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The purpose of this research is to study the advertising appeals and attractive visuals on
personal care product marketing, to let you know the most effective advertising appeals and attractive
visual presentations for personal care product marketing.

For the researching procedure, the researcher sorted out the sample of personal care
product printed matter medias which were selected to get in the 18" - 27" TACT Awards, and were
published in Lurzer's Intl ARCHIVE magazines in 1999 — 2003, those are 144 medias altogether.
There are 2 researching procedures namely advertising appeal research that was sorted out by
advertising experts, and attractive visual research that was sorted out by the researcher.

The researching consequence found that personal care product marketing has used
advertising appeals in 7 categories altogether which are Quality Appeals, Humor Appeals, Sex , Love
_and Social Acceptance Appeals, Novelty Appeals, Ego Appeals, Sensory Appeals, and Fear or
Anger Appeals. In case of attractive visual presentations, by the research it appears that there are 2
most selective visuals which are Parodical Attractive Visuals and Violative Realistic Attractive Visuals.
Parodical Attractive Visuals has used attractive techniques which are Facial Expression, Viewing
Distance, Absurd, Surreal and Bizarre, Symbol and Sign, Subjective Camera, Sexual Imagery, and
Repetition respectively. Violative Realistic Attractive Visuals has used atiractive technigues which are
Absurd, Surreal and Bizarre, Facial Expression, Viewing Distance, Subjective Camera, Rear View

including Pictorial Metaphors which is one pictorially present term.





