ogilvy & Mather

-

- — Copy : Left : Le Soggy, Right : Le Sancy
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ansuzNsISauiey nsiFsuisuanga
gaJqumwaJszﬂaumemw Comparative Juxtaposition
> - accessories
T ] Archive 1992

Client © Bentex

Agency :Ogilvy & Mather, Mumbai

Details : to establish the difference between a
Bentex and other .Indian-watches, Take to your

jeweller
sUuuumMsIIsuEY wWisniisuguaemaly
ansuemMsTauiiay nsiFsuisuanga
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fashion
Archive 1992

Client : Lee

Agency : Fallon, Minneapolis

y © A reminder from Lee that a wider cut
shirt can make a big difference.
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publisher
Archive 1992
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Details : (publisher)
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stuuunwdsznaulasan Without Words

Repetition and Accumulation
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The Idea Of A Luxury Tax
Isn't New. These Guys
Have Been Charging You
One For Years.
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automotive
The One Show 1992

Client : Acura
Agency : Stein Robaire Helm

sUuuumMsWIsuEY
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Comparative Juxtaposition

It’s already

survived 10
Japanese model

changes.

Mo sportscaris as timeless s the Porsche 911 Carrera.
YYet, beneath those classic lines, constant evolution makes
itofie of the most advanced cars in the world, Come see
the cne car the Japanese have never been able to copy.

PORSCHE

automotive
The One Show 1992

Client . Parsche

Agency : Fallom McElligott

Copy : No sports car is as the Porsche 911 Carrera, Yet,
beneath those classic lines, constant evolution makes it one
of the most advanced cars in the world. Come see the one
car the Japanese have never been able to copy.
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In the Beginning was the Words




110

banking
The One Show 1992
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Client : Continestal Bank

Agency : Fallon, Minneapolis
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ansuemMsTauiiay nswSeuiieuindiige

gmmumwﬁszﬂautwymw Comparative Juxtaposition
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foods
The One Show 1992

Legally ffesh, - Morally fest

Client : Foster Farms
Agency : Chiat / Day / Mojo, Venice

stupunsiisuiiay wWisuisuguualy
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gmmumw'ﬂsznau‘[mumﬁ Comparative Juxtaposition




T s

Too many artificial colors in your dogs
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pet foods
The One Show 1992

Client : Nature’s Course
Agency © Fallon McElligott
Copy : Too many artificial colors in your dog’s food?
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wWisuisugudevaly

AansuensidSeuriay
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Exaggeration

automotive
Archive 1993

Client) :SVW.
Agency : DDB, Paris
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Without Words
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automotive
Archive 1993

Client : Mitsubishi

Singapore
Copy : The Mitsubishi Lancer.
ride.

Agency  The Ball Partnership Euro RSCG

For a smoother
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Comparative Juxtaposition

Repetition and Accumulation

VOLVO 850 GLT

automotive
Archive 1993

Client : Volvo
Agency : Adcom, Singapore
Copy : It really cleans up
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Exaggeration

Alternative Uses
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office equipment
Archive 1993

[Ny ———————

=~ Aulieud ‘acheter -~ =

~ béte ment 5‘.-.'7_‘;_..___:

::g vous fen ez l:meuxh

':___,.:_.;de C‘Dmp arer "x B Client : Epson Deutschland GmbH
-4 Agency : TBWA/Paris
opy : Rather than simply buying an Epson laser

inter, you'd better compare it with other print-
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beverages
Archive 1993

QW’]@\? ﬂﬁmum‘mmaa

Copy : Looks like another bad tasting sport drink.
Better try SNAP-UP

sdupunsEsuiay wWisuiisuguamaly
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;sﬂuuumwﬂsznauimumﬂ In the Beginning was the Words
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beverages
New York Festival 1993

Client : Wissosky Tea
Agency : Kesher Barel
/Copy © Which one do you think makes a better

~_cup of tea?

-
- l
a = a s
sdupunsRsuiiay - / _ wssumeunysue X
ansuemMsTauiiay / ) maEeuieuingngs
" 4 / x 4
§mmumwﬂsznaﬂmum1 / Y & ~Comparative Juxtaposition

cosmetics
New York Festival 1993

Client « Lever Brothers

Agency @ Ogilvy & Mather Toronto

Copy : Do you really need the alkalinity of a
household cleaner to wash your face

suuumsRsuiisy Wisueulnenss
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gmwumwﬁisnaﬂmumﬁ Comparative Juxtaposition
Repetition and Accumulation
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automotive
The One Show 1993

Client : Porsche

Agency : Fallon McEllisgott

Copy : Four other car companies have already
/ bought one. Whatever do you suppose they want
] them for?

suvuMsWIBueY wWisuisunisdan
anvauensiTauiey naFsuiguengn
gmmumwﬂsznaﬂmumﬁ In the Beginning was the Words

beverages
Archive 1994

Client :“Tennents
Agency : Edwards Martin Thornton, London

sdupumsisuiiay Wisuisunisdan
ansuzmsUTauiiey na3suiiguinfnge
stuvumwlsznaulasm Without Words

Exaggeration

Absurd, Surreal, Bizarre
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computer
Archive 1994

Client : Hewlett Packard
Agency : Leo Burnett, Sao Paulo
~ Copy : No one can be the leader if his techno-
' logy is dated.

sdupumswBeuidisy
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TEX@ggeration

Metapher and Analogy
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o automotive

— New York Festival 1994
,\“_J
|
Utehest-ﬂil‘:gcu‘il
18y N v g e
Client : Ford Taurus
m ks Agency : Young & Rubicam, Toronto
Copy : Guess who just found out that Taurus is the best-
selling car in North America.
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Symbols and Signs

Metapher and Analogy
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automotive
Nrw York Festival 1994

Client : Ford Trucks

Agency : Young & Rubicam, Toronto

Copy : Left : When it come to fuel efficiency
conventional trucks might average...

Right : The new Aeromax average over 8 miles
per gallon making it one of the most aero...

sduuunsEsuiay wWisuiguguenaly
anvaueNsSauiey mMasaufiguinfngn
gﬂuuumwﬂiznau‘[mwmﬂ Comparative Juxtaposition
Computer
5 e e e e Nrw York Festival 1994
m out of ten éxp erts find Mac easier.

Client :~Apple Computer-Australia Pty, Ltd.
Agency : St. Leonards
Copy : Eight out of ten experts find Mac easier.

sdupunsEsuiiay Wisuieulaens
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Every car maker

ults the apinian
of dummies Only cues can respond with automotive
54 dillerent points ol view, The One Show 1994

Client : Lexus

Agency : Densu Young & Rubicam

Copy . Every car maker consults opinion of dummies. Only ours
can respond with 54 different point of view.

sdupunsEsuiiay wWisuigugutenaly
anwuensidsauiay mMaSaufisuinfngn
gmmumwﬂszﬂaﬂmwmq In the Beginning was the Words
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Mo -mm‘*“' Client : AIS

R —— Agency : SC. Mathbox
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gaJLmumwﬂsznaumemw In the Beginning was the Words
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travel
TACT 1994
‘ﬁwtwwwﬂw
- r l l::‘- -
ﬁ g Client : Nothwest Airline
’ Agency . Prakit./ fcb
Copy + Duwisnalas 5 Talus...gansgoiusm
sdupunsEsuiiay wWisuigugutenaly
anvuzNsITauiey mMaSaufisuinfngn
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automotive
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Archive 1995

Client : Hyundai
Agency : Leagas Delaney, London

sduuunsEsuisy

Wisuieulnanse

o =~ a
AanwaeNITIUIEUNeY

nMsuwsaufisunanan

q

stuvunwdsznaulasg

In the Beginning was the Words
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miscellaneous
The One Show 1995

Client : Daisy.
Agency : Cramer-Krasselt
Copy : Try doing this with Nintendo.
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Telling Stories

beverages
Archive 1996

Client : Cutty Sark
Agency © Delvico Bates, Barcelona
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Without Words




121

J&B
A DPZ, Sao Paulo
Cop Breaking traditions
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Provocation and Shock Tactics

MILCH. EMNERGY DRINK DER HATUR.

Clier ZNSM
Leagas Delaney, London
Milk. Nature’s energy drink. (An extremely popular
energy drink in Germany, Austria and Switzerland is called
“Red Bull.”)
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Metapher and Analogy
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publisher
Archive 1996

Client : Yellow Pages
Agency : Clemeger BBDO, Melbourne
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Repetition and Accumulation

publisher
Archive 1996

Client " Mujeres Compania
Agency : Agulla & Baccetti, Buenos Aires
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Without Words

Comparative Juxtaposition
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beverages
New York Festival 1996

NEW 1 LITRE WIDE MOUTH THIRST TERMINATOR FROM PEPSI.

Client™: Pepsi
Agency : Clemenger Sydney
Copy : Size does matter
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Comparative Juxtaposition

ORI MICHROWAYE GUTLET

houses
New York Festival 1996

|

TW VRO AVE CUTLETS.

Client : Whirlpool

Agency.. Saatchi & Saatchi

Copy : Left : One microwave-outlet
Right': Two microwave outlets

suuuMsIBuEY

wWisuiisuguumaly
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Comparative Juxtaposition
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beverages
TACT 1996

Client : Snow low fat milk

Agency : Results Advertising

Copy : 918 :  UNFANTDINULUE I
UNAANTRITULLY “alud”

suvuMsWIBueY
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Comparative Juxtaposition

Americs is the poiice

fashion
Archive 1997

Client : Sunnex Jeans

Agency : Cosmos, Bombay

Copy : America is police of the world
Don’t wear its uniform.
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fashion
Archive 1997

Client : Lee

Agency : Fallon, Minneapolis

Copy : The wrong sweatshirt can ruin a good
design.
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office equipment
Archive 1997

EINFACE INTELLIGENT

Client : Minolta Europe GmbH
Agency : Jung von Matt/Elbe GmbH
Copy : Does your copier look like this most of the time?

sUuvumMsIsueY
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Telling Stories
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public events
New York Festival 1997

Client : BBDO / Mexico
Agency : BBDO / Mexico
Copy : Right : BBDO / Mexico
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Comparative Juxtaposition

Metapher and Analogy

PROGOLOR PROFESIONAL I8 THE MOET BESISTANT FLARTIC PAINT
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houses
New York Festival 1997

Client : Procolor professional

Agency : TBWA Bacelona

Copy : Left : Trousers stained with paint X after 3
washes. Right : Trousers stained with Procolor professional
after 3 washes.
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=
Samsung electronics
Delaney Fletcher Bozell
b ( Right : The ultra light Samsung 810. You'll
——_——— = notice difference.
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Client “Black' cat
Agency : Result advertising
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automotive
TACT 1997

Client =z Shell

Agency : J. Walter Thompson

Copy : NuLzaa usaiud SX gasluil gauasdisssouIunlsy
N9 2 91 3 MmNV
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Telling Stories
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automotive
TACT 1997

Client © Volkswagen

Agency : SC. Mathbox )

Copy :  vludauiunmsiFauuvylssasse
irlusdesutserusdivasnaiy 5 T vay
unagUraimsldmguaminniinisldtu
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Telling Stories
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0

LEADING BRyify

water that’s not watereq ey

beverages
H Archive 1998

Client : Cascade Clear
Agency : Hammerquist & Saffel, Seattle
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In the Beginning was the Words

audio & video
Archive 1998

Client : Black cat
Agency : Result advertising
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Exaggeration
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automotive

Archive 1998

Client : BMPoint

Agency : Escala, Porto Alegre, Brazil

Copy : No other car lasts as long as a Land
Rover.
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automotive

| New York Festival 1998

Client : Joy of driven / BMW

Agency  Dromfebriken
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Comparative Juxtaposition

Symbols and Signs




131

automotive
New York Festival 1998

THE WEW S8 31

SESIND CAEAT GRLAT CL8 AN L
ETTER GHE WA

& et ELEL

Client © The new BMW 318is

Agency  Hunt Lascaris TBWA

Copy : Behind every great car is an even better one wait-
ing to overtake.

sdupunsEsuiiay Wisuweulaense
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automotive
DON'T UST KERPYEF WilH THE JorsEst New York Festival 1998

HUMILIATE “FHE SQD5 IN PUBLN

B

Client : Lexus ES300

Agency : Saatchi & Saatchi advertising

Copy.: Don't just keep up with the joneses humili-
ate the sods in public.
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computer
New York Festival 1998

Amrng, M vigaiem Bl ke heen wued

CLLECLER LN

Client : Hewlett-packard

Agency : F/Nazca S&S

Copy : Sorry, the system that has been used in
Atlanta 96 is IBM.

stdupunsiisuiiay wWisuieulagase
anwuzmsUTaudiey nassuiguingngs
giJLLuumwﬂsznaumemﬂ Symbols and Signs

computer
The One Show 1998

Client : Apple computer
Agency : Almap / BBDO
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ansuemMsWTauiiay nsiFsuisuanga
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automotive
Archive 1999

-
Client : Nissan
B e e .
=~ - Agency @ TBWA / Campaign Company
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Without Words
Symbols and Signs
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publisher
Archive 1999

Client : Wired
Ageney - Black Rocket, San Francisco
Copy : Left : Old CEO Right : New CEO

LA B
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Without Words
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Canon

Canon
Euro rscg partnership

ot G ey it

Left : An ordinary overhead projecter

Right : The Canon video visualizer.
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i Cli Guinness
Agency  Qgilvy & Mather singapore
Got it.
sdupumsFsuiisy wWisuiisuguaaly
AansursiUSsuiay nsFsuisuanga
stupumwisznaulasun Without Words
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beverages
New York Festival 1999

= Client : Pepsi
BENeRsTIoN BT Agency : BBDO Canada
Copy : Employees only
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Without Words
Telling Stories

computer
New York Festival 1999

Client : Macintosh

Agency Almap/.BBDO

Copy = Welcome to hell, Bill. (The new Mac OS8.
World launching on July)
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automotive
The One Show 1999

Client : Mercedes Benz
Agency : Lowe & Partners / SMS
Copy : Introducing Starmark Pre-Owned Mer-

cedes.
suvuMsWIBueY wWisuiisuguumaly
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giJLLuumwﬂsznaumemﬂ Omission and Suggestion

beverages
Archive 2000

Client : Pepsi
Agency : BBDO Canada, Toronto

sdupunsEsuiiay Wisuweulaense
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stupumwisznaulasun Without Words

Comparative Juxtaposition

Telling Stories
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cosmetics
Archive 2000

Client @ Gill
Agency : FCB Linday Smithers, Sandton South
Africa
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Repetition and Accumulation

publisher
New York Festival 2000

T !
ha' B A TRYNT T ARLAA Client : The Economic Times
Agency : Enterprise Nexus Communications
suuumMsIsuiey Wisuisuguadeialy
anvauensIsauiey mmﬁ'ﬂmﬁﬂudﬁaﬁqm
gmmumwﬂsznau‘[mumﬂ Without Words




138

automotive
The One Show 2000

Client : Land Rover
Agency © TBWA Hunt Lascaris /
Johannesburg
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Exaggeration

beverages
Archive 2001

l z Client : San Vicente
. Agency: TBWA, Barcelona
BB BB Copy. : No other water takes so much care of

your kidneys.
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Comparative Juxtaposition
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automotive
Archive 2001

Client : BMW
Agency : D'Adda, Lorenzini, Vigorelli, BBDO, Milan
Copy : Why do you still just dream of it.

Frure swmder e, gy g prert st

sdupunsEsuiiay Wisuieunisoen
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stuvuawdsznaulason agulallel

food
Archive 2001

T5%
Imore
migat
o ls 8
nuAGER
KING _ )
Client : Burger King
Agency : DeMaruri-Grey
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giJLmumwaJsznauTmumq Without Words
Comparative Juxtaposition
Symbols and Signs
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cosmetics
Archive 2001

&
7
f| Client : Pantene
p Agency : Trikaya Grey, Mumbai
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gmmumwﬂsznaﬂmumﬁ Without Words
Exaggeration

automotive
Archive 2001

Client = Smart

Agency : Springer & Jacoby, Hamburg

Copy. :_Above the Porsche: Makes you depen-
dent. Above the Smart: Makes you independent.
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fashion
Archive 2001

4 lient : Maui & Sons

i .
t ency : Zegers DDB
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—jjaggeration

kymtjols and Signs
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automotive
Archive 2001

(

o (t

=1,

Client) : Yeep [ |
Agency : Giovanni FCB, Sao Paolo
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stuvuawdsznaulasg Without Words




142

sports
New York Festival 2001

Client : Adidas
Agency : Springer & Jacoby
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gﬂuuumwﬂsznaﬂmwmﬁ Without Words
Comparative Juxtaposition

foods
TACT 2001

5UNU0N!

Client. : KFC
Agency : Ogilvy & Mather
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gﬂuuumwﬂiznaﬂmwmw In the Beginning was the Words
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houses
TACT 2001
Client : loly
Agency : J. Walter Thomson
suuumsisuiisy Wisuiisuguumaly
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gmmumwﬂiznauimumﬁ Without Words
Exaggeration
phone

Archive 2002

Client © Nokia
Agency : Bates Asia, Singapore
Copy ¢ Suddenly all another phones seem

strangely out of style.
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stuvuawdsznaulasg Telling Stories
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)

. Renault
| Trafic Publicis, Brussels
e Vs C Braking distance. The only time the com-

L petition goes further.
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Telling Stories

Client : Jaguar
DPZ Propaganda Ltd.
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Comparative Juxtaposition
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computer
New York Festival 2002

1 E ] ] n ; Client :“Seny
t 4 Agency : Maclaren
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gmmumwﬂsznaﬂmumﬁ Alternative Uses

beverages
New York Festival 2002

Client : Pepsi
Agency : CLM / BBDO
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stuvuawdsznaulasg Without Words

Telling Stories
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publisher
The One Show 2002

Client : About
Agency : Young & Rubicam

suuumsisuiisy Wisuiisulaangs
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gmmumwﬂsznaﬂmumﬁ Without Words

services
TACT 2002

Client : FedEx
Agency : BBDO
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stuvuawdsznaulasg Without Words

Telling Stories
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automotive
Archive 2003

Client #V\W

Agency : DDB, Paris

Copy : One of these days, you'll be sorry you didn't buy
Volkswaagen
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gﬂuuumwﬂssnaﬂmumﬂ Provocation and Shock Tactics
Telling Stories

automotive
The One Show 2003

Client © VW

Agency : Arnold Worldwide

Copy : We changed the shape of the engine be-
cause, well, we don’'t want to change the shape

of the car.
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foods
The One Show 2003

Client : KFC
Agency @ Ogilvy & Mather Singapore
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Without Words

A
-
To all those who use
our competitors’

miscellaneous
The One Show 2003

Client : Durex

Agency : Lowe Bull Carvert Pace / Cape Town

Copy : To all those who use our competitor's products : Happy
Father's Day.
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In the Beginning was the Words
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foods

TACT 2003
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