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Abstract

The objective of this research is to search for a suitable advertising design approach for different
kinds of brands that can be used as an alternative theory for branding, when a brand manager chooses a
Star Wars soundtracks that best communicated the brand, a designer can then apply the various advertising
design concepts that researchers summarized in the Star Wars soundtracks to the adverting design.

This research is qualitative research and the research methods are 1. study and collect information
about the Star Wars soundtracks and different types of brands for create the first research tool for music
specialists and brand specialists in group interviews to select suitable Star Wars soundtracks for the different
types of brands. 2. The researchers analyzed and selected a sample of 247 advertisement images from 646
images by systematic random sampling, then used sample of advertising images to create a second research
tool for music specialists and graphic specialists in group interviews to select sample of advertising images
suitable for each Star Wars soundtrack. 3. The researchers analyzed the results of the advertising image
sample obtained from the second research tool with four advertising design concepts, namely 1) Advertising
Appeals Creation 2) Creative Execution 3) Picture Manipulating and 4) Composition and then using the
results of the analysis to create a third research tool for graphics design specialists. 4. Graphic design
specialists verified the accuracy of the data that the researchers have analyzed. Therefore, the researchers
then summarized the results as a guideline for advertising design from 4 concepts for each Star Wars
soundtracks.

The results of the study found that Star Wars soundtracks can be used as an altermative theory for
branding in advertising design. The research found guidelines for advertising design for eight different types
of brands with the different numbers of suitable soundtracks, ranging from one to five soundtracks, each of
which is summarized as a complete advertising design guideline for all 4 concepts, differing according to
the suitability of each soundtrack. When choosing a soundtrack that is appropriate for the brand, the four

concepts of advertising design guidelines that are suitable for the brand can be found as well.

Keywords: Advertising Design, Star Wars Soundtracks, Brand, Advertising Design Concept
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3.1.1 wiAAAEITUmAIUSENaUAMEURSAA1103d (Star Wars Soundtracks) 1unisinwiiunves
waaUszneunmeunifiuseiusiag seviu Saden Fudunsldss LLazgﬂLLUULLuaFﬁmﬁw (Leitmotif) na11fe 74
viotuladusiiuanidasnazas ssdusznauteuiasn maamumamﬁmmﬁmaqmwaum%ﬁmmsaﬁqam%ﬂa
Vo lalel Faflananameunsudnia 9 vesaniieda Tnefisiuauiaay 23 was T6ud 1) Luke's Theme 2) Ben
Kenobi's Theme 3) Princess Leia's Theme 4) Jawa's Theme 5) The Imperial March 6) Yoda's Theme 7) Han
Solo and the Princess 8) Jabba The Hutt's Theme 9) The Emperor's Theme 10) Luke and Leia Theme 11)
The Ewok’s Theme 12) Anakin's Theme 13) Jar Jar's Theme 14) Qui-Gon’s Theme 15) Shmi's Theme 16)
Anakin and Padme Theme 17) General Grievous's Theme 18) Rey's Theme 19) Snoke's Theme 20) Kylo
Ren’s Theme 21) Rose Tico's Theme 22) Poe's Heroics Theme g 23) Ben Solo's Theme
3.1.2 LUIAANITWUIUIZLANURIRTIAUATLAE Yohn (2017) 1 9 UszLanueensiduan (9 Different
Type pf Brand) Avavendsyndnnimvesnsdudusazssinn ey udulufinisdearsnsdudild 1ne
Usznaunie 1) Disruptive Brand 2) Conscious Brand 3) Service Brand 4) Innovative Brand 5) Value Brand 6)

o

Performance Brand 7) Luxury Brand 8) Style Brand uag 9) Experience Brand uena1nil gdedladnuyiuuafin
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Bovee (1994) uaz Ray Wright (2000) Ingasudeyagniulaluanulavanlsd 19 Ussuan

3.2.2 WIAANISYILALEALARES 19 TIA YN (Creative Execution) 1un1s@nwinagnsns
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MBAWAINILLUIAR UazISNITIU 9 LU Virgin, Airbnb Wag Dr.Pepper as3U7 1 Faununzauiuinasusenou

Y

ANYUASENSIDTE A9

U 1 dnvauy uageg1ansdufuszian Disruptive Brand
1‘71|m: retailbankerinternational.com (2020) (f18uw), revenue-hub.com (2022) (v31Uw), virgin.com (2020) (%18

a14), chutchapol.com (2020) (Na19&14), 1000logos.net (2022) (¥1@14)

1) masusznaunmeunsanfredaiivnanza nas Rey’s Theme aguifuuuImanisesniuy
Tawauld il 1) wurRansadrsassdgndulalunulavan T aduladuesuaidu (Humor Appeal) wazqady
Tatiudeafivilinnla (Shock Appeal) fF13asay 33.3 2) wwiAnnistlauenLAnasvassAlawan tdua ns
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#1991uazamiivilienla (Provocation and Shock Tactics) fiA1¥asay 60 way 4) uurARgULUUNIIER

aaAUsENEUYRIN M LA Mmmeala1 (Moment in Time) didAnSogay 53.3

2) masszneunneunsaniiesaiimanyay iwas Kylo Ren’s Theme aguiduuuimnanis
oonuutlavanld fail 1) wnAnmsadsassdgadulalunulesan T8un nduladuensualdu (Humor Appeal)
wazgadulaiuesiviliinnla (Shock Appeal) Tnfasar 38.3 2) uurAnnisnauoANLARATATIA LW
oA msunauemeesualti (Humor) fir1saeag 50 3) wwaAnguwuunsldnnusznaulunulavan laud amw
AR nuazamiivivlianle (Provocation and Shock Tactics) fiAn¥esay 83.3 uaz 4) uuIAngULUUANSEA
paAUsENaUVRIN M Ik AMmeALa1 (Moment in Time) SiAnSosay 72.2
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SEVENGE  SOULCYCLE FNNERnT ey

generation.

;J‘Llﬁ 2 AnwaY warfleg19nIIauAIUsELAN Conscious Brand
i pinterest.com (2022) (F18uw), ispot.tv (2021) (131U), seventhgeneration.com (2022) (§1e&14),

en.wikipedia.org (2022) (na19814), 1000logos.net (2022) (¥31a14)

1) masUszneunmeusianfiesafingay was Yoda’s Theme asuifuuuivnanisesniuy
Tawauld il 1) wnAensadiassdaadulalumilavan i geduladuesiivinliinnla (Shock Appeal) fid
Sovas 61.1 2) wwaAnmsi AU NARavaTIAlaan TiuA nsfagadiva (Fleeting attraction) fld3eeaz
50 3) uwAngUnuUMstEnmUsEneulumulawan lein amuesni3essna (Telling Stories) firn¥evay 50 ua 4)
wIRAIULUUMIIREIAYTENDUTRIN N LAlA AMmEgALIaT (Moment in Time) dA15aeas 33.3

2) wasUsznaunIneunsan§esanmunzay wwad Luke and Leia Theme aguiduuuanienis

oonuuuTawanld fafl 1) uuAnnsadsassdadulaluaulasan 1ud geduladiudosdivilsinnla (Shock
Appeal) fAndosas 47 2) wuaAnnsinausnmAnai1sassAlaan Tiu n1sAagadavay (Fleeting attraction)
fiinfeuay 50 3) wuAnguuuunslinmysenaulurulavan laun AMUBn3eds (Telling Stories) fAn¥oray
41.1 wag 4) wiAnULuUMIInesAUsENaUTeIn N lakn A manay wazgeaula (Point) IA15eway 47

5.3.3 A318UAIUIZAN Innovative Brand fanwauziiN1ImL L91AUAR Lﬁumﬂ‘i’fl,wﬂiuia%guqa
Wemannanuivthegweiies Wy Apple, Nike waz Amazon ﬁqgﬂﬁ 3 Famnzaufumaslsznaunineuns

AnN595d patl

JUN 3 vy uazAieg19mINAUAIUTELAN Innovative Brand

fan: apple.com (2021) (F1uw), mgronline.com (2018) (Y1)

thumbsup.in.th (418874), popticles.com (2022) (na14813), pngegg.com (2022) (¥218719)
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1) mawszneummeusiamiredaivanzay was Luke’s Theme aguiduuunmsnisesnuuy
Tawauld foil (1) uuAnmsassassdqadulalunulavan 1Wud nduladulssansaw (Efficiency Appeal) il
Fovay 47 (2) wurAAn1sUaUeANAnaS19ETIAlEvAN Tl N15a15 (Demonstration) dA3esay 47 (3)
wwaRnguwuunsldnnsgnaulurulavan laun nwguungulue wagnisw3euiiey (Metaphor and Analogy)
fiAnsewar 41.1 uag (4) wnAnsULUUNTIRRsAYsENUTEIN M Laln Amaawiu uazgaawls (Point) dArSeuay
58.8

2) MaUsENauNINEUAsan15I8saiN1zas wwas Qui-Gon’s Theme dgutduunuiniinig

oonuutlavanld fail (1) uuAnnisadrsassdgadulalunulavan W niuladunadnuasfivey (Feature
Appeal) fifn3pgay 35.7 (2) wnAnnsiausANAnEs19@sIAlava Taln nsiduauuuLnua @ (Fantasy)
wazmsldimadauefiudu wazamiadeuln (Animation) firdosay 21.4 (3) uwAaguuuunsldnmuszneuly
Aulawan loun nmglungulue waznisiSeuiisu (Metaphor and Analogy) wagnmilAsadesturaanan
(Playing with Time) SiA1¥avay 21.4 uag (4) LIAATULUUNITTABIAYTENBUTBINN LALA ATNIALAY LazN
aula (Point) wazn wnstdidu (Line) r13euay 28.5

3) wanlsynaunIneunsan1siesafiuuizay 1was General Grievous’s Theme aguiduuun

menrsooniuulasanld diil (1) wnAansadisassdgadulalunulasan Wi 9aduladuuszansam
(Efficiency Appeal) 1A15 088 46.6 (2) WUIAANITUILAUDAIINAAAS 19ATIA LAY bawn N15a15
(Demonstration) dA1588ag 33.3 (3) wuiAajuuuunisidaindsgnevlunulavan laun arminideass
(Exaggeration) waznmALA1317 wazamdiviilinnla (Provocation and Shock Tactics) fifn3esay 33.3 uay
4) wwifnguwuuMIdInesaUsznauvesnm iud Mngaau wazanaula (Point) dAnsesas 46.6

5.3.4 A513UA1UIELAN Value Brand Tanuwaedansd warnsibunsaan iwunistaaulaasemagsiai

' ¥
Iy N !

AINTIIEAMUNINNUFIY 19U Ikea, Walmart Uag H&M As3UR 4 Fanungauiuinassenaunineunsanisiesa

De
=De

JUT 4 vy uazieg1mIduAUszny Value Brand

fian: thekrazycouponlady.com (2022) (#18uw), sanook.com (2017) (¥31UL)

ikea.com (2022) (1e/an3), creativeblog.com (2022) (na13@1), logos-world.net (2022) (331874)

1) wassynaunmeunsanisaesalivunzeay wad Ben Kenobi’s Theme aguifuuuinienis
sonuuulawante fatl (1) wnfanisassassayadulalunulavan laun 9eduladiusan ieanudual (Price

or Value Appeal) fifin3aaz 60 (2) wunAnn1siauenuAnasassAlawan lin n15a13m (Demonstration) 3
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ffevas 46.6 (3) uuAngUuuumslinmuszneulunulawan léud amuenizess (Telling Stories) fiAnsosat
533 uay (4) LIARFULUUNITINDIAUTENBUTRININ takA AMgULUY yi3an13911fu (Pattern or Repetition) 1
Jeway 40

5.3.5 ATAudUszian Performance Brand fidnuniziiundede wWiunisliisyavEnm wazannsgiu

Mwnilondn iU American Express, FedEx Wag Subway As3Uel 5 Famnzauiuinasusenauningunianisiesa

e
=De

AMERICAN
EXPRESS

U 5 &nwuy uagfeg1ansdufuszian Performance Brand
17‘l|m: fedex.com (2022) (Feuw), subwaymackay.com (2022) (¥31UU), americanexpress.com (2022) (F18819),

logos-world.net (2022) (Na19&814), facebook.com (2022) (¥371819)

1) wasszneunmneunsamsesanviunzay wmas The Emperor’s Theme a3uiluuuinianis

oonuuuTawanld dall (1) umAnmsadsassdadulalusulavan 1dun eduladiuuszdnsam (Efficiency
Appeal) uargndulasuniuidnnds (Fear Appeal) dAnsawar 40 (2) LwiAaNTIELEANNANAT AT TALH YA
1w nmsviauesyensuaiiu (Humor) uastdeamilevesdin (Slice of Life) Sidnferay 40 (3) uwRnguuuumsld
awUszneulunulawan Ao AMwueni3ess1d (Telling Stories) fiANTosay 46.6 uay (4) LuIAAgULUUNNTIA

a3AUsENoUTaIN N lalkd uuueIn N (Viewpoint) diinfesas 26.6

2) wasszneunmguniamiedafimnzay was Poe’s Heroics Theme aguiduuuamisnis
vonuuuTawanld fail (1) wunAnnisadsassdaadulalunulavan s 9aduladulssansam (Efficiency
Appeal) kazndulanuauiannaa (Fear Appeal) iAsaeag 46.1 (2) LWIAANITUNAURAIINANATIIATIA
Taiwan Téur nnsadn (Demonstration) uasdeamilinesdin (Slice of Life) frndosas 46.1 (3) uurRngUuuums
T¥amuszneuluaulaman Téud nwueni3ess (Telling Stories) fld¥esaz 53.8 uag (@) uuIAngULUUMSTA
23AUTENEUYRIN Y LAlA JuNBInIN (Viewpoint) difnTeeay 30.7

5.3.6 ATAuR1UsEAN Luxury Brand fdnvazilinanu $3niden wunmamaesdudausiandigs
Fanneuduuinsimiessau 1Wu Tiffany, Mercedes-Benz uaw British Airways fa3Ufl 6 §amanzauiuinag

USLNOUNNYUASANISIDIE Fail

m MsasIvINsAuzaaUnenssuAEns daa.
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BRITISH

AIRWAYS

Mercedes-Benz

Ul 6 &nwauy wazfogansAuAUsELAN Luxury Brand
‘17'im: shutterstock.com (2021) (f18Uw), shutterstock.com (2022) (v3U) tiffany.com (2022) GREREON

wikipedia.org (2022) (na13a14), logosociety.blogspot.com (2011) (¥21814)

1) wassgnaunmeunianiiaesafiuungay was Han Solo and The Princess a3Uiduuua
yamsoanuutlavanld fall (1) uwndenisadassdaedulalunulavan W gedulafiuaunis wasiusud
(Aesthetic Appeal) wagyndulanunudnwueiieay (Feature Appeal) fiA15asay 36.3 (2) WUIAANITUNAUE
ANUAREI9aTIAlawan laun n1sauungulue (Metaphors) wagn1siUSeuliiey (Comparison) dirSesay 36.3
(3) wurAazuwuunsldamdsenavlunulawan laun anniswieudisulaenisinelinfniy (Comparative
Juxtaposition) fA1Faway 36.3 uar (4) wIRATULUUMIIRBIRYTENBUTRIN N IakA AnseAudiiniiu (Low-Key
Effects) dA3auaz 63.6

2) waslsznaunneunsanisiesadiuingay was Shmi’s Theme aguidunuimianisesnuuy

Tawanld fail (1) wnAnnisadiassdgadulalunulavan 18un wduladuaunis wazdusug (Aesthetic
Appeal) fiA3psay 71.4 (2) LurAnnsiEueAUARES19ETIAlAYAUN AN LA (Sex) WaznslUauAIdUNTS
WA (God Terms) fiAnSovay 36.3 (3) wiAnsUwuunsidnmusenaulunulawan laud ameungdlue uasns
W3yuiiigyu (Metaphor and Analogy) Lagn1stauaIiunIn (Take It Literally) dansovay 36.3 uay (4) wuIAn

U a1

sUkuuNsInesAUsEnauvesnn Lo amseaudadng (High-Key Effects) dr15eeay 63.6

3) masUsgnounmeunianifaedadiiviangas 1nas Ben Solo’s Theme aguiduuuamianis
oonuuulavanld feil (1) wnAnmsaisassdgadulalumulavan 1dud gnduladugunss uasdusud (Aesthetic
Appeal) ffnfovar 46.1 (2) wfamsdlauaauAnaiassalava lawn nsguungUlueg (Metaphors) way
n1sieuigu (Comparison) dAsaeay 30.7 (3) wwiAnguuuunisldnmusznaulunulawvan laun aamnis
Wisuieulngni151198afiniy (Comparative Juxtaposition) dA15a8as 30.7 war (4) WUIAATULUUNITIA
2IAUTENOUVDINN Lon nnseauUdiindiu (Low-Key Effects) iA15eway 61.5

5.3.7 a518uA1UszLAN Style Brand fanwuzsinads dalng wazimuAnaseassn 1wun1sasis

nanwal wazauzanilasuanasdumliiauuanaegudnualngdua 1u Mini, JetBlue uay Target AsgU

7 7 Favneaununaausenaun T NgURSaNSIase nal
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~\ _
W jetBlue

JUN 7 vy uazdieg1mIduA1UsEnn Style Brand

TARGET

fian: pinterest.com (2015) (§18uUw), press.omwgroup.com (2012) (¥31U1) autodeft.com (2017) (F1ea19),

inflightfeed.com (2022) (Na19a14), logos-world.net (2022) (¥11874)

1) wmasUsznaunmeunianiesaivianzas was Jawa’s Theme aguiduuiniinisosnuuy

Tawauld @il (1) wnAamsasrsassdgedulalusmilavin éun yaduladuensunitu (Humor Appeal) fa15os
a% 66.6 (2) WARNMSYLANBANINARAS19EsTAlavan Tun Nsiiauesieesualti (Humon warnsiiaued
& ydnualvesduan (Personality Symbol) df13esay 33.3 (3) wwiAnguuuunisldamusenauluaulawun
1#un nmin1sen weruguau (Repetition and Accumulation) fidn¥esay 26.6 waw (4) uurAngUuuUNITdn
23AUTENEUYDIN N LAk AMFULUY WseN391iU (Pattern or Repetition) fiA3esay 46.6

5.3.8 A518UAIUSELAN Experience Brand fdnweauglanlau LWUIUALINTT Lards199151al naanauy
Uszaumsaifiunnsindlifuguslnaainnansnet wazu3nis Wy Disney, Wegmans way American Girl #5307 8 &

WL AUAUNAIUTENDUNNEUASANISIDSE fall

%?gNEP ‘Wyﬂiaﬂd’ <X AmericanGirl

JUN 8 Anuay uazdeg19mINAUAIUTENY Experience Brand
17 shakespeareco.org (2019) (18Uw), americangirl.com (2022) (¥1Uw)

popticles.com (2020) (¢18&14), commons.wikimedia.org (2022) (na19a14), logo.wine (2022) (¥31814)

1) wasUsznaunmeunianiiesaiivianyan wad Princess Leia’s Theme aguidunuinienis
sonuuulawanle Al (1) wwiRnnisadeassdyndulalunulavan taud nduladuensusidu (Humor Appeal)

al

fiAnfovay 36.3 (2) wnAnnIsULauenNAnasassAlavan lawn n1salugulue (Metaphors) difdnSeuay 45.4

E MsasIvINsAuzaaUnenssuAEns daa.
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(3) wwrAngUuvunstdnmysznevlusulavun laun amnied3s (Exaggeration) dA3ouay 36.3 uay
(@) wwaRnzUuuuNMTReeAYsENoUYeInIN 1Al Auvgaan (Moment in Time) dA1358uay 46.6

2) wanlsynaunneunianisiesafiviuiyay wwas The Imperial March a@3uidusuinienis

oonuutlavanld fall (1) uuAnnisadrsassdyadulalunulavan W wniuladunadnuasfivey (Feature
Appeal) fifFawar 50 (2) wwaranstaueruAnasassAlawan laun n1sguunallue (Metaphors) fir13ee
az41.6 (3) wwrAngusuunsldamysenevlunulavan laud ammadlualianse anluduauinis wsenm
wlanyusenain (Absurd, Surreal, Bizarre) flAnSogag 50 uay (4) wwiAngULUUNMITRRIAYTENBUVBININ LAUA
AMWrgALIa1 (Moment in Time) denfosas 41.6

3) WnasUsznaunmeuAsania05afuazas Lwas Jabba the Hutt’s Theme aguiduuun
yamsoonuutlawanld il (1) undenisadsassdgadulalunulavan 1 gadulafiumne (Sex Appeal) i
AsaEaz 40 (2) wwiAanIsutausaNAnas1assAlavan tawn n1sguuigUlue (Metaphors) fifnsawaz 30
3) wwrAaguuvunsiamusznavlunulavan laun awvadlualianse amluiuauinis vSeamudan
Useviann (Absurd, Surreal, Bizarre) fiAnTeeag 40 kay (4) LWIAATULUUNITINOIAUTENOUTDININ LAkA A9

U374 (Shape) fnToeag 40

4) wasznaunwsunsaniiefadiunzas was The Fwok’s Theme aguidunuamnanis
oonuutlavanld dail (1) uAnnisadsassdgadulalunulavan W gadulafuaudnvuzfiny (Feature
Appeal) fAnforay 57.1 (2) wfamstdnausanudnadvassalavan lawn n1savungulue (Metaphors) A1
Jovay 42.8 (3) wwrAnsuuuunisidamusznevlunulavan laun ammsiTeudisulaenisnndadniu
(Comparative Juxtaposition) fifn5egay 42.8 wag (4) WWIAATUKUUNTINBIAUTZNOUYBININ Toun Amwwe

AdU (Scale) HAnSeuay 42.8

5) WAaI¥NaUNTNEURS ARS8 aTINT L NAY Rose Tico’s Theme aguidunwinigns

sonuuulawantd asll (1) wnfanisasisassagadulatunulavan laun gadulasunudnyasiiiay (Feature
Appeal) daroray 50 (2) wuAnNsULELEAINANASETIAlaIYA Tl N15818R (Demonstration) dA1Seeay
40 (3) wwAagUuuunstdamusegnevlunulawan lauwn a1mndeass (Exaggeration) fiA15aeay 40 uay

(@) wAngURUUNSIRRsAUTENaUYRININ bokA Mnuuadagiu (Scale) fiAnfosas 50

6. nsaAUTENa d3U uasdalauauus
6.1 aAUsIBHA

nan133AIERRUINIslunseanwuulavan nglduuiAnnalUsenaunneunsanisresalam
aonndadludoainsiiaeinisuusssnnas1dudn 9 Ussuanues Denise Lee Yohn 1¢f Taganusalduuadn
paUssnnnaAudlaiay 8 Ussnmnsiaud anfiun 9 Yssnnsidudinumassuvesddeing wenaini
TuFewesnmsnmguimsulssavanaudduiiauaeandesiunguinisasanaudriusndnual (Brand
Archetype) luiFasuasnsuissziamnsiduieing 4 mnusdaudslubomesiiuvemqud nanfe noufmsada
nI1dUAEIUSRa YAl (Brand Archetype) T9n15d9aUssLaneuensduni aulssanasssiiazas (oA 99az
301, 2558) Gsluvreadaiiaunduusssigs (Denise Lee Yohn, 2017) snnuslusuisuniseonuutlawanlag
THuwAnmassznounmeunfamitesatuldiinmesiamdugssmantmannsdudiie 8 Ussnm was
AnsesinnuidnensuaiildannmaduBaunusssudn 19 mas Fsozannsaszyuszamanaudnliegnamnzay
fulaandmiunsaudi (Brand) titen1sesnuuuaivassanasulawan naenauduadumiufnvemnaudlu

AslayanU s duiusndnsue wazusnisiaduatned TngnuinianisesnwuulsisanAnutuaanndasiuLLIfAn
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n1seenuuulawanléis 4 wnfe 16 1) wuidansadsassdaadulalusulaymn (Wiliam F. Arens and
Courtland L. Bovee, 1994) wag (Ray Wright, 2000) 2) wuiAnn1sulausnuAnas19as5alawa (George E.
Belch & Michael A. Belch, 1995) way (Marc Andrews, Dr. Van Leeuwen and Prof. Dr. Van Baaren, 2014)
3) wwadngUuuumsldnndsznauluaulawan (Mary Stribley, 2015) uag (Mario Princken, 2008) wag 4) W3An
EULLUUﬂﬁﬁmadﬁUixﬂaUmw (David Prakel, 2006) tag (Tom Grill and Mark Scanlon, 1990)
6.2 d3Una
naazUrasnwITeniseantuulavanlaglduuifnnasUsenaunneunsaniiesainiuaenndemiy

@

npUsrasdlasanunsaduunUssinnuemaaudiussianing  Téiedu 8 Ussiavanaud Tned3ufinseunsn
dufanunsadenyssamuewndudniimngan e muamasUszneunmeunsanfosaililunisdeanstn
FufusiazUsziamle Fadlegisuiiaveunsndud (Brand) Iéils uazideninasiidoanssndnualnsnaudladiian
& theonuuulawaniamisatwansidesuuuamnisesnsuulavanveanasiu 4 Uldasassdranu
Tawandivsnzaniuasdumls Ineifismsaiuassdgadulalunulavan msdiauenmAnaisassdlawan ns

Tgnmuszneulunulavan uaznsdnesduszneunmiiuanansiuldegadivszd@nsam wazdugusssu

1. godulsiuniuiueuy
(Advertising Appeals)

2. nsadwassAluunn
(Creative Execution)

3. nwus:nauvulunn
(Picture Manipulating)

4. ms¥aavAus:nounw
(Composition)

F0loqunss/
AOWBUsUE

WA 1. Luke's Theme IwAYR 2. Ben Kenobi's Theme. 1wAYA 3. Princess Leia's Theme - 1WAV 4. Jawa's Theme 1wAYA 5. The Imperial March 1wAYA 6. Yoda's Theme Wwavh 7. Han Solo & the Princess
(Star Wars Theme) {1he Force Theme) (Darth Vader's Theme) {1he lave Thems)
wAA 8. jobba 1WAV 9. The Emperor's WwAGR 10. Luke and Leia 1WAYA 11. The Ewoks Theme. 1WAYA 14. Qui - Gon's Theme. WwAVA 15. Shi's Theme. wavR 17. General Grievous's
The Hutt's Theme Theme Theme (Parode of the Fwioks) Theme
W 18. Rey's Theme 1WA 20. Kylo Ren's Theme WY 21. Rose Tico's Theme. 1WA 22. Poe’s Heroies 1wASR 23. Ben Solo's Theme

Theme

JUN 9 waasuuumslunsesnuuulsvaninzauiuanaumdmivudazinasUsenaunmeunsanmitesa

M MsasIvINsAuzaaUnenssuAEns daa.




6.3 UBLAUDLUY
nMfedesmsesnuuulavantagliuuiinmassynounmeunsanisaesaiu umsiseamealy
nMssuunUssinnvesmsaudi 9 Yseinnenaud lngluneasdenwdmnnihinsfnuifisduluteswesniswus
Uszianvesnsaudiluguuuudy q sxlinanis@nuidedinainuans uagdnmsinlusowesyadnasdudi
(Branding) az18un wardatauiduzussaunndedy Snvsdsaunsolfifunguimaden Tnsanunsndszgnd vie
USuldiunmnpnmassenounmeunssu q wazansaduwnmslunsfinuwinassenovazas w3ods ddonls
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