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New Advertising Kits Thai  Airways International (Public) Company
Limited, 1994

Dannhorn, Robin. The Arts and Crefts of Thailand. Australia,
Colourcraft Printing Pty Ltd, 1989,

ssc &B  Lintas Worldwide. Bangkok, Thai Airways International
(Public) Company Limited, 1988
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Smooth as silk is smile that conics Jiom the heall not the hcr.zbeck.

v

(" Ihtsi

v ! - ; ( JMILES IN CABIN)

A ! 3 (BABY CARE HOSTESS)
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Smooth as silk is
an unforgettable
stopover in

exotic Bangkok.

" \ ' (SMOOTH AS SILK IS AN UNFORGETTABLE

STOPOVER IN EXOQTIC BANGKOK)
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Y Ted Curl, Creative Art Director,
Meis Nankervis &CUrl, (Australia) Co. Ltd
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Magnus Nankervis & Curi

What are the main themes or big idea of these 3 campaigns

in this case study?

What is the program concept of Thai represennting meaning of

"Thai conceptualization"?

What are the criteria used in determining the meaning of Thai
concepts in these J campaigns?

What is the composition in representing these 3 campaigns?

How do you make plan with the visualizer for these 3 campaigns?
What are the expectations would you expect out of these 3 campaigns?
Any feedbacks after launching these 3 campaigns?

. What are the problems and barriers of these 3 campaigns?
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questionnaire (1)

SEX () MALE (1) FEMALE
AGE
N 1oV ———
0[0o71Y 1[0 ——
OCCUPATION
INCOME L
HAVE YOU EVER SEEN THIS ADVERTISEMENT BEFORE?
()YES ()N
IF SO, FROM WHAT MEDIA?
(1) THAI AIRLINE’S MAGAZINE
) THAI-MAGAZINE
) FOREIGN MAGAZINE
) TELEVISION
) OTHERS
WOULD YOU TELL ME EVERYTHING YOU REMEVBER ABOUT ITEE ADVERTISEMENT
FOR THAI INTERNATIONAL AIRWAYS?
VISUAL
MESSAGE
MAIN THING
IN YOUR OPINION, HOW DO YOU UNDERSTAND THE MEANING IN THIS

ADVERTISEMENT?

(
(
(
(
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questionnaire: (2)

IN your opinion, WHAT DOES THE CONTENT OF THIS ADVERTISEMENT
concern ABOUT?

DO YOU THINK THIS ADVERTISEMENT CAN COMMUNICATE THE MEANING CLEARL

FROM YOUR POINT OF VIEW, WHAT IS THE HIGHLIGHT IN THIS
ADVERTI SEMENT?"
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