( Bittner, 1996)

Freud

Freud

" (Force)

(Libido)



Berger, 1991 ;Larson, 1995)

Associate Creative Director McCann Erickson
(Thailand) Creative Director Prakit FCB.
' 1 ( , 2535;
, 2536)
Creative Director Flagship
(
, 4 2541)
Senior Art Director Synergie DMB&B,
(
, 28 2541)

Creative Director EURO RSCG

( , 12 2541)



Shimp (1997)

|.Attentional Lure

Stopping-power rile of sex

2.Enhance Recall

3.Evoke Emotional Responses

(LESS SEXUALLY RELAVANT PRODUCT)

Top Advertising Contest of
Thailand (Tact Awards) 16



1 (Food)
2 (Snacks & Candies)
3. (Beverages)
4, (Apparel & Personal Accessories)
5. (Cosmetic & Personal Care)
6. (Automatic Products)
7. (Household Products)
8. (Household Appliance , Electrical Equipment
& Other Durable Consumer Products)
9. (Office Automations &
Telecommunications)
10. , (Construction Materials & Real Estate)
11 (Services)
12. (Institutions)
13. (Pharmaceutical Products)
14. ( General Merchandises)
15. (Sales Promotions)
16. (Social Contribution)
2
(Apparel & Personal Accessories) (Cosmetic &
Personal Care) 14
1. (Food)
2. (Snacks & Candies)
3. (Beverages)
4. (Automatic Products)
5. (Household Products)
6. (Household Appliance, Electrical Equipment &

Other Durable Consumer Products)



7. (Office Automations &

Telecommunications)

8. , (Construction Materials & Real Estate)
9. (Services)
10. (Institutions)
11. (Pharmaceutical Products)
12. ( General Merchandises)
13. (Sales Promotions)
14. (Social Contribution)
1

(Creative strategy)

(Belch and Belch, 1991)

1 (Target Group)

2. (Objectives)
3. (Theme)

4, (Motives)

5. (Appeal)

(Target Group)

(Lifestyle)

10



( Advertising Objectives)

Russell Colley

(Colley, 1961)

(Dunn ET al, 1990)

AIDA

1 (Attention)

2. (Interest)

3 (Desire)
4. (Action)

(Theme)

(

, 2539: 95)

11



(Theme) Marra (1990)

Marra
1
2.
3.
(Motives)
(Needs)
(Motive)

(Bovee et al.,1995; Stanlon and Futrell, 1987:Littlejohn and Jabuseh,1987)

Abraham Maslow

(Hierarchy of Needs)

Maslow

(Bovee ET al., 1995)

12



- (Physiological Needs)

- (Safety Needs)

- (Love and Belonging Ne )

- (Esteem Needs)

- (Seif-Actualization Needs)

Settle Alreck

(Settle and Alreck, 1986)

(Sexuality)

(Independence)

13



(Exhibition)

(Recognition)

(Affiliation)

(Stimulation)

(Novelty)

(Understanding)

(Advertising Appeal)

(Advertising Appeal)

, 2520) Holtje

14

(qu'dJ’q

(Holtje, 1978: 97)



10

15

Bovee, et a (1995)

' 2
1 (Logical Appeal or Rational Appeal)
2. (Emotional Appeal)
2
2
(2534) "
8
appeal 9
Mandell
(Mandell. 1984)
1 1 (Sex Appeal)



"USP"

(Product Era) 50

“Unique Selling Proposition”

50

(Image Era)

16



17

3. (Positioning Era)

60 70

(Positioning)

(Positioning)

1965- 1975
' 10
(Competitive Posture)
3
1 (Product Personality)
2. (The Target Market)
3. (Competitive Claim)

(Competitive Advantage)

(The Importance of Unique

Positioning) (Unique Positioning)

( , 2536. )



18

Wilson Bryan Key
(Background) (Lighting)  (Color)

2 (Verbal
Language) (Nonvebal Language)
1 (Verbal Language)
l L}
( 2530)

(Mendell, 1984)

11 (Headlines)

12 (Body Copy)

John (' Toole



13

21

Mendell

(Toole, 1978)

(Slogan)

(Nonvebal Language)

( lllustrations)

, 2530)

19



11

(Bercheid and Walster, 1974)
Richmond
Hartman (1982)
(symbolism)

Charles V.Larson

Sigmund Freud



nofljfi - ) *) . |
iwm-nmu »eu o A

ll */)n 1
(Partial or Complete Nudity)

(Sexual Suggestive) (Innuendo)

Venkatesan Losco
(Venkatesan and Losco, 1975)
(Chestnut, LaChance and

Lubitz, 1977) Smith Engel

(Smith and Engel, 1968)

(Female Sexuality)

(Courtney and Whipple, 1984)



Erving Goffman (1976)

Goffman

13

(Courtney and Whipple, 1984)



Shimp (1997)

(Nudity)

(Innuendo)

21

2

Buacestiveness m Courtney Whioole 1984

(Double Entendre,1

(Chacoled, 1996: 60)

Direct Eye Gaze

Uncle Sam want you....” ( 1

Uncle Sam

23



22

s ARMY

24

‘ iam 1’\.111;) YOU
OnJlJ]ne 281 @Xeect y0U

war Saver ac U
army 0 Ts P

; alment

2 Uncle Sam 2



Karat

National

4

isetan

Vita

25



26

7 SPY 8

(Presenter)

Centra! ( 10)



Tt ‘
9 10 Central
2539 250 '

2



45 %

25

Couthey

Smith

Morrison

36 %

Chestunt 1Lachance

Whipple (1984)

"1 o'" '3

Engel (1968)

Sherman (1972)

Lubitz (1977)

55

100

45 %

28



Reid

Soley (1981)

Vice' '

(2536)

, 2541)

’

Starch "

(Identified Strategies)

nn

29



30

(2532) “Sex Appeal 8

bbol '€ £ %R 212 = IS T 90% LP31%r T @ Dt oui ik e L B A Ve T T 00900 3L "0

( , 2532)

(2539)

( , 2539)

(2541) “



	บทที่ 2 ทฤษฏี แนวความคิดและงานวิจัยที่เกี่ยวข้อง
	ที่มา ความหมายและประโยชน์ของจุดเว้าวอนทางเพศ
	สินค้ากับความเกี่ยวพันกับเรื่องเพศ 
	การแบ่งประเภทของสินค้า
	แนวคิดในการสร้างสรรค์งานโฆษณา
	พัฒนาการของแนวคิดทางการโฆษณา
	องค์ประกอบของภาพโฆษณา
	การนำเสนอจุดเว้าวอนทางเพศในงานโฆษณา
	งานวิจัยที่เกี่ยวข้อง


