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The objective of this research, the creation of print advertising images for products by using physical
benefit as a selling point, is to study and find how to present the Creative Execution and Advertising Visual
images in print advertising for products, which is communicated the physical selling point of products properly

and efficiently.

Research Method: Study products and print advertising to select 240 case studies of product
advertising (12 categories), which is using physical benefit as a selling point, from the nominated list of Top
Advertising Contest of Thailand (TACT Awards) and international product advertising from Lurzer's int'l Archive.
Study the advertising concept and theory, finding 3 different physical benefits to use as a selling point. Analyze
the creation of print advertising concept and theory, finding 6 creative executions. Analyze advertising visual
image concept and theory, finding 14 advertising visual image formats. Finally, 5 experts consider the physical
benefit selling point, the creation execution and advertising visual image format from the selected case studies,

find and summarize a descending frequency of using.

The Research Outcome:

1. The creation of print advertising images for products by using physical benefit as a selling point is
divided into 3 different physical benefits. The physical- in use benefit is the most frequently used as a selling
point for creating print advertising. Particularly, products in category of Food, Snacks & Candies, Appare! &
Personal Accessories, Automotive Products, Household Products, Household Appliances Electrical Equipment
& Other Consumer Durables, Office Automations & Tele Communication, Construction Materials & Real Estate
and General Merchandises. The next in rank Is the physical — after use benefit, which is appropriately used for
product category of Beverages, Cosmetic & Personal Care and Pharmaceutical Products. The last rank is the
physical - Incidental to use benefit.

2. The Creative Execution of print advertising for products by using physical benefit as a selling point
is using the Product Feature / Product Attribute Execution as the most popular one, following by the Before and
After / Problem and Solution Execution, the Demonstration Execution and the Comparative Advertising
Execution accordingly.

3. The Advertising Visual Image format of print advertising for products by using physical benefit as a
selling point is using the Metaphor & Analogy format as the most popuiar one, following by the Simplification
format and the Distortion & Exaggeration format accordingly. The other formats are able to combining used with

the 3 formats said above for further creativity. Q
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