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The objective of this research was to study and analyze how print product advertising photography utilizes
Gestalt theory of the laws of organization in perceptual forms and to find characteristics in the creation of print product
advertising photography applying Gestalt theory. The research approach was by mixed methods analysis of print product
advertising work selected from the Top Advertising Contest of Thailand (TACT Awards) and Europe’'s Premier Creative
Awards (EPICA Awards) which selected only print product advertising in the form of photography classitied into 11 product
categories. These samples were analyzed using questionnaires and by interviewing experts to judge which of Gestalt
theory on the laws of organization in perceptual forms was used. The most significant concepts in this study are the laws
of organization in perceptual forms using Gestalt theory, the method of visualizing and the visual creativity.

From the result’s, it's found that

Considering the overall print product advertising photography; 1) The law of organization in perceptual forms
mostly used is the factor of similarity 2) The method of visualizing mostly used is the method of metaphor 3) The visual
creativity mostly used is the method of playing with objects

Considering print product advertising photography classified by product group; 1) The laws of organization in
perceptual forms mostly used in each product group are; 1.1) Products mostly using the factor of similarity are snacks &
candies, beverages, apparel & personal accessories, household appliances electrical equipment & other consumer durables
and construction materials & real estate. 1.2) Products mostly using the factor of closure are cosmetic & personal care,
automotive products, household products and pharmaceutical products. 1.3) Products mostly using the factor of proximity
are food and office automations & tele communications. 2) Methods of visualizing mostly used in each product group are;
2.1) Products mostly using the method of metaphor are food, household products, household appliances electrical
equipment & other consumer durables and office automations & tele communications. 2.2) Products mostly using the
method of association are apparel & personal accessories, cosmetic & personal care, automotive products and construction
materials & real estate. 2.3) Products mostly using the method of storyteliing are snacks & candies, beverages and
pharmaceutical products 3) Visual creativities mostly used in each product group are; in the field of food and apparel &
personal accessories, the most used method is by proportions and dimensions, in the field of snacks & candies, the most
used method is more building blocks, in the field of beverages, the most used method is a change of meaning, in the field
of cosmetic & personal care and automotive products, the most used method is playing with objects, in the field of
household products, the most used method is layers in different media, in the field of household appliances electrical
equipment & other consumer durables, the most used method is visual building blocks, in the field of office automations
& tele communications, the most used method is stories in layers, in the field of construction materials & real estate, the

most used method is twisting and turning, and in the field of pharmaceutical products, the most used method is playing

with angles.





