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An advertising creative mix survey in magazines for men aims- to (1) survey and
categorize product and service, (2) to study the verbal component contented in the headline,
format of advertisement copy and format of the slogan, and (3) to study the non-verbal
components which are illustration, layout and format of advertising appeal in the advertisement
that published on the magazine for men. The purposive samplings are 76 issues with 2,713
advertisements on the magazines for men published on between June 2004 to May 2008 including
Esquire, Boss, Mars, Cute, Lite, Penthouse and FHM. In addition, the Coding Sheet was used as
the data collecting instrument.

The findings from study of the verbal and non-verbal component in the category of
products and services demonstrated that

1. The biggest amount of advertisement that published on the magazines for men is the
service business advertisement while the following are appeal and personal accessories product,
beverage, vehicle and general merchandise.

2. For the verbal components in the advertisement those are the headline, body copy, and
slogan, it was found that almost of the advertisements used non- headline. The rest showed
headline with the curiosity headline style'and the direct headline style. The study of copy format
indicated that the Illustration — Caption Copy form was used in the biggest number while minority
is the Reason — Why Copy form and the least number is Descriptive Copy form. Considering in
the slogan, the results showed that the non-slogan was used in the majority, followed by

Advantage Identified Slogan and Characteristic Slogan, chronologically.
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3. In term of non-verbal component which means to illustration, layout and appeal
demonstrated that the Product Feature form was used in the biggest number and followed by the
Product in Use form while the last is the Fantasy form. For the layout, the Picture — Window
Layout style is the most frequency of use, while the Mondrian Layout style is the second and the
last is Band Layout style. In addition, in the term of advertising appeals, the findings indicated
that the Rational Appeal style is the first priority of use, followed by the Other Appeal style and
the Esteem Appeal style, chronologically.

Discussion

1. In order to bring advantages to the advertising and service agency and trend of
advertising creating, it should be continue and broaden study to the other category of
magazines (e.g. magazine for women, teen, kid and entertainment). Moreover, the
comparison of Thai and other countries’ magazines should be considered in order to find
out the similarities and dissimilarities and it may bring the new idea for advertising
creating.

2. This research emphasized in only the advertising message, therefore the further study
should consider in the suggestions following.

2.1 The further study may concern in the elements of communication sender
such as creative, copywriting and Media Planner. The researcher may use
the dept interview strategy to find out the support idea and purpose of using
the advertising components to create the advertisement.

2.2 The content analysis should be applied. The analysis may continue
emphasize on the components of verbal and non-verbal to create the
advertisement in the magazine for men. Moreover, it may be studied in
comparison among the products or services category itself or, between many
magazines for men.

2.3 The researcher should interest in the communication receiver to find out and
recheck for interest and clear understanding of the audience in order to be

applied to the further advertising production.





