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The objective of this research, the creation of print advertising for financial and insurance
services, is to study how to present the Selling Points and Visual Communication in print advertising
for services, to properly and efficiently.

Research Method: Study financial and insurance services and print advertising by selecting
125 case studies, from the nominated list of top Advertising Contest of Thailand (TACT Awards)

And The 70" Art Directors Annual and 5" Intemational Exhibition 1991, American Advertising
Federation 1995, EPICA BOOK 10 EUROPE PREMIER CREATIVE AWARDS 1997-2001.Finding 6 different
benefits to be used as Selling Points and 36 Visual Communication formats. Finally, 5 experts consider
the Selling Points and Visual Communication from the select 125 case studies, find and summarize a
descending frequency of using.

The Research Outcome:

1. The creation of print advertising for financial and insurance services by using benefit as a
selling point. Functional Benefit is the most frequent used as a selling point for creating print
advertising, The next in rank is the Emotional Benefit, the last rank is the Competitive Positioning

2. The Visual Communication in print advertising for financial and insurance services /
Typographic Tricks as the most popular one, following by Staged Reality, Changing Roles.

3. The using visual Communication in print advertising in correlation with selling point ,
Functional Benefit :Typographic Tricks, Staged Reality, lllustration and Animation, Changing Roles ,
The next Emotional Benefit : Typographic Tricks, Reality and Fiction and Staged Reality, The last

Competitive Positioning : Typographic Tricks.





