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ABSTRACT

This qualitative research studied the anti-aging product advertising strategies on
Facebook in Thailand including Olay Regenerist, L’Oreal RevitaLift, and Pond’s Age
Miracle on Facebook during 2012-2015. In addition, the research examined the particular
uses of propaganda techniques and advertising design: message strategies in advertising
and executional frameworks of the anti-aging products ads. The coding schemes were
newly designed to use as the research indicators for analysis.

The uses of famous celebrities, text ads, graphic design, and video ads in
advertising by each product advertiser during this period of the study were qualitatively
analyzed as the important elements of the research study.

In general, all of the advertisers used photo ads, video ads, text ads as well as media
clipping reports and celebrities on Facebook differently. In the year 2012, they used
simple text ads with simple photos before developing to use photo ads and video ads to
post on the Facebook fanpage more lately in the years 2013-2015.

The advertisers used a combination of many types of propaganda techniques and
advertising design: message strategies in advertising and executional frameworks. It is not
common for the advertisers to create a single advertisement by using a certain propaganda
techniques, message strategies, and executional frameworks. The combination use of
these techniques makes the advertisements of the product brands outstanding and
effective to draw attention from the consumers to purchase the product as the end results.
Keywords: Social media, Social media advertising, Facebook, Anti-aging products,

Propaganda, Advertising design, Message strategies, Executional frameworks
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CHAPTER 1
INTRODUCTION

1.1 Rationale and Problem Statement

At present, a great number of leading companies have been currently using social
media besides mass media to advertise their products (Tan, Kwek, & Li, 2013). And one of
the popular products among aging women is anti-aging products such as facial cream and
body lotion. The special advantages of these anti-aging products are claimed to help to
keep a young look, reduce wrinkles on the aging or aged skins, and moisturize the skin.
However, the anti-ageing facial products are more various than the body lotion in the
market and have more products in the product line for anti-aging such as serum, essence,
facial cream, and eye cream. In addition, these beauty-product companies have been
developing new technologies combined with the high quality of various extracted
ingredients exclaiming that they can help maintain the young skin.

The facial anti-aging products are also available in different segments of the market
which depends on a distinct group of demographic consumers; for example, gender,
income and education. Demographic characteristics are also a factor that consumers will
consider product prices and the reputation of a product brand before making a decision to
buy the product (Naylor et al., 2012).

Moreover, the sale channels of these varieties of anti-aging products are also
different in the market. Some products are available at beauty product counters in high end
department stores. Some are for sale at super markets, while some are available only by
direct sale. Nowadays, consumers can even shop the products online.

In terms of product advertising, the advertisers use attractive and distinct varieties of
advertising strategies which include “the use of elements in social media advertising,
propaganda techniques and advertising design: message strategies in advertising and
executional frameworks " to advertise their products in order to continue their target
customers to purchase their products and become loyal consumers. However, advertising
in social media such as Facebook has been a current new trend for the past few years in

additional to traditional commercials; e.g., TV commercials and print media.



The researcher did a further study on the social media; particular Facebook, the
selected anti-aging product brands, propaganda theory, propaganda techniques, and
advertising design: message strategies in advertising and executional frameworks that will

be reviewed in Chapter 2: Literature Review later.

1.2 Objectives of Study

The objective of the study is to study the anti-aging product advertising strategies on
Facebook in Thailand during 2012-2015 which can be divided into the following areas.

1.2.1 To study the use of elements in advertising of the anti-aging product brands by
the advertisers of Olay Regenerist, L.’Oreal RevitaLift, and Pond’s Age
Miracle

1.2.2 To examine the particular uses of propaganda techniques and advertising
design: message strategies in advertising and executional frameworks by the
anti-aging product brands in advertising

1.3 Scope of Study

The area of this research topic is focused on the low-high price products available at

supermarkets in Thailand targeting the middle class market. Advertisers probably create a
strong and catchy message to draw customers’ attention to consume the product and
possibly have their own unique message strategies on the use of slogan and statement to
advertise their products. However, this research does not cover the study of high-end anti-
aging products with high prices available at cosmetic counters in luxurious department
stores.

Apart from the three product brands, Facebook as a social medium is chosen to study
because it has the most numbers of users among the other current social media globally.
Only in Thailand, 30 million people subscribed on Facebook and 66% of the users daily
log in while 26.2 million people subscribed on YouTube followed by Twitter at 4.5
million. There were 3.4 million tweeting in Thai (Vichienwanitchku, 2015). Based on the

concrete statistics on the highest percentage of the Facebook users, it is no doubt that more



advertisers turn to Facebook as a new communication channel to build a relationship with
their consumers and to advertise their products (Chu, 2011).

It is interesting to do the research study due to the fact that the anti-aging products
have the highest value in the global market share compared to other products and services
(see table 1.1).

Table 1.1: Estimated global market size of the wellness industry cluster in 2010

Types of Products and Services | Market Size (in Billion U.S. Dollars
Beauty & Anti-Aging 679.1
Fitness & Mind Body Exercise 390.1
Healthy Eating/Nutrition & Weight Loss 276.5
Preventive/Personalized Health 243
Complementary & Alternative Medicine 113
Wellness Tourism 106
Spa 60.3
Medical Tourism 50
Workplace Wellness 30.7

Source: Statista. (2014). Market size of the global wellness industry in 2010. Retrieved
from http://www.statista.com/statistics/270720/market-size-of-the-wellness-
industry-by-segment/

In addition to the global market share of the anti-aging products, it is interesting to
know that Thailand is an aging society ranking the second after Singapore in Southeast
Asia; nearly10 million people are aged over 60 years old in Thailand or 14% out of the
whole population (Thai Visa, 2014). This target group of aging consumers might have a
high potential to consume extravagant goods such as beauty, anti-aging and nutritious
products as well as spa and gym services as they would like to pamper themselves to
maintain a healthy condition and a youthful appearance. Many articles featuring health-

conscious and beauty related articles are various on both mass media (e.g., fashion and


http://www.statista.com/statistics/270720/market-size-of-the-wellness-industry-by-
http://www.statista.com/statistics/270720/market-size-of-the-wellness-industry-by-

health magazines) and social media (e.g., websites, blogging, and Facebook) where many
consumers follow.

Moreover, it is vital to emphasize the elements of the study include the uses of
spokespersons, text ads, graphic design (photos, photo ads, graphics, or media clipping
reports), and video ads in advertising to attract the customers’ attention for analysis and
examination. Nevertheless, this research does not include the study on product price

strategies and the brand reputation influence on consumers’ decision making.

1.4 Research Questions

As mentioned earlier, this qualitative research study will be based on the following

research questions:

RQ1: What elements of advertising do the advertisers use on Facebook in Thailand?
RQ2: What propaganda techniques do the advertisers use in advertising on Facebook in
Thailand?
RQ3: What types of message strategies do the advertisers use in advertising on Facebook
in Thailand?
RQ4: What kinds of executional frameworks do the advertisers use in advertising on
Facebook in Thailand?

1.5 Significance of the Study

Firstly, the research findings will benefit Thailand’s cosmetics industry to study on
the use of elements in advertising including graphic design (photos, photo ads, graphics, or
media clipping reports), video ads, and spokespersons.

Secondly, the research findings will benefit the cosmetics industry in Thailand to
learn what propaganda techniques and advertising design: messages strategies and
executional frameworks in advertising on Facebook that the anti-aging product advertisers
use to promote the products among Thai women during 2012-2015 respectively.

Thirdly, the research findings will provide Thailand’s cosmetics industry with the

useful information that can be used to develop the advertising and promotional strategic



planning. This will make them able to communicate with the loyal consumers (Facebook
fans) through social media advertising, especially Facebook, more effectively in the future.
Lastly, the research findings will benefit scholars and academic researchers who are
interested in studying this topic, especially Facebook among Thai women, so that they can
develop a further research study in similar areas. For example, they can choose to conduct
a further research on the anti-aging product ads on the other kinds of social media such as

Twitter and YouTube among women in Thailand.

1.6 Definitions of Terms

1.5.1 Within this research, the advertising strategies means the use of elements in
advertising which include graphic design (photo ads, graphics and media clipping
reports), video ads, and spokespersons and the particular uses of propaganda
techniques and advertising design: message strategies in advertising and
executional frameworks of the anti-aging products in advertising.

1.5.2 In this research, the elements of the study means the uses of famous celebrities,
text ads, graphic design (photos, photo ads, graphics, or media clipping reports),
and video ads in advertising for analysis and examination.

1.5.3 Social media refers to the group of internet-based applications, building on the
ideological and technological foundations of Web 2.0 and allowing the creation
and exchange of User Generation Content (Shu-Chuan, 2011). She also explains
further nowadays social media are very popular and there is a growth in numbers
of users because the applications are friendly and allow users to make a
classification into more particular categories; for example, content communities
such as YouTube, social networking sites such as Facebook, and microblogging
such as Twitter (p. 30).

1.5.4 Facebook is the most social media used around the globe compared to other social
media. There are more than 1 billion active users on Facebook globally since it
was launched in 2004 and half of them logged in daily. Facebook offers more than

900 million objectives such as pages, groups, and communities, so the users can



communicate with any other different group members (more than 80 groups
available), communities and events and share information with one another easily
and fast. This leads advertisers to use Facebook as a platform to advertise their
products and communicate with their consumers (Chu, 2011).

1.5.5 Hashtags (#) have recently become popular to be used on social media for the
past couple of years. The hashtags make words clickable linking to any
advertisement post on the Facebook page. To make a hashtag, the advertisers
write # along with single words without any spaces (Facebook Help Center,
2016.)

1.5.6 Endorsement means promoting a product or service. In addition, an endorsement
can be called a testimonial. However, the word is more usually related to
celebrities (Duncan, 2016). Two types of different types of endorsement include
celebrity endorsement and the third-party endorsement.

1.5.7 Celebrity endorsement advertising is defined as a well-known person using his or
her fame to help promote a product or service. The third-party product reviews
may come from a variety of sources, and it is not limited to independent
organizations, governmental agencies, and consumer magazines (Huang, Chan, &
Tse, C., H, 2011).

1.5.8 Social capital theory defines social capital as resources created through people’s
social relationships that can be harnessed to achieve positive social outcomes (Jin
& Phua, 2014).

1.5.9 Social identity theory defines social identity as the part of an individual’s self-
concept deriving from knowledge of his or her membership in a social group,
together with the emotional and value-related significance attached to that
membership (Jin & Phua, 2014).

1.5.10 Associative network models of memory focus on how meaningful information is
stored and subsequently retrieved. Based on the associative network, the effect of
source confirmation depends essentially on the strength of the link between source

and message content that is formed at encoding (Wang, 2012).



1.5.11 Source monitoring enables consumers to evaluate message believability
according to the perceived credibility of a source. Confirming the source of an
endorsement in advertising can therefore be viewed as a source-monitoring task
(Wang, 2012).

1.5.12 Propaganda has occurred since World War I. This term is originated from the
Roman Catholic Church in 1622 which was an effort to suppress the Protestant
Reformation. The use of this theoretical technique is to influence human action by
the manipulation of representations which are an act that benefits the source and
differentiate between propaganda and persuasion (Severin & Tankard, 2000).

1.5.13 Seven propaganda techniques used to guide and transform people’s beliefs
include name calling, glittering generality, transfer, testimonial, plain folks, card
stacking, and bandwagon (Clow & Baack, 2007).

1.5.14 Advertising design means the content of message strategies in advertising and

executional frameworks.

In order to conduct the research study, the data was retrieved from the Facebook
advertisements during 2012-2015 that the anti-aging product brands used to advertise and
promote their products. In addition, the uses of spokespersons, text ads, graphic design
(photos, photo ads, graphics, or media clipping reports), and video ads in advertising will
be part of the study for analysis and examination.



CHAPTER 2
LITERRATURE REVIEW

In Chapter 2, it aims to provide a synthesis of the previous studies on the significance
of social media ads; particularly Facebook, on the selected anti-aging product brands, the
causes of aging of the skin and the past research studies related to advertising and message
strategies in advertising. In addition, the communication theory (the propaganda theory,
the development of media theory, and the use propaganda techniques); advertising design:
message strategies in advertising and executional frameworks; and the sources and
spokespersons were explored in order to develop the coding schemes that will have been
used as the indicators for the research analysis. In summary, the chapter includes the
following topics.

2.1 Related Literature

2.2 A Synthesis of Related Past Studies

2.3 Related Theory: Communication Theory Related to Advertising

2.4 Advertising Design: Messages Strategies and Executional Frameworks

2.1 Related Literature

2.1.1 Social Media

Such social media as YouTube, Facebook, and Twitter can freely be accessed by
billions of consumers worldwide for their personal pleasure, interest, education, research,
and entertainment by using internet for a connection. In addition, many consumers use
these media as a social network that connect them across the globe for communications
with one another as it never had a decade ago. Many companies use Skype, one of the
popular social media, to connect employees around the world, while family members and
friends use Skype to stay in touch with one another when they live distantly from one

another.



As consumers are free to access social media for many different reasons as
mentioned above 24 hours/7 days, advertisers can see this channel of media use as an
opportunity to advertise their products by referring to the media use and gratification
theory; consumers vigorously approach media to make themselves satisfied for either
useful or comfortable needs (Taylor, Lewin, & Strutton, 2011).

Unlike traditional media or mass media that consumers can choose to consume the
media from one way only, social media are more interactive or it can be called 2-way
communication as the consumers can interact with the media they access (Tan, Kwek &
Li, 2013). For instance, a consumer sees an advertisement on TV while cooking; however,
he or she cannot catch up the message because the volume of TV is low. Hence, he or she
later accesses internet and searches for the advertisement on YouTube.

Thailand is among the top ten countries in the world using social media; TV is
getting less popular due to Thai consumers' wide adoption of smart phones and PCs. More
Thai people currently use less TV as their main mass medium (Punnahitanond, R., email
communication, September 28, 2014). Therefore, it can imply that advertisers can target
more on the audiences who consume internet as part of social media such as Facebook,
Twitter, and YouTube to advertise their products.

Nonetheless, in accordance with the table 2.1, it shows that TV still ranks number 1
on the total advertising expenditure during 2013-2014 followed by the newspaper. Internet
is in the lowest rank on the advertising expenditure. In addition, the table shows that most
media decrease the advertising expenditure (a total expenditure of 7,859 million baht) in
2014 compared to the total advertising expenditure of 7,955 million baht in 2013; except
cinema and outdoor increasingly spending more money in advertising in 2014 than in
2013.
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Table 2.1: Statistics of Estimated Total Advertising Expenditure by Medium

Estimated Total Advertising Expenditure by Medium
January 14 VS 13

Baht Millions

Media | January 14 SOV% January 13 SOV% | Differentiate % Change
TV 4,712 59.96 5,006 62.93 -(294) -(5.87)
Radio 362 461 404 5.08 -(42) -(10.40)
Newspaper 939 11.95 997 12.53 -(58) -(5.82)
Magazines 307 3.91 353 4.44 -(46) -(13.03)
Cinema 826 10.51 440 5.53 386 87.73
Outdoor 334 4.25 329 4.14 5 1.52
Transit 237 3.02 241 3.03 -(4) -(1.66)
In Store 89 1.13 113 1.42 -(24) -(21.24)
Internet * 52 0.66 73 0.92 -(21) -(28.77)

Total 7,859 100.0 7,955 100.0 -(96)- -(1.21)

Total Industry - Exclude Section: Classified, House ads.

* This Year 30 Website-First Page and Inner page

Exclude Channel Cable Satellite
Source: Media Agency Association of Thailand. (2014). Statistics of Estimated Total

Advertising Expenditure by Medium. Retrieved from http://www.mediaagencythai
.com/index.php?option=com_content&view=category&layout=blog&id=47&Item
id=99&lang=en

As mentioned earlier, Facebook is the most social media used around the globe
compared to other social media, next part, it is essential to include the particular review on
Facebook and general social media advertising and responses. The other social media such
as Twitter and YouTube are not included in this study.

2.1.2 Facebook
There are more than 1 billion active users on Facebook globally since it was
launched in 2004 and half of them logged in daily. Those users spent more than 700 billion
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minutes a month on Facebook as it allows them to create public profiles and enables them
to connect with others worldwide. Facebook offers more than such 900 million objectives
as pages, groups, and communities, so the users can communicate with any other different
group members (more than 80 groups available), communities and events and share
information with one another easily and fast. This leads advertisers to use Facebook as a

platform to advertise their products and communicate with their consumers (Chu, 2011).

Shu-Chuan Chu (2011) points out that “once consumers join a brand-related group
on Facebook, their brand perceptions and purchasing decisions could be influenced by
mobilizing information they receive from other members. Meanwhile, they may also
encounter more opportunities to pass along viral messages created by advertisers to
contacts through social network sites” (p. 30). Thus, Facebook can be a new channel for
advertisers to enhance their consumer-brand relationships and it can be a new advertising
platform for Facebook on social media as more consumers gradually access Facebook

groups because they trust informative sources and opinions. (Chu, 2011).

2.1.3 Social Media Advertising and Responses

Social media offer consumers to have direct communication with a brand
representative or about a brand with their friends (Vinerean, Cetina, Dumitrescu, &
Tichindelean, 2013). Hence, many product companies see this channel and turn to social
media and create their unique marketing communication tools to advertise their products
on social media such as Youtube, Facebook and Twitter in addition to TV, radio or print
media advertising. Shu-Chuan Chu addresses “Social media advertising refers to an online
ad that incorporates user interactions that the consumer has agreed to display and to be
shared. The resulting ad displays these interactions along with the user’s persona (picture
and/or name) within the ad content” (as cited in IBA Social Advertising Best Practices,
2011, p. 32).

However, advertisements on social media can be limited as it can draw attraction

from only loyal consumers. For example, advertisers on Facebook can create an official
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fan page and get fans to join the fan page. The advertisers can communicate with their
loyal and potential consumers as their fans when those consumers intend to search for the
product brand’s page and join the fan page. Most fan pages are interactive as the
advertisers allow consumers to make any comment on the fan page, share the
advertisement, and click “like.”

In addition to the Facebook fan page, the Facebook group is probably created by
product loyal consumers or a celebrity’s fan club who aim to create a group and join the
group as members. The group members probably access the Facebook group as a channel
or an online social community so that they can communicate as well as interact with other
group members and discuss the product. However, new members cannot join the group if
they are not accepted by an admin person.

Nevertheless, friends, members, and fans on Facebook are different. Friends and
members on Facebook are the relationship among humans, while fans are related to
product lovers called fans and a product brand. There is a chance advertisers can promote
their products and attract new potential consumers when their fans clicks “share” to public
or to their friends (Taylor, Lewin, & Strutton, 2011).

It is challenging for the advertisers to get attention from the new target audience by
using social media to advertise a product because a new target consumer does probably not
turn to an advertisement on social media if he or she is not interested in the product (Tan,
Kwek & Li, 2013). However, Shu-Chuan Chu (2011) suggest that “to make Facebook
groups more cohesive and powerful, advertisers should send out more personalized and
customized messages to members’ inboxes to encourage them to pass on messages” (p.
40).

Another example is that advertisers can promote their products on YouTube among
their loyal consumers and potential consumers who are interested in the products because
the loyal consumers and future potential consumers tend to search for product
advertisements that they have a favor for (Tan, Kwek & Li, 2013). Hence, social media can

be a channel to both retain loyal consumers and to target new potential consumers.
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In contrast to social media advertising, such traditional media advertising as TV,
radio and print ads are more mass targeting a big group of consumers. For example, during
the prime time, many audience with distinct personal interests ranging from different ages,
genders and professions may see a TV advertisement. The audience are possible to ignore
the advertisement by tuning to any other channel or walking away if they find the ad
uninteresting. However, if they find the advertisement interesting for their own sake or for
their loved ones, they might make a decision to purchase the product or they may share the
information with their friends and family by words of mount.

In addition to the social media reviews, it is essential to include the literature reviews
on the causes of aging of the skin and the anti-aging products as it can be summarized in
the following paragraphs.

2.1.4 Causes of the Aging of the Skin

Referring to the United States Patent on Anti-aging Cosmetic Composition,

Nakayama (1998) reports the causes of the aging of the skin, “viewed macroscopically,
actual years have been an important factor. Further, drying, oxidation, the effects of
sunlight (UV rays), etc. have been mentioned as direct factors relating to skin aging. As
specific examples of skin aging, the cross linking reaction of collagenous protein, the
reduction in the hyaluronic acid and other monopolysaccharides, cell damage by UV rays”
(p.1).

Moreover, Ruiz, Clares, Morales, Cazalla, and Gallardo (2007) describe more causes
of the aged or wrinkled skin that “wrinkling of the skin is the most obvious sign of
deterioration of the human body with age. This process involves a number of genetic
constitutional hormone, nutritional, and environmental factors in addition to the influence

of frequently repeated facial movements during laughing and smoking” (p. 157).

2.1.5 Anti-aging Products

At present, the cosmetic industry is growing greatly and with its main focus on a

suitably designed packaging and a new deliver system. This helps improve the acceptance
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among customers. Anti-aging products are enhanced that can work more effectively on the
surface of the skin layer “with faster onset, at a lower concentration of the active” (Kaur,
Kapila, & Agrawal, 2007).

Anti-aging products were developed to suit the baby boomer generation; however,
the global cosmetic industry revealed that in 2008 people aged less than 25-30 years old
are more interested in anti-aging skincare products. This change leads to the increase of the
expenses in anti-aging product consumption among younger consumers, and it can offer a
new market channel for cosmetic producers who seek to expand their operations
continuously (Trang & Seleznyov, 2008).

Additionally, the growth of anti-aging skincare products together with its high
competition encourages big cosmetic market players to develop and launch new products
to the market. For example, Unilever launched Pond’s Age Miracle anti-aging skincare
cream in the Asian market during 2006-2007 and P&G introduced Olay Total Effect to the
global market since 1998 (Trang & Seleznyov, 2008). Later Olay Regenerist was unveiled
in the market while L’Oreal RevitaLift was also displayed in the market under the brand
“L’Oréal Paris”.

According to the below table 2.2, it can summarize that Olay offers premium anti-
aging products rather than medium-quality products compared to its competitors. The

medium-quality products are available but it is a very small segment in the market.
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Table 2.2: Competitors of Anti-aging Products in the Indian Market

ualit ow - En id - Range
Quality L End Mid - Rang Premium
Price
Low Price SARMER
TSN
REVLON
High Price

Source: Academia.edu. (2014). Hul Anti-Aging Cream. Retrieved from
https://www.academia.edu/6269362/Hul_Anti_ageing_creaam

Moreover, the prices of Olay products are higher than the other anti-aging products
in the market. However, the different product prices of Olay can be expected depending on
the product ranges. L’Oréal Paris only offers the medium-quality products with the low to
high prices while Ponds offers low to medium quality products with low prices. Even
though this source is derived from the India market, it can apply to global market.

As the research will focus on the advertisements of the three anti-aging products
including Pond’s Age Miracle, Olay Regenerist and L’Oreal RevitaLift, it is essential to
review further on product details and the manufacturers as it can be summarized as the
following;

1. Pond’s Age Miracle: In accordance with the master thesis in international

marketing by Trang and Seleznyov (2008), it is indicated “Unilever launched Pond’s Age
Miracle, an upper tier anti-aging 7 skincare extension of the existing Pond’s range. It is
supposed to reinforce Pond’s overall image in the mass market. Pond’s Age Miracle line

includes cream, serum, facial foam, lotion and eye cream toner in which the cream is a
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flagship product that secures 80% of sales of the whole range. It is claimed to offer

solution to wrinkles and dark spots effective in 7 days” (p. 7-8).

2. Olay Regenerist: There was an evaluation on Olay Regenerist Regenerating

Serum, Olay Regenerist Recovery Cream and Olay Regenerist Micro-Sculpting Serum.
The reports shows that “The product claims to firm lax skin areas including the jaw lines
and smooth the skin while restoring collagen and elasticity. It can be used on any skin
type. Olay Regenerist Ingredients include Niacinamide, amino-peptide, B3 complex,
Vitamin D5 and Pentapeptide. The product is very innovative and contains high
concentration of active ingredients. Product claims to firm lax skin areas including the jaw
lines and smooth the skin while Olay Regenerist represents good value for money” (The
Dermatology Review, 2014).

Millions of women around the world trust Olay and makes the brand become the
best-selling anti-aging products in 5 continents. South African chemist Graham Wuff and
his wife have developed Olay for more than 60 years. It happens that nearly 2 million
people click “like” for Olay and more than 20,000 comments were made on Facebook.
Olay offers various products such as cleansers, essence, serums, moisturizers and face and
eye creams suitable for all skin types. Olay has over $2 billion in revenue on research and
development (The Dermatology Review, 2014).

Besides Olay, Protect & Gamble (P&G) manufactures SK-11, Oral-B, CoverGirl and
DDF. Olay also contains many skincare franchises which include Complete, Oil of Olay,
Total Effects, Hydrating Effects, Total Effects Professional, Regenerist, Quench, Pro X, 7
Effects and Definity (The Dermatology Review, 2014).

3._L’Oreal RevitaLift: Focusing on L’Oreal RevitaLift, this anti-aging product line is

under L’Oréal Paris. RevitaLift offers many product ranges including RevitaLift,
RevitaLift Laser X3, RevitaLift Miracle Blur, RevitaLift VV-Face, and RevitaLift White
(L’Oréal Paris, 2014).
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L’Oréal Paris offers 50 beauty products for both males and females sold across the
world. The global successful franchises includes Color Rich lipstick, Revitalift skincare,
Elnett hairspray, Preference hair color or Hydra Energetic skincare for men. These brands
under L’Oréal Paris also include Christophe Robin for hair color, Stéphane Lancien and
John Nollet for hair care and styling, Joélle Ciocco for skincare, Tom Bachik, manicurist to
the stars, or Orrea Light, Color Designer (Africa & Laura, 2013).

In a bigger picture of the company, L’Oreal is the global leading manufacture in
cosmetics founded by chemist Eugéne Schueller in France in 1907. L’Oreal offers many
international cosmetic brands under L’Oréal such as consumer products (e.g. L’Oréal
Paris, Garnier, and Maybelline New-York), professional (hair) products inspiring
hairdressers worldwide (e.g. Matrix, Pureology, and Mizani), and as luxury products (e.g.
Lancome, Giorgino Armany, and Ralph Lauren) (Africa & Laura, 2013).

Regarding the advertisement expenditure of the three manufacturers compared
January 2014 VS January 2013, the table shows that Unilever has the highest advertising
expenditure followed by P&G and L’Oreal respectively (see table 2.3). In addition, the
report can imply that Unilever and L’Oreal increase more advertising expenditure between
2013 and 2014 gradually while only P&G decreases the advertising expenditure in 2014
from the year 2013. However, the source is limited as it does not explain the reasons why
those companies increase or decrease their advertising expenditure. The source does not
also categorize the types of product lines as well as product ranges how much expenditure

those manufacturers spend on the advertisements.
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Table 2.3: Advertisers Estimated Ads Spent

Advertisers Estimated Ads Spent
January 2014 VS January 2013

000’Baht
ADVERTISER JANUAR JANUARY
Y 2014 2013
UNILEVER (THAI) HOLDINGS g~ 468,697 439,412
PROTECT & GAMBLE 118,734 147,818
(THAILAND) t
L’OREAL (THAILAND) LTD. f 108,982 79,179

Remark: Exclude Section: Classified and House ads.

Source: Media Agency Association of Thailand. (2014). Advertisers Estimated Ads Spen.
Retrieved from http://www.mediaagencythai.com/index.php?option=com_content
&view =category&layout=blog&id=47&Itemid=99&lang=en

For next part, it is the review of the previous research study related to advertising and
message strategies. Nevertheless, due to the limited sources, the review will only include
advertisements in political election campaign and the tobacco control instead of

consumption product advertisements.

2.2 A Synthesis of Related Past Studies

2.2.1 Previous Research Study Related to Advertising and Message Strategies

The researcher reviewed some previous research related to advertising that use the
affective message strategy with emotional messages aiming to lead consumers to take a
further action and the cognitive message strategy that makes the product look unique or
different from competitive products or consumption products. However, this review only

covers tobacco control advertising in the U.K. and political election campaign advertising
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in South Africa rather than the message content used in consumer product advertising; e.g.,
cosmetics, food, and beverages.

According to the research report of on “The Impact of Televised Tobacco Control
Advertising Content on Campaign Recall: Evidence from the International Tobacco
Control (ITC) United Kingdom Survey, ” Richardson et al. (2014) used the data on recall of
televised campaigns from 1,968 English residents who smoked through four waves of the
International Tobacco Control (ITC) United Kingdom Survey between 2005 and 2009.
There were the exposures of the government-run televised tobacco control commercials
classified as either positive or negative emotional contents used for the research. Those
smokers saw both televised negative and positive emotional tobacco advertisements, which
were exposed 1-3 months and 4-6 months followed by the survey conduction (Richardson
etal., 2014).

In accordance with the research report, most UK respondents (95%) can recall the
negative emotional campaigns rather than the positive one. In contrast, fewer people could
not recall the advertisement upon viewing the positive emotional campaign content. This
research result can imply that using such a negative emotional content campaign as fear,
sadness, guilt or disgust can make people recall the advertisement more than using the
positive emotional content (Richardson et al., 2014).

Nevertheless, as there were only two researchers doing this research on this topic, it
is possible that the research result can be inaccurate or misinterpreted. The researchers
suggest that there be a further study how the televised advertisement can change the
people’s behavior; for example, preventing people from smoking and quitting smoking
(Richardson et al., 2014).

The study of the emotional content and graphic image in TV advertising suggest that
both types of campaigns (positive and negative) are effective in reducing smoking
prevalence but negative campaigns have a greater effect on a campaign recall than positive
campaigns (Richardson et al., 2014). Nonetheless, this may not apply to other part of the
world as the samples of the survey were drawn within the United Kingdom only. The

question is if the survey is conducted in other countries, will the result be the same or not?
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Furthermore, the researcher reviewed the previous research on “Political radio and
television advertisements in a young democracy: the 2009 South African national election
campaign ”. Researcher Lynnette Fourie, conducting her communication studies on South
Africa’s political media advertising, focused her research study on the integration of the
affective message strategy focusing on the emotional message and the cognitive message
strategy.

Based on the result, it shows that all political parties had different and similar
strategies to win the election by ineffectively using these media advertising with affective
(emotional message) and cognitive message strategies (Fourie, 2013).

Emotional messages can refer to a kind of either positive or negative content. Media
tend to use negative messages for a political election or social campaign rather than
positive ones because previous research shows that most people will be able to remember
negative emotive advertising than positive ones (Fourie, 2013).

However, during the election campaign, most South African political parties exposed
negative emotional campaign content on the radio channel with distinct messages while the
TV advertising remained more positive messages (Fourie, 2013).

The cognitive message strategy mentioned earlier refers to any message which
describes the issue or policy. Within that national election, it happens that some South
African political parties launched the TV advertising campaigns with the emotional
content; however, those messages did not mention or explain the important issues in details
as a commitment to voters (Fourie, 2013).

Even though, all political parties used the emotional advertising campaign content,
they failed to integrate cognitive and affective (emotive messages) message strategies
together according to the analysis of the advertising used for the national election in South
Africa (Fourie, 2013).

Moreover, it is vital to study communication theories which are related to
advertising.

Besides the literature reviews on social media, the causes of the aging of the skin,

and the anti-aging products, the review on the related theory focusing on the
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communication theory which is related to advertising is included. However, this theory

will cover only propaganda as it can be summarized next section.

2.2.2 Previous Research Study Related to Celebrity Endorsement Advertising

Endorsement means promoting a product or service. In addition, an endorsement can
be called a testimonial. However, the word is more usually related to celebrities (Duncan,
2016). Two types of different types of endorsement including celebrity endorsement and
the third-party endorsement will be discussed.

Celebrity endorsement advertising is defined as a well-known person using his or her
fame to help promote a product or service. The third-party product reviews may come from
a variety of sources including but not limited to independent organizations, governmental

agencies, and consumer magazines (Huang, Chan, & Tse, C., H, 2011).

Three previous research were studied. The first two articles explored how to use
sports and entertainment celebrities in brand advertising is evident in the marketplace.
However, as celebrity endorsers may be perceived to have a vested interest in promoting a
brand or product. That’s why the third article was chosen to study the third-party
endorsement.

The first article is “Following Celebrities’ Tweets about Brands: The Impact of
Twitter-Based Electronic Word-of-Mouth (eWoM) on Consumers’ Source Credibility
Perception, Buying Intention, and Social Identification With Celebrities.” It examined the
impact of celebrity endorsement in Twitter based on marketing communication, applying
the social capital theory, the social identity theory, the source credibility, and the extant
literature on eWoM (Jin & Phua, 2014).

Social capital theory defines social capital as resources created through people’s
social relationships that can be harnessed to achieve positive social outcomes. Social
identity theory defines social identity as the part of an individual’s self-concept deriving
from knowledge of his or her membership in a social group, together with the emotional
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and value-related significance attached to that membership. These theories can explain
how endorsement works (Jin & Phua, 2014).

For the second article, it discussed assessing celebrity endorsement effects in China.
The authors proposed a model that postulates how celebrity-worship leads to value transfer
that, in turn, affects brand purchase intent. Intercultural communication theory is also used
as the basement of this article. According to the researcher of this study, the relational
perspective is driven by three core Chinese cultural values: collectivism, risk aversion, and
power distance (Huang, Chan, & Tse, C., H, 2011).

The third article is “The Moderating Influence of Brand Status and Source
Confirmation on Third Party Endorsement Effects in Advertising.” Two memory
frameworks - associative network and source monitoring — provide complementary
insights into the effect of source confirmation based on memory-trace refreshment used in
this article (Wang, 2012).

Associative network models of memory focus on how meaningful information is
stored and subsequently retrieved. Based on the associative network, the effect of source
confirmation depends essentially on the strength of the link between source and message
content that is formed at encoding. Confirming the source of information has also been
examined within a source-monitoring framework. Source monitoring enables consumers to
evaluate message believe ability according to the perceived credibility of a source.
Confirming the source of an endorsement in advertising can therefore be viewed as a

source-monitoring task (Wang, 2012).

All three articles are quantitative researches. In the first article, there are two
experiments. Two experiments examined the interplay among the valence (negative versus
positive) of celebrities’ tweets about a brand, the number of followers the celebrity has,
and the type (antisocial versus prosocial) of celebrity endorsing the brand. Source
credibility was measured by a 15 items with 7-point semantic differential scales (Jin &
Phua, 2014).
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In the second article, the authors adopted a dual-icon and multiple respondent group
study design. The authors used one of China’s largest online national consumer panels,
with more than 200,000 respondents. Thus the result is reliable (Huang, Chan, & Tse, C.,
H, 2011).

In the third article, two studies were conducted to examine the effect that perceived
brand status has on consumers' responses to source confirmation of third-party advertising
endorsements. A 2by 2 factorial design was used to examine hypothesized effects on
message believability and brand attitude. The two between-subjects variables were brand
status and source confirmation. Another study further examined these interactive effects
and it found that in an underdog brand condition, individuals reported the higher levels of
involvement with a publicity piece than with an advertisement (Wang, 2012).

The amazing thing is all 13 hypotheses in three articles are supported. The key findings

can be divided into two categories:

For celebrity endorsement

In the first article, it is indicated that a celebrity endorser with a high number of
followers was significantly associated with higher ratings on source credibility compared
to a celebrity endorser with a low number of followers (Jin & Phua, 2014). In the second
article, it showed that consumer celebrity worship is a significant antecedent to endorser
effects; What’s more, over-endorsement is a significant moderator for sports celebrities but
not for entertainment celebrities (Huang, Chan, & Tse, C., H, 2011). For the first and
second articles, it confirmed that consumer/celebrity relationship and celebrity type are

two relevant theoretical foundations for understanding endorser effects.

For third-party endorsement

In the third article, it was pointed out that brand status will moderate the effect of
source confirmation on message believability. Furthermore, the brand status will moderate

the effect of source confirmation on brand attitude. In this article, the brand status was
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divided into two types: underdog brand and topdog brand. Underdog brands may be the
primary beneficiaries of third-party source confirmations. However, the topdog brand
already has a sufficiently positive image, so there is “little room' for the augmenting effect
(Wang, 2012).

According to the all research, endorsements are a common tool among manufacturers
of retail products. Different types of endorsers have different effects in advertising.
Choosing the right type of celebrities as endorsers also has implications for marketing
managers. The celebrity and third party are different. More specifically, the entertainment
celebrities have different influences from sports celebrities. Besides, the brand status is
another factor that can influence the consumers’ perception. Last but not least,
confirmation of the source of information also influences endorsements on message
believability and brand attitudes.

It can be applied this research to the global and Thai society that entertainments and
sport celebrities in nationwide or worldwide can play a big role in endorsed brands and
consumers’ purchase intention toward the brands.

Another thing is, in reality, how to use source confirmation to enhance an underdog
brand's reputation or complement a topdog's current competitive status is a key for
advertising. For example, citing a relevant endorsement on the company’s website
page, which is one of the most effective ways to merchandise high-value media exposure,
is to select a very brief and relevant phrase from the coverage for the placement in a

prominent position on the home page.

2.3 Related Theory: Communication Theory Related to Advertising

2.3.1 Propaganda Theory

Upon studying advertising, one of the must-study-theories should include
propaganda as part of communication theories due to the fact that many advertisers use this

theory in their traditional media and social media advertisements.
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Widely, propaganda has come to refer a certain type of communication strategy such
as involving the unlimited use of communication. The ultimate goals of propaganda are to
change the way people act and to leave them believing that those actions are voluntary. To
accomplish this goal, propaganda must first change the way people conceive of themselves
and their social world. In other words, it can indicate that propaganda make people naive,
make people believe in something unconditionally, and teach people not to think.
However, during the 1930s, the traditional media such as radio and movies provided

propaganda with powerful new tools (Severin & Tankard, 2000).

2.3.2 Propaganda and the Development of Media Theory

Nowadays, mass-mediated propaganda has spread throughout the world. It deeply
affects global politics and culture and media become the focus of attention. For the roles of
propaganda theorists, they have played a role of specially analyzing media content,
speculating about its influence, trying to understand and explain the ability of messages to
persuade and convert individuals to extreme viewpoints (Severin & Tankard, 2000).

Further, the study on the theory shows that there was the use of black propaganda
usually defined as involving deliberate and strategic transmission of lies-its use which was
well illustrated by the Nazis (Severin & Tankard, 2000).

2.3.3 Use of Propaganda Techniques

The previous study shows that a variety of propaganda techniques is used to guide

and transform people’s beliefs as it can explained in 7 techniques as followings:

1. Name calling: This technique uses negative labels and bad names giving an idea a bad
label and making people reject and condemn the idea without examining the evidence,
not appearing in advertising that much (Severin & Tankard, 2000). For instance, during
the political conflicts, the leaders of each group used the propaganda to make their
followers to think and act according their saying.

2. Glittering generality: This technique uses a virtue word that can make people accept and

approve something without examining the evidence because people may not be able to
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notice if that is true or false as its sounds good or true (Severin & Tankard, 2000). Many
advertisers tend to use this technique for their product name, slogan and promaotion.

. Transfer: Serverin and Tankard (2000) asserts, “transfer carries the authority, sanction,
and prestige of something respected and revere over to something else in order to make
the latter acceptable” (as cited in Lee and Lee, 1939, p. 69). For this technique, there is
the use of admiration by association or the use of symbol objects as said “The
communicator’s goal is to link an idea or product or cause with something that people
admire” (Severin & Tankard, 2000, p. 116). This technique is widely used in
educational institution commercials, music and advertising.

. Testimonial: The idea of this technique is to use famous persons, celebrities or stars to
say something, express an idea, or talk about a product which can be either bad or good
in advertising or campaigning (Severin & Tankard, 2000).

. Plain folks: Serverin and Tankard (2000) asserts “Plain folks is the method by which a
speaker attempts to convince his audience that he and his idea are good because they are
of the people, the plain folks” (as cited in Lee and Lee, 1939, p. 92). This technique is
used in politics rather than advertising; however, it has been used more increasingly for
product advertising for past few years (Severin & Tankard, 2000).

. Card stacking: Serverin and Tankard (2000) asserts “Card stacking involves the
selection and use of facts or falsehood, illustrations or distractions, and logical or
illogical statements in order to give the best or worst possible case for an idea, program,
or product” (as cited in Lee and Lee, 1939, p. 95). This technique is commonly used on
television advertisements and it works best on those who will agree with the argument
of the message and those tend to have lower education.

. Bandwagon: Serverin and Tankard (2000) asserts “Bandwagon has as its theme,
‘Everybody — at least all of us — is doing it’; with it, the propagandist attempts to
convince us that all members of a group of which we belong are accepting his program

% 9

and that we must therefore follow our crown and ‘jump on the bandwagon’ ” (as cited
in Lee and Lee, 1939, p. 105). The idea of this technique is claiming widespread

support, appealing to people’s desire to be on the winning side as said everyone is doing
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it and make people follow the crowd and it is usually used in advertising, government

propaganda, and wartime (Severin & Tankard, 2000).

Moreover, studying the propaganda theory and the use of propaganda techniques, it
will help answer the question as follows:
RQ2: What propaganda techniques do the advertisers in advertising on Facebook in
Thailand?

2.4 Advertising Design

Besides the study on communication theory, it is probably most important to review
the study of advertising design which include the content of message strategies in
adverting and executional frameworks because this study will be used as a model and
framework for the research study on message strategies and executional frameworks of the
anti-aging products ads on Facebook. This study will hopefully be useful for the researcher
to do a further study and analysis for this research to answer the following questions.

RQ3: What types of message strategies do the advertisers use in advertising on Facebook
in Thailand?
RQ4: What kinds of executional frameworks do the advertisers use in advertising on

Facebook in Thailand?

2.4.1 Advertising Design: Message Strategies in Advertising and Executional

Frameworks

According to the previous study, BigBuzz (2013) categorizes the message strategies
in advertising into six types including emotional, unique selling proposition, generic,
positioning, brand image and pre-emptive. Nonetheless, the researcher did a further study
on the message strategy in advertising done by Clow and Baack and find that these two
researchers categorize the message strategies into more details than the source that
BigBuzz has provided.
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At this point it is important to note that the researcher will refer to the message
strategies study of Clow and Baack as the key sources for this research study and
examination rather than the study done by BigBuzz.

2.4.2 Message Strategies in Advertising

Clow and Baack (2007) divide the message strategies into 3 categories which include
cognitive, affective, and conative. They indicate a message strategy is the key tactic which
is used to deliver the message theme with a form that can be delivered in a distinct way.
The definitions of each term of message strategies can be given and explained as

followings:

1. Cognitive Message Strategies

“A cognitive message strategy is being utilized when rational arguments or pieces of
information are presented to consumers” (Clow & Baack, 2007, p. 138).
Regarding the cognitive messages, there are 5 types of which can be undertaken as

Clow and Baack (2007) explain as following:

e “Generic messages, which are direct promotions of good or service attributes or
benefits without any claim of superiority. They work best for a firm that is clearly
the brand leader and dominant in the industry within which it operates”.

e “Preemptive messages, which are claims of superiority based on a specific attribute
of benefit of a product. One made, the claim normally preempts the competition
from making such a statement”.

e “Aunique selling proposition, which is an explicit, testable, claim of uniqueness or
superiority, which can be supported or substantiated in some manner”.

e “Hyperbole, which is an untestable claim based upon some attribute or benefit”.

e “Comparative advertisement, which is when an advertiser directly or indirectly
compared a good service to the competition. The competitor may or may not be

mentioned by name in the advertisement”.
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The advertisements whose core message focus on the product’ s characteristic or
benefits to the goods’ consumer can be the best match for these types of good and services.
The aim of this kind of advertisement design can enable the product to appear as it is

unique and different or even better than any other product in a way (Clow & Baack, 2007).

2. Affective Message Strateqies

“Affective message strategies are designed to invoke feelings and emotions and match
them with the product, service, or company” (Clow & Baack, 2007, p. 138-139).

The main ideas of the affective messages are seeking to improve the disadvantage of
the product, creating awareness of the appeal, improving understanding of the ad, and
bringing out emotions affecting the customer’s reasoning process and cause action at the
end (Clow & Baack, 2007).

It is suggested an affective message be the most effective one to be used in any
advertisement that aims emotions to lead the consumer to take any further action. There are
two kinds of affective messages that advertisers can create their advertisement including
resonance and emotional. Resonance advertising tries to link a product with a consumer’s
previous experience to enhance stronger bonds between the product and the customer
while emotional advertising tries to evoke supreme emotions which finally lead to product
recognition and alternatives which include trust, reliability, friendship, happiness, security,
glamour, luxury, serenity, pleasure, romance, and passion. (Clow & Baack, 2007).

Clow and Black (2007) also give an example of resonance that “Wurthers Originals
taking the consumer back to a simpler time. An example of emotional advertising would be

Volvo featuring safety while showing a young child riding in a car” (p. 147-148).

3. Conative Message Strateqgies

“Conative message strategies are designed to lead more directly to some type of
consumer behavior” (Clow & Baack, 2007, p. 139).
Clow and Black (2007) explain “promotional support conative advertisements are

designed to support other promotional efforts using coupons, phone-in promotions, a



30

sweepstakes, or some other form....and the primary goal of a conative message strategy is

to elicit behavior, preferably immediate behavior” (p. 148).

According to the below table 2.4, it can imply each message strategy can give

different effects to consumers upon their perceiving the advertisements. For example, if a

company use the cognitive message strategies, consumers tend to have more awareness

and knowledge on the product of the company. In contrast, if the affective message

strategies are used, these tend to create liking and preferences of the product among the

advertising receivers. For the conative message strategies, the advertisers intend to make

the consumers purchase the product as the end result.

Table 2.4: The Hierarchy of Effects Model Message Strategies & Advertising

Components

7 Comative
- Mrascpaes

Hicrarchy of Adlvectining
Effects Model COrmngsouonts

. e Amplificaton

> o Prosot of the <laim

sy 3 taten

et A el prorcheoc Action o tabe

Source: SlideShare. (2009). Culture Consumer Behavior. Retrieved from http://www.slide

share.net/ibahrine/ibahrine-chapter-5-culture-consumer-behavior-2472415


http://www.slide/

31

2.4.3 Executional Frameworks

Clow and Black (2007) indicate “an executional framework is the manner in which
an ad appeal is presented. If the ad appeal is the script in a movie, then the plot would be
the actual executional framework™ (p. 139).

There are 8 kinds of executional frameworks which include animation, slice-of-life,
dramatization, testimonial, authoritative, demonstration, fantasy, and informative as
described below (Clow & Baack, 2007).

1. Animation

For over a decade, many advertisers use animation in advertising increasingly
because of the finesse in computer graphic programs. Rotoscoping is the process of putting
hand-drawn characters digitally into live scenes. These animated characters could be
humans, animals, or even product images. At present, the technology of computer graphics
enable us to go beyond personifications into creating real-life images. Thus, there are more
business advertisements displayed on television due to the availability of high-quality graphics
technology that help businesses to illustrate the uses of their products via animated graphics
(Clow & Baack, 2007).

2. Slice-of-life

The slice-of-life advertisement is designed to solve a daily problem that consumers
or businesses are facing. Normally, this type of advertisement will represent any common
thing that people may experience, particularly the problem that they encounter and the
made product will do its job that is solving the problem. The usual format of slice-of-life
contains 4 components which include encounter, problem, interaction and solution (Clow
& Baack, 2007).

It is more difficult to prepare the slice-of-life frameworks in print advertisements.
The sample of such the company as Procter & Gamble popularly uses and introduces this
type of frameworks approach (Clow & Baack, 2007).

Besides, Clow and Baack (2007) elaborate “slice-of-life commercials are also used

heavily in business-to-business advertisements. This executional framework is popular
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because it allows the advertiser to highlight how their product can meet business needs. (p.
140).

In addition, this framework can be used in any other media such as magazines or
billboards due to the fact that a single picture can illustrate a normal daily situation or
problem (Clow & Baack, 2007).

3. Dramatization

The dramatization executional framework is similar to the slice-of-life one. They
use the same format of presenting a problem, then providing a solution. Nevertheless, it is
distinct on the intensity and story format.

Clow and Baack (2007) indicate “an effective and dramatic advertisement is difficult to
pull off, because it must be completed in either thirty or sixty seconds. Building a story to a

climatic moment is challenging, given such a short time period” (p. 141).
4. Testimonial

This type of framework is used when a customer shares about a positive experience
on product use in advertising. Many companies use testimonial because they would like to
improve company credibility or fame. In addition, this executional framework can be used

as an effective way to promote services (Clow & Baack, 2007).
5. Authoritative

Many advertisers use the authoritative executional framework to convince viewers
that a granted product is better than any other brand. Some samples of this framework are
expert authority where a physician, a dentist, an engineer or chemist say about the products
advantage over other products. The type of authoritative advertisements work well in

specialty magazines (Clow & Baack, 2007).
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6. Demonstration

Clow and Baack (2007) mention in their book that ads, which use the
demonstration executional framework, are designed to demonstrate how a product works.
A demonstration is an effective way to communicate the aspects of a product (p. 141).

In addition, the study can add that this type of ad is more suitable on television.
However, it can suite the print media when there is a show of photo by using the sequence
of product usage (Clow & Baack, 2007).

7. Fantasy

“Fantasy executions are designed to lift the audience beyond the real world to a
make-believe experience. Some fantasies are meant to be realistic. Others are completely
irrational” (Clow & Baack, 2007, p. 142).

This type of executional framework can be used in the perfume and cologne industry.
Besides, it can be used in advertising with the sex, love and romance themes such as TV
fantasy for cruise lines or overseas holidays. The fantasy is not suitable for the business-to-

business advertisement (Clow & Baack, 2007).
8. Informative

This kind of advertisement gives information to the receivers in a direct way which is
usually used for radio ads with possible verbal communication; however, it is less usual in
TV and print ads due to the fact that consumers possibly ignore them. The informative
framework is effective in high involvement buying situations that are a famous approach
for business-to-business advertising (Clow & Baack, 2007).

Clow and Baack (2007) add “beyond these types of executional frameworks, the
creative decides about all of the other ingredients, including music, copy, use of color, motion,
light, and size” (p. 142).
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2.4.4 Sources and Spokespersons for Product Endorsements

This is the final part on the study of advertising design. There is a key point to
summarize that it is an important decision to choose a source or spokesperson to be used in
an advertisement and there are 4 kinds of sources that any company will consider including
celebrities, CEOs, experts, and typical persons (Clow & Baack, 2007).

The advertisers used celebrity sources or spokespersons to endorse the products in
advertising for nearly 20% of all advertisements because their approval on a product or
service can improve product’s brand equity. There three types of celebrity endorsements
which include unpaid spokespersons for charitable causes, celebrity voice-overs, and dead-
person endorsements (Clow & Baack, 2007).

In addition, the advertisers use CEO as spokesperson or source to endorse a product
and service. A high position of CEO can create a key asset for the company and its
products (Clow & Baack, 2007).

Also, the advertisers use experts as sources or spokespersons. The expert sources
include physicians, lawyers, accountants, and financial planners (Clow & Baack, 2007).
Even though the experts are not as famous as celebrities or CEOs, Clow & Baack (2007)
indicated that “Expert provide backing for testimonials, serve as authoritative figures,
demonstrate products, and enhance the credibility of informative advertisements” (p. 143).

For the typical persons used as sources or spokespersons in advertising, those can be
one of the two distinct kinds which include paid actors who act as everyday people and
actual everyday people who are used in advertisements (Clow & Baack, 2007).

Clow & Baack (2007) made a summary that “Real people sources are becoming
more common, in part because of the overuse of celebrities” (p. 143).

Nevertheless, it is vital to note that in this research, the term “spokesperson” will be
used to refer as part of the study on the use of one of the elements in advertising for
analysis and examination. The terms “source” and “endorser” will not mentioned in this
research study.

After studying the previous literature, related theory, and advertising design, there

will be an explanation on the methodology how to design the research next chapter.



CHAPTER 3
METHODOLOGY

This chapter includes the qualitative research methodology to study on the anti-aging
product advertising strategies on Facebook in Thailand focusing on the use of elements in
advertising and the particular use of propaganda techniques and advertising design:
message strategies in advertising and executional frameworks of the anti-aging products
ads including Olay Regenerist, L’Oreal RevitaLift, and Pond’s Age Miracle in advertising

on Facebook during 2012-2015. This chapter is comprised of the following sections:

3.1 Research Design
3.2 Data and Coded Ads
3.3 Procedure

3.4 Measurement

3.1 Research Design

After reviewing the previous literature review and the Facebook ads of Olay
Regenerist, L’Oreal RevitaLift, and Pond’s Age Miracle between 2012 and 2015, it helps
answer RQ1: What elements of advertising do the advertisers use on Facebook in
Thailand? The elements of the study on advertising on Facebook include the uses of
graphic design (photos, photo ads, graphics, and media clipping reports), video ads, and
spokespersons.

In order to answer RQ2: What propaganda techniques do the advertisers in
advertising on Facebook in Thailand, there will be the references and analysis on the
particular use of propaganda techniques in advertising by the anti-aging product advertisers
during the same period of time.

Furthermore, to answer RQ3: What types of message strategies do the advertisers use
in advertising on Facebook and RQ4: What kinds of executional frameworks do the
advertisers use in advertising on Facebook in Thailand, the selected anti-aging product

brands are used as the case study of this qualitative research to examine the particular use
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of advertising design: message strategies in advertising and executional frameworks by the
anti-aging product advertisers in advertising on Facebook. The Facebook ads are used as
the primary sources of this qualitative research study. The use of message strategies in
advertising on Facebook will cover the study and analysis on the use of message content.
Besides the message content, the uses of spokespersons, text ads, graphic design
(photos, photo ads, graphics, and media clipping reports), and video ads will be part of the
study on the particular use of the propaganda techniques and advertising design: messages
strategies in advertising and executional frameworks of anti-aging products ads on

Facebook for examination and analysis.

3.2 Data and Coded Ads

In accordance with the below table 3.1, it reveals the data of the primary sources of
each anti-aging product brand between the years 2012-2015 which are used for this
research. The data was retrieved on 12 October 2015. All the three product brands have
been active on Facebook since 2011; however, the advertisers did not advertise their
products actively yet in 2011. In addition, the starting date of the collected data of each
brand was based on their active use in advertising on the Facebook fanpage during the
period of the study.

In summary, the anti-aging product ads of Olay Regenerist posted on Facebook
received a total of 6,666,954 Page Likes and 11,390 People Talking About during 2 April
2012-8 October 2015. For the anti-aging product ads of L’Oreal RevitaLift, the advertiser
obtained a total of 20,851,713 Page Likes and 30,007 People Talking About during 12
May 2012-6 October 2015 while the anti-aging product ads of Pond’s Age Miracle
received a total of 7,797,254 Page Likes and 22,539 People Talking About during 2
February 2012-21 May 2015 (see table 3.1). Hence, the data retrieved during this period
was used for the analysis and examination.

However, the below data (see table 3.1) is not used for the examination and analysis

because the goals of this qualitative research study is focused on the content analysis and
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the elements of the Facebook ads which include celebrities, texts ads, graphic design

(photos, photos ads, graphics, or media clipping reports), and video ads.

Table 3.1: Data of Primary Sources for Analysis (Anti-Aging Products Ads on Facebook)

Product Total People | Period of the | Retrieved Data | Active
Brands Page Talking Study Date Since
Likes About
Olay 6,666,954 | 11,390 | 2 April 2012-8 | 12 October 2011
Regenerist October 2015 2015
L’Oreal 20,851,713 | 30,007 | 12 May 2012-6 | 12 October 2011
RevitaLift October 2015 2015
Pond’s 7,797,254 | 22,539 | 2 February 12 October 2011
Age 2012-21 May 2015
Miracle 2015

Source: Facebook Fanpage of Olay, Thailand. (2015) Olay Regenerist. Retrieved from
https://www.facebook.com/OlayThailand?brand_redir=286863750778
Facebook Fanpage of L'Oréal Paris, Thailand. (2015). L ’Oreal RevitalLift.
Retrieved from https://www.facebook.com/lorealparisthailand?fref=photo
Facebook Fanpage of POND’S, Thailand. (2015). Pond’s Age Miracle. Retrieved
from https://www.facebook.com/PondsThailand/likes

3.3 Procedure

To study the anti-aging product advertising strategies on Facebook in Thailand
during 20121-2015, firstly there will be the captures of the advertisement data posed on the
Facebook fanpage in Thailand during 2012-2015 that the anti-aging product advertisers
used to advertise and promote their anti-aging products among their Thai female
consumers (Facebook fans). The examination and analysis of the anti-aging product brands
including Olay Regenerist, L’Oreal RevitaLift, and Pond’s Age Miracle will be done
separately and respectively.

Secondly, there will be the study and analysis on the use of spokespersons, text ads,

graphic design (photos, photos ads, graphics, or media clipping reports), and video ads as
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the vital elements of the research study in advertising by each product advertiser during
this period of the study.

Thirdly, there will be an examination on the message content and comparison as well
as analysis on how unique, similar and different the advertisers have created the messages
to attract their target audience based on the particular use of the propaganda techniques and
advertising design: message strategies in advertising and executional frameworks on
Facebook.

Lastly, the content analysis is conducted to analyze the particular use of the
propaganda techniques and advertising design: message strategies in advertising and

executional frameworks in advertising on Facebook by the anti-aging product advertisers.

3.4 Measurement

In order to measure the research findings, there have been 4 coding schemes newly
designed by the researcher. The coding schemes will be used as the research indicators for

the following examinations and analysis.

3.4.1 What elements in advertising the advertisers use on Facebook

Table 3.2: The coding scheme to study the use of elements in advertising

Elements of
Advertising
Advertisers use

on Facebook

Use of graphic
design
(photos, photo

ads, graphics

Use of video

ads

Use of

spokespersons

Miscellaneous

or media
clipping
reports)

2012

2013

2014

2015




This coding scheme that is used for analysis include the following elements:

e Use of graphic design (photos, photo ads, graphics, or media clipping reports) for

product advertisements, sale promotions, and product launch
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e Use of video ads for product advertisements, sale promotions, and product launch

e Use of spokespersons (celebrities, product users, bloggers, or normal people acting

as brand ambassadors or presenters) for product endorsements, product

advertisements, sale promotions, and product launch in advertising

e Miscellaneous
This part does not focus on the content analysis yet. The content analysis of the

message content on the text ads, graphic design and video ads is studied and analyzed later

in the part of the particular use of propaganda techniques and advertising design: message

strategies in advertising and executional frameworks for the content analysis in depth. This

latter study is focused on the analysis on the text ads, the graphic design (photo ads,

graphics), and the video ads. The analysis is done separately and respectively based on the

different product brands.

3.4.2 What propaganda techniques the advertisers use in advertising on Facebook

Table 3.3: The coding scheme to examine the use of propaganda techniques in advertising

Use of Propaganda | Olay Regenerist | L’Oreal RevitaLift Pond’s Age
Techniques Miracle
Name calling

Glittering generality

Transfer

Testimonial

Plain folks

Card stacking

Bandwagon
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The coding scheme is used for analysis including the following elements:

Name calling: This technique uses negative labels and bad names giving an idea a
bad label and making people reject and condemn the idea without examining the
evidence, not appearing in advertising that much (Severin & Tankard, 2000).

Glittering generality: This technique uses a virtue word that can make people

accept and approve something without examining the evidence because people may
not be able to notice if that is true or false as its sounds good or true (Severin &
Tankard, 2000).

Transfer: Serverin and Tankard (2000) asserts, “transfer carries the authority,
sanction, and prestige of something respected and revere over to something else in
order to make the latter acceptable” (as cited in Lee and Lee, 1939, p. 69).
Testimonial: The idea of this technique is to use famous persons, celebrities or stars
to say something, express an idea, or talk about a product which can be either bad
or good in advertising or campaigning (Severin & Tankard, 2000).

Plain folks: Serverin and Tankard (2000) asserts “Plain folks is the method by
which a speaker attempts to convince his audience that he and his idea are good
because they are of the people, the plain folks” (as cited in Lee and Lee, 1939, p.
92).

Card stacking: Serverin and Tankard (2000) asserts “Card stacking involves the

selection and use of facts or falsehood, illustrations or distractions, and logical or
illogical statements in order to give the best or worst possible case for an idea,
program, or product” (as cited in Lee and Lee, 1939, p. 95).

Bandwagon: Serverin and Tankard (2000) asserts “Bandwagon has as its theme,
‘Everybody — at least all of us — is doing it’; with it, the propagandist attempts to
convince us that all members of a group of which we belong are accepting his
program and that we must therefore follow our crown and ‘jump on the
bandwagon’ ” (as cited in Lee and Lee, 1939, p. 105).
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3.4.3 What types of message strategies the advertisers use in advertising on Facebook

Table 3.4: The coding scheme to examine the use of message strategies in advertising

Message
Strategies of
Product

Brands

Cognitive Messages

Affective Messages

Conative Messages

2012

2013

2014

2015

The coding scheme is used for analysis including the following elements:

e Cognitive message strategies to create more awareness and knowledge on the

product of the company: general messages, preemptive messages, a unique selling

proposition, hyperbole, and comparative advertisement

e Affective message strategies to create trust, liking and preferences in the products

among the consumers

e Conative message strategies to make the consumers purchase the product at the end

result

3.4.4 What kinds of executional frameworks the advertisers use in advertising on

Facebook

Table 3.5: The coding scheme to examine the use of executional frameworks in

advertising
Use of Executional Olay Regenerist | L’Oreal RevitaLift Pond’s Age
Frameworks Miracle
Animation
Slice of life

(Continued)
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Table 3.5 (Continued): The coding scheme to examine the use of executional frameworks

in advertising

Dramatization

Testimonial

Authoritative

Demonstration

Fantasy

Informative

The coding scheme is used for analysis including the following elements:

e Animation: Many advertisers use animation in advertising increasingly because of
the finesse in computer graphic programs.

e Slice of life: This kind of advertisement is designed to solve a daily problem that
consumers or businesses are facing.

e Dramatization: This executional framework is similar to the slice-of-life one.

Nevertheless, it is distinct on the intensity and story format.

e Testimonial: This type of framework is used when a customer shares about a
positive experience on product use in advertising. Many companies use testimonial
because they would like to improve company credibility or fame.

e Authoritative: Many advertisers use the authoritative executional framework to
convince viewers that a granted product is better than any other brand.

e Demonstration: Advertisements that use the demonstration executional framework

that are designed to show how a product works.

e Fantasy: This executional framework is designed to move the audience over from
the real world to a make them believe in experience.

e Informative: This kind of advertisement gives information to the receivers in a
direct way which is usually used for radio ads with possible verbal communication;
however, it is less usual in TV and print ads due to the fact that consumers possibly

ignore them. The informative framework is effective in high involvement buying
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situations that are a famous approach for business-to-business advertising (Clow &
Baack, 2007).



CHAPTER 4
FINDINGS

This chapter presents the findings of the qualitative analysis on the anti-aging
product advertising strategies on Facebook in Thailand during 2012-2015 by the anti-aging
product ads of Olay Regenerist, L’Oreal RevitaLift, and Pond’s Age Miracle on Facebook
advertised during 2012-2015. The chapter presents the findings on the use of elements in
advertising and the particular uses of propaganda techniques and advertising design:
message strategies in advertising and executional frameworks that the advertisers use to
advertise the anti-aging products on Facebook in Thailand during 2012-2015. In addition,
it is vital to note that within this research study, graphic design refers to photos, photo ads,

graphics, or media clipping reports.

4.1 The Use of Elements in the Anti-aging Product Advertising on Facebook in
Thailand during 2012-2015
In conclusion, all of the advertisers selected to study undertook the use of graphic

design (photos, photo ads, graphics, or media clipping reports), video ads, photos and
spokespersons on Facebook differently. In the year 2012, it is found that the advertiser
tended to use simple text ads with simple photos before developing to use photo ads and
video ads to post on the Facebook fanpage more lately in the years 2013-2015. In addition,
Olay Regenerist used celebrities as spokespersons called brand ambassadors to promote
the products while L'Oréal Paris and Pond’s Age Miracle call their spokespersons as
presenters. Moreover, it can state that Pond’s Age Miracle started using media clipping
reports to post on Facebook during 2012-2013 prior to start using the text ads and video

ads more in the year 2015.

The findings of each product brand were analyzed and described separately in details
by the different periods of time during 2012 and 2015 respectively (see tables 4.1-4.3) as

follows:
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4.1.1 What elements in advertising the advertiser of Olay Regenerist used on

Facebook in Thailand during 2012-2015

Table 4.1: The coding scheme to examine the elements in advertising Olay Regenerist used
on Facebook in Thailand during 2012-2015

Elements of Use of graphic Use of video ads Use of Miscellaneous
Advertising design (photos, spokespersons
photo ads,
graphics or media
clipping reports)
2012 e Simple photo ads | *Very few video * Thai Brand e Announcement of
of product users ads for product Ambassador Nut  the change of Olay
e Review of advertisements Meria Thailand’s Facebook
products users at a participating the  ffanpage
department store event
and shared photos
on Facebook
¢ Only a photo ad of
the products
2013 o Very few photos of | eVery few video | e Nut Meria eGuarantee of

Brand Ambassador
Nut Meria
participating the
launch event

¢ A photo ad of
discount coupon for
a sale promotion

¢ A simple photo ad
with a heavy

text on how to

ads for product

advertisements

eSome reviews
from users on a

website

returning money if a
customer is
dissatisfied with
products via the
description or
adverting text under
poster
advertisements

¢ Referring to
science for

advertising

(Continued)
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Table 4.1 (Continued): The coding scheme to examine the elements in advertising Olay

Regenerist used on Facebook in Thailand during 2012-2015

2013

give advuce on how
to use cream

products

ePhoto ads together
with the texts under
photos launching
new products
including eye cream
& lash serum duo
and specialty
cleansers

eMany photo ads of
the brand
ambassador and
products for product
ads

ePhotos of activity
at a shopping mall
to challenge new
users (target

audience)

2014

o No appearance of
Nut Meria on
posters

o Very fewer photo
ads of the brand
ambassador and
products for

advertisement

eMore visibility of
video ads

¢ Brand
Ambassador Nut
Meria on video
ads

o A foreign
presenter
/celebrity on

videos ads

eBrand
Ambassador Nut
Meria

o Appearance of a
foreign presenter

[celebrity

e References of
science on ads

(Continued)
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Table 4.1 (Continued): The coding scheme to examine the elements in advertising Olay

Regenerist used on Facebook in Thailand during 2012-2015

e More Thai and
international
video ads for
products
advertisements

o Users reviewed
the products use
on videos

o Presentation of
a video recorded
at the a PR event
challenging new
target consumers
to try using the
products

¢ A video of the
launch of the new
product, Relaxing

Cream

o Celebrities
recommend the
quality of the
products as its
results are similar
as using the
products worth
10,000 baht a
bottle.

2015

e Photo ads of Asian

Celebrity Gao
Yuanyuan with her
quote for product

ads

* Gao Yuanyuan

on video ads

e References of

science on ads

eLaunch of the new
product, Essene
Miracle

e Advertisements of
online shopping
available on
lazada.com

e Linking to
YouTube ads
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The below figure 4.1 showed that the Facebook fanpage of Olay Thailand has no
“Shop Now” or no online shopping channel based on the period that the data was retrieved
in October 2015. However, starting in the year 2015, the advertiser started providing the
web links of YouTube for the online advertisements and Lazada for the online shopping on
Facebook while video ads are also available on Facebook. Nevertheless, no web link of the
company is visible on the Facebook fanpage yet. For Olay, the advertiser refers a celebrity
or actress appearing on photo ads and video ads as a spokesperson a brand ambassador.
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Figure 4.1: Facebook Fanpage of Olay, Thailand

Source: Facebook Fanpage of Olay, Thailand. (2015) Olay Regenerist. Retrieved from
https://www.facebook.com/OlayThailand?brand_redir=286863750778

For the following part, it analyses and explains how Olay Regenerist advertised its
anti-aging products on Facebook during the years 2012-2015 in details.
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4.1.1.1 Advertising of Olay Regenerist on Facebook in the Year 2012

In the year 2012, Olay Regenerist launched a new Thai brand ambassador, Nut Meria
who is an actress and singer as a spokesperson, at a Public Relations event and the photos
of the event together with captions posted on the Facebook’s fanpage (see figure 4.2). That
year, the advertiser still used simple photo ads of the product users to advertise the
products Olay Regenerist. Very few video ads were used to advertise the products during
that time. Furthermore, the company organized a public relations event and displayed the
booth of the products at a department store so that the product users could make a product
review as a product promotion (see figure 4.3). The photos were taken during the event and
posted on Olay’s Facebook fanpage. In the same year, there was an announcement on the
change of Olay Thailand’s Facebook fanpage since it was active in 2011.

According to the data, it can also be indicated that the advertiser used only a photo
ad of the products for product advertisements (see figure 4.4) and a simple photo ad of the

products for a sale promotion on Facebook in 2012 (see figure 4.5).

Figure 4.2: Launch of New Thai Brand Ambassador Nut Meria by posting her photos
participating the launch event
Source: Facebook Fanpage of Olay, Thailand. (2015) Olay Regenerist. Retrieved from
https://www.facebook.com/OlayThailand?brand_redir=286863750778


https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/361824620567068/?type=3
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Figure 4.3: Sample of a simple photo ad of product users to recommend using the product
Source: Facebook Fanpage of Olay, Thailand. (2015) Olay Regenerist. Retrieved from
https://www.facebook.com/OlayThailand?brand_redir=286863750778
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Figure 4.4: Sample of a photo ad of the products for advertising
Source: Facebook Fanpage of Olay, Thailand. (2015) Olay Regenerist. Retrieved from
https://www.facebook.com/OlayThailand?brand_redir=286863750778
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Figure 4.5: Sample of a simple photo ad for a sale promotion
Source: Facebook Fanpage of Olay, Thailand. (2015) Olay Regenerist. Retrieved from
https://www.facebook.com/OlayThailand?brand_redir=286863750778

4.1.1.2 Advertising of Olay Regenerist on Facebook in the Year 2013

In the year 2013, the advertiser continued promoting the launch of the new Thai
brand ambassador, Nut Meria as the spokesperson by posting a couple of the photos of the
launch event that Nut Meria attended the party with captions on Facebook. The photo ads
of a discount coupon were also available for a sale promotion (see figure 4.6). In addition,
the advertiser created a simple photo ad with a heavy text to give advice to the fans how to
use the products (see figure 4.7). Moreover, the descriptive text under the graphic poster ad
guaranteed to return money to a customer if he or she is dissatisfied with the products.

In this year, there was a launch of the new product line of Olay Regenerist which
includes Eye Cream & Lash Serum Duo and Specialty Cleanser through photo ads together
with captions under the photos (see figure 4.8). Nevertheless, very few video ads were
used for a sale promotion and advertisements in 2013; except the video introducing

Spokesperson Nut Meria as a new brand ambassador.


https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/386229538126576/?type=3
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Nonetheless, it can be stated that the advertiser used many photo ads of the brand
ambassador and the products “Olay Regenerist” for advertisements (see figures 4.9-4.10).
There were also some products reviews by products’ users on websites, and the advertiser
shared the story on Olay Thailand’s Facebook fanpage. In addition, the advertiser used the
results of science as references to promote and advertise the quality of the products.

Lastly, the advertiser organized a public relations event at a shopping mall and
boasted a product booth to challenge people passers-by to test the products. The photos of

the activity together with captions were taken and posted or shared on Facebook.
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Figure 4.6: Sample of the photo ads of the discount coupons available at Watson, a retail
shop
Source: Facebook Fanpage of Olay, Thailand. (2015) Olay Regenerist. Retrieved from
https://www.facebook.com/OlayThailand?brand_redir=286863750778
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Figure 4.7: Sample of a photo ad giving advice on how to use the products

Source: Facebook Fanpage of Olay, Thailand. (2015) Olay Regenerist. Retrieved from
https://www.facebook.com/OlayThailand?brand_redir=286863750778

Tnsmdsseneadateiozilimuesnaszme geewmenithey Tmisgasu Olay Regerist Microsculpting
Eye & Lash Duo #ezilémwesnauihulszmeldudafiii

Who is waiting for an alternative to help spark your eyes and make them look more youthful?
Try our newest products of Olay Regenerist “Eye &b Lash Duo” helping sparking your eyes
today.)

Figure 4.8: Launch of new products including eye cream & lash serum duo through the
photo ads
Source: Facebook Fanpage of Olay, Thailand. (2015) Olay Regenerist. Retrieved from
https://www.facebook.com/OlayThailand?brand_redir=286863750778
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Figures 4.9-4.10: Sample of photo ad of the brand ambassador and products for
advertising the products
Source: Facebook Fanpage of Olay, Thailand. (2015) Olay Regenerist. Retrieved from
https://www.facebook.com/OlayThailand?brand_redir=286863750778

4.1.1.3 Advertising of Olay Regenerist on Facebook in the Year 2014
Since 2014, there were more video ads rather than photo ads or posters to advertise

the products. Those were both Thai and international videos. For example, Brand
Ambassador Nut Meria as the spokesperson appeared on video ads while her photos on
photo ads were unseen for advertising. A new foreign Asian looking presenter appeared on
the poster ad with her quote as well as on video ads as the spokesperson (see figure 11).

Moreover, the advertiser posted video ads of many users reviewing the product use
as the spokespersons and the product launch of Relaxing Cream on Facebook.

Furthermore, celebrities recommended the quality of the product use through video ads as


https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/500943586655170/?type=3
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the spokespersons as they claimed that the results are pleasant as if they used a bottle of
10,000 baht cream.

In addition, the advertiser used the results of science as references for advertising the
products and presented a video on Facebook that was recorded at the booth of a public

relations event to challenge passers-by to test the products.
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Figure 4.11: Appearance of a foreign brand ambassador/celebrity on a photo ad (graphic
design) with her quote
Source: Facebook Fanpage of Olay, Thailand. (2015) Olay Regenerist. Retrieved from
https://www.facebook.com/OlayThailand?brand_redir=286863750778

4.1.1.4 Advertising of Olay Regenerist on Facebook in the Year 2015

In the 2015, Asian Celebrity Gao Yuanyuan as the spokesperson appeared on photo
ads with her quote to recommend the quality of the products as well as to introduce the
new product lines of Olay Regenerist, “Essene Miracle.” In addition, the video ads on Olay
Thailand’s Facebook fanpage were posted to advertise the products and to launch the new
product “Essene Miracle.” Since the year 2015, the online shopping of Olay Thailand is
available on Facebook’s fanpage which gives a link to lazada.com. Furthermore, the
advertiser has linked to YouTube which hosts the ads of Olay Thailand.
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Figure 4.12: Sample of a photo ad of Asian Celebrity Gao Yuanyuan for advertising the
products and guaranteeing the quality of the products
Source: Facebook Fanpage of Olay, Thailand. (2015) Olay Regenerist. Retrieved from
https://www.facebook.com/OlayThailand?brand_redir=286863750778
Next, it presented the analysis and explanations of elements in advertising that
L’Oreal RevitaLift used to advertise its anti-aging products on Facebook in the Thai

market during the years 2012-2015 (see table 4.2) as the followings:

4.1.2 What elements in advertising the advertiser of L’Oreal RevitalLift used the
on Facebook in Thailand during 2012-2015

Table 4.2: The coding scheme to examine the elements in advertising L’Oreal RevitaLift
used on Facebook in Thailand during 2012-2015

Elements of Use of graphic design Use of video ads Use of Miscellaneous
Advertising (photos, photo ads, spokespersons
graphics or media

clipping reports)

2012 ¢ Photo ads and texts ads| e None » Ann Thongprasom | e None
for a discount promotion for L’Oreal
¢ Photo ads indicating Revitalift and Nok

Sinjai Hongtai for

(Continued)
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Table 4.2 (Continued): The coding scheme to examine the elements in advertising L’Oreal
RevitaL.ift used on Facebook in Thailand during 2012-2015

the benefits of the
products referring to

technology

e Photo ads of Thai
Presenters for product

advertisements

Age Perfect Day

Cream

2013 ¢ A photo ad for a discount| e None *Thai Presenters e Engagements with
promotion Ann Thongprasom | the new target
¢ Photo ads to give for L’Oreal consumers through
introduction on how to use Revitalift and activities on
the products Chompu Ariya for | Facebook
e Photo ads of Thai Brand Revitalift White as | challenging them to
Presenters well as Chinese try the products
Chinese Actress/Singer Actress/ Singer Li
for product Bingbing for
advertisements Revitallift Laser
X3
2014 e Photo ads of presenters * Video ads to e Thai Presenters e Linking to
and products for product | launch the new Ann Thonprasom YouTube ads and

advertisements
e Photos of the campaign

to promote the products

product lines
“Revitalift Laser
X3 Power Water”
giving web links
to YouTube and
the company’s

website

and Chompu
Ariya for L’Oreal
Revitalift as well
as Chinese
Celebrity Li
Bingbing for
Revitalift Laser
X3 and Revitalift
V-Face Essence
Presenters for
product

advertisements

the company’s
website to
promote and
advertise the

products

(Continued)
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Table 4.2 (Continued): The coding scheme to examine the elements in advertising L’Oreal
RevitaL.ift used on Facebook in Thailand during 2012-2015

2015

e Very few photo ads for
promotion or

advertisements

eVideos ads on

Facebook

eThai presenters on
ads including
Chompu Ariya for
the anti-aging and
makeups product
lines and between
early 2015-April
and Ann
Thonprasom for
L’Oreal Revitalift

eNo Appearance of
Li Bingbing on

any ad

oNo web links to
YouTube and the
company’s website

eText ads for a
discount promotion

eEngagement with
the fans on the
Facebook fanpage
to play games by
clicking and
sharing a post to

receive a reward

According to the below figure 4.13, it revealed that the Facebook fanpage of L'Oréal

Paris, Thailand provided its fans with a shopping online link button, “Shop Now” linked to

the website “Lazada.co.th”. Moreover, the video advertisements are available on

Facebook. The advertiser calls a spokesperson who is a celebrity or actress appearing on

photo ads and in video ads a presenter.
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Figure 4.13: Facebook Fanpage of L’Oreal RevitaLift
Source: Facebook Fanpage of L'Oréal Paris, Thailand. (2015). L 'Oreal RevitaLift.

Retrieved from https://www.facebook.com/lorealparisthailand?fref=photo

For the following part, it analyses and explains how L’Oreal RevitaLift advertised its
anti-aging products on Facebook during the years 2012-2015 in separate details.

4.1.2.1 Advertising of I.’Oreal RevitaLift on Facebook in the Year 2012
In the year 2012, the adviser of L’Oreal RevitaLift used a mixture of graphics and

non-graphics of discount coupons for a sale promotion (see figure 4.14). In addition, some
photo ads were used to indicate the benefits of the products by referring to technology (see
figure 4.15). In that year, Thai presenters including Actress Ann Thongprasong for L’Oreal
Revitalift (see figure 4.16) and Actress Nok Sinjai Hongtai for Age Perfect Day Cream
appeared on photo ads as the spokespersons, no video posed on Facebook yet (see figure
4.14).
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Figure 4.14: Sample of photo ad of discount coupons for a sale promotion in 2012
Source: Facebook Fanpage of L'Oréal Paris, Thailand. (2015). L 'Oreal RevitalLift.
Retrieved from https://www.facebook.com/lorealparisthailand?fref=photo

Figure 4.15: Sample of photo ads indicating the benefits of the products referring to
technology.
Source: Facebook Fanpage of L'Oréal Paris, Thailand. (2015). L 'Oreal RevitalLift.

Retrieved from https://www.facebook.com/lorealparisthailand?fref=photo
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Figure 4.16: Presenter Ann Thongprasom for L’Oreal Revitalift
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Figure 4.17: Presenter Nok Sinjai Hongtai for Age Perfect Day Cream
Source: Facebook Fanpage of L'Oréal Paris, Thailand. (2015). L 'Oreal RevitalLift.
Retrieved from https://www.facebook.com/lorealparisthailand?fref=photo

4.1.2.2 Advertising of I.’Oreal RevitaLift on Facebook in the Year 2013
In the year 2013, the advertiser of L’Oreal RevitaLift still used the photo ads of

discount coupons for a sale promotion (see figure 4.18) as the previous year. In addition,
the advertiser created the photo ads to give advice to the fans how to use the products of
the company (see figure 4.19). Continuously, Thai Presenters, Actress Ann Thongprasom
for L’Oreal Revitalift (see figure 4.20) and Actress Chompu Ariya for Revitalift White
(see figure 4.21) and the new face of Chinese Actress/Singer Li Bingbing for Revitallift
Laser X3 (see figure 4.22) as the spokespersons appeared on the photo ads for the product
advertisement. Furthermore, the advertiser engaged with new target consumers through
activities on the Facebook fanpage by posting the text without any photo to challenge them
to test the products in early 2013.

LLOREAI

aagoga 3 0%

Figure 4.18: Sample of a photo ad for a discount promotion in 2013
Source: Facebook Fanpage of L'Oréal Paris, Thailand. (2015). L 'Oreal RevitalLift.

Retrieved from https://www.facebook.com/lorealparisthailand?fref=photo
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Figure 4.19: Sample of a photo ad giving advice on how to use the products
Source: Facebook Fanpage of L'Oréal Paris, Thailand. (2015). L 'Oreal RevitalLift.

Retrieved from https://www.facebook.com/lorealparisthailand?fref=photo
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Figure 4.21: Presenter Chompu Ariya for Revitalift White
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Figure 4.22: Presenter Chinese Actress/Singer Li Bingbing for Revitallift Laser X3
Source: Facebook Fanpage of L'Oréal Paris, Thailand. (2015). L 'Oreal RevitaLift.
Retrieved from https://www.facebook.com/lorealparisthailand?fref=photo

4.1.2.3 Advertising of [.’Oreal RevitaLift on Facebook in the Year 2014
In the year 2014, the company launched the new product line “Revitalift Laser X3

Power Water” and had Chinese Actress/Singer Li Bingbing as a presenter. The video
advertisements as well as photo ads were posted on the Facebook fanpage and provided
web links to YouTube and the company’s website. Besides Li Bingbing for Revitalift
Laser X3 Power Water and Revitalift VV-Face Essence (see figure 4.24), Thai Presenters
Chompu Ariya (see figure 4.23) and Ann Thongprasom for L’Oreal Revitalift still
appeared on the video advertisements as the spokespersons. In addition to the video
advertisements, photo ads of Presenters Chompu Ariya and Li Bingbing (no Ann
Thongprasom in this year) and products (see figure 4.25) were still used to advertise and
promote the products.

Additionally, the advertiser featured the photos of the campaign event hosted by
Presenter Chompu Ariya in order to promote the products on Facebook as the

spokesperson (see figure 4.26).


https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/466184816797221/?type=3
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Figure 4.23: Presenter Chompu Ariya for Revitalift Laser X3
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Figure 4.24: Presenter Chinese Actress/Singer Li Bingbing for Revitallift VV-Face Essene
Source: Facebook Fanpage of L'Oréal Paris, Thailand. (2015). L 'Oreal RevitalLift.
Retrieved from https://www.facebook.com/lorealparisthailand?fref=photo
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Figure 4.25: Sample of a photo ad of the products for advertising

Source: Facebook Fanpage of L'Oréal Paris, Thailand. (2015). L 'Oreal RevitalLift.

Retrieved from https://www.facebook.com/lorealparisthailand?fref=photo
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Figure 4.26: Featuring the photos of the campaign event to promote the products on
Facebook hosted by Presenter Chompu Ariya
Source: Facebook Fanpage of L'Oréal Paris, Thailand. (2015). L 'Oreal RevitalLift.

Retrieved from https://www.facebook.com/lorealparisthailand?fref=photo

4.1.2.5 Advertising of L’Oreal RevitaLift on Facebook in the Year 2015

In the year 2015, very few photo ads were used on the Facebook fanpage to promote
and advertise the products among fans. In contrast, the advertiser used more video
advertisements. Presenter Ann Thongprasom appeared on the video advertisements to
promote L’Oreal Revitalift from early 2015 until April as the spokesperson while Presenter
Chompu Ariya appeared on the video advertisements to promote the anti-aging and
makeups product lines. The advertisers did not provide web links of YouTube and the
company’s website on Facebook as they did in the year 2014.

In addition to the video advertisements, there were the text advertisements for a
discount promotion attached with the video advertisements on Facebook. Moreover, the
advertiser engaged with the fans on the Facebook fanpage to play games by clicking and

sharing posted ads to receive a reward.
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Lastly, it can be noticed that Li Bingbing did not appear on any ad this year as the

spokesperson.

4.1.3 What elements in advertising the advertiser of Pond’s Age Miracle used on

Facebook in Thailand during 2012-2015

Table 4.3: The coding scheme to examine the elements in advertising Pond’s Age Miracle
used on Facebook in Thailand during 2012-2015

Elements of

Advertising

Use of graphic design
(photos, photo ads,
graphics or media

clipping reports)

Use of video ads

Use of

spokespersons

Miscellaneous

2012

e Scanned news/articles
and media clipping
reports of social news
from newspapers or
magazines

e Photos of promotion
events with and without
captions

¢ A photo ad with
discount coupons for a
sale promotion and
advertisement

¢ No photo ads of
presenters for promotion

and advertisements

e None

¢ No appearance of

presenters on ads

e Unclear

messages/ texts

2013

e Focus on posting photos of
events
e Scanned news/articles
and clipping reports of

social news from

 Mid-year, video

ads of presenters

® Mid-year, video
ads of presenter

® Thai Presenter B
Namthip at an event
at Oriental Hotel

e Unclear

messages/ texts

(Continued)
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Table 4.3 (Continued): The coding scheme to examine the elements in advertising Pond’s

Age Miracle used on Facebook in Thailand during 2012-2015

newspapers or magazines
e No photo ads of Presenter
B Namthip
e Posts of the interview
articles scanned from
magazines
Photo ads for

advertisements

2014

e None

e None

e None

e None

2015

e A photo ad of the
product for an
advertisement

e A few photo ads of
presenters for
advertisements but not
Presenter B Namthip

® Many videos on
Facebook

® Video ads
featuring Thai
users /presenters
such as business
women,
designers and
car racers
suggesting the
products

® Videos referring
an institution to
guarantee the
quality of
products

® VVideos giving
some tips how to

pamper a face

o No appearance of
B Namthip

® Thai users
[Ipresenters such
as business
women, designers
and car racers
suggesting the

products

e Textual campaign

activities to look
for new presenters

from home users

e Sale promotion

such as buying a
product to receive
a gift

For Pond’s Age Miracle, the analysis on the Facebook ads of Pond’s Age Miracle

was done between 2012 and 2015; except the year 2014 due to the fact that no ads were

posted in that year (see figure 2.27). It is found that the advertiser did not have any
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message or campaign to launch any new product line on Facebook. On the other hand,
many media clipping reports and the photos of public relations events were posted on the
Facebook fanpage during 2012-2013. The advertiser started using more photo ads in 2013

and video ads in 2015. No online shopping is available on the Facebook fanpage.
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Figure 4.27: Facebook Fanpage of Pond’s Age Miracle
Source: Facebook Fanpage of POND’S, Thailand. (2015). Pond’s Age Miracle. Retrieved
from https://web.facebook.com/PondsThailand/app/702414026483076/

The following part analyses and explains how Pond’s Age Miracle advertised its

anti-aging products on Facebook between 2012 and 2015 in full details.

4.1.3.1 Advertising of Pond’s Age Miracle on Facebook in the Year 2012

Throughout the year 2012, the advertiser scanned articles and social news that are

media clipping reports captured from newspapers and magazines (see figures 4.28-4.30),
and posted on the Facebook fanpage. Moreover, the company posted many photos of
promotion events (see figures 4.31-4.32) with and without texts to describe the events.

However, some of the typed texts on Facbook were not clear to explain what event it was,



when it happened, or where it took place. Even though the scanned messages from the
newspapers or magazines gave the details of the event, the texts were too small and long
for the audience to review on the Facebook.

Besides the scanned articles of media clipping reports as well as the photos of the

69

event posted on Facebook, the advertiser posted some photo ads of a discount coupon for a

sale promotion and advertisement (see figure 4.33). Nonetheless, this year, no video ads as

well as photo ads of products and presenter were used to advertise the product; except the

scanned photo of the product from a magazine for a discount promotion.

It is interesting to point out that the advertiser did not produce any photo ads an
official spokesperson called a presenter together with the product for advertisements on
Facebook. On the other hand, Thai Presenter B Namthip as the spokesperson only

appeared on the clipping reports scanned from the Thai newspapers and magazines posted

on the Facebook fanpage.
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Figures 4.28-4.30: Sample of scanned news/articles (clipping reposts) from newspapers

and magazines in 2012

Source: Facebook Fanpage of POND’S, Thailand. (2015). Pond’s Age Miracle. Retrieved

from https://www.facebook.com/PondsThailand/likes


https://www.facebook.com/PondsThailand/photos/ms.c.eJw9zcENwDAIQ9GNKmOTAvsvViWEHp~_~_JROEAImMLD7cNlNluXtec~_0egXEevzH76P7v0V5ja~;tY7fkTzp~;sA~;zOHGs~-.bps.a.202029959894566.41171.142360675861495/202030033227892/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9zcENwDAIQ9GNKmOTAvsvViWEHp~_~_JROEAImMLD7cNlNluXtec~_0egXEevzH76P7v0V5ja~;tY7fkTzp~;sA~;zOHGs~-.bps.a.202029959894566.41171.142360675861495/202030033227892/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw90tkRwzAIBNCOMghx9t9YZFarv7xhOWxHNau2LQlTd~;sprLmldTVtcNK~_O~;38oBNedI~_T~;b7QLzTmy6vb7Df2O~_Yn53sg73TBt~_5r5osLvb~;~_XE7P~;WJJOxx0wC~_fsNHzPMl7XQX1e29IH1e7Xi~;98rGCNthon7y9esKvPvuC~_~_I86bho~;d6X8v1E9vjtq8m7MV~;IL~_bLYN5fjvyrx9Tf~;pr7KnlfzX2n6boxn98jGvNl5vc6B5~_87gj6~_x4enXSiznyKxG5RpxXe9J68v7rBRsfk8f~;9XDD3Zc~;~_0utasNAxTs6f5z~;m~;EJ~;sr9xn~;C~_xn3b~;670sGc~-.bps.a.211671692263726.42844.142360675861495/227883447309217/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9zcENwDAIQ9GNKmOTAvsvViWEHp~_~_JROEAImMLD7cNlNluXtec~_0egXEevzH76P7v0V5ja~;tY7fkTzp~;sA~;zOHGs~-.bps.a.202029959894566.41171.142360675861495/202030033227892/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9zcENwDAIQ9GNKmOTAvsvViWEHp~_~_JROEAImMLD7cNlNluXtec~_0egXEevzH76P7v0V5ja~;tY7fkTzp~;sA~;zOHGs~-.bps.a.202029959894566.41171.142360675861495/202031139894448/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9zcENwDAIQ9GNKmOTAvsvViWEHp~_~_JROEAImMLD7cNlNluXtec~_0egXEevzH76P7v0V5ja~;tY7fkTzp~;sA~;zOHGs~-.bps.a.202029959894566.41171.142360675861495/202031253227770/?type=3
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Figures 4.31-4.32: Sample of photos of promotion events in 2012
Source: Facebook Fanpage of POND’S, Thailand. (2015). Pond’s Age Miracle. Retrieved

from https://www.facebook.com/PondsThailand/likes
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Figure 4.33: Sample of a photo ad of a discount coupon for a sale promotion/advertisement
in 2012
Source: Facebook Fanpage of POND’S, Thailand. (2015). Pond’s Age Miracle. Retrieved
from https://www.facebook.com/PondsThailand/likes


https://www.facebook.com/PondsThailand/photos/ms.c.eJw90tkRwzAIBNCOMghx9t9YZFarv7xhOWxHNau2LQlTd~;sprLmldTVtcNK~_O~;38oBNedI~_T~;b7QLzTmy6vb7Df2O~_Yn53sg73TBt~_5r5osLvb~;~_XE7P~;WJJOxx0wC~_fsNHzPMl7XQX1e29IH1e7Xi~;98rGCNthon7y9esKvPvuC~_~_I86bho~;d6X8v1E9vjtq8m7MV~;IL~_bLYN5fjvyrx9Tf~;pr7KnlfzX2n6boxn98jGvNl5vc6B5~_87gj6~_x4enXSiznyKxG5RpxXe9J68v7rBRsfk8f~;9XDD3Zc~;~_0utasNAxTs6f5z~;m~;EJ~;sr9xn~;C~_xn3b~;670sGc~-.bps.a.211671692263726.42844.142360675861495/227883447309217/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw90tkRwzAIBNCOMghx9t9YZFarv7xhOWxHNau2LQlTd~;sprLmldTVtcNK~_O~;38oBNedI~_T~;b7QLzTmy6vb7Df2O~_Yn53sg73TBt~_5r5osLvb~;~_XE7P~;WJJOxx0wC~_fsNHzPMl7XQX1e29IH1e7Xi~;98rGCNthon7y9esKvPvuC~_~_I86bho~;d6X8v1E9vjtq8m7MV~;IL~_bLYN5fjvyrx9Tf~;pr7KnlfzX2n6boxn98jGvNl5vc6B5~_87gj6~_x4enXSiznyKxG5RpxXe9J68v7rBRsfk8f~;9XDD3Zc~;~_0utasNAxTs6f5z~;m~;EJ~;sr9xn~;C~_xn3b~;670sGc~-.bps.a.211671692263726.42844.142360675861495/227883447309217/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw90tkRwzAIBNCOMghx9t9YZFarv7xhOWxHNau2LQlTd~;sprLmldTVtcNK~_O~;38oBNedI~_T~;b7QLzTmy6vb7Df2O~_Yn53sg73TBt~_5r5osLvb~;~_XE7P~;WJJOxx0wC~_fsNHzPMl7XQX1e29IH1e7Xi~;98rGCNthon7y9esKvPvuC~_~_I86bho~;d6X8v1E9vjtq8m7MV~;IL~_bLYN5fjvyrx9Tf~;pr7KnlfzX2n6boxn98jGvNl5vc6B5~_87gj6~_x4enXSiznyKxG5RpxXe9J68v7rBRsfk8f~;9XDD3Zc~;~_0utasNAxTs6f5z~;m~;EJ~;sr9xn~;C~_xn3b~;670sGc~-.bps.a.211671692263726.42844.142360675861495/227883447309217/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw90tkRwzAIBNCOMghx9t9YZFarv7xhOWxHNau2LQlTd~;sprLmldTVtcNK~_O~;38oBNedI~_T~;b7QLzTmy6vb7Df2O~_Yn53sg73TBt~_5r5osLvb~;~_XE7P~;WJJOxx0wC~_fsNHzPMl7XQX1e29IH1e7Xi~;98rGCNthon7y9esKvPvuC~_~_I86bho~;d6X8v1E9vjtq8m7MV~;IL~_bLYN5fjvyrx9Tf~;pr7KnlfzX2n6boxn98jGvNl5vc6B5~_87gj6~_x4enXSiznyKxG5RpxXe9J68v7rBRsfk8f~;9XDD3Zc~;~_0utasNAxTs6f5z~;m~;EJ~;sr9xn~;C~_xn3b~;670sGc~-.bps.a.211671692263726.42844.142360675861495/227883453975883/?type=3
https://www.facebook.com/PondsThailand/photos/a.202681023162793.41263.142360675861495/202696929827869/?type=3
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4.1.3.2 Advertising of Pond’s Age Miracle on Facebook in the Year 2013

This year, the advertiser still focused on posting the photos of the public relations
event (see figures 4.34-4.35) and the scanned articles of media clipping reports from the
Thai newspapers and magazines on Facebook as the previous year (see figures 4.36-4.39).
The strategy of posting any message was still unclear to indicate what event it was, where
it took place and when it occurred.

In addition to posting the scanned articles of the media clipping reports from the
newspapers and magazines, there were video advertisements presented by Presenter B
Namthip, a Thai actress and super model, in the mid-year as the spokesperson. However, it
was the same as the year 2012 that the advertiser did not produce any photo ad of the
official presenter, B Namthip to post on Facebook for advertisements. In other words,
Presenter B Namthip did not appear on any photo ads on Facebook for advertising other
than the media clipping reports scanned from the newspapers and magazines (see figure
4.40) as the previous year.

Nevertheless, throughout the year, some photo ads of the products together with
foreign looking presenters were visible on the social media for product advertisements.
Some photos presented only the products without a presenter. Besides, no discount
coupons were seen on the Facebook fanpage this year, but some of those photo ads of the
products had short texts indicating a discount instead (see figure 4.4).

Moreover, the advertiser organized a public relations event at Mandarin Oriental
Hotel for the product promotion (see figure 4.41) hosted by Presenter B Namthip as the
spokesperson. The photos of the event were uploaded onto the Facebook fanpage to
promote the product through the public relations event

Furthermore, the advertiser posted the interview article with the product users on
Facebook to recommend using the products, which was scanned from Instyle Magazine
(see figures 4.42-4.43). Hence, the heavy text of the interview article on the photos were

too small to read.


https://www.facebook.com/PondsThailand/photos/ms.c.eJw1x8EJACAMBMGOJOY2ydl~;Y4Lg~;EbuAbFJ7eyld4KppvSfDp8xF~_W6CZ8~-.bps.a.386744324756461.1073741825.142360675861495/386744341423126/?type=3
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Figures 4.34-4.35: Sample of posting photos of events on Facebook in 2013
Source: Facebook Fanpage of POND’S, Thailand. (2015). Pond’s Age Miracle. Retrieved
from https://www.facebook.com/PondsThailand/likes
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Figures 4.36-4.39: Sample of scanned news/articles (clipping reposts) from newspapers
and magazines in 2013
Source: Facebook Fanpage of POND’S, Thailand. (2015). Pond’s Age Miracle. Retrieved
from https://www.facebook.com/PondsThailand/likes



https://www.facebook.com/PondsThailand/photos/ms.c.eJw1x8EJACAMBMGOJOY2ydl~;Y4Lg~;EbuAbFJ7eyld4KppvSfDp8xF~_W6CZ8~-.bps.a.386744324756461.1073741825.142360675861495/386744341423126/?type=3
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Figure 4.40: Appearance of Presenter B Namthip on a media clipping report (graphic

Source: Facebook Fanpage of POND’S, Thailand. (2015). Pond’s Age Miracle. Retrieved
from https://www.facebook.com/PondsThailand/likes

Figure 4.41: Sample of the photo of promotion events at Mandarin Hotel in 2013
Source: Facebook Fanpage of POND’S, Thailand. (2015). Pond’s Age Miracle. Retrieved
from https://www.facebook.com/PondsThailand/likes
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https://www.facebook.com/PondsThailand/photos/ms.c.eJwtx8ERACAIA7CNPAoF2v0X86H5hVjJAXq7sg~;~;MYSd77JVoZm46CgJsQ~-~-.bps.a.417888911642002.1073741832.142360675861495/417889014975325/?type=3
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https://www.facebook.com/PondsThailand/photos/ms.c.eJw9l9ERBCEIQzu6EUGE~;hs7NzF~_vgkCIrJu2IqKPa1qxrRfkKNW9KglLuj2eJPzcsWatnZMsWP9fvoix~_UesHfpzfhD8ZvxU~;G6YT~_3eFO~;8dYw6kvsnz~;vId7QrS~_bYX2UmP6U~;7Ima71h~;77l3wc4XUx~;U~;6c~_b98gvbLH3~;5ZKV4kkNc4C1~;i~;7H46CufFeSlW8yniteBnhq~;8l4qXj5nU91izf19digl~_IX6p2h~;dWG~;vL5KnbivXyb~_bnya~_5P9cqB859tYtSg1xLD31T8NIceKU7oe4vpX~;Fzol9n5mOs95tvOtcvrXfaL9l7wV73I4Ns4oV6LfV3nqP89OHihj~_Xnk4eYuRzAlze6I~;14m~;0~;wrlV~;BfW~;4L~;TmH6sX7NHWfstEvS~;vdvC9L~;bmNukk3J7sY9THVdzvyi04x859az3qV6rUD~;s5YuLy4XvNhL~;SneT8dHLLPSV3~_EvmG7v9O9MN~_~_ewG163vGV9Y~;~;bXOK~;QeZzykq~;~;Yj8O9WPZhD~;Vv4z29nTUf2g~_FPfr2m859jdWS8c88i1mPVz1KPbHUH~_cghSOOR5DtxIH9Rv~;mxRsu6tzfrrmZ2N~;1tpfG~_2jxZMse8zHw7d~_PQvrNZ97oh9T86Z5v1L91rhP1urndtzPd587jLrsF84vx91~;J~;p1vniJfFcrX9TDWvXo3eRbr65BVn6FebY0X8~;g~_~;R6~;tgPU~;1wuDhGwae8zOfenx68P~;P219ERv0r2E~;U~_90hMfy7d0Y~;Wj7GfM0cvfx~_Yw~;d7dJjfiKH4i~;Yu~_0R~;2T3~;8~_Fl~;Kn4m~;6m~;O0E2xbjfCzkrxZZ6xv1j5T~;pv~;x9KCu~;LrJN54N8hJz3tg9n9N~_6L~;wLXZyihf51suc~_pTOeRR3Hp0~_gP9R8r~_Q79Z~_LJK68sH307bLPtEv3iWmv5TOeT2W4uN9ZNseJ1n72ZiPXopfXB~_yL9zX8fZftFf~;nE6Gv6H9NeLlnX99JgN5PoY~;9evE~_~_joQ4z7rPlxThP3Ie98Osz9qx8m59~_486~_~;L8~;HQ~;FnkBV~;TnKIMS~;0PumJ91L5y4~;n6TrPiXkRen8cburKH98Ly5A~;3ofUfTjtAnv158T5nc~_X7JP2U~;bF~_uk~_z5pkra~_N9a76NM539RZTn09n~;vLvg~;a1xQ1d~;eHG~;HQfHPX85oYY8~_XNI3foej8cntTt6WDNg2P~_1WOa1nP~;6~_WXRb7ncT5M8K~;76uxfU~;96M74rfiO~;0DyLMcgupq75GBieUZpnMWm~;ZT~_dPMToH~;On05~;qEY78Y8lffP36~;cWIMR~;0HjiM~_u~;7vjm7Qb~;bfT8exv168~_c8PD596LwD8~;Z81G99~_X8T~_9mzH7b64dxssouRv6sei~_fnOr~_F9~_lpihtvYZ5Fap5xRJiH1i~;0W~_bNn~_~;90Hv~;MOpz7tsfBZPZWw~-~-.bps.a.415484648549095.1073741830.142360675861495/415484721882421/?type=3
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Figures 4.42-4.43: Sample of the post on the interview article with the product users
scanned from a magazine

Source: Facebook Fanpage of POND’S, Thailand. (2015). Pond’s Age Miracle. Retrieved
from https://www.facebook.com/PondsThailand/likes

POND'S,
WaOUURADSSE
IKOWoSoUIEN3NL 10 U
AU wouda 100 UsIfa

4 X ¢ A _a ¢ o
duaa 100 v iedonouna teafisuha wdaan vina 50 n3u

A 100 baht discount to purchase Pond’s Age Mirable Day Cream, 50 grams

Figure 4.44: Sample of a photo ad for advertisements coming with a short text for a
discount in 2013
Source: Facebook Fanpage of POND’S, Thailand. (2015). Pond’s Age Miracle. Retrieved

from https://www.facebook.com/PondsThailand/likes


https://www.facebook.com/PondsThailand/photos/ms.c.eJwtx8ERACAIA7CNPAoF2v0X86H5hVjJAXq7sg~;~;MYSd77JVoZm46CgJsQ~-~-.bps.a.417888911642002.1073741832.142360675861495/417889014975325/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJwtx8ERACAIA7CNPAoF2v0X86H5hVjJAXq7sg~;~;MYSd77JVoZm46CgJsQ~-~-.bps.a.417888911642002.1073741832.142360675861495/417889014975325/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJwtx8ERACAIA7CNPAoF2v0X86H5hVjJAXq7sg~;~;MYSd77JVoZm46CgJsQ~-~-.bps.a.417888911642002.1073741832.142360675861495/417889014975325/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJwtx8ERACAIA7CNPAoF2v0X86H5hVjJAXq7sg~;~;MYSd77JVoZm46CgJsQ~-~-.bps.a.417888911642002.1073741832.142360675861495/417889011641992/?type=3
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4.1.3.3 Advertising of Pond’s Age Miracle on Facebook in the Year 2014

No information of any advertisement of the company was found on this social
media in 2014.

4.1.3.4 Advertising of Pond’s Age Miracle on Facebook in the Year 2015

Throughout this year, the advertiser used many video advertisements on Facebook.
Those videos represented Thai product users as well as presenters who were business
woman, designer and car racer who won the competition from the presenter selection event
as the spokespersons. Thus, it can imply that B Namthip is not a presenter or the
spokesperson for Pond’s Age Miracle anymore.

In addition, the company posted international video advertisements appeared by
foreign presenters as the new spokespersons. The content of the video referred to an
international institution to guarantee the quality of the product accredited by a skin
expertise as a new source of the spokesperson. This year, the advertiser used more photo
ads of international presenters as the spokespersons together with the product for
advertisements (see figures 4.45-4.46).

Furthermore, the company used Facebook and created the text of an advertisement to
look for new presenters in Thailand as the spokesperson. There were updates of activities
by posting photos of contestants and events. At the end, there was an announcement of
winners on Facebook. Those winners have become products presenters coming from
different careers such as designer, business woman and car racer as the spokespersons, and
they appeared on the photo ads and video advertisements of the company posted on
Facebook. Also, the advertiser produced a video on how to pamper a face and shared on
the Facebook fanpage.

The last thing to mention about Pond’s Age Miracle on Facebook is that there was
the use of a sale promotion; for example, “Buy a product and get a gift for free.” However,
the message was conveyed through the text on a photo ad not on the text ad posted above
the photo ad on Facebook (see figures 4.47-4.48).

This year, no more media clipping reports were used to post on the Facebook

fanpage as the advertiser did for the past 2-3 years.
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Figures 4.45-4.46: Sample of a photo ad of new presenters and products for
advertisements
Source: Facebook Fanpage of POND’S, Thailand. (2015). Pond’s Age Miracle. Retrieved
from https://www.facebook.com/PondsThailand/likes
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Figures 4.47-4.48: Sample of photo ads of a discount coupon and a sale promotion in 2015
Source: Facebook Fanpage of POND’S, Thailand. (2015). Pond’s Age Miracle. Retrieved

from https://www.facebook.com/PondsThailand/likes


https://www.facebook.com/PondsThailand/photos/a.235811189849776.48586.142360675861495/768855283212028/?type=3
https://www.facebook.com/PondsThailand/photos/a.167251360039093.33999.142360675861495/765906896840200/?type=3
https://www.facebook.com/PondsThailand/photos/a.167251360039093.33999.142360675861495/755217307909159/?type=3
https://www.facebook.com/PondsThailand/photos/a.167251360039093.33999.142360675861495/742552779175612/?type=3

7

Next part, it fully analyses and explains how the anti-aging product advertisers

particularly used the propaganda techniques in advertising on their Facebook fanpage in
Thailand during 2012-2015 (see table 4.4) as follows:

4.2 The Particular Use of Propaganda Technigues in Advertising on Facebook by the

Anti-aging Products Advertisers

Table 4.4: The coding scheme to examine the use of propaganda techniques on Facebook

Use of Propaganda Olay Regenerist L’Oreal RevitaLift Pond’s Age Miracle
Techniques
Name calling None None None
Glittering generality N N N

(e.g. Accelerate the
renewal of the skin cell
for more amazingly
youthful looking,
Reduce the appearance
of the wrinkles in just 1
application)

(e.g. New Revitalift
with new technology of
Dermalift, it will help
reduce wrinkles +
tighten skin.

Revitalift Laser X3
Cream inspired by laser
with 3 steps for
advanced beautiful skin!
Results are firm skin,
wrinkle reduction and
tightened pores.)

e (e.g. Say good bye to
Botox. No worry about
wrinkles! Youthful skin
and bright looking!

Still worry any time you
smile? Pond’s Age
Miracle can make you
smile with any emotion
but still remain youthful
and bright skin that you
can feel confident at any
circumstance.

Transfer N N N
(e.g. referring to a skin (e.g. referring to a skin (e.g. referring to a skin
expert and a skin expert and a skin expert and a skin
institution) institution) institution)
Testimonial
(e.g. Thai Brand (e.g. Thai Presenters (e.g. Thai Presenter B
Ambassador Nut Meria | Ann Thongprasom, Nok | Namthip as well as Thai
and Chinese Celebrity Sinjai Hongtai and users ( business woman,
Gao Yuanyuan as Chompu Ariya as well designer and car racer as
spokespersons) as Chinese Celebrity Li | spokespersons) acting
Bingbing as as presenters from
spokespersons) selection
Plain folks N None N

(e.g. Product users
speak about using the
products and bloggers
review the products as

(e.g. Product users
(business woman,
designer and car racer as
spokespersons) from the

(Continued)
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spokespersons.)

selection acting as
presenters speak about
using the products.)

Card stacking

\/

(e.g. illustrations,
graphic video ads,
photos with statement,
and text ads such as
“Accelerate the renewal
of the skin cell for more
amazingly youthful

\/

(e.g. illustrations,
graphic video ads,
photos with statement,
and text ads such as
“New Revitalift with
new technology of
Dermalift, it will help

(e.g. illustrations,
graphic video ads,
photos with statement,
and text ads such as
“Say good bye to Botox.
No worry about
wrinkles! Youthful skin

looking, Reduce the reduce wrinkles + and bright looking!”
appearance of the tighten skin.”
wrinkles in just 1
application”
Bandwagon None None None

In accordance with the research results, it is found that the advertisers used the

varieties of the propaganda techniques which include 1) glittering generality to make their

fans accept the products without examining the evidence, 2) transfer to make the product

acceptable, 3) testimonial by using celebrities and superstars as brand ambassadors or

presenters to say something, express an idea, or talk about a product which can be either

bad or good in advertising or campaigning, 4) plain folks by having people or products

users to talk about using the products or the product attributes (except L’Oreal RevitaLift),

and 5) card stacking by adopting the illustrations and statements on their Facebook ads.

Nevertheless, they do not undertake the use of the propaganda techniques of name calling

and bandwagon on their Facebook advertisements. More details of the findings can be

explained more as the followings:

A. Glittering Generality

Referring to the study of the use of the propaganda techniques in advertising on

Facebook of the anti-aging products, it is found that the advertisers of Olay Regenerist,

L’Oreal RevitaLift, and Pond’s Age Miracle undertook glittering generality in advertising

on their Facebook fanpage by creating fancy words that intended to make their fans accept
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the products without examining the evidence. This is due to the fact that the consumers
might not be able to notice if the messages are true or false as it sounds good or true to
them. The samples of the use of glittering generality technique on Olay Regenerist’s
advertising messages on Facebook is “Accelerate the renewal of the skin cell for more
amazingly youthful looking, reduce the appearance of the wrinkles in just 1 application.”
For L’Oreal RevitaLift, the sample of the use of Glittering Generality technique is “New
Revitalift with new technology of Dermalift, it will help reduce wrinkles + tighten skin,”
while “Say good bye to Botox. No worry about wrinkles! Youthful skin and bright
looking!” was used by Pond’s Age Miracle.

B. Transfer

According to the study, it is found that all of the advertisers of the selected anti-aging
products used the propaganda technique of transfer on Facebook ads by referring to skin
experts and skin institutions overseas to make the product acceptable. However, the

messages were more visible on the visualized videos ads.
C. Testimonial

It is found that all of the 3 advertisers of the anti-aging products adopted the
technique of testimonial to advertise their products on Facebook by using celebrities and
superstars as spokespersons called brand ambassadors or presenters. They talked about the
products on video ads and their statements were quoted on the graphic posters. For
example, Olay Regenerist made Thai Actress Nut Meria and Chinese Celebrity Gao
Yuanyuan as spokespersons called brand ambassadors appear on video advertisements as
well as graphic posters on Facebook. For L’Oreal RevitaLift, Thai Actresses Ann
Thongprasom, Nok Sinjai Hongtai and Chompu Ariya as well as Chinese Celebrity Li
Bingbing as spokespersons called presenters appeared on the Facebook ads, while Actress

B Namthip was the presenter for Pond’s Age Miracle.
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D. Plain Folk

The advertiser of Olay Regenerist made many products users as spokespersons speak
about using the products through public relations events and posted several recorded
videos on Facebook. In addition, the product users appeared on the graphic posters posted
on Facebook (see figure 4.49). A blogger was also made to review the use of the product
on a video clip and posted on Facebook as a spokesperson (see figure 4.50).
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Figures 4.49: A product user appeared on a graphic poster on Facebook

Source: Facebook Fanpage of Olay, Thailand. (2015) Olay Regenerist. Retrieved from
https://www.facebook.com/OlayThailand?brand_redir=286863750778

Figures 4.50: A blogger reviewed the use of product on Facebook

Source: Facebook Fanpage of Olay, Thailand. (2015) Olay Regenerist. Retrieved from
https://www.facebook.com/OlayThailand?brand_redir=286863750778


https://www.facebook.com/OlayThailand/photos/ms.c.eJwtkdkVRDEIQjua44ZL~;40N0fd5A5JIbJAxOqUdqfozMkLaG1I9H7csax1nNf08suNOf5x5eoqsn6nHJinQpPFj12X3Y1g~;ds9jDjDPRuW4pR6Xff72917L0Y~;HOQ8eLpcgnh51eaXh3jE8PnbsvH7~_bgnOB1~;58QT95XL3jePlO66fEjHzV1fhGHh~_Frn~_Uuy~_HNh9y7QfC2s7hr088bg84wbsNju3z3J1lhv0zHHE6tKnhwcE0tDT~_QNG3fvLr8QmIHb~;6hDuLhHAx5PUq~_Tub~_Sbl8n~_Aw8ca6w~-.bps.a.294254093990788.67650.132434403506092/295654083850789/?type=3
http://l.facebook.com/l.php?u=http://bit.ly/Xr6gCF&h=vAQEVEq83&enc=AZNvX60TfBW6lxBguGfN-ZuOOaY-cKjd1-OhvBYDX2VuJobt4aLl3IRYsPouLt-a1TD45zm-kVbHcDrixDGja8vCDjUbwZp6n2gpEj85Joqn4dw1oUDcwDD81_sy0m3fTHDIQqy6jmjr-jffCGGbECnoIFmg0ee7LkVEmmW9vFwkwEQfL7we_sjsCDeeH2iTQ4uUl7VxKdoHEwzwLJxtUK5w&s=1
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Besides, the advertiser of Pond’s Age Miracle organized a campaign activity to look
for products users from home. The winners became product presenters as spokespersons
for the product brand and appeared on advertisements. The updates of the activities and
photos were posted on Facebook. Videos ads as well as graphic posters were produced and
posted on the Facebook fanpage.

However, it happens that L’Oreal RevitaLift does not use the propaganda technique
of Plain Folks as a method to attract its fans in advertising on Facebook.

E. Card Stacking

Olay Regenerist, L’Oreal RevitaLift, and Pond’s Age Miracle used the propaganda
technique of card stacking on the ads of their Facebook fanpage by adopting a selection
use of illustrations and statements on their Facebook fanpage in order to give the best
statement about the product benefits. The sample statements of the Facebook ads of Olay
Regenerist include “Accelerate the renewal of the skin cell for more amazingly youthful
looking, reduce the appearance of the wrinkles in just 1 application.” The sample
statements of L’Oreal RevitaLift is “New Revitalift with new technology of Dermalift, it
will help reduce wrinkles + tighten skin”, while Pond’s Age Miracle features “Say good
bye to Botox. No worry about wrinkles! Youthful skin and bright looking!”

In addition to the use of glittering generality, transfer, testimonial, plain folks, and
card stacking, the analysis showed that the advertisers do not use the propaganda

techniques of name calling and bandwagon in advertising on Facebook.

Next part, it analyses and explains how the anti-aging products advertisers
particularly use Advertising Design: Messages Strategies in advertising and the
Executional Frameworks on the Facebook fanpage between 2012 and 2015 in Thailand
(see tables 4.5-4.7) in the following details.



82

4.3 The Particular Use of Advertising Design: Message Strategies in Advertising and

Executional Frameworks on Facebook by the Anti-aging Products Advertisers

4.3.1 Message Strategies in Advertising

In summary, the advertiser of Olay Regenerist did not use only some certain types of
the cognitive messages strategies to create the content of the ads on Facebook, but there
was a combination use of 5 types of the cognitive message strategies to create awareness
and knowledge of the products among the Facebook fans throughout the years 2012-2015.
Those 5 kinds of the cognitive message strategies include general messages, preemptive
messages, a unique selling proposition, hyperbole and comparative advertisements. In
addition, the conative message strategies were used for a special sale promotion on the
Facebook in order to persuade the Facebook fans to purchase the products as the end
result.

For L’Oreal RevitaLift, the advertiser used 4 kinds of the cognitive message
strategies; except comparative advertisements, in advertising. Those included generic
messages; preemptive messages; a unique selling proposition; and hyperbole, while the
conative messages strategies were used the most on the Facebook between 2012 and 2015.
In other words, the results showed that the advertiser used more the conative message

strategies for special sale promotions than the cognitive messages strategies.

For the Pond’s Age Miracle, it can be summarized that the advertiser hardly used the
cognitive message strategies in advertising. Only generic messages and hyperbole were
used on Facebook during 2012-2015. On the other hand, the advertiser occasionally used
the conative message strategies in 2012, 2013 and 2015 for the actual purchasing as part of
the promotional support at the end result by offering coupons; offering discounts, rewards

or giving gift.

For the affective message strategies, all of the three anti-aging product advertisers
created their affective messages by adopting and combining all elements in advertising
which included the uses of graphic design (photos, photo ads, graphics or clipping reports),

video ads, and spokespersons to arouse the strong emotion of the consumers to purchase
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the products and to create trust, reliability, liking and preferences in the products among
their consumers as well as to stimulate the feelings of the consumers through luxurious and
glamorous appearances of brand ambassadors or presenters and product displays in
advertising. However, there were distinct strategies that were used during 2012-2015 as the

results will be presented in more details later. Furthermore, it is vital to note that the results

of this affective message strategy can be reviewed on the numbers of clicking “likes” on

each ad or the total statistics in total on Facebook fanpages. However, within this research

study, the result will show only the content analysis rather than the statistic on the

products’ Facebook fanpages which can be reviewed on page 37 in Chapter 3.

Besides the message strategies, the hashtags (#) were used on Olay’s Facebook

fanpage since 2014 and on L’Oréal Paris’s Facebook fanpage since 2015 to help their fans

find the topics they are interested more easily.

The following parts are the finding reports of each product brand in order in more
details between 2012 and 2015 (see tables 4.5-4.7).

4.3.1.1 What types of message strategies the advertiser of Olay Regenerist uses

in advertising on Facebook during 2012-2015

Table 4.5: The coding scheme to examine the use of messages strategies in advertising by

Olay Regenerist on Facebook during 2012-2015

Message Cognitive Messages Affective Messages Conative Messages
Strategies
2012 e Generic messages (e.g. e Simple graphic design * Buy one get 50% off
Olay Regenerist helps (photo ads) of product promotion (e.g. When
reduce the Appearance users buying 1 Olay

of Wrinkles).

o A unique selling
proposition (e.g. With
two benefits of glycolic
acid, the Olay Regenerist
Night Refreshing
Essence is outstanding
with its unique features.)

o Review of products
users at a department
store and shared photos
on Facebook

e Only a photo ad of the
products

¢ Very few video ads for

Regenerist, get a second
one with 50% at
Watson.)

(Continued)
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Table 4.5 (Continued): The coding scheme to examine the use of messages strategies in

advertising by Olay Regenerist on Facebook during 2012-2015

e Hyperbole (e.g. Reduce
the Appearance of
Wrinkles in Just 1

product advertisements

Application)

2013 e Generic messages (e.g. » Graphic design (a photo) | e Discount coupons (e.g.
Now with 20% more ad to give advice on how A discount coupon for
anti-aging ingredients in | to use cream products 200 baht to purchase
Olay Regenerist) * Many photo ads (graphic Olay Regenerist

e A unique selling design) of the brand Advanced Cleansing
proposition (e.g. New ambassador and product System)
Regenerist challenges to | for product ads
reduce wrinkles with 1 * Photos of activity at a
bottle with 20% more shopping mall to challenge
anti-aging ingredients) new users (target audience)

e Preemptive messages » Some reviews from users
(e.g. Can your anti-aging | On a website
cream reduce wrinkles * Guarantee of returning
within 1 bottle? Try New | money if a customer is
Regenerist with 20% dissatisfied with products
more anti-aging via the description or
ingredients.) adverting text under poster

o Hyperbole (e.g. With the | advertisements
newest innovation from | * Referring to science for
Olay, the Advanced advertising
Cleansing System will
help you clean your face
much better for 4 times)

2014 o Generic messages (e.g. * More visibility of video | e None

It’s unnecessary good
cream must be
expensive. Prove the
efficiency of Olay from
a famous blogger.
Preemptive messages
(e.g. Skin is too tired that
expensive cream does
not work. But Formula
Amino Peptides of Olay
will help fight against
fatigue skin and turn it
back to youthful looking
again.)

o Hyperbole (e.g. Unveil

your new youthful looking

advertisements

* Brand Ambassador Nut
Meria on video ads

* A foreign
presenter/celebrity on
videos ads

* More Thai and
international video ads for
products advertisements

« Users reviewed the
products use on videos

* Presentation of a video
recorded at the a PR event
challenging new target
consumers to try using the
products

(Continued)
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advertising by Olay Regenerist on Facebook during 2012-2015
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skin in 5 days with Olay
Regenerist Micro
Sculpting Cream. Prove
it with your own eyes.

e A unique selling
proposition (e.g. Olay
Regenerist has unique
ingredients incomparable
to any other brand
absorbing to skin with
visible results)

e Comparative
advertisements (e.g.
Stunned looking no
matter how old you are
with anti-aging cream,
better than a 10,000 baht
counter brand cream)

¢ A video of the launch of
the new product,
Relaxing Cream

e Celebrity recommend the

quality of the products
e References of science on

ads

2015

o Generic messages (e.g.
Increase more smooth
and touchable skin with
Olay Micro Sculpting
and Miracle Boost Pre-
essence.)

¢ Preemptive messages
(e.g. Such important
nutrients as Amino
Peptide Complex and
Olive M. in Olay
Regenerist Micro
Sculpting Cream will
amazingly help make
your skin youthful in 5
days.)

o Hyperbole (e.g. Olay
Regenerist can absorb
into 10 layers of skin to
reduce wrinkles that are
difficult to be solved.)

¢ Asian Celebrity Gao
Yuanyuan with her quote
for product ads

e Launch of the new
product, Essene Miracle

¢ A discount upon
buying products via
online channel (e.g.
Purchase Olay
Regenerist Micro
Sculpting Cream 50 g.
via online shopping at
Lazada. We have
discounts and many more
promotions.)
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A. Cognitive Messages

In accordance with the above Table 4.5, it can be presented that the advertiser of
Olay Regenerist undertook all 5 types of cognitive message strategies to create the
advertising messages on Facebook thoughtfully between 2012 and 2015. For the
advertisements of Olay Regenerist on the Facebook fanpage, there was the combination
use of generic messages to indicate the product benefits (e.g. It’s unnecessary good cream
must be expensive. Prove the efficiency of Olay from a famous blogger.); preemptive
messages to attribute the specific benefits of the products (e.g. Skin is too tired that
expensive cream does not work. But Formula Amino Peptides of Olay will help fight
against fatigue skin and turn it back to youthful looking again.); a unique selling
proposition claiming uniqueness of the products (e.g. Olay Regenerist has unique
ingredients incomparable to any other brand absorbing to skin with visible results);
hyperbole which is untestable based on the product benefit (e.g. Unveil your new youthful
looking skin in 5 days with Olay Regenerist Micro Sculpting Cream. Prove it with your
own eyes.); and comparative advertisement comparing the product to the competition (e.g.
Stunned looking no matter how old you are with anti-aging cream, better than a 10,000
baht counter brand cream) as some samples have been given.

Furthermore, it can be indicated that the advertiser used a combination of 5 types of
cognitive message strategies including general messages, preemptive messages, a unique
selling proposition, hyperbole and comparative advertisements through precise text ads
rather than on the photo ads and video ads on the Facebook fanpage between 2012 and
2015. Nevertheless, the conative messages were used occasionally for a special sale
promotion by offering a special price and a discount during 2012-2015.

The advertiser used very few messages through photo ads and very few video ads.
However, no messages through video ads were used in 2012 and 2013 and no message
through photo ads in 2015. The adviser used only a few short videos to feature public
relations events in 2012-2013 and to review the products by a blogger in 2013 with the
general messages. During 2014-2015, the advertiser used more short video ads which is the

same as TV ads but shorter by using a combination of cognitive messages including
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general messages, preemptive messages, a unique selling proposition, hyperbole, and

comparative advertisements on the different video ads.

B. Affective Messages

In order to enhance the disadvantage of the product, create awareness of the ad
appeal, improve understanding of the ad, and bring out emotions affecting the customer’s
reasoning process to buy the products at the end results, the advertiser of Olay Regenerist
used the affective message strategy on Facebook by creating a combination of elements of
ads in advertising which include the uses of graphic design (photos, photo ads, graphics or
clipping reports), video ads, and spokespersons. In 2012, it is found that the advertiser used
simple photo ads of product users, review of products users at a department store and shared
photos on Facebook, a photo ad of the products, and very few video ads for product
advertisements to create preferences and liking in the products among the consumers. In
2013, the advertiser created graphic design (a photo ad) to give advice on how to use cream
products, used many photo ads of the brand ambassador with a glamorous look and the
products with a luxurious display for product advertising, posted photos of activity at a
shopping mall to challenge new users (target audience), and featured some video reviews
from users on a website to increase trust and liking in the products among the Fanpage fans.
In addition, there were a guarantee of returning money if a customer is dissatisfied with
products and a reference to science in advertising to create or increase trust and preferences
in the products among the product users. In 2014, the advertiser used more visibility of
video advertisements. Brand Ambassador Nut Meria and a foreign presenter/celebrity
appeared on videos ads with a glamorous look. There were more Thai and international
video ads for products advertisements. Users reviewed the products use on videos to create
trust and reliability in the products among consumers. There was a video presentation at a
PR event challenging new target consumers to try using the products to create trust and
there was a video of the launch of the new product, Relaxing Cream to create liking in the
products. Also, there were ads that celebrities recommend the quality of the products and
there were references of science in advertising to create trust among the customers. In 2015,

the advertiser made Asian Celebrity Gao Yuanyuan appear on the photo ads with her



88

statement on the product use and video ads with a glamorous look in advertising. In
addition, the advertiser launched the new product line, Essene Miracle, on graphic design
ads and video ads with a luxurious appearance of the products.

C. Conative Message

The advertiser used the conative message strategies for a special sale promotion on
Facebook in order to persuade the Facebook fans to purchase the products by offering the
special price promotion “buy one get 50% off”” as well as a discount coupon. However, the
advertiser created very few Conative Messages or used this message strategy little during
2012-2013 on the Facebook fanpage. There was the use of the special promotion just once
in 2012 and 2013 respectively. No special promotion was used in 2014 while there were
more special discount promotions in 2015 since the online shopping was available on
Lazada. The examples of the conative messages are “Upon buying 1 Olay Regenerist, get a
second one with 50% at Watson, using a discount coupon for 200 baht to purchase Olay
Regenerist Advanced Cleansing System, or obtaining a discount upon buying products via

online channel.”

Besides the message strategies, it is essential to point out that there has been the use
of hashtags (#) on Olay’s Facebook fanpage. The hashtags have recently become popular
to be used on social media for the past couple of years. The hashtags make words clickable
linking to any advertisement post on the Facebook page. Nevertheless, the advertiser of
Olay Regenerist has started using the hashtags to help fans find the posts about the
products that they are interested on Facebook since 2014. To make a hashtag, the
advertiser writes # along with the name of the product, product lines, or single key words
without any spaces; for instance, #0lay, #Regenerist, #MiracleBoost #BestBeautiful,
#GiftBeautiful, and #a101%ga (Facebook Help Center, 2016).
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4.3.1.2 What types of message strateqgies the advertiser of L’Oreal RevitaLift

uses in advertising on Facebook during 2012-2015

Table 4.6: The coding scheme to examine the use of messages strategies in advertising by
L’Oreal RevitaLift on Facebook during 2012-2015

Message Cognitive Messages Affective Messages Conative Messages
Strategies
2012 o Generic messages (e.g. e Indicating the benefits of | e Buy one get a gift for
New Revitalift with new the products referring to free promotion (e.g.
technology of Dermalift, technology Special for L’Oreal
it will help reduce e Presenter Ann Paris ladies! When
wrinkles + tighten skin.) Thongprasom for purchasing any
o Preemptive messages L’Oreal Revitalift and Revitalift Dermalift
(e.g. L’Oreal Paris Presenter Nok Sinjai product, receive an Age
Revitallift Dermalift has Hongtai for Age Perfect Perfect product, size
blended new technology Day Cream 15ml, at high end
with L’Oréal Paris. This department stores.
will help restore skin Products are limited.)
firmness at 8 points o A discount
around a face and neck, promotion/special price
the signs of aging that promotion (e.g. Special
women all over the promotion for L’Oreal
world are most Paris ladies! Get a 30%
concerned.) off when buying Age
o Hyperbole (e.g. Skin is Perfect Day Cream
young looking. So why with Age Perfect Night
care about a real age?) Cream since to day
until 31 August at
Robinson.
Smoothen your skin with
Revitalift Serum Inside
Liquid Foundation and
Revitalift Powder
Foundation SPF
30/PA+++ at a special
price for only L’Oreal
Paris ladies.)
2013 o Generic messages (e.g. Giving induction on how | « A discount

New Revitalift with new
technology of Dermalift,
it will help reduce

wrinkles + tighten skin.)

to use the products

Thai Presenters Ann
Thongprasom for L’Oreal
Revitalift and Chompu
Ariya for Revitalift White
as well as Chinese
Actress/ Singer Li

promotion/special price
promotion (e.g. L’Oreal
Paris Revitalift
Dermalift offers a
special discount
promotion for ladies to
pamper your face and

(Continued)
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Table 4.6 (Continued): The coding scheme to examine the use of messages strategies in
advertising by L’Oreal RevitaLift on Facebook during 2012-2015

¢ Preemptive messages
(e.g. 3 steps of
pampering your skin
perfectly with L’Oreal
Revitalift Laser X3
Serum. Your skin will
look firm. Pores will

look smaller and
wrinkles will be reduced.
Hyperbole (e.g. Revitalift
White will reduce early
wrinkles + black spots
and other 15 worries
about aging skin.)

A unique selling
proposition (e.g. Who
dares to challenge?
Wrinkle Reduction Cream
and Laser! Twins accept
the challenge and you can
bear witness

Bingbing for Revitallift
Laser X3

» Engagements with the new
target consumers through
activities on Facebook
challenging them to try the
products

make skin more youthful
during the festive season
priced at only 449 baht
instead of 590 baht from
today until 31 Jan.

A set of Rivitalift
Dermalift comprising of
Day Cream, Night
Cream and Essence are
priced at only 1,299 baht
(the normal price is
1,870 baht.)

2014

o Generic messages (e.g.
Revitalift Laser X3
Cream inspired by laser
with 3 steps for
advanced beautiful skin!
Results are firm skin,
wrinkle reduction and
tightened pores.)
Preemptive messages
(e.g. Guarantee of its
effectiveness by Cleo, a
set of Revitalift Laser
X3 including Serum,
Cream and Eye Cream
will help skin firm,
reduce wrinkles, and
tighten pores for 70%.)
Hyperbole (e.g. The V-
shape face is popular.
Who has a big square
face with wrinkles?
Listen here? L’Oreal
recommends Revitalift
Face cream for a firmer

* Video ads to launch the
new product lines
“Revitalift Laser X3 Power
Water” giving web links to
YouTube and the
company’s website

* Thai Presenters Ann
Thonprasom and Chompu
Ariya for L’Oreal
Revitalift as well as
Chinese Celebrity Li
Bingbing for Revitalift
Laser X3 and Revitalift V-
Face Essence

* Presenters for product
advertisement

e Linking to YouTube ads
and the company’s
website to promote and
advertise the products

e Coupon /stamp (e.g.
When buying Revitalift
day cream, get 7-11
stamps valued a
maximum of 48 baht.

(Continued)



Table 4.6 (Continued): The coding scheme to examine the use of messages strategies in
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and smoother skin with a
V-shape face. You can

see its effect since the first
application.)

2015

o Generic messages (e.g.
Pamper your skin to
make it firm at key 8
points around your face
and neck. L’Oreal ladies
who has experienced a
firmer skin by using
Revitalift, please share
your story.

¢ Preemptive messages
(e.g. Your skin can be
more youthful but it
needs to be completely
pampered.

L’Oreal Revitalift Day
Cream 23PA++ can help
make 8 points throughout
your facial skin and neck
become firm again. Even
Thailand’s Top super Star
Ann Thongprasom
guarantees it effectiveness
as her favorite beauty
product item. Prove it by
yourself.)

¢ Hyperbole (e.g.
Revitalift Laser SPF27 is
the newly super product
that will end the most
worried skin problems
for women aged 30
including wrinkles and

black spots.)

* Thai presenters on ads
including Chompu Ariya
for the anti-aging and
makeups product lines
and between early 2015-
April and Ann
Thonprasom for L’Oreal
Revitalift

Engagement with the
fans on the Facebook
fanpage to play games
by clicking and sharing a
post to receive a reward

e A discount
promotion/special
price promotion (e.g.
Don’t miss. L’Oreal’s
products give a
maximum of a 50%
discount at Tesco and
Lazada.

Special for this month.

Get a 150 baht discount
when buying Revitalift
Laser SPF27.)

* Reward giving (e.g.
Click like and share and
answer the questions.
Winners will receive
Revitalift Magic Blur.
There are 10 prizes. 1 for
each reward.)

According to the table 4.6, it presents that the advertiser of L’Oreal RevitaLift used

the combination of the cognitive messages strategies, affective message strategies, and
conative messages strategies in advertising on the Facebook fanpage between 2012 and
2015.
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A. Cognitive Messages

The advertiser of L’Oreal RevitaLift occasionally used the combination messages of
cognitive message strategies to create product awareness and increased product knowledge
through the photo ads, text ads, and video ads on the Facebook fanpage during 2012-2015.
Those types of messages include generic messages for indicating the benefits of the
products (e.g. New Revitalift with new technology of Dermalift, it will help reduce
wrinkles + tighten skin.); preemptive messages for attributing the specific benefits of the
products (e.g. L’Oreal Paris Revitallift Dermalift has blended new technology with
L’Oréal Paris. This will help restore skin firmness at 8 points around a face and neck, the
signs of aging that women all over the world are most concerned.); a unique selling
proposition which claims the uniqueness of the products (e.g. Who dares to challenge?
Wrinkle Reduction Cream and Laser! Twins accept the challenge and you can bear
witness); and hyperbole which is untestable due to the product benefit (e.g. Revitalift Laser
SPF27 is the newly super product that will end the most worried skin problems for women
aged 30 including wrinkles and black spots.) Nevertheless, it is not found that the

advertiser uses any comparative advertisement to advertise the products on Facebook.

B. Affective Messages

In accordance with the data, it showed that the advertiser of L’Oreal RevitaLift had
the evolution of the use of the affective message strategy in advertising on Facebook by
creating liking and preferences in the products among its consumers as well as by arousing
the emotions of the consumers through the glamorous and luxurious appearances of the
presenters and product displays in advertising as it can be qualitatively described as the
followings:

In 2012, the advertiser created the ads to indicate the benefits of the products
referring to technology by using Thai Presenter Ann Thongprasom for L’Oreal Revitalift
and Thai Presenter Nok Sinjai Hongtai for Age Perfect Day Cream to appear on the photo
ads. In 2013, to create security, trust, liking, and preferences in the products among the
product fans, the advertiser created the ads to give induction on how to use the products
and describe the benefits after the product usage. Thai Presenters Ann Thongprasom for
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L’Oreal Revitalift and Chompu Ariya for Revitalift White as well as Chinese Actress/
Singer Li Bingbing for Revitallift Laser X3 appeared on the photo ads to evoke the
emotion of the consumers with the presenters’ luxurious and glamorous look. There were
engagements with the new target consumers through activities on Facebook challenging
them to try the products. In 2014, the advertiser used video ads to launch the new product
lines “Revitalift Laser X3 Power Water” giving web links to YouTube and the company’s
website. Thai Presenters Ann Thonprasom and Chompu Ariya for L’Oreal Revitalift as
well as Chinese Celebrity Li Bingbing for Revitalift Laser X3 and Revitalift VV-Face
Essence appeared on both photo ads and video ads on Facebook. This year, the advertiser
linked the Facebook fanpage to YouTube ads and the company’s website to promote and
advertise the products. In 2015, Thai presenters, Chompu Ariya for the anti-aging and
makeups product lines and between early 2015 and April and Ann Thonprasom for
L’Oreal Revitalift, actively appeared on the video ads to create liking among the fans on
Facebook. In addition, there was an engagement with the fans on the Facebook fanpage to
play games by clicking and sharing a post to receive a reward.

C. Conative Messages

The results showed that the advertiser has been heavily using the conative message
strategies through the photo ads, text ads as well as the video ads for special sale
promotions since 2012 in order to persuade the Facebook fans to purchase the products at
the end result. Those special sale promotion promotions include the buy one get one for
free promotion (e.g. Special for L’Oreal Paris ladies! When purchasing any Revitalift
Dermalift product, receive an Age Perfect product, size 15ml, at high end department
stores. Products are limited.); the discount promotion (e.g. L’Oreal Paris Revitalift
Dermalift offers a special discount promotion for ladies to pamper your face and make skin
more youthful during the festive season priced at only 449 baht instead of 590 baht from
today until 31 Jan.); the reward giving promotion (e.g. Click like and share and answer the
questions. Winners will receive Revitalift Magic Blur. There are 10 prizes. 1 for each
reward.); the discount stamp promotion (e.g. When buying Revitalift day cream, get 7-11

stamps valued a maximum of 48 baht.); and the special price promotion (e.g. a set of
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Rivitalift Dermalift comprising of Day Cream, Night Cream and Essence are priced at only
1,299 baht (the normal price is 1,870 baht.)

Besides the use of the message strategies in L’Oreal RevitaLift advertising, it is vital
to indicate the use of hashtags (#) of the product brand. Referring to the appendix, it
presents that the advertiser has started to use the hashtag to help fans find the posts about
the products that they have an interest on Facebook since 2015. In order to create any
hashtag, the advertiser writes # along with the name of the product, product lines, or single
key words without any spaces; for example, #LorealParis, #REVITALIFT,
#MAGICBLUR, and #RevitaliftLaserSPF27 (Facebook Help Center, 2016).

4.3.1.3 What types of message strategies the advertiser of Pond’s Age Miracle

uses in advertising on Facebook during 2012-2015

Table 4.7: The coding scheme to examine the use of messages strategies in advertising by
Pond’s Age Miracle on Facebook during 2012-2015

Message Cognitive Messages Affective Messages Conative Messages
Strategies
2012 o Generic messages (e.g. ¢ Photos of promotion ¢ Using coupons /

Today all 10 ladies did a events discount promotion
special activity together. | e No photo or video ads of (e.g. Who does not get
Let’s see some photos presenters for promotion this promotion? Please
behind the scene and and advertisements be in a hurry until 29
don’t forget to vote for Feb., exclusive at
them.) Watson only. Receive

a 100 baht discount.)

e Rewards (e.g. Let’s
vote for any beauty
you prefer at the 10
Years Younger Beauty
Search by Pond’s Age
Miracle. Both voters
and votes can be
rewarded.)

(Continued)


https://www.facebook.com/hashtag/lorealparis?source=feed_text&story_id=792348384180861
https://www.facebook.com/hashtag/lorealparis?source=feed_text&story_id=792348384180861

95

Table 4.7 (Continued): The coding scheme to examine the use of messages strategies in

advertising by Pond’s Age Miracle on Facebook during 2012-2015

2013 e Generic messages (e.g. * Mid-year, video ads of e Rewards (e.g.
Any Pond’s Age presenter Announcement of
Miracle lady would like | Thai Presenter B Lucky Winners for the
to unveil her youthful Namthip at the event at activity 10 Years
faCiaI Skln') TOday, we oriental HOteI Younger Beauty
would like to share tt]e Challenge Search by
schedulie oft’he Pond’s Pond’s Age Miracle.
Age Miracle’s booth The rewards are to
display. Don’t misssthe have TV advertisement
application and see you ) ,
at the booth.) shootln_g for Pond’s
Age Miracle and
fashion shooting
together with cash
awards for the amount
of 30,000 baht for 10
awards.)
2014 o None ¢ No data of ads was found | e« None
2015 o Generic messages (e.g. e Many videos on o Special price promotion

To have bright eyes,
don’t forget to apply
Pond’s Age Miracle
before bed time.)

e Hyperbole (e.g. Say good
bye to Botox? No worry
about wrinkles. Youthful
skin and bright looking!

Still worry any time you
smile? Pond’s Age
Miracle can make you
smile with any emotion
but still remain youthful
and bright skin that you
can feel confident at any
circumstance.

Facebook

¢ Video ads featuring Thai
users/presenters such as
business women,
designers and car racers
talking and
recommending the
products

¢ Videos referring an
institution to guarantee
the quality of products

(e.g. The special price
promotion has arrived
for ladies who wish to
have a youthful and
firm skin. Products are
available at Family
Mart from today till 24
Feb.)

A discount
promotion/gift giving
(e.g. Say goodbye to
Botox today and get 2
double valued
promotions for youthful
facial skin and get a
chic bag as a gift
away.)

A. Coqgnitive Messages

In accordance with the table 4.7, it represented that the advertiser of Pond’s Age

Miracle rarely undertook to use the cognitive message strategies to create product

awareness and increased product knowledge among the Facebook fans via text ads

throughout the years 2012-2015. No photo ads and video ads were used on the Facebook




96

fanpage yet during 2012-2013 while no ads at all in 2014. On the other hands, the coding
scheme showed that the advertiser used very few simple generic message strategies during
2012-2013; for example, “Any Pond’s Age Miracle lady would like to unveil her youthful
facial skin? Today, we would like to share the schedule of the Pond’s Age Miracle’s booth
display. Don’t miss the application and see you at the booth.”

In contrast, it happens that the advertiser used and posted many media clipping
reports which were scanned from newspapers and magazines on the Facebook fanpage
without any captions. Therefore, the messages were not clear to indicate what happened,
where it occurred and when it took place. Moreover, the messages are not for advertising
but they appeared in the form of reporting the activities which were organized at different
venues or the captions which described the event activities under the pictures.

Nevertheless, in the year 2015, the advertiser used more photo ads as well as video
ads and created more text ads in order to post on the Facebook fanpage. The captions
describe about the photos and the event activities were indicated more clearly. Those kinds
of cognitive message Strategies found used in adverting to create product awareness and
increase product knowledge inclusive of generic messages (e.g. To have bright eyes, don’t
forget to apply Pond’s Age Miracle before bed time.) and hyperbole (e.g. Still worry any
time you smile? Pond’s Age Miracle can make you smile with any emotion but still remain
youthful and bright skin that you can feel confident at any circumstance!) In the year 2015,
the advertiser did not post any media clipping report as it was done in the previous years.

B. Affective Messages

Referring to the data, it presented that the advertiser of Pond’s Age Miracle did not
actively use the affective message strategy in advertising between 2012 and 2014. It is
found that in 2012, only photos of promotion events were posted on Facebook to create
liking among fans on Facebook. No photo (graphic design) or video ads of presenters were
used for promotion and advertisements yet in that year. In the mid-year of 2013, video ads
of presenter were used and the images of Thai Presenter B Namthip presiding over at the
event at Oriental Hotel were posted on Facebook. No data of ads was found in 2014. In

2015, the advertiser developed its affective message strategy by using many videos on
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Facebook in order to create trust, liking and preferences in the products among consumers
and to arouse happiness and pleasure in using the products. Many video ads featured Thai
users/presenters such as business women, designers and car racers talking and
recommending the products. In addition, the content of the video ads referred to a skin
institution to create trust among the product users.

C. Conative Messages

In addition to the cognitive message strategies, the advertiser occasionally used the
conative message strategies in 2012, 2013 and 2015 for the actual purchasing as part of the
promotional support at the end result by offering coupons (e.g. Who does not get this
promotion? Please be in a hurry until 29 February, exclusive at Watson only. Receive a
100 baht discount.); offering discounts, rewards or giving gift (e.g. Say goodbye to Botox
today and get 2 double valued promotions for youthful facial skin and get a chic bag as a

gift away.)

Regarding the hashtags (#), it happens that the advertiser does not use create any

hashtag on Facebook to help fans find the posts about the products during this period at all.

4.3.2 Executional Frameworks

According to the research study, it is found that the advertisers undertook the
varieties of the executional frameworks in advertising on Facebook. For example, the slice
of life advertisements were designed to help consumers solve their daily problems. The
testimonial executional framework was created to share about a positive experience on the
use of the products by the advertisers (except L’Oreal RevitaLift). The authoritative
executional framework was used by getting someone dress up like doctors, scientists or
skin experts to talk about the benefits of the anti-aging products advertising on the
Facebook. The demonstration executional framework was produced to present how the
products worked and communicated with their fans about the benefits of the products. The
fantasy executional framework was used to make the consumers feel that the end results of

using the product were realistic and created a positive attitude or emotion about the
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product brands. The informative executional framework was used to give information on

how to use the products. Nonetheless, the advertisers do not use the animation and

dramatization executional frameworks in advertising on their Facebook fanpage.

4.3.2.1 The Particular Use of Executional Frameworks in Advertising on

Facebook by the Advertisers of Olay Regenerist, L’Oreal RevitalLift, and

Pond’s Age Miracle

Table 4.8: The coding scheme to examine the use of executional frameworks in

advertising on Facebook

Use of Executional Olay Regenerist L’Oreal RevitaLift Pond’s Age Miracle
Frameworks
Animation None None None
Slice of life N N N

(e.g. wrinkle reduction)

(e.g. wrinkle and black

spot reduction and skin

(e.g. wrinkle reduction

and youthful and firmer

whitening) skin looking)
Dramatization None None None
Testimonial N N N
(e.g. Product users speak (e.g. Product users (a
about using the products business woman,
and bloggers review the designer and car racer as
products as spokespersons) from the
spokespersons.) selection acting as
presenters speak about
using the products.)
Authoritative N N
(e.g. referring to a skin (e.g. referring to a skin (e.g. referring to a skin
expert as a spokesperson expert as a expert as a

and skin institution)

spokesperson and skin
institution)

spokesperson and skin
institution)

Demonstration

\/

(e.g. photo ads and video
ads present how the
products work and
communicate with their fans

about product benefits.)

(e.g. photo ads and
video ads present how
the products work and
communicate with fans

about product benefits.)

(e.g. photo ads and
video ads present how
the products work and
communicate with fans

about product benefits.)

(Continued)
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Table 4.8 (Continued): The coding scheme to examine the use of executional frameworks

in advertising on Facebook

Fantasy

\/
(e.g. graphic design on

video ads created to
make consumers feel

the end results of using

\/
(e.g. graphic design on

video ads to make
consumers feel the end

results of using products

\/
(e.g. graphic design on

video ads to make
consumers feel the end

results of using products

products are realistic.) are realistic.) are realistic.)

Informative N N N
(e.g. graphic posters (e.g. graphic posters (e.g. graphic posters

and videos introduce and videos introduce and videos introduce

how to use products and | how to use products and | how to use products and

pamper facial skin) pamper facial skin) pamper facial skin)

The findings can be fully described as following:
A. Slice of life

The advertisers of the anti-aging products used the slice of life advertisements which
were designed to help consumers solve their daily problems. For example, Olay Regenerist
conveyed the messages through the photo ads and video ads that the products could help
reduce wrinkles and L’Oreal RevitaLift had the messages through the same kinds of ads to
help reduce wrinkle and black spot as well as whitening facial skin, while Pond’s Age
Miracle could help reduce wrinkle and make a face your youthful and firmer skin looking.
It could indicate that the format of this type of advertisements contain the components that
encounter the cause of anti-aging skin problems and offer the solutions by using the

products with specific benefits or attributes.
B. Testimonial

Unlike the testimonial in the propaganda techniques using famous people, celebrities
or superstars as spokespersons to say something about the product benefits, the testimonial
executional framework is used when a customer shares about a positive experience about
the use of the products in advertising. It is the same as plain folks in propaganda

techniques using product users as spokespersons to talk about their experience in produce
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use as they are normal people. Therefore, it can be summarized that the advertisers of Olay
Regenerist, and Pond’s Age Miracle used the testimonial executional framework in
advertising on their Facebook fanpage; however, the testimonial executional framework

was not used by L’Oreal RevitaLift.
C. Authoritative

The authoritative executional framework is used the same as the transfer of the
propaganda techniques which use expert authorities such as a physician or chemist as
spokespersons to say about the product advantage over the other products. For example,
the advertisers of Olay Regenerist, L’Oreal RevitaLift and Pond’s Age Miracle used
someone dressing like doctors, scientists or skin experts on commercial videos on the
Facebook fanpage to talk about the benefits of the anti-aging products. Furthermore, the
advertisers referred to international skin institutes on video advertisements to verify the

quality and advantage of the product attributes.
D. Demonstration

The advertisers of Olay Regenerist, L’Oreal RevitaLift and Pond’s Age Miracle used
the demonstration executional framework through photo ads and video ads to present how
the products worked and communicated with their fans about the benefits of the products.
For example, with two benefits of glycolic acid, the Olay Regenerist Night Refreshing
Essence is outstanding with its unique features....Revitalift Laser X3 Cream inspired by
laser with 3 steps for advanced beautiful skin! Results are firm skin, wrinkle reduction and
tightened pores....Still worry any time you smile? Pond’s Age Miracle can make you smile
with any emotion but still remain youthful and bright skin that you can feel confident at

any circumstance.

E. Fantasy

The advertisers of Olay Regenerist, L’Oreal RevitaLift and Pond’s Age Miracle
designed and produced several fantasy video commercials showing beautiful and colorful

graphics as well as pleasant music to a make-believe experience of the product use that the
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consumers (fans) could reduce wrinkles and have whitening, more youthful and firmer
facial skin after using the products for a period of time. The fantasy executional framework
was used to make the consumers feel that the end results of using the product were realistic

and created a positive attitude or emotion about the product brands.
F. Informative

The informative executional framework was used by the advertisers of Olay
Regenerist (see figure 4.51), L’Oreal RevitaLift (see figure 4.52) and Pond’s Age Miracle
(see figure 4.53) through graphic posters and video ads to give information or
communicate with the product users (fans) on how to use the products or how to pamper

facial skin as well as to be informed on the product attributes.
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Figures 4.51: Sample of photo/poster of Olay Regenerist to inform on how to use
the products

Source: Facebook Fanpage of Olay, Thailand. (2015) Olay Regenerist. Retrieved from
https://www.facebook.com/OlayThailand?brand_redir=286863750778


https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/468690393213823/?type=3
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Figures 4.52: Sample of photo/poster of L’Oreal RevitaLift to inform on how to
use the products
Source: Facebook Fanpage of L'Oréal Paris, Thailand. (2015). L 'Oreal RevitalLift.
Retrieved from https://www.facebook.com/lorealparisthailand?fref=photo

e« P P ) 043/049

Figures 4.53: Sample of video commercial of Pond’s Age Miracle to inform on how to
pamper skin face and indication of product attributions
Source: YouTube. (2015). sininduuones Is Idunnhitgaia/. Retrieved from
https://www.youtube.com/watch?v=pB8JJNn6CHUM&index=1&list=PLAXsSKn
B1ZtjvD6fIKRfWGEqd6pLVvUNIZ


https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/462504180498618/?type=3
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Besides the use of slice of life, testimonial, authoritative, demonstration, fantasy and
informative executional frameworks, it is found that the advertisers do not use the

animation and dramatization executional frameworks in advertising on Facebook.



CHAPTER 5
DISCUSSION

This chapter gives a summary of the qualitative research results on the anti-aging
product advertising strategies on Facebook in Thailand between 2012 and 2015 by the anti-
aging product advertisers of Olay Regenerist, L’Oreal RevitaLift, and Pond’s Age Miracle.
The advertising strategies resulted the use of elements in advertising and the particular uses
of propaganda techniques and advertising design: message strategies in advertising and
executional frameworks in advertising on Facebook in Thailand during 2012-2015 by the
anti-aging product advertisers. Furthermore, it discusses limitations, implications of the
research, and recommendations on sample selection, respondents’ recruitment procedure,

and data -collection procedure for the future research.

5.1 Summary of Results

The new 4 coding schemes were designed. They were used as the research
indicators to analyze the research data. The researcher reviewed the ads which were
captured from the Facebook ads of the selected product brands during 2012-2015. The
elements of the ads include the uses of spokespersons, text ads, graphic design (photos,
photo ads, graphics, or media clipping reports), and video ads in advertising and promotion
on the Facebook fanpages. The found data were tracked and added into the blank tables of
the designed coding schemes according to the required criteria in order to answer research

questions. The findings can be summarized as the followings:

Research Question # 1. What elements of advertising do the advertisers use on Facebook
in Thailand during 2012-2015?
In summary, all of the advertisers selected to study undertook the use of graphic
design, video ads, text ads, and spokespersons on Facebook differently. In the year 2012,
they tended to use simple text ads with simple photos before developing to use photo ads

(graphic design) and video ads to post on the Facebook fanpage more lately in the years
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2013-2015. In addition, Olay Regenerist calls the celebrity spokespersons who are
promoting the products as “brand ambassadors” while L'Oréal Paris and Pond’s Age
Miracle call their spokespersons as “presenters”. Moreover, it can state that Pond’s Age
Miracle started using media clipping reports (graphic design) to post on Facebook during

2012-2013 prior to start using the text ads and video ads more in the year 2015.

Research Question # 2: What propaganda techniques do the advertisers use in advertising
on Facebook in Thailand?

The advertisers used the varieties of the propaganda techniques. For instance,
glittering generality was used to make their fans accept the products without examining the
evidence. Transfer was used to make the product acceptable. In addition, the advertiser
adopted testimonial by using celebrities and superstars as the spokespersons called brand
ambassadors or presenters in advertising. Plain folks was used by having people or
products users to talk about using the products or the product attributes as the
spokespersons (except L’Oreal RevitaLift). Card stacking was used by adopting the
illustrations and statements on their Facebook ads. Nevertheless, the advertisers did not
undertake the use of the propaganda techniques of name calling and bandwagon on their

Facebook advertisements.

Research Question # 3: What types of message strategies the advertisers use in advertising
on Facebook in Thailand?

The advertiser of Olay Regenerist adopted a combination use of 5 types of the
cognitive message strategies to create awareness and knowledge of the products among the
Facebook fans throughout the years 2012-2015. Those 5 kinds of the cognitive message
strategies include generic messages, preemptive messages, a unigue selling proposition,
hyperbole and comparative advertisements. In addition, the conative message strategies
were used for a special sale promotion on the Facebook in order to persuade the Facebook
fans to purchase the products at the end result.



106

To elaborate, for L’Oreal RevitaLift, the advertiser used 4 kinds of the cognitive
messages strategies; except comparative advertisements, in advertising. Those included
generic messages; preemptive messages; a unique selling proposition; and hyperbole,
while the conative messages strategies were used the most on the Facebook between 2012
and 2015. In other words, the results showed that the advertiser used more the conative
message strategies for special sale promotions than the cognitive messages strategies.

For the Pond’s Age Miracle, it can be summarized that the advertiser hardly used the
cognitive message strategies in advertising. Only generic messages and hyperbole were
used on Facebook during 2012-2015. On the other hand, the advertiser occasionally used
the conative message strategies in 2012, 2013 and 2015 for the actual purchasing as part of
the promotional support at the end result by offering coupons; offering discounts, rewards
or giving gift.

For the affective message strategy, each anti-aging product advertiser had an
evolution to use their affective message strategies between 2012 and 2015 to create their
messages by adopting elements in advertising which included the uses of graphic design
(photos, photo ads, graphics, and clipping reports), video ads, and spokespersons to arouse
the strong emotion of the consumers to purchase the products and to create trust,
reliability, liking and preferences in the products among their consumers as well as to
evoke the feelings of the consumers to purchase the products through luxurious and
glamorous appearances of brand ambassadors or presenters and product display.

Besides the message strategies, the hashtags (#) have been used on Olay’s Facebook
fanpage since 2014 and on L’Or¢éal Paris’s Facebook fanpage since 2015 to help their fans

find the topics they are interested more easily.

Research Question # 4: What kinds of executional frameworks do the advertisers use in
advertising on Facebook in Thailand?
The advertisers undertook the varieties of the executional frameworks in advertising
on Facebook. For example, the slice of life advertisements were designed to help

consumers solve their daily problems. The testimonial executional framework was created



107

to share about a positive experience on the use of the products by the advertisers (except
L’Oreal RevitaLift). The authoritative executional framework were used by getting
someone dress up like doctors, scientists or skin experts to talk about the benefits of the
anti-aging products advertising on the Facebook. The demonstration executional
framework was produced to present how the products worked and communicated with
their fans about the benefits of the products. The fantasy executional framework was used
to make the consumers feel that the end results of using the product were realistic and
created a positive attitude or emotion about the product brands. The informative
executional framework was used to give information on how to use the products.

Nonetheless, the advertisers do not use the animation and dramatization executional
frameworks in advertising on their Facebook fanpage.

5.2 Discussions

Referring to all of the three product brands, the advertisers used celebrity
endorsement in their advertisements in order to promote their products. Nevertheless, Olay
Regenerist called their spokespersons or testimonials who were celebrities or superstars as
brand ambassadors while L'Oréal Paris and Pond’s Age Miracle called their spokespersons
“presenters”. Besides the celebrity endorsement, all the advertisers used the third party
endorsement by referring the skin institutions in advertising on Facebook to guarantee the
quality of the products.

Discussing the use of elements in the anti-aging product advertising on Facebook in
Thailand during 2012-2015, it can be indicated each product brand has its own unique
strategic development in advertising. However, in general, each product advertiser started
to use simple elements in their advertisements in the beginning and developed more
complex elements in advertising later between 2012 and 2015. For example, each product
brand advertiser used simple text ads with simple photos prior to developing to use photo
ads (graphic design) and video ads as well as # (hashtag) followed by a key word to post
on the Facebook fanpage more in the later years gradually. In the future, there might
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probably have been more advanced elements and techniques used in their advertising on
Facebook.

Regarding the use of propaganda techniques and advertising design: message
strategies in advertising and executional frameworks in advertising on Facebook, the
advertisers used a combination of many types of propaganda techniques and advertising
design: message strategies in advertising and executional frameworks in advertising on
Facebook. It is not common for the advertisers to create a single advertisement by using
certain propaganda techniques, message strategies, and executional frameworks.
Therefore, the combination use of these techniques makes the advertisements of the
product brands outstanding and effective to draw attention from the consumers to purchase
the product at the end results.

However, the advertisers did not use the name calling propaganda technique as
Severin and Tankard (2000) indicated that this technique uses negative labels and bad
names giving an idea a bad label and making people reject and condemn the idea without
examining the evidence. This result supports that name calling does not appear in
advertising that much. In addition, the bandwagon propaganda technique was not used in
advertising whose technique is to claim a support, to appeal to people’s desire to be on the
winning side as said everyone is doing it, and to make people follow the crowd. This result
does not support the idea that Severin and Tankard (2000), who summarized that the
bandwagon is usually used in advertising. This technique may probably be used in any
other type of advertising and the government propaganda during a wartime according to
the previous researchers found, but not the anti-aging products on Facebook.

In addition to the name calling and bandwagon propaganda techniques, the
advertisers did not use the dramatization and animation executional frameworks in
advertising. Therefore, the result of this research study does not support the idea that Clow
and Baack (2007) indicated that many advertisers use these techniques in advertising
increasingly. In other words, these executional frameworks may be used in other kinds of

advertisements, but not the anti-aging product advertising on Facebook yet.
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Similarly to the propaganda techniques and executional frameworks, the results
showed that the advertisers used the combination of message strategies in advertising. It
supports the previous study by Clow and Baack (2007) that all of the anti-aging product
advertisers used 1) the cognitive message strategies to create more awareness and
knowledge on the product of the company 2) the affective message strategies to create
trust, liking and preferences in the products among the consumers, and 3) the conative
message strategies to make the consumers purchase the product at the end result in their
advertising on Facebook during the study period.

Moreover, the researcher found that the research results from the propaganda
techniques and executional frameworks gave redundant and duplicate findings due to the
fact that the particular use of propaganda techniques and executional frameworks were
similar and different in some aspects. For example, the testimonial in the propaganda
techniques used famous people, celebrities or superstars to say something about the
product benefits in advertising, while the testimonial executional framework was used
when a customer shared about a positive experience about the use of the products in
advertising. Nevertheless, the testimonial executional framework was the same as plain
folks in propaganda techniques using product users to talk about their experience in
product use as they are normal people.

In addition, the use of the authoritative executional framework was the same as the
transfer of the propaganda techniques that used expert authorities such as a physician or
chemist to say about the product advantage over the other products.

Therefore, in the future, the researchers may choose to examine either the uses of
propaganda techniques or executional frameworks in advertising.

Last but not least, it was found from the research that the advertisers used the
informative executional framework through graphic posters and videos in order to
introduce how to use products and pamper facial skin on the social media, Facebook
fanpage. This can be implied that the informative executional framework was not used
more only on the radio anymore as found from the previous research study that this kind of

advertisement gives information to the receivers in a direct way which is usually used for
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radio ads with possible verbal communication, but it is less usual in TV and print ads due
to the fact that consumers possibly ignore them. The informative framework is effective in
high involvement buying situations that are a famous approach for business-to-business
advertising (Clow & Baack, 2007). In other words, it can be stated that nowadays the
advertisers develop to use the informative executional framework in other types of media;

especially social media like Facebook apart from radio and TV.

5.3 Limitations

This research study has some limitations. Firstly, the data used to study this
qualitative research were only available on Facebook from the year 2011 onwards.
Therefore, the researcher chose to study how the advertisers of the selected anti-aging
product brands starting from the year 2012 until 2015 due to the fact that in 2011, the
advertisers did not use Facebook to advertise their products actively yet.

In addition, this research is limited that the collected data of Facebook ads were
collected from 2012 until October 2015. Therefore, it is possible that the research findings
can be different if there has been the study on the data of the Facebook ads up-to-date until
December 2015 or early 2016 as the advertisers might have probably adopted new more
effective strategies to create their message content of the advertisements which will be
more relevant to the consumers and attract more attention from them to purchase the
products after reviewing the advertisements.

Furthermore, due to limited time, only Facebook was selected to study how the
advertisers used to advertise and promote their products. This study does not include the
other kinds of social media such as Twitter, Instagram, and YouTube and message
applications such as Line, WeChat, QQ, and BeeTalk whose trend is gradually popularized

in terms of the numbers of users.

5.4 Implications for Thailand’s Cosmetics Industry

Thailand’s cosmetics industry can learn how the advertisers have used the anti-

aging product advertising strategies on Facebook in Thailand during 2012-2015
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respectively to promote and advertise their anti-aging products which is particularly the
use of elements in advertising, propaganda techniques and advertising design: messages
strategies in advertising and executional frameworks.

At last, Thailand’s cosmetics industry can imply the research findings to develop the
advertising and promotional strategic planning. This will lead them to be able to
communicate with the loyal consumers (Facebook fans) through social media advertising,

especially Facebook, more effectively in the future to increase sale revenues.

5.5 Suggestion for Future Research

It is suggested there be a further research to examine the responses of Thai women
towards anti-aging product advertising on Facebook or any type of social media. The
suggested research question can be: What are the responses of Thai women towards the
anti-aging product ads on social media. Any researcher can consider to conduct a
qualitative focus group with 6-12 Thai (middle-class) women living in Bangkok aged
around 35-45 years old. These demographic women are targeted because they are
considered having the aging of skin and have a highly possible potential to consume anti-
aging products (Trang & Seleznyov, 2008).

To recruit volunteering respondents and to find their responses towards the anti-
aging product ads, the recruitment ad whose details include the objective, the qualifications
of the volunteering respondents such as gender and age, and the closing date can be posted
on the researcher’s Facebook 2 months before the focus group is conducted. Friends on the
Facebook can also be allowed to share the link for the recruitment.

In addition, any future researcher can consider conducting a research study on this
similar topic to study the anti-aging product advertising strategies on any other kinds of
social media such as Twitter, Instagram, and YouTube or message applications such as
Line, WeChat, QQ, and BeeTalk whose trend is gradually popularized in terms of the

numbers of users.
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Furthermore, it is suggested that any researcher can conduct any further research to
examine the responses of Thai men towards the anti-aging product advertising on any
social media in Thailand.
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APPENDIX |

Advertisements of Olay Regenerist on Facebook during 2012-015
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#MiracleBoost #BestBeautiful



https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/posts/852838154799043
https://www.facebook.com/OlayThailand?fref=ts
https://www.facebook.com/hashtag/miracleboost?source=feed_text&story_id=852838154799043
https://www.facebook.com/hashtag/bestbeautiful?source=feed_text&story_id=852838154799043
http://www.lazada.co.th/olay-regenerist-micro-sculpting-cream-50g-olay-regenerist-miracle-boost-youth-pre-essence-40ml-860202.html
https://www.facebook.com/OlayThailand/posts/842357642513761
https://www.facebook.com/OlayThailand?fref=ts
http://lazada.co/Olay_Regen_TH
https://www.facebook.com/OlayThailand/posts/808319542584238
https://www.facebook.com/OlayThailand?fref=ts
https://www.facebook.com/hashtag/regenerist?source=feed_text&story_id=808319542584238
https://www.facebook.com/hashtag/bestbeautiful?source=feed_text&story_id=808319542584238
http://www.lazada.co.th/catalog/?q=Regenerist
http://www.lazada.co.th/catalog/?q=Regenerist
https://www.facebook.com/OlayThailand/posts/822321634517362
https://www.facebook.com/hashtag/miracleboost?source=feed_text&story_id=822321634517362
https://www.facebook.com/hashtag/bestbeautiful?source=feed_text&story_id=822321634517362
http://www.lazada.co.th/olay-regenerist-micro-sculpting-cream-50g-olay-regenerist-miracle-boost-youth-pre-essence-40ml-860202.html
https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/videos/820898277993031/
https://www.facebook.com/hashtag/miracleboost?source=feed_text&story_id=820898277993031
https://www.facebook.com/hashtag/bestbeautiful?source=feed_text&story_id=820898277993031
http://www.lazada.co.th/olay-40-860201.html
https://www.facebook.com/OlayThailand/videos/820898277993031/
https://www.facebook.com/hashtag/miracleboost?source=feed_text&story_id=820889301327262
https://www.facebook.com/hashtag/miracleboost?source=feed_text&story_id=820889301327262
https://www.facebook.com/hashtag/bestbeautiful?source=feed_text&story_id=820889301327262
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Shop Now
WWW.LAZADA.CO.TH

4 May 15
oA ' YA o s S A a A o A '
HnluﬂuuﬁgLﬁaﬂ']vlﬁmlﬂllWﬂiNlﬂ‘]ulmailluiuﬂ IWBRINADDUIYUDDTI

#Regenerist#BestBeautiful
s & s A vy v oo &
ﬁwaiama mumaiﬁ"lmmnuu
v a 9 A X oA A v ¥ A o G o A A )
A1FIAUTIVIWTUANNTUA | PO LBATIAT. WDDD NADI UMDY IATDITIDN Tuﬂuﬂ NI UG Lﬂiﬂﬂi%’l‘lWWW VBIANLUAIUTU
U <3 Y 9
VaUAULAN WI1DBDU...

Shop Now
WWW.LAZADA.CO.TH

Olay
April 9 - Edited -
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Shop Now
WWW.LAZADA.CO.TH

2 April
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U0 #Regenerist
https://www.facebook.com/OlayThailand/videos/789544577795068/

Olay
March 5 - Edited -
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fondasust Tormd Swumeisan Wavana Idladun: aanae!
https://www.youtube.com/watch?v=9tSbAysfEw4
Review: Tips msuaniuazihgaimihdas Olay Regenerist Advance Anti-Anging

beauty4ties
Subscribe 1,031



https://www.facebook.com/hashtag/regenerist?source=feed_text&story_id=807657949317064
https://www.facebook.com/hashtag/regenerist?source=feed_text&story_id=807657949317064
http://www.lazada.co.th/catalog/?q=Regenerist
http://l.facebook.com/l.php?u=http%3A%2F%2Fwww.lazada.co.th%2Fcatalog%2F%3Fq%3DRegenerist&h=nAQHjXV-u&enc=AZPsm-wc44Y-xqq4LdnyCHmKADZNLOxJYEa7VcDGp-lxfiNBdcNqckN8PnHku2A2T1Z164Nz1Wy0b2Lyevu8tEIqORLc5X0NXTUPHKTcQe2TNRWclC8CS6Kr4mm5U1Ll0PBV-LzMzgxXNZ-mWFw7fidWD48Q3nAyThPiIWcsZ5W5Y0gJW6ZhZAb3R5i2kVNGTe5R-ff7X8nM2v-ktjWYYyUw&s=1
https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/posts/788380987911427
https://www.facebook.com/OlayThailand?fref=ts
https://www.facebook.com/hashtag/bestbeautiful?source=feed_text&story_id=788380987911427
https://www.facebook.com/hashtag/regenerist?source=feed_text&story_id=788380987911427
http://www.lazada.co.th/catalog/?q=Regenerist
http://l.facebook.com/l.php?u=http%3A%2F%2Fwww.lazada.co.th%2Fcatalog%2F%3Fq%3DRegenerist&h=TAQFQPHUt&enc=AZOwSWxHfIeBY2qVQu0RzeFQMBnRf_Fr5OGcC7-oHc67ePOmOeqtK4dsQ40rXVmnbs0ehRHeRBiio6vHjKSEAzj6G1pErWTE0qlXVw5sSJlLyX78N4E9UpTSQWnbzMbIF1MiGEEGLYXsK8_n_lQoYXaL_zgjG8hSXHkUseca5gppXApBo9dBPYnYRFQgPTWOGipgmlwgh-TUQq5zF-9eqiVH&s=1
https://www.facebook.com/hashtag/bestbeautiful?source=feed_text&story_id=789544577795068
https://www.facebook.com/hashtag/regenerist?source=feed_text&story_id=789544577795068
https://www.facebook.com/OlayThailand/videos/789544577795068/
https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/posts/776897019059824
https://www.facebook.com/OlayThailand?fref=ts
https://www.youtube.com/watch?v=9tSbAysfEw4
https://www.youtube.com/user/beauty4ties
https://www.youtube.com/channel/UCXeW7-Cm1Sj4yiH5GTNOonQ
http://www.lazada.co.th/olay-regenerist-micro-sculpting-cream-50g-olay-regenerist-miracle-boost-youth-pre-essence-40ml-860202.html
http://l.facebook.com/l.php?u=http%3A%2F%2Fwww.lazada.co.th%2Folay-regenerist-micro-sculpting-cream-50g-olay-regenerist-miracle-boost-youth-pre-essence-40ml-860202.html&h=sAQFSvk9d&enc=AZM1QU6HJs_xMVHhVcK_8ACcoYRerwq7VYezyMXheXcCCGny6icYCJ89INOoyQKn3xPRttnrLiScblF-j4XBMpA7wDHELNHF9tsvmc9hTLP1D08aH83l1_iKRxj2azdI55iWXgPKqHwiY1ah4NKDu6cnvhmhGKeHEwNKRK1Z2qwxRIwBbRVGMvK1uOaaOMxdvejFciwk9KeUXnWhw4VboI0r&s=1
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#Regenerist #BestBeautiful
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https://www.facebook.com/OlayThailand/videos/776283669121159/

Olay
February 24 - Edited -

ESA | o 1914 o A oqw X yy g a Ay = I oA o Ay 7 a
Lﬁ'l’]Pﬂlﬂ5f’J\ﬁJ5$ﬂﬂulilcl“]5ﬁ\‘1lﬂﬁnﬂ1’nslﬂf’]ﬂ!ﬂﬁ?ﬂ‘llullﬂ LWILﬂuW?ﬂHNLﬂQ@LﬁQWQﬁNWTﬂﬁ%ﬁ LWEIUTTININIY Tﬂmﬂ TRUUBT
A

v
= =

v g 4 7o a o L ) oA v a .
luTas-anailas Suuagz Torad Swuueia Tulas-anailas asu eminanuguiueadlinui#BestBeautiful

Olay
February 13 - Edited -
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Folowad umuﬁﬂmmwﬁﬂmmﬂﬂ Olay White Radiance, Total Effects, Regenerist...

Shop Now



https://www.facebook.com/OlayThailand/videos/776283669121159/
https://www.facebook.com/hashtag/regenerist?source=feed_text&story_id=776283669121159
https://www.facebook.com/hashtag/bestbeautiful?source=feed_text&story_id=776283669121159
https://www.facebook.com/OlayThailand/videos/776283669121159/
https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/757141817702011/?type=3
https://www.facebook.com/OlayThailand?fref=ts
https://www.facebook.com/hashtag/bestbeautiful?source=feed_text&story_id=773027682780091
https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/posts/762384003844459
https://www.facebook.com/OlayThailand?fref=ts
https://www.facebook.com/hashtag/bestbeautiful?source=feed_text&story_id=762384003844459
http://www.lazada.co.th/olay/
http://l.facebook.com/l.php?u=http%3A%2F%2Fwww.lazada.co.th%2Folay%2F&h=AAQEFlSCw&enc=AZPrV93N32rOBlwTTsZVD4CIEY7hQ-3xAZkjb5W6-zKni3S1LFLcqRNXdMNuG5bKXUfZ4zjauAl3w34Dy_iTT3hCTjwzc8oyVw_rmkpCGR6AsOISjdad-ji36mF0rJSMtIuPfhXbxKegYqvYUh3MXjegWHfH2wrvG8NxB8c8uudAmdPn3p116TeMPr0uR5XggIj6wjiNrZUQwJqu0hR03f0r&s=1
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uudagiaada #BestBeautiful #Regenerist Micro-Sculpting Cream

Olay
February 2 - Edited -
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¥oload nusuagunmiinuaels Olay White Radiance, Total Effects, Regenerist. ..

Shop Now
WWW.LAZADA.CO.TH
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#BestBeautiful #adeliga

Olay
January 21 - Edited -
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https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/757121154370744/?type=3
https://www.facebook.com/OlayThailand?fref=ts
https://www.facebook.com/hashtag/bestbeautiful?source=feed_text&story_id=763869923695867
https://www.facebook.com/hashtag/bestbeautiful?source=feed_text&story_id=763869923695867
https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/posts/761898000559726
https://www.facebook.com/OlayThailand?fref=ts
http://www.lazada.co.th/olay
http://l.facebook.com/l.php?u=http%3A%2F%2Fwww.lazada.co.th%2Folay&h=FAQHUr2oc&enc=AZOrN_kbtZgQ_GINbBCpsu3LA9GRAiTXhVFZSPAob4QVJH6uPYm26MzdmuBqpVNcb5NMdDqYQ8lEOm8Ot6DyzsVRyYCNtehM_9kCp1VxxiA-rUgBnMkqRdphwZbcb-WoLx_gISLw3-z7MkVhyE_oTdoeWmbEawir0QvRbp0f-VHHgbVUraGEVVAgEiH9sF6SxTnQRTNXYp7q1EuP3PgA8nGl&s=1
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/758582504224609/?type=3
https://www.facebook.com/hashtag/bestbeautiful?source=feed_text&story_id=758582664224593
https://www.facebook.com/hashtag/%E0%B8%AA%E0%B8%A7%E0%B8%A2%E0%B9%83%E0%B8%AB%E0%B9%89%E0%B8%AA%E0%B8%B8%E0%B8%94?source=feed_text&story_id=758582664224593
https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/737506542998872/?type=3
https://www.facebook.com/OlayThailand?fref=ts
https://www.facebook.com/hashtag/bestbeautiful?source=feed_text&story_id=756127917803401
https://www.facebook.com/hashtag/%E0%B8%AA%E0%B8%A7%E0%B8%A2%E0%B9%83%E0%B8%AB%E0%B9%89%E0%B8%AA%E0%B8%B8%E0%B8%94?source=feed_text&story_id=756127917803401
https://www.facebook.com/hashtag/%E0%B8%AA%E0%B8%A7%E0%B8%A2%E0%B9%83%E0%B8%AB%E0%B9%89%E0%B8%AA%E0%B8%B8%E0%B8%94?source=feed_text&story_id=756127917803401
http://www.lazada.co.th/olay
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Olay
January 5 - Edited -
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The Year 2014

Olay
December 29, 2014 -
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#BestBeautiful #GiftBeautiful
https://www.facebook.com/OlayThailand/videos/726000844149442/

Olay
November 4, 2014 -

ngifuhTond Swumeda suauaud find i ildqugeeuiviulubifunildetls itemeiiigseuSuetieiiaves
fAu! #BestBeautiful
https://www.facebook.com/OlayThailand/videos/708381125911414/

September 4, 2014 -
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BestBeautiful
https://www.facebook.com/OlayThailand/videos/676681035748090/

| Olay



https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/737506542998872/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/737506542998872/?type=3
https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/746845915398268/?type=3
https://www.facebook.com/OlayThailand?fref=ts
https://www.facebook.com/hashtag/bestbeautiful?source=feed_text&story_id=746859235396936
https://www.facebook.com/hashtag/bestbeautiful?source=feed_text&story_id=746859235396936
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/746845915398268/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/746845915398268/?type=3
https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/videos/726000844149442/
https://www.facebook.com/hashtag/bestbeautiful?source=feed_text&story_id=726000844149442
https://www.facebook.com/hashtag/bestbeautiful?source=feed_text&story_id=726000844149442
https://www.facebook.com/hashtag/giftbeautiful?source=feed_text&story_id=726000844149442
https://www.facebook.com/OlayThailand/videos/726000844149442/
https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/videos/708381125911414/
https://www.facebook.com/hashtag/bestbeautiful?source=feed_text&story_id=708381125911414
https://www.facebook.com/OlayThailand/videos/708381125911414/
https://www.facebook.com/OlayThailand/videos/676681035748090/
https://www.facebook.com/hashtag/bestbeautiful?source=feed_text&story_id=676681035748090
https://www.facebook.com/hashtag/bestbeautiful?source=feed_text&story_id=676681035748090
https://www.facebook.com/OlayThailand/videos/676681035748090/
https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/737506542998872/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/746845915398268/?type=3

125

Auqust 18, 2014 -

a 4 ) a o my a 1% ' 1 Yo a4 4 P A In 9 Y o =~
mmﬁaﬂa1%uﬂimmqummu"lu"lﬂwa qmaﬂuﬂﬂ"lm“lwmm IE)L@EI GIE]QﬂUW'J‘V]LWﬁ@EJa1 Lﬁim%ﬁﬁW?I‘Viﬂa‘UN1M

aa A ' 9 v v oA
I N Iuduaz Inaanuml
#BestBeautiful

#Regenerist
https://www.facebook.com/OlayT hailand/videos/665504046865789/

July 21, 2014 -
ﬂ_mv’f@qﬂ'wmﬁ@ﬂ?uamﬁau?yaﬁaﬂﬁﬁ%{ﬂﬁq q lusimunsduwse? #BestBeautiful #Regenerist
https://www.facebook.com/OlayThailand/videos/654019401347587/

July 7, 2014 - Edited -
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#BestBeautiful #Regenerist
https://www.facebook.com/OlayThailand/videos/654009824681878/

Olay
June 1, 2014 -

fummeyldan Olay Regenerist Wrinkle Relaxing Cream apudanaiazize
https://www.facebook.com/OlayThailand/videos/630914710324723/

Olay added a new photo to the album: Untitled Album.
May 19, 2014 - Edited -
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https://www.facebook.com/OlayThailand/videos/665504046865789/
https://www.facebook.com/hashtag/bestbeautiful?source=feed_text&story_id=665504046865789
https://www.facebook.com/hashtag/bestbeautiful?source=feed_text&story_id=665504046865789
https://www.facebook.com/hashtag/regenerist?source=feed_text&story_id=665504046865789
https://www.facebook.com/OlayThailand/videos/665504046865789/
https://www.facebook.com/OlayThailand/videos/654019401347587/
https://www.facebook.com/hashtag/bestbeautiful?source=feed_text&story_id=654019401347587
https://www.facebook.com/hashtag/regenerist?source=feed_text&story_id=654019401347587
https://www.facebook.com/OlayThailand/videos/654019401347587/
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/654019954680865/?type=3
https://www.facebook.com/OlayThailand?fref=ts
https://www.facebook.com/hashtag/bestbeautiful?source=feed_text&story_id=657396404343220
https://www.facebook.com/OlayThailand/videos/654009824681878/
https://www.facebook.com/hashtag/bestbeautiful?source=feed_text&story_id=654009824681878
https://www.facebook.com/hashtag/regenerist?source=feed_text&story_id=654009824681878
https://www.facebook.com/OlayThailand/videos/654009824681878/
https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/videos/630914710324723/
https://www.facebook.com/OlayThailand/videos/630914710324723/
https://www.facebook.com/OlayThailand
https://www.facebook.com/media/set/?set=a.628787143870813.1073741830.132434403506092&type=3
https://www.facebook.com/OlayThailand/photos/a.628787143870813.1073741830.132434403506092/628787153870812/?type=3
https://www.facebook.com/OlayThailand?fref=ts
https://www.facebook.com/hashtag/bestbeautiful?source=feed_text&story_id=628787163870811
https://www.facebook.com/hashtag/%E0%B8%AA%E0%B8%A7%E0%B8%A2%E0%B9%83%E0%B8%AB%E0%B9%89%E0%B8%AA%E0%B8%B8%E0%B8%94?source=feed_text&story_id=628787163870811
https://www.facebook.com/hashtag/olay?source=feed_text&story_id=628787163870811
https://www.facebook.com/hashtag/olay?source=feed_text&story_id=628787163870811
https://www.facebook.com/OlayThailand/videos/609075355841992/
https://www.facebook.com/OlayThailand/photos/a.628787143870813.1073741830.132434403506092/628787153870812/?type=3
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#Olay#BestBeautiful #a1u1vga
https://www.facebook.com/OlayT hailand/videos/609075355841992/

Olay
April 21, 2014 -
139 Aennilidamiiuageeweninieluunz? Temamdenaudaiu Olay Regenerist

Olay
March 14, 2014 -

aunersulufuvesgavieds numuiiiUszaniamiimienhadusnume
https://www.facebook.com/OlayThailand/videos/593338990748962/

4 Feb
asuiia hisufudouns figniszansamveslamdnnudeninessed
https://www.facebook.com/OlayThailand/videos/577588935657301/

7 Feb

frgeeudolaglidesiieunsiu Olay Regenerist Micro-Sculping Cream wilomniinosuusud
https://www.facebook.com/OlayThailand/videos/571880066228188/

in fise

The Year 2013

October 15, 2013 -
wianssulmiagannlend Idaarhanuazeraanihldaanimsarendwunlndde 4 wi!
https://www.facebook.com/OlayThailand/videos/519483201467875/
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September 25, 2013 -
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daganla nazahgevua lwdeus funu Olay Regenerist Eye Cream & Lash Serum Duo!



https://www.facebook.com/hashtag/olay?source=feed_text&story_id=609075355841992
https://www.facebook.com/hashtag/olay?source=feed_text&story_id=609075355841992
https://www.facebook.com/hashtag/%E0%B8%AA%E0%B8%A7%E0%B8%A2%E0%B9%83%E0%B8%AB%E0%B9%89%E0%B8%AA%E0%B8%B8%E0%B8%94?source=feed_text&story_id=609075355841992
https://www.facebook.com/OlayThailand/videos/609075355841992/
https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/613722628710598/?type=3
https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/videos/593338990748962/
https://www.facebook.com/OlayThailand/videos/593338990748962/
https://www.facebook.com/OlayThailand/videos/577588935657301/
https://www.facebook.com/OlayThailand/videos/571880066228188/
https://www.facebook.com/OlayThailand/videos/519483201467875/
https://www.facebook.com/OlayThailand/videos/519483201467875/
https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/513418885407640/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/513418885407640/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/613722628710598/?type=3
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https://www.facebook.com/OlayThailand/videos/500577590025103/

August 31, 2013 -
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Expired
4,760 people claimed this offer

Olay
August 29, 2013 -
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https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/513418885407640/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/513418885407640/?type=3
https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/512069628875899/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/512069628875899/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/512069628875899/?type=3
https://www.facebook.com/OlayThailand/videos/500577590025103/
https://www.facebook.com/OlayThailand/videos/500577590025103/
https://www.facebook.com/OlayThailand/posts/501887939894068
https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/500943586655170/?type=3
http://olay.lazada.co.th/boutique/regenerist/
http://olay.lazada.co.th/boutique/regenerist/
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/500943586655170/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/500943586655170/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/513418885407640/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/512069628875899/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/500943586655170/?type=3
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August 11, 2013 -
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Olay
June 25, 2013 -
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June 18, 2013 -
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https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/492995364116659/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/492995364116659/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/492995364116659/?type=3
https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/482041181878744/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/482041181878744/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/482041181878744/?type=3
https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/posts/472529012829961
http://l.facebook.com/l.php?u=http%3A%2F%2Fbit.ly%2F131HRpi&h=XAQHdeyxiAQG8Q-l448g-l5r9mvhNPNTH-q7lkWUD_Cga_w&enc=AZOKhkz_Bf9Y1XsHLDdkPnSJLlxmPsJyFHkNpm462DeyZMHmP26d5IyfS0-kyDE454ldRIJ8KnIOhL6IkN7uDficKzkldDdd_mjlSY-YxnRf047ECz4Rj0V8nG5VPcSFtr_Q2n64pn-YkSoKiO-9KbjxWUwGa5oMxfjMwJOrWGoTzGzCBjMgDIs0rRHC3QRm6lX3FJyBZS-7bB-lgXRcFaD-&s=1
http://l.facebook.com/l.php?u=http%3A%2F%2Fbit.ly%2F131HRpi&h=XAQHdeyxiAQG8Q-l448g-l5r9mvhNPNTH-q7lkWUD_Cga_w&enc=AZOKhkz_Bf9Y1XsHLDdkPnSJLlxmPsJyFHkNpm462DeyZMHmP26d5IyfS0-kyDE454ldRIJ8KnIOhL6IkN7uDficKzkldDdd_mjlSY-YxnRf047ECz4Rj0V8nG5VPcSFtr_Q2n64pn-YkSoKiO-9KbjxWUwGa5oMxfjMwJOrWGoTzGzCBjMgDIs0rRHC3QRm6lX3FJyBZS-7bB-lgXRcFaD-&s=1
http://bit.ly/131HRpi?fb_ref=Default
http://bit.ly/131HRpi?fb_ref=Default
https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/468690393213823/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/468690393213823/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/492995364116659/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/482041181878744/?type=3
http://bit.ly/131HRpi?fb_ref=Default
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Olay posted an offer.
May 1, 2013
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auesdavaayam 100 vmanTead Snumeda mmeiindiini
Expired

3,582 people claimed this offer

May 1, 2013 -

suglesdauaayamgads 200 vmanTlend Snumeia mmziigndmmiu

Expired
13,477 people claimed this offer

May 1, 2013 -

Towad Sumeta Tl Faaderiisesmulunszan@er dwmsuoud s adiniu 20%
Foyaitudnii

http://www.facebook.com/OlayThailand
https://www.facebook.com/OlayThailand/videos/444959628920233/

April 16, 2013 -



https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/468690393213823/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/468690393213823/?type=3
https://www.facebook.com/OlayThailand
https://www.facebook.com/OlayThailand/posts/447238725358990
https://www.facebook.com/OlayThailand/posts/447238495359013
https://www.facebook.com/OlayThailand/videos/444959628920233/
https://www.facebook.com/OlayThailand
https://www.facebook.com/OlayThailand/videos/444959628920233/
https://www.facebook.com/OlayThailand/posts/440926385990224
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/468690393213823/?type=3
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Expired
13,774 people claimed this offer

Olay

April 10, 2013 -
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https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/438279666254896/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/438279666254896/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/438279666254896/?type=3
https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/436564139759782/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/436564139759782/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/436564139759782/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/438279666254896/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/436564139759782/?type=3
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April 4, 2013 -
anquateauniuina Review : Olay regenerist micro sculpting eye cream Lash serum duo Juilisuasiion

witisdwrhnangsuse http:/bit.ly/Xr6gCF
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Review : Olay regenerist micro sculpting eye cream Lash serum duo
Review :New olay regenerist micro sculpting eye cream Lash serum duo

Olay
April 1, 2013 -
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Olay
March 31, 2013 -
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micro-sculpting wrinkle revolution complex

reduces appearance of wrinkles in just 10 minutes

Its amino-peptide complex formula has Micro-Fillers that helps to:
- Reduce the appearance of lines & wrinkles in 10 minutes

- Smooth skin

Olay
March 26, 2013 -
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https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/posts/416187395143472
http://l.facebook.com/l.php?u=http%3A%2F%2Fbit.ly%2FXr6gCF&h=dAQGS-pvcAQHzhSdv5Ky1aIuECorE4Nv_ttmAHvwklXCOCw&enc=AZO1uDWwexOCVwi9lv-aKUgLE0RnP6vGAMLiapMiNhx_vm6c-2h4CJwxaMq550V8iLQJHc8g2FhmAYgw0ZPLD7IKB26LP7HEP5mw-F6Bml9l06UOgY91-BZShp9qkw6j1K-uRI9mwOyAOb9bBGl99CDHj8SUspWytzwGWeW62wQSiFdoW9paSyojYiKJS8ghvH3brVClXNKAhf3xjQ7k32-1&s=1
http://l.facebook.com/l.php?u=http%3A%2F%2Fbit.ly%2FXr6gCF&h=dAQGS-pvcAQHzhSdv5Ky1aIuECorE4Nv_ttmAHvwklXCOCw&enc=AZO1uDWwexOCVwi9lv-aKUgLE0RnP6vGAMLiapMiNhx_vm6c-2h4CJwxaMq550V8iLQJHc8g2FhmAYgw0ZPLD7IKB26LP7HEP5mw-F6Bml9l06UOgY91-BZShp9qkw6j1K-uRI9mwOyAOb9bBGl99CDHj8SUspWytzwGWeW62wQSiFdoW9paSyojYiKJS8ghvH3brVClXNKAhf3xjQ7k32-1&s=1
http://l.facebook.com/l.php?u=http%3A%2F%2Fbit.ly%2FXr6gCF&h=vAQEVEq83&enc=AZNvX60TfBW6lxBguGfN-ZuOOaY-cKjd1-OhvBYDX2VuJobt4aLl3IRYsPouLt-a1TD45zm-kVbHcDrixDGja8vCDjUbwZp6n2gpEj85Joqn4dw1oUDcwDD81_sy0m3fTHDIQqy6jmjr-jffCGGbECnoIFmg0ee7LkVEmmW9vFwkwEQfL7we_sjsCDeeH2iTQ4uUl7VxKdoHEwzwLJxtUK5w&s=1
http://l.facebook.com/l.php?u=http%3A%2F%2Fbit.ly%2FXr6gCF&h=vAQEVEq83&enc=AZNvX60TfBW6lxBguGfN-ZuOOaY-cKjd1-OhvBYDX2VuJobt4aLl3IRYsPouLt-a1TD45zm-kVbHcDrixDGja8vCDjUbwZp6n2gpEj85Joqn4dw1oUDcwDD81_sy0m3fTHDIQqy6jmjr-jffCGGbECnoIFmg0ee7LkVEmmW9vFwkwEQfL7we_sjsCDeeH2iTQ4uUl7VxKdoHEwzwLJxtUK5w&s=1
http://bit.ly/Xr6gCF
https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/435080973241432/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/435080973241432/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/435080973241432/?type=3
https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/434608449955351/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/434608449955351/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/434608449955351/?type=3
https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/431986140217582/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/431986140217582/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/431986140217582/?type=3
http://l.facebook.com/l.php?u=http://bit.ly/Xr6gCF&h=vAQEVEq83&enc=AZNvX60TfBW6lxBguGfN-ZuOOaY-cKjd1-OhvBYDX2VuJobt4aLl3IRYsPouLt-a1TD45zm-kVbHcDrixDGja8vCDjUbwZp6n2gpEj85Joqn4dw1oUDcwDD81_sy0m3fTHDIQqy6jmjr-jffCGGbECnoIFmg0ee7LkVEmmW9vFwkwEQfL7we_sjsCDeeH2iTQ4uUl7VxKdoHEwzwLJxtUK5w&s=1
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/435080973241432/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/434608449955351/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/431986140217582/?type=3
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Olay updated their cover photo.
March 18, 2013 -
olay

REGENERIST

Olay
March 12, 2013 -
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https://www.facebook.com/OlayThailand
https://www.facebook.com/OlayThailand/photos/a.270654623017402.62974.132434403506092/428668240549372/?type=3
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https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/426021877480675/?type=3
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https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/425918920824304/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/425918920824304/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/425918920824304/?type=3
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https://www.facebook.com/OlayThailand/photos/a.270654623017402.62974.132434403506092/420657171350479/?type=3
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https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/414736171942579/?type=3
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https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/videos/10151335535598420/
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https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/373777962705067/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/373777962705067/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/373777962705067/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/373574866058710/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/373574866058710/?type=3
https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/posts/438711956187930
https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/368545903228273/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/368545903228273/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/368545903228273/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/373777962705067/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/373574866058710/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/368545903228273/?type=3
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https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/366971776719019/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/366971776719019/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/366971776719019/?type=3
https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/365538483529015/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/365538483529015/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/365538483529015/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/361824620567068/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/361824620567068/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/366971776719019/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/365538483529015/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/361824620567068/?type=3
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https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/359912584091605/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/359912584091605/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/359912584091605/?type=3
https://www.facebook.com/OlayThailand?fref=nf
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https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/358800450869485/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/358800450869485/?type=3
https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/357379827678214/?type=3
https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/355007054582158/?type=3
https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/posts/317346335014897
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/359912584091605/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/358800450869485/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/357379827678214/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/355007054582158/?type=3
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https://www.facebook.com/OlayThailand/videos/10150977823468420/
Olay added 33 new photos to the album: Believe your eyes — at Esplanade Cineplex.
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4 - 6 May 2012

April 2, 2012 -
, 2 ~ o e e 2 . . )
Olay ansatelian 9 aevusie 2 wansusluidmsuamns -. 52588 Olay Regenerist Wrinkle Relaxing

Cream s181e17 9 ansasesiansayeadiuld ndeldiswaniuden! uaz Olay White Radiance Cellucent

White Essence Water Tusiuuuves Essence $reldgusin’lan wiauldan 9 ldnageuduldudriuiiag M

oy oy

WHITE RADIANCE REGENERIST



https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/videos/10151026789233420/
https://www.facebook.com/OlayThailand/videos/10150977823468420/
https://www.facebook.com/OlayThailand/videos/10150977823468420/
https://www.facebook.com/OlayThailand
https://www.facebook.com/media/set/?set=a.294254093990788.67650.132434403506092&type=3
https://www.facebook.com/pages/Esplanade-Cineplex/150333585004861
https://www.facebook.com/OlayThailand/timeline/story?ut=43&wstart=1325404800&wend=1357027199&hash=-347358973442394020&pagefilter=3
https://www.facebook.com/OlayThailand/photos/ms.c.eJwtkdkVRDEIQjua44ZL~;40N0fd5A5JIbJAxOqUdqfozMkLaG1I9H7csax1nNf08suNOf5x5eoqsn6nHJinQpPFj12X3Y1g~;ds9jDjDPRuW4pR6Xff72917L0Y~;HOQ8eLpcgnh51eaXh3jE8PnbsvH7~_bgnOB1~;58QT95XL3jePlO66fEjHzV1fhGHh~_Frn~_Uuy~_HNh9y7QfC2s7hr088bg84wbsNju3z3J1lhv0zHHE6tKnhwcE0tDT~_QNG3fvLr8QmIHb~;6hDuLhHAx5PUq~_Tub~_Sbl8n~_Aw8ca6w~-.bps.a.294254093990788.67650.132434403506092/295649197184611/?type=3
https://www.facebook.com/OlayThailand/photos/ms.c.eJwtkdkVRDEIQjua44ZL~;40N0fd5A5JIbJAxOqUdqfozMkLaG1I9H7csax1nNf08suNOf5x5eoqsn6nHJinQpPFj12X3Y1g~;ds9jDjDPRuW4pR6Xff72917L0Y~;HOQ8eLpcgnh51eaXh3jE8PnbsvH7~_bgnOB1~;58QT95XL3jePlO66fEjHzV1fhGHh~_Frn~_Uuy~_HNh9y7QfC2s7hr088bg84wbsNju3z3J1lhv0zHHE6tKnhwcE0tDT~_QNG3fvLr8QmIHb~;6hDuLhHAx5PUq~_Tub~_Sbl8n~_Aw8ca6w~-.bps.a.294254093990788.67650.132434403506092/295649197184611/?type=3
https://www.facebook.com/OlayThailand?fref=nf
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/272274919522039/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/272274919522039/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/272274919522039/?type=3
https://www.facebook.com/OlayThailand/photos/ms.c.eJwtkdkVRDEIQjua44ZL~;40N0fd5A5JIbJAxOqUdqfozMkLaG1I9H7csax1nNf08suNOf5x5eoqsn6nHJinQpPFj12X3Y1g~;ds9jDjDPRuW4pR6Xff72917L0Y~;HOQ8eLpcgnh51eaXh3jE8PnbsvH7~_bgnOB1~;58QT95XL3jePlO66fEjHzV1fhGHh~_Frn~_Uuy~_HNh9y7QfC2s7hr088bg84wbsNju3z3J1lhv0zHHE6tKnhwcE0tDT~_QNG3fvLr8QmIHb~;6hDuLhHAx5PUq~_Tub~_Sbl8n~_Aw8ca6w~-.bps.a.294254093990788.67650.132434403506092/295649197184611/?type=3
https://www.facebook.com/OlayThailand/photos/ms.c.eJwtkdkVRDEIQjua44ZL~;40N0fd5A5JIbJAxOqUdqfozMkLaG1I9H7csax1nNf08suNOf5x5eoqsn6nHJinQpPFj12X3Y1g~;ds9jDjDPRuW4pR6Xff72917L0Y~;HOQ8eLpcgnh51eaXh3jE8PnbsvH7~_bgnOB1~;58QT95XL3jePlO66fEjHzV1fhGHh~_Frn~_Uuy~_HNh9y7QfC2s7hr088bg84wbsNju3z3J1lhv0zHHE6tKnhwcE0tDT~_QNG3fvLr8QmIHb~;6hDuLhHAx5PUq~_Tub~_Sbl8n~_Aw8ca6w~-.bps.a.294254093990788.67650.132434403506092/295654083850789/?type=3
https://www.facebook.com/OlayThailand/photos/ms.c.eJwtkdkVRDEIQjua44ZL~;40N0fd5A5JIbJAxOqUdqfozMkLaG1I9H7csax1nNf08suNOf5x5eoqsn6nHJinQpPFj12X3Y1g~;ds9jDjDPRuW4pR6Xff72917L0Y~;HOQ8eLpcgnh51eaXh3jE8PnbsvH7~_bgnOB1~;58QT95XL3jePlO66fEjHzV1fhGHh~_Frn~_Uuy~_HNh9y7QfC2s7hr088bg84wbsNju3z3J1lhv0zHHE6tKnhwcE0tDT~_QNG3fvLr8QmIHb~;6hDuLhHAx5PUq~_Tub~_Sbl8n~_Aw8ca6w~-.bps.a.294254093990788.67650.132434403506092/295656787183852/?type=3
https://www.facebook.com/OlayThailand/photos/ms.c.eJwtkdkVRDEIQjua44ZL~;40N0fd5A5JIbJAxOqUdqfozMkLaG1I9H7csax1nNf08suNOf5x5eoqsn6nHJinQpPFj12X3Y1g~;ds9jDjDPRuW4pR6Xff72917L0Y~;HOQ8eLpcgnh51eaXh3jE8PnbsvH7~_bgnOB1~;58QT95XL3jePlO66fEjHzV1fhGHh~_Frn~_Uuy~_HNh9y7QfC2s7hr088bg84wbsNju3z3J1lhv0zHHE6tKnhwcE0tDT~_QNG3fvLr8QmIHb~;6hDuLhHAx5PUq~_Tub~_Sbl8n~_Aw8ca6w~-.bps.a.294254093990788.67650.132434403506092/295654803850717/?type=3
https://www.facebook.com/OlayThailand/photos/a.144526285630237.36278.132434403506092/272274919522039/?type=3
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APPENDIX 11

Advertisements of L’Oreal RevitaLift on Facebook during 2012-015

Source: https://www.facebook.com/lorealparisthailand?fref=photo
Facebook (2011-2015) 20,851,713 people like this, 22,539 People Talking About This

The Year 2015

L'Oréal Paris
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L'Oréal Paris
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#iuwW #RevitaliftLaserSPF27 uda Comment rae!!

https://www.facebook.com/lorealparisthailand/videos/850806145001751/

L'Oréal Paris

furdouiion 150 1.#RevitaliftLaserSPF27

Sasairlva a d ouyauso?-ﬂna" " [N T
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Tuatlymimhiienn fnaiganees s ? Wwuwimude! !
https://www.facebook.com/lorealparisthailand/videos/846008178814881/

L'Oréal Paris

April 25 -

whgaiaia lldahine yamo! 1hganiiidesliasunssduis 8 yadwaphlunmiunsdneusay #Revitalift
1¥fnszdu uazamideriases esnaseld #Revitalift fuvteds muenueaiufumion$in
https://www.facebook.com/lorealparisthailand/videos/810789665670066/

L'Oréal Paris



https://www.facebook.com/lorealparisthailand?fref=photo
https://www.facebook.com/lorealparisthailand/likes
https://www.facebook.com/lorealparisthailand/likes
https://www.facebook.com/lorealparisthailand?fref=nf
https://www.facebook.com/lorealparisthailand/posts/909718925777139
https://www.facebook.com/lorealparisthailand
http://www.lazada.co.th/tesco-health-and-beauty/
http://l.facebook.com/l.php?u=http%3A%2F%2Fwww.lazada.co.th%2Ftesco-health-and-beauty%2F&h=LAQGKUmgF&enc=AZNwmL_zkmCxz0PgAozkw4D-adzd8EK4fTROnhVLrX7MB9GwSEZaUr7XzqcEvDGZ6315rLbbpRE4siwfon40mslp5P3VPEDZsoRzXFEkML39RZBG6Wd7_yVTxnaavsefiFZvV-NAYSHc766wZIelDRAY8tbs-I-fYwS3o44u8sZdHERuo0s6LekS_346p2It1pE3SJ6XgHaS12pMpj1D3Ykj&s=1
https://www.facebook.com/lorealparisthailand?fref=nf
https://www.facebook.com/lorealparisthailand/videos/850806145001751/
https://www.facebook.com/hashtag/revitaliftlaserspf27?source=feed_text&story_id=850806145001751
https://www.facebook.com/lorealparisthailand/videos/850806145001751/
https://www.facebook.com/lorealparisthailand?fref=nf
https://www.facebook.com/lorealparisthailand/videos/846008178814881/
https://www.facebook.com/hashtag/revitaliftlaserspf27?source=feed_text&story_id=846008178814881
https://www.facebook.com/lorealparisthailand/videos/846008178814881/
https://www.facebook.com/lorealparisthailand?fref=nf
https://www.facebook.com/lorealparisthailand/videos/810789665670066/
https://www.facebook.com/hashtag/revitalift?source=feed_text&story_id=810789665670066
https://www.facebook.com/lorealparisthailand/videos/810789665670066/
https://www.facebook.com/lorealparisthailand?fref=nf

140

April 23 -
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2.9k Views

https://www.facebook.com/lorealparisthailand/videos/810810345667998/

L'Oréal Paris

April 22 -
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niiounz

https://www.facebook.com/lorealparisthailand/videos/810783832337316/

April 21 -
asta Uite wuanaswaynitoduiunaasusi Magic Blur iiiss Like & Share Twai it Wall qauuy

A o 2

fluPublic wfeuasudnwi mingauvassises Idiuiiguezihaclaiiuediusn nfeuda Hashtag
#MagicBlur #LorealParisTH
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A o
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899 um) awsaswaynldduaiui 21 - 30 w.o. 58 uazezdszmanaluiui 4 w.a. 58 miwayniugezauz
Az https://www.facebook.com/lorealparisthailand/videos/810800795668953/

L'Oréal Paris

April 10 -
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vanuueu newszau uenFesiszdunanmieuiiosnediwnliiy item qa love adrvnaiidesiiguiifuud
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https://www.facebook.com/lorealparisthailand/videos/802012506547782/

L'Oréal Paris
March 27 -
Anzdounila desqualinsuuzay

#LorealParis #REVITALIFT
DAY CREAM SPF23 PA++ 1finqugnizdunsuima 8 yadialumiuasdne igiouiion fanszduiu!l

]
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ynagaey nevlszan wienventszauuniveuiie Inedionliilu item ga love Adavinaiidesiignituuds

azan
https://www.facebook.com/lorealparisthailand/videos/792348384180861/

23 March
A a o { o !, £ o 1da g
penAamuAN 1Y aes #MAGICBLUR asuthishmewassises wagnsegyuuu Iniseutieunniui uatidinge



https://www.facebook.com/lorealparisthailand/videos/810810345667998/
https://www.facebook.com/hashtag/magicblur?source=feed_text&story_id=810810345667998
https://www.facebook.com/hashtag/%E0%B8%97%E0%B8%B1%E0%B8%99%E0%B8%97%E0%B8%B5%E0%B8%97%E0%B8%B5%E0%B9%88%E0%B9%83%E0%B8%8A%E0%B9%89?source=feed_text&story_id=810810345667998
https://www.facebook.com/lorealparisthailand/videos/810810345667998/
https://www.facebook.com/lorealparisthailand?fref=nf
https://www.facebook.com/lorealparisthailand/videos/810783832337316/
https://www.facebook.com/hashtag/revitalift?source=feed_text&story_id=810783832337316
https://www.facebook.com/lorealparisthailand/videos/810783832337316/
https://www.facebook.com/lorealparisthailand/videos/810800795668953/
https://www.facebook.com/hashtag/magicblur?source=feed_text&story_id=810800795668953
https://www.facebook.com/hashtag/magicblur?source=feed_text&story_id=810800795668953
https://www.facebook.com/hashtag/lorealparisth?source=feed_text&story_id=810800795668953
https://www.facebook.com/hashtag/revitalift?source=feed_text&story_id=810800795668953
https://www.facebook.com/lorealparisthailand/videos/810800795668953/
https://www.facebook.com/lorealparisthailand?fref=nf
https://www.facebook.com/lorealparisthailand/videos/802012506547782/
https://www.facebook.com/hashtag/lorealparis?source=feed_text&story_id=802012506547782
https://www.facebook.com/hashtag/revitalift?source=feed_text&story_id=802012506547782
https://www.facebook.com/lorealparisthailand/videos/802012506547782/
https://www.facebook.com/lorealparisthailand?fref=nf
https://www.facebook.com/lorealparisthailand/videos/792348384180861/
https://www.facebook.com/hashtag/lorealparis?source=feed_text&story_id=792348384180861
https://www.facebook.com/hashtag/revitalift?source=feed_text&story_id=792348384180861
https://www.facebook.com/lorealparisthailand/videos/792348384180861/
https://www.facebook.com/hashtag/magicblur?source=feed_text&story_id=790272571055109
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SlenZouaailuu lidosiaen axita Fuowwan viea1d #MAGICBLUR Tnag!
https://www.facebook.com/lorealparisthailand/videos/790272571055109/

The Year 2014

L'Oréal Paris
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https.//www.facebook.com/lorealparisthailand/videos/726637360751964/
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https://www.facebook.com/lorealparisthailand/videos/699281860154181/
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https://www.facebook.com/lorealparisthailand/videos/688299621252405/

7 § X w a ¢ N ¢ Ya o 2 ] o &
wwdwaani 7-11 1 iedes liaawd wdnsu uenanlarigaemeniuinse 6 ldauaudl yaawinds 48 v fuiita

2 )
25 n.g. Wmniv Smueeauzaz!

0:14/0:14

https://www.facebook.com/lorealparisthailand/videos/683776361704731/
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https://www.facebook.com/hashtag/%E0%B9%81%E0%B8%AD%E0%B8%9E%E0%B9%80%E0%B8%9A%E0%B8%A5%E0%B8%AD?source=feed_text&story_id=790272571055109
https://www.facebook.com/lorealparisthailand/videos/790272571055109/
https://www.facebook.com/lorealparisthailand?fref=nf
https://www.facebook.com/lorealparisthailand/videos/726637360751964/
https://www.facebook.com/lorealparisthailand/videos/726637360751964/
https://www.facebook.com/lorealparisthailand/videos/699281860154181/
https://www.facebook.com/lorealparisthailand/videos/699281860154181/
https://www.facebook.com/lorealparisthailand
https://www.facebook.com/lorealparisthailand/photos/a.272937146121990.64533.101870389895334/697682533647447/?type=3
https://www.facebook.com/lorealparisthailand/videos/688299621252405/
https://www.facebook.com/lorealparisthailand/videos/688299621252405/
https://www.facebook.com/lorealparisthailand/videos/683776361704731/
https://www.facebook.com/lorealparisthailand/videos/680647688684265/
https://www.facebook.com/lorealparisthailand/photos/a.272937146121990.64533.101870389895334/697682533647447/?type=3
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https://www.facebook.com/lorealparisthailand/videos/680647688684265/

L'Oréal Paris

July 29, 2014 -
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https://www.facebook.com/lorealparisthailand/videos/665419903540377/

July 25, 2014 -
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https://www.facebook.com/lorealparisthailand/videos/663062847109416/
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June 25, 2014 -
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https://www.facebook.com/lorealparisthailand/videos/648539771895057/

March 31, 2014 -
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https://www.facebook.com/lorealparisthailand/videos/680647688684265/
https://www.facebook.com/lorealparisthailand?fref=nf
https://www.facebook.com/lorealparisthailand/videos/665419903540377/
https://www.facebook.com/lorealparisthailand/videos/665419903540377/
https://www.facebook.com/lorealparisthailand/videos/663062847109416/
https://www.facebook.com/lorealparisthailand/videos/663062847109416/
https://www.facebook.com/lorealparisthailand/photos/ms.c.eJw1x1EOABAMRMEbSZW3Xfe~;mBDmb0RCgTtrTZrulffD~;zWdUsS74xzXBqCmDQA~-.bps.a.652557544826613.1073741831.101870389895334/652557558159945/?type=3
https://www.facebook.com/lorealparisthailand/photos/ms.c.eJw1x1EOABAMRMEbSZW3Xfe~;mBDmb0RCgTtrTZrulffD~;zWdUsS74xzXBqCmDQA~-.bps.a.652557544826613.1073741831.101870389895334/652557558159945/?type=3
https://www.facebook.com/lorealparisthailand/videos/648539771895057/
https://www.facebook.com/lorealparisthailand/videos/648539771895057/
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/604273376321697/?type=3
https://www.facebook.com/lorealparisthailand/photos/ms.c.eJw1x1EOABAMRMEbSZW3Xfe~;mBDmb0RCgTtrTZrulffD~;zWdUsS74xzXBqCmDQA~-.bps.a.652557544826613.1073741831.101870389895334/652557558159945/?type=3
https://www.facebook.com/lorealparisthailand/photos/ms.c.eJw1x1EOABAMRMEbSZW3Xfe~;mBDmb0RCgTtrTZrulffD~;zWdUsS74xzXBqCmDQA~-.bps.a.652557544826613.1073741831.101870389895334/652557628159938/?type=3
https://www.facebook.com/lorealparisthailand/photos/ms.c.eJw1x1EOABAMRMEbSZW3Xfe~;mBDmb0RCgTtrTZrulffD~;zWdUsS74xzXBqCmDQA~-.bps.a.652557544826613.1073741831.101870389895334/652557674826600/?type=3
https://www.facebook.com/lorealparisthailand/photos/ms.c.eJw1x1EOABAMRMEbSZW3Xfe~;mBDmb0RCgTtrTZrulffD~;zWdUsS74xzXBqCmDQA~-.bps.a.652557544826613.1073741831.101870389895334/652557804826587/?type=3
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https://www.facebook.com/lorealparisthailand
https://www.facebook.com/lorealparisthailand/photos/a.272937146121990.64533.101870389895334/598794970202871/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.272937146121990.64533.101870389895334/598794970202871/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.272937146121990.64533.101870389895334/598794970202871/?type=3
https://www.facebook.com/lorealparisthailand?fref=nf
https://www.facebook.com/lorealparisthailand/posts/539970309452722
http://www.lorealparisthailand.com/revitaliflaser/
http://l.facebook.com/l.php?u=http%3A%2F%2Fwww.youtube.com%2Fwatch%3Ffeature%3Dplayer_embedded%26v%3Ddz35kVecBS4&h=lAQGqGyPn&enc=AZPwuxv3XOHmALpXguNAgggZxc8Q1FL3M1bH2XCh9eoTpAqnCqmIzn2B-485aqjlJzE7HaLuTqrQUCbfuNCO31UwgVBbl-U8gaIs3oeYKGvPe3HQ0CRIII9TJJoWnSnhdvNtw5CS7e1yteTJ0CEskL_13ZJz1Y3Pw1Rc8MMYu_THxjJHOZiRXacTIONYpeMoHhy2CwxCVTlDGysAKESI7GNS&s=1
http://l.facebook.com/l.php?u=http%3A%2F%2Fwww.youtube.com%2Fwatch%3Ffeature%3Dplayer_embedded%26v%3Ddz35kVecBS4&h=lAQGqGyPn&enc=AZPwuxv3XOHmALpXguNAgggZxc8Q1FL3M1bH2XCh9eoTpAqnCqmIzn2B-485aqjlJzE7HaLuTqrQUCbfuNCO31UwgVBbl-U8gaIs3oeYKGvPe3HQ0CRIII9TJJoWnSnhdvNtw5CS7e1yteTJ0CEskL_13ZJz1Y3Pw1Rc8MMYu_THxjJHOZiRXacTIONYpeMoHhy2CwxCVTlDGysAKESI7GNS&s=1
http://www.youtube.com/watch?feature=player_embedded&v=dz35kVecBS4
https://www.youtube.com/watch?feature=player_embedded&v=dz35kVecBS4
https://www.facebook.com/lorealparisthailand?fref=nf
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/579363758812659/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/579363758812659/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/579363758812659/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/604273376321697/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.272937146121990.64533.101870389895334/598794970202871/?type=3
http://l.facebook.com/l.php?u=http://www.youtube.com/watch?feature=player_embedded&v=dz35kVecBS4&h=lAQGqGyPn&enc=AZPwuxv3XOHmALpXguNAgggZxc8Q1FL3M1bH2XCh9eoTpAqnCqmIzn2B-485aqjlJzE7HaLuTqrQUCbfuNCO31UwgVBbl-U8gaIs3oeYKGvPe3HQ0CRIII9TJJoWnSnhdvNtw5CS7e1yteTJ0CEskL_13ZJz1Y3Pw1Rc8MMYu_THxjJHOZiRXacTIONYpeMoHhy2CwxCVTlDGysAKESI7GNS&s=1
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/579363758812659/?type=3
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https://www.facebook.com/lorealparisthailand?fref=nf
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/470691383013231/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/470691383013231/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/470691383013231/?type=3
https://www.facebook.com/lorealparisthailand?fref=nf
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/467833006632402/?type=3
http://www.lorealparisthailand.com/laserx3/product.php
http://www.lorealparisthailand.com/laserx3/product.php
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/467833006632402/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/467833006632402/?type=3
https://www.facebook.com/lorealparisthailand?fref=nf
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/466184816797221/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/466184816797221/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/470691383013231/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/467833006632402/?type=3
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https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/466184816797221/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/466184816797221/?type=3
https://www.facebook.com/lorealparisthailand?fref=nf
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/464278866987816/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/464278866987816/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/464278866987816/?type=3
https://www.facebook.com/lorealparisthailand?fref=nf
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/462504180498618/?type=3
http://www.lorealparisthailand.com/laserx3/product.php
http://www.lorealparisthailand.com/laserx3/product.php
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/462504180498618/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/466184816797221/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/464278866987816/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/462504180498618/?type=3
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https://www.facebook.com/lorealparisthailand?fref=nf
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/462175487198154/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/462175487198154/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/462175487198154/?type=3
https://www.facebook.com/lorealparisthailand
https://www.facebook.com/lorealparisthailand/photos/a.272937146121990.64533.101870389895334/453501498065553/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.272937146121990.64533.101870389895334/453501498065553/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.272937146121990.64533.101870389895334/453501498065553/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/434462809969422/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/434462809969422/?type=3
https://www.facebook.com/lorealparisthailand?fref=nf
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/432261846856185/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/462175487198154/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.272937146121990.64533.101870389895334/453501498065553/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/434462809969422/?type=3
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https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/432261846856185/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/432261846856185/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/428653193883717/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/428653193883717/?type=3
https://www.facebook.com/lorealparisthailand?fref=nf
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/424496010966102/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/424496010966102/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/424496010966102/?type=3
https://www.facebook.com/lorealparisthailand?fref=nf
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/420845051331198/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/432261846856185/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/428653193883717/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/424496010966102/?type=3
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https://www.facebook.com/lorealparisthailand?fref=nf
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/414933735255663/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/414933735255663/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/414933735255663/?type=3
https://www.facebook.com/lorealparisthailand?fref=nf
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/414341141981589/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/414341141981589/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/414341141981589/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/420845051331198/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/420845051331198/?type=3
https://www.facebook.com/notes/lor%C3%A9al-paris/%E0%B8%97%E0%B9%89%E0%B8%B2%E0%B8%9E%E0%B8%B4%E0%B8%AA%E0%B8%B9%E0%B8%88%E0%B8%99%E0%B9%8C%E0%B8%9B%E0%B8%A3%E0%B8%B0%E0%B8%AA%E0%B8%B4%E0%B8%97%E0%B8%98%E0%B8%B4%E0%B8%A0%E0%B8%B2%E0%B8%9E%E0%B9%83%E0%B8%99%E0%B8%81%E0%B8%B2%E0%B8%A3%E0%B8%A5%E0%B8%94%E0%B9%80%E0%B8%A5%E0%B8%B7%E0%B8%AD%E0%B8%99%E0%B8%A3%E0%B8%B4%E0%B9%89%E0%B8%A7%E0%B8%A3%E0%B8%AD%E0%B8%A2%E0%B9%81%E0%B8%A5%E0%B8%B0%E0%B8%81%E0%B8%A3%E0%B8%B0%E0%B8%8A%E0%B8%B1%E0%B8%9A%E0%B8%9C%E0%B8%B4%E0%B8%A7%E0%B9%83%E0%B8%99-1-%E0%B8%A7%E0%B8%B1%E0%B8%99/410535699028800
https://www.facebook.com/notes/lor%C3%A9al-paris/%E0%B8%97%E0%B9%89%E0%B8%B2%E0%B8%9E%E0%B8%B4%E0%B8%AA%E0%B8%B9%E0%B8%88%E0%B8%99%E0%B9%8C%E0%B8%9B%E0%B8%A3%E0%B8%B0%E0%B8%AA%E0%B8%B4%E0%B8%97%E0%B8%98%E0%B8%B4%E0%B8%A0%E0%B8%B2%E0%B8%9E%E0%B9%83%E0%B8%99%E0%B8%81%E0%B8%B2%E0%B8%A3%E0%B8%A5%E0%B8%94%E0%B9%80%E0%B8%A5%E0%B8%B7%E0%B8%AD%E0%B8%99%E0%B8%A3%E0%B8%B4%E0%B9%89%E0%B8%A7%E0%B8%A3%E0%B8%AD%E0%B8%A2%E0%B9%81%E0%B8%A5%E0%B8%B0%E0%B8%81%E0%B8%A3%E0%B8%B0%E0%B8%8A%E0%B8%B1%E0%B8%9A%E0%B8%9C%E0%B8%B4%E0%B8%A7%E0%B9%83%E0%B8%99-1-%E0%B8%A7%E0%B8%B1%E0%B8%99/410535699028800
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/420845051331198/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/414933735255663/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/414341141981589/?type=3
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https://www.facebook.com/lorealparisthailand?fref=nf
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/409378272477876/?type=3
http://www.lorealparisthailand.com/promotion
http://www.lorealparisthailand.com/promotion
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/409378272477876/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/409378272477876/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/404494792966224/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/404494792966224/?type=3
https://www.facebook.com/lorealparisthailand?fref=nf
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/402342733181430/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/402342733181430/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/402342733181430/?type=3
https://www.facebook.com/lorealparisthailand
https://www.facebook.com/kissada.phumkalong
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/398073950274975/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/398073950274975/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/398073950274975/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/409378272477876/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/404494792966224/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/402342733181430/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/398073950274975/?type=3
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https://www.facebook.com/lorealparisthailand?fref=nf
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/392326810849689/?type=3
http://www.lorealparisthailand.com/promotion
http://www.lorealparisthailand.com/promotion
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/392326810849689/?type=3
https://www.facebook.com/lorealparisthailand?fref=nf
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/390687657680271/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/390687657680271/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/390687657680271/?type=3
https://www.facebook.com/lorealparisthailand
https://www.facebook.com/profile.php?id=1606429331
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/390659221016448/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/390659221016448/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/390659221016448/?type=3
https://www.facebook.com/lorealparisthailand
https://www.facebook.com/niratchara.ramkaew
https://www.facebook.com/lorealparisthailand?fref=photo
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/389407647808272/?type=3
http://www.lorealparisthailand.com/dermalift/loreal-revitalift-dermalift.php
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/389407647808272/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/392326810849689/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/390687657680271/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/390659221016448/?type=3
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https://www.facebook.com/lorealparisthailand?fref=nf
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/386415848107452/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/386415848107452/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/386415848107452/?type=3
https://www.facebook.com/lorealparisthailand?fref=nf
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/372822236133480/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/372822236133480/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/372822236133480/?type=3
https://www.facebook.com/lorealparisthailand?fref=nf
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/355020164580354/?type=3
http://www.lorealparisthailand.com/promotion
http://www.lorealparisthailand.com/promotion
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/355020164580354/?type=3
https://www.facebook.com/lorealparisthailand?fref=nf
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/351200574962313/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/389407647808272/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/386415848107452/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/372822236133480/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/355020164580354/?type=3

153

uaznszduin amiuit 100 v iiese Revitalift Day Cream wie Night Cream snsanind 590 wm i

Y YA o v o a v v Y A '
FJIUAMNTINTIYNIT NNANTUIUTUAN Lm:ixﬂ:waﬂﬂﬂmu ANTUHUDIUSAS

REVITALIFT

nsurvindlo
991u100 AU

ganwowolo sa0:naUNBOGN

L'Oréal Paris

TsTuduimmmzane L'Oreal Paris uinfu aniiuii 30% iilede Age Perfect Day Cream giu Age
Perfect Night Cream swdsuiids 31 dunan 2555 # Robinson yaaudz

ot
LOREAL

PARIS

AGE PERFECT lus-maseu

gusouaa 30 % soto 100 moswnr 108 we lrindly s intocuo
Gondd - 31 fomm 2688 wnsowdieokuAtn s e

L'Oréal Paris

fiusdmsueny L'Oreal Paris &0 L’Oreal Revitalift Dermalift siialaild suss Age Perfect vuna 15ml
Faassnaudanh (The mall, The Emporium, Siam Paragon, Robinson uaz Central), Boots, Tops uwaz Home

Fresh Mart az dumismiusinauzag

LOREAL

REVITALIFT

Somorns Slorniwr 1006NEWH wolatia 1 &
WE 100 WOSHI 106 ABL™ 15w 1 go 209,



https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/351200574962313/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/351200574962313/?type=3
https://www.facebook.com/lorealparisthailand?fref=nf
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/344491995633171/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/344491995633171/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/344491995633171/?type=3
https://www.facebook.com/lorealparisthailand?fref=nf
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/344086665673704/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/344086665673704/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/344086665673704/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/351200574962313/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/344491995633171/?type=3
https://www.facebook.com/lorealparisthailand/photos/a.108956449186728.17842.101870389895334/344086665673704/?type=3

APPENDIX 11

Advertisements of Pond’s Age Miracle on Facebook during 2012-015

Source: https://www.facebook.com/PondsThailand/likes
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Facebook (2011-2015) 7,797,254 Total Page Likes, 30,007 People Talking About This

The Year 2015
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https://www.facebook.com/video.php?v=769446499819573

March 21 -
a ) { S o 1 ' ' a
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https://www.facebook.com/video.php?v=769393046491585&set=p.769393046491585&type=2&theater

https://www.facebook.com/video.php?v=769443389819884



https://www.facebook.com/PondsThailand/likes
https://www.facebook.com/PondsThailand?fref=nf
https://www.facebook.com/PondsThailand/videos/797231597041063/
https://www.youtube.com/watch?v=pB8JJn6CHUM&index=1&list=PLAXsSKnBIZtjvD6fIKRfWGEqd6pLvUNlZ
https://www.youtube.com/watch?v=pB8JJn6CHUM&index=1&list=PLAXsSKnBIZtjvD6fIKRfWGEqd6pLvUNlZ
https://www.facebook.com/PondsThailand?fref=nf
https://www.facebook.com/PondsThailand/videos/774577472639809/
http://goo.gl/5xEr8w
http://goo.gl/WFwTuS
https://www.facebook.com/PondsThailand?fref=nf
https://www.facebook.com/PondsThailand/videos/774578802639676/
http://goo.gl/5xEr8w
http://goo.gl/fKTgsa
https://www.facebook.com/PondsThailand/videos/769443389819884/
https://www.facebook.com/PondsThailand/videos/769393046491585/
https://www.facebook.com/PondsThailand/videos/769446499819573/
https://www.facebook.com/PondsThailand/videos/769446499819573/
https://www.facebook.com/PondsThailand/videos/769393046491585/
https://www.facebook.com/PondsThailand/videos/769443389819884/
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https://www.facebook.com/PondsThailand
https://www.facebook.com/PondsThailand/photos/a.235811189849776.48586.142360675861495/768855283212028/?type=3
https://www.facebook.com/PondsThailand?fref=nf
https://www.facebook.com/PondsThailand/photos/a.167251360039093.33999.142360675861495/765906896840200/?type=3
https://www.facebook.com/PondsThailand/photos/a.167251360039093.33999.142360675861495/765906896840200/?type=3
https://www.facebook.com/PondsThailand/photos/a.167251360039093.33999.142360675861495/765906896840200/?type=3
https://www.facebook.com/PondsThailand?fref=nf
https://www.facebook.com/PondsThailand/videos/764438506987039/
https://www.facebook.com/PondsThailand/videos/764438506987039/
https://www.facebook.com/PondsThailand?fref=nf
https://www.facebook.com/notes/ponds/%E0%B8%9B%E0%B8%A3%E0%B8%B0%E0%B8%81%E0%B8%B2%E0%B8%A8%E0%B8%A3%E0%B8%B2%E0%B8%A2%E0%B8%8A%E0%B8%B7%E0%B9%88%E0%B8%AD%E0%B8%9C%E0%B8%B9%E0%B9%89%E0%B9%82%E0%B8%8A%E0%B8%84%E0%B8%94%E0%B8%B5%E0%B8%97%E0%B8%B5%E0%B9%88%E0%B8%A3%E0%B9%88%E0%B8%A7%E0%B8%A1%E0%B8%AA%E0%B8%99%E0%B8%B8%E0%B8%81%E0%B8%81%E0%B8%B4%E0%B8%88%E0%B8%81%E0%B8%A3%E0%B8%A3%E0%B8%A1-ponds-age-miracle-10-years-younger-%E0%B9%83%E0%B8%99%E0%B9%82%E0%B8%84%E0%B8%A3/761831877247702
https://www.facebook.com/notes/ponds/%E0%B8%9B%E0%B8%A3%E0%B8%B0%E0%B8%81%E0%B8%B2%E0%B8%A8%E0%B8%A3%E0%B8%B2%E0%B8%A2%E0%B8%8A%E0%B8%B7%E0%B9%88%E0%B8%AD%E0%B8%9C%E0%B8%B9%E0%B9%89%E0%B9%82%E0%B8%8A%E0%B8%84%E0%B8%94%E0%B8%B5%E0%B8%97%E0%B8%B5%E0%B9%88%E0%B8%A3%E0%B9%88%E0%B8%A7%E0%B8%A1%E0%B8%AA%E0%B8%99%E0%B8%B8%E0%B8%81%E0%B8%81%E0%B8%B4%E0%B8%88%E0%B8%81%E0%B8%A3%E0%B8%A3%E0%B8%A1-ponds-age-miracle-10-years-younger-%E0%B9%83%E0%B8%99%E0%B9%82%E0%B8%84%E0%B8%A3/761831877247702
https://www.facebook.com/notes/ponds/%E0%B8%9B%E0%B8%A3%E0%B8%B0%E0%B8%81%E0%B8%B2%E0%B8%A8%E0%B8%A3%E0%B8%B2%E0%B8%A2%E0%B8%8A%E0%B8%B7%E0%B9%88%E0%B8%AD%E0%B8%9C%E0%B8%B9%E0%B9%89%E0%B9%82%E0%B8%8A%E0%B8%84%E0%B8%94%E0%B8%B5%E0%B8%97%E0%B8%B5%E0%B9%88%E0%B8%A3%E0%B9%88%E0%B8%A7%E0%B8%A1%E0%B8%AA%E0%B8%99%E0%B8%B8%E0%B8%81%E0%B8%81%E0%B8%B4%E0%B8%88%E0%B8%81%E0%B8%A3%E0%B8%A3%E0%B8%A1-ponds-age-miracle-10-years-younger-%E0%B9%83%E0%B8%99%E0%B9%82%E0%B8%84%E0%B8%A3/761831877247702
http://www.facebook.com/PondsThailand
https://www.facebook.com/PondsThailand/photos/a.235811189849776.48586.142360675861495/768855283212028/?type=3
https://www.facebook.com/PondsThailand/photos/a.167251360039093.33999.142360675861495/765906896840200/?type=3
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https://www.facebook.com/PondsThailand?fref=nf
https://www.facebook.com/PondsThailand/photos/a.167251360039093.33999.142360675861495/758478110916412/?type=3
https://www.facebook.com/PondsThailand/photos/a.167251360039093.33999.142360675861495/758478110916412/?type=3
https://www.facebook.com/PondsThailand/photos/a.167251360039093.33999.142360675861495/758478110916412/?type=3
https://www.facebook.com/PondsThailand?fref=nf
https://www.facebook.com/PondsThailand/photos/a.167251360039093.33999.142360675861495/756664084431148/?type=3
https://www.facebook.com/PondsThailand/photos/a.167251360039093.33999.142360675861495/756664084431148/?type=3
https://www.facebook.com/PondsThailand/photos/a.167251360039093.33999.142360675861495/756664084431148/?type=3
https://www.facebook.com/PondsThailand/photos/a.167251360039093.33999.142360675861495/755217307909159/?type=3
https://www.facebook.com/PondsThailand/photos/a.167251360039093.33999.142360675861495/755217307909159/?type=3
https://www.facebook.com/PondsThailand/photos/a.167251360039093.33999.142360675861495/755217307909159/?type=3
https://www.facebook.com/PondsThailand/photos/a.167251360039093.33999.142360675861495/758478110916412/?type=3
https://www.facebook.com/PondsThailand/photos/a.167251360039093.33999.142360675861495/756664084431148/?type=3
https://www.facebook.com/PondsThailand/photos/a.167251360039093.33999.142360675861495/755217307909159/?type=3
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https://www.facebook.com/PondsThailand
https://www.facebook.com/PondsThailand/photos/a.235811189849776.48586.142360675861495/752548631509360/?type=3
https://www.facebook.com/PondsThailand/photos/a.235811189849776.48586.142360675861495/752548631509360/?type=3
https://www.facebook.com/PondsThailand/photos/a.235811189849776.48586.142360675861495/752548631509360/?type=3
https://www.facebook.com/PondsThailand?fref=nf
https://www.facebook.com/PondsThailand/photos/a.167251360039093.33999.142360675861495/742552779175612/?type=3
https://www.facebook.com/PondsThailand/photos/a.167251360039093.33999.142360675861495/742552779175612/?type=3
https://www.facebook.com/PondsThailand/photos/a.167251360039093.33999.142360675861495/742552779175612/?type=3
https://www.facebook.com/PondsThailand?fref=nf
https://www.facebook.com/PondsThailand/photos/a.167251360039093.33999.142360675861495/737721799658710/?type=3
https://www.facebook.com/PondsThailand/photos/a.167251360039093.33999.142360675861495/737721799658710/?type=3
https://www.facebook.com/PondsThailand/photos/a.167251360039093.33999.142360675861495/737721799658710/?type=3
https://www.facebook.com/PondsThailand/photos/a.235811189849776.48586.142360675861495/752548631509360/?type=3
https://www.facebook.com/PondsThailand/photos/a.167251360039093.33999.142360675861495/742552779175612/?type=3
https://www.facebook.com/PondsThailand/photos/a.167251360039093.33999.142360675861495/737721799658710/?type=3

158

The Year 2013

POND'S added 3 new photos to the alboum: POND'SAGEMIRACLECLIPPING?2013M
October 17, 2013 -

POND’S
a <
LHAAURIENILIDNU

Pond’s shwsssAlninAlugjnisd g 10 ammmahdiniu
09 fudsbrmnngon A3 110 Yours Yourger
Beauty Cralenge by Pond's Age Miace

il iR oo s wopdiyes
raguafn ot 30 Tl “Brem ssliznevevin

wousid 109 UsuAa
snfurineuds s i #
windndy 30 T 10 e¥inds ginnlizma
Tasemar “10 Yers Younger Beauty Challenge
by Pond's Age Miracle” Tauilimaniminumids
i ausntidindidon

Bomssnadhalzdnz 8 St sears

POND'S added 2 new photos to the album: POND'SAGEMIRACLECLIPPING20131!
September 13, 2013 -

nsmimsudmnskaunimsns fududs
uf LRI TYes Pond's Age Miracle
¥t 30 Tann 10 evindy Mumisrangunmy §idvion
Ussmnlasem? 10 Years Younger Beauty Challenge by Pond's Age
Mirace’ reasunfslimdhunnid wesnsmueimdl Fausady
mmeunlnsnnes Pond's

POND'S added 2 new photos to the aloum: POND'SAGEMIRACLECLIPPING?2013M
August 23, 2013 -

Love Me

Love My Mom!



https://www.facebook.com/PondsThailand
https://www.facebook.com/media/set/?set=a.379234575507436.81636.142360675861495&type=3
https://www.facebook.com/PondsThailand/timeline/story?ut=43&wstart=1357027200&wend=1388563199&hash=3639121821486891491&pagefilter=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJwzsTA0MDM3MbEwMzU3sTDUMwHzjS0hfDMo38TI1NjIxNDUAADn6gmc.bps.a.379234575507436.81636.142360675861495/481067448657481/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJwzsTA0MDM3MbEwMzU3sTDUMwHzjS0hfDMo38TI1NjIxNDUAADn6gmc.bps.a.379234575507436.81636.142360675861495/481067448657481/?type=3
https://www.facebook.com/PondsThailand
https://www.facebook.com/media/set/?set=a.379234575507436.81636.142360675861495&type=3
https://www.facebook.com/PondsThailand/timeline/story?ut=43&wstart=1357027200&wend=1388563199&hash=-6682788727368121230&pagefilter=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJwzMTO1NDAxMTUwNDc2tzDUM4HwTSB8IwBlEAZP.bps.a.379234575507436.81636.142360675861495/465904450173781/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJwzMTO1NDAxMTUwNDc2tzDUM4HwTSB8IwBlEAZP.bps.a.379234575507436.81636.142360675861495/465904450173781/?type=3
https://www.facebook.com/PondsThailand
https://www.facebook.com/media/set/?set=a.379234575507436.81636.142360675861495&type=3
https://www.facebook.com/PondsThailand/timeline/story?ut=43&wstart=1357027200&wend=1388563199&hash=-3550081593925872019&pagefilter=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJwzMTU3sTCwNDE3szAyt7TQM4HyTYxNLE3MTAFnYgZz.bps.a.379234575507436.81636.142360675861495/457480947682798/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJwzMTU3sTCwNDE3szAyt7TQM4HyTYxNLE3MTAFnYgZz.bps.a.379234575507436.81636.142360675861495/457480947682798/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJwzsTA0MDM3MbEwMzU3sTDUMwHzjS0hfDMo38TI1NjIxNDUAADn6gmc.bps.a.379234575507436.81636.142360675861495/481067448657481/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJwzsTA0MDM3MbEwMzU3sTDUMwHzjS0hfDMo38TI1NjIxNDUAADn6gmc.bps.a.379234575507436.81636.142360675861495/481067398657486/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJwzsTA0MDM3MbEwMzU3sTDUMwHzjS0hfDMo38TI1NjIxNDUAADn6gmc.bps.a.379234575507436.81636.142360675861495/481067425324150/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJwzMTO1NDAxMTUwNDc2tzDUM4HwTSB8IwBlEAZP.bps.a.379234575507436.81636.142360675861495/465904450173781/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJwzMTO1NDAxMTUwNDc2tzDUM4HwTSB8IwBlEAZP.bps.a.379234575507436.81636.142360675861495/465904440173782/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJwzMTU3sTCwNDE3szAyt7TQM4HyTYxNLE3MTAFnYgZz.bps.a.379234575507436.81636.142360675861495/457480947682798/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJwzMTU3sTCwNDE3szAyt7TQM4HyTYxNLE3MTAFnYgZz.bps.a.379234575507436.81636.142360675861495/457480944349465/?type=3
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POND'S added 11 new photos to the album: 10 anaiesdyuzisnssy 10 Years Younger Beauty Challenge Il —

withJ'Aoo Blueplanet.
August 9, 2013 -

POND'S posted an offer.

July 25, 2013 -

PONDS,  wouda 100 UsIAa

§ X ¢ a ¢ o
dgaaa 100 v ieeneuaa toa Nsufa wdasn vina 50 nsu

Expired
7,900 people claimed this offer

POND'S posted an offer.
July 4, 2013 -

POND'S,
WgoUUrRFDSSE
IHDWoOOUIENIT® 10 T
AU weouda 100 Usfa

aruan 100 vin riloronousa wafisuda mdada vina 50 n¥u
Expired
977 people claimed this offer



https://www.facebook.com/PondsThailand
https://www.facebook.com/media/set/?set=a.450879988342894.1073741836.142360675861495&type=3
https://www.facebook.com/jaoo.blueplanet
https://www.facebook.com/PondsThailand/timeline/story?ut=43&wstart=1357027200&wend=1388563199&hash=-2815103300588946988&pagefilter=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9zFkOgFAIQ9EdGSjDg~;1vTAXrFzkpuR5SJeKaJwFcvq4yR5XTz5GOCLrnX89ntdk96V4Lvb3DHnKc~;Dd7e9pGy~_749~_khbywBI2s~-.bps.a.450879988342894.1073741836.142360675861495/450880041676222/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9zFkOgFAIQ9EdGSjDg~;1vTAXrFzkpuR5SJeKaJwFcvq4yR5XTz5GOCLrnX89ntdk96V4Lvb3DHnKc~;Dd7e9pGy~_749~_khbywBI2s~-.bps.a.450879988342894.1073741836.142360675861495/450880041676222/?type=3
https://www.facebook.com/PondsThailand
https://www.facebook.com/PondsThailand/posts/444102829020610
https://www.facebook.com/PondsThailand
https://www.facebook.com/PondsThailand/posts/433939596703600
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9zFkOgFAIQ9EdGSjDg~;1vTAXrFzkpuR5SJeKaJwFcvq4yR5XTz5GOCLrnX89ntdk96V4Lvb3DHnKc~;Dd7e9pGy~_749~_khbywBI2s~-.bps.a.450879988342894.1073741836.142360675861495/450880041676222/?type=3
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POND'S added 9 new photos to the alboum: POND'SAGEMIRACLECLIPPING?2013M

June 27, 2013 -

POND'S at Mandarin Oriental, Bangkok

June 4, 2013 -

fi-shiind shiumeTaumanimuawds 30 Tan 10 erdnds Afidmssanageeuerind 10 3 fumanaeniuinse
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me http://www.facebook.com/pondsthailand/app 566437503376739

POND'S added 3 new photos to the aloum: POND’S AGE MIRACLE : ADVERTORIAL IN INSTYLE
MAGAZINE — with Salinrat Wong.

May 29, 2013 -
unanwdumuaiasiineans Instyle Magazine v 10 andwuzainianssy 10 Years Younger Beauty

Challenge w¥oamandadunisquarmihliuageeuniieds 10 1 sulnsg desnzds Taslianuddyiums gy
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https://www.facebook.com/PondsThailand
https://www.facebook.com/media/set/?set=a.379234575507436.81636.142360675861495&type=3
https://www.facebook.com/PondsThailand/timeline/story?ut=43&wstart=1357027200&wend=1388563199&hash=-5837042403717026348&pagefilter=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9zNsNwEAMAsGOImM4P~;pvLJIvzudoESJQ5RGdleSj67z2NYxwy7VsOvozxdBhbyene~_z~_Gutjs8~_~;9~;xLLzNvHRw~-.bps.a.379234575507436.81636.142360675861495/431188266978733/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9zNsNwEAMAsGOImM4P~;pvLJIvzudoESJQ5RGdleSj67z2NYxwy7VsOvozxdBhbyene~_z~_Gutjs8~_~;9~;xLLzNvHRw~-.bps.a.379234575507436.81636.142360675861495/431188266978733/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9zNsNwEAMAsGOImM4P~;pvLJIvzudoESJQ5RGdleSj67z2NYxwy7VsOvozxdBhbyene~_z~_Gutjs8~_~;9~;xLLzNvHRw~-.bps.a.379234575507436.81636.142360675861495/431188210312072/?type=3
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POND'S added 9 new photos to the alboum: POND'SAGEMIRACLECLIPPING?2013M

May 27, 2013 -

POND'S added 224 new photos to the album: Event 10 Years Younger Miracle Youth.
May 23, 2013 -
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POND'S added 2 new photos to the aloum: POND'SAGEMIRACLECLIPPING?2013M
May 22, 2013 -
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POND'S added 4 new photos to the album: POND'SAGEMIRACLECLIPPING?2013!
— with Salinrat Wong and Mayoung Mataam.
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https://www.facebook.com/PondsThailand/photos/ms.c.eJw9l9ERBCEIQzu6EUGE~;hs7NzF~_vgkCIrJu2IqKPa1qxrRfkKNW9KglLuj2eJPzcsWatnZMsWP9fvoix~_UesHfpzfhD8ZvxU~;G6YT~_3eFO~;8dYw6kvsnz~;vId7QrS~_bYX2UmP6U~;7Ima71h~;77l3wc4XUx~;U~;6c~_b98gvbLH3~;5ZKV4kkNc4C1~;i~;7H46CufFeSlW8yniteBnhq~;8l4qXj5nU91izf19digl~_IX6p2h~;dWG~;vL5KnbivXyb~_bnya~_5P9cqB859tYtSg1xLD31T8NIceKU7oe4vpX~;Fzol9n5mOs95tvOtcvrXfaL9l7wV73I4Ns4oV6LfV3nqP89OHihj~_Xnk4eYuRzAlze6I~;14m~;0~;wrlV~;BfW~;4L~;TmH6sX7NHWfstEvS~;vdvC9L~;bmNukk3J7sY9THVdzvyi04x859az3qV6rUD~;s5YuLy4XvNhL~;SneT8dHLLPSV3~_EvmG7v9O9MN~_~_ewG163vGV9Y~;~;bXOK~;QeZzykq~;~;Yj8O9WPZhD~;Vv4z29nTUf2g~_FPfr2m859jdWS8c88i1mPVz1KPbHUH~_cghSOOR5DtxIH9Rv~;mxRsu6tzfrrmZ2N~;1tpfG~_2jxZMse8zHw7d~_PQvrNZ97oh9T86Z5v1L91rhP1urndtzPd587jLrsF84vx91~;J~;p1vniJfFcrX9TDWvXo3eRbr65BVn6FebY0X8~;g~_~;R6~;tgPU~;1wuDhGwae8zOfenx68P~;P219ERv0r2E~;U~_90hMfy7d0Y~;Wj7GfM0cvfx~_Yw~;d7dJjfiKH4i~;Yu~_0R~;2T3~;8~_Fl~;Kn4m~;6m~;O0E2xbjfCzkrxZZ6xv1j5T~;pv~;x9KCu~;LrJN54N8hJz3tg9n9N~_6L~;wLXZyihf51suc~_pTOeRR3Hp0~_gP9R8r~_Q79Z~_LJK68sH307bLPtEv3iWmv5TOeT2W4uN9ZNseJ1n72ZiPXopfXB~_yL9zX8fZftFf~;nE6Gv6H9NeLlnX99JgN5PoY~;9evE~_~_joQ4z7rPlxThP3Ie98Osz9qx8m59~_486~_~;L8~;HQ~;FnkBV~;TnKIMS~;0PumJ91L5y4~;n6TrPiXkRen8cburKH98Ly5A~;3ofUfTjtAnv158T5nc~_X7JP2U~;bF~_uk~_z5pkra~_N9a76NM539RZTn09n~;vLvg~;a1xQ1d~;eHG~;HQfHPX85oYY8~_XNI3foej8cntTt6WDNg2P~_1WOa1nP~;6~_WXRb7ncT5M8K~;76uxfU~;96M74rfiO~;0DyLMcgupq75GBieUZpnMWm~;ZT~_dPMToH~;On05~;qEY78Y8lffP36~;cWIMR~;0HjiM~_u~;7vjm7Qb~;bfT8exv168~_c8PD596LwD8~;Z81G99~_X8T~_9mzH7b64dxssouRv6sei~_fnOr~_F9~_lpihtvYZ5Fap5xRJiH1i~;0W~_bNn~_~;90Hv~;MOpz7tsfBZPZWw~-~-.bps.a.415484648549095.1073741830.142360675861495/415484748549085/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9l9ERBCEIQzu6EUGE~;hs7NzF~_vgkCIrJu2IqKPa1qxrRfkKNW9KglLuj2eJPzcsWatnZMsWP9fvoix~_UesHfpzfhD8ZvxU~;G6YT~_3eFO~;8dYw6kvsnz~;vId7QrS~_bYX2UmP6U~;7Ima71h~;77l3wc4XUx~;U~;6c~_b98gvbLH3~;5ZKV4kkNc4C1~;i~;7H46CufFeSlW8yniteBnhq~;8l4qXj5nU91izf19digl~_IX6p2h~;dWG~;vL5KnbivXyb~_bnya~_5P9cqB859tYtSg1xLD31T8NIceKU7oe4vpX~;Fzol9n5mOs95tvOtcvrXfaL9l7wV73I4Ns4oV6LfV3nqP89OHihj~_Xnk4eYuRzAlze6I~;14m~;0~;wrlV~;BfW~;4L~;TmH6sX7NHWfstEvS~;vdvC9L~;bmNukk3J7sY9THVdzvyi04x859az3qV6rUD~;s5YuLy4XvNhL~;SneT8dHLLPSV3~_EvmG7v9O9MN~_~_ewG163vGV9Y~;~;bXOK~;QeZzykq~;~;Yj8O9WPZhD~;Vv4z29nTUf2g~_FPfr2m859jdWS8c88i1mPVz1KPbHUH~_cghSOOR5DtxIH9Rv~;mxRsu6tzfrrmZ2N~;1tpfG~_2jxZMse8zHw7d~_PQvrNZ97oh9T86Z5v1L91rhP1urndtzPd587jLrsF84vx91~;J~;p1vniJfFcrX9TDWvXo3eRbr65BVn6FebY0X8~;g~_~;R6~;tgPU~;1wuDhGwae8zOfenx68P~;P219ERv0r2E~;U~_90hMfy7d0Y~;Wj7GfM0cvfx~_Yw~;d7dJjfiKH4i~;Yu~_0R~;2T3~;8~_Fl~;Kn4m~;6m~;O0E2xbjfCzkrxZZ6xv1j5T~;pv~;x9KCu~;LrJN54N8hJz3tg9n9N~_6L~;wLXZyihf51suc~_pTOeRR3Hp0~_gP9R8r~_Q79Z~_LJK68sH307bLPtEv3iWmv5TOeT2W4uN9ZNseJ1n72ZiPXopfXB~_yL9zX8fZftFf~;nE6Gv6H9NeLlnX99JgN5PoY~;9evE~_~_joQ4z7rPlxThP3Ie98Osz9qx8m59~_486~_~;L8~;HQ~;FnkBV~;TnKIMS~;0PumJ91L5y4~;n6TrPiXkRen8cburKH98Ly5A~;3ofUfTjtAnv158T5nc~_X7JP2U~;bF~_uk~_z5pkra~_N9a76NM539RZTn09n~;vLvg~;a1xQ1d~;eHG~;HQfHPX85oYY8~_XNI3foej8cntTt6WDNg2P~_1WOa1nP~;6~_WXRb7ncT5M8K~;76uxfU~;96M74rfiO~;0DyLMcgupq75GBieUZpnMWm~;ZT~_dPMToH~;On05~;qEY78Y8lffP36~;cWIMR~;0HjiM~_u~;7vjm7Qb~;bfT8exv168~_c8PD596LwD8~;Z81G99~_X8T~_9mzH7b64dxssouRv6sei~_fnOr~_F9~_lpihtvYZ5Fap5xRJiH1i~;0W~_bNn~_~;90Hv~;MOpz7tsfBZPZWw~-~-.bps.a.415484648549095.1073741830.142360675861495/415484781882415/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9l9ERBCEIQzu6EUGE~;hs7NzF~_vgkCIrJu2IqKPa1qxrRfkKNW9KglLuj2eJPzcsWatnZMsWP9fvoix~_UesHfpzfhD8ZvxU~;G6YT~_3eFO~;8dYw6kvsnz~;vId7QrS~_bYX2UmP6U~;7Ima71h~;77l3wc4XUx~;U~;6c~_b98gvbLH3~;5ZKV4kkNc4C1~;i~;7H46CufFeSlW8yniteBnhq~;8l4qXj5nU91izf19digl~_IX6p2h~;dWG~;vL5KnbivXyb~_bnya~_5P9cqB859tYtSg1xLD31T8NIceKU7oe4vpX~;Fzol9n5mOs95tvOtcvrXfaL9l7wV73I4Ns4oV6LfV3nqP89OHihj~_Xnk4eYuRzAlze6I~;14m~;0~;wrlV~;BfW~;4L~;TmH6sX7NHWfstEvS~;vdvC9L~;bmNukk3J7sY9THVdzvyi04x859az3qV6rUD~;s5YuLy4XvNhL~;SneT8dHLLPSV3~_EvmG7v9O9MN~_~_ewG163vGV9Y~;~;bXOK~;QeZzykq~;~;Yj8O9WPZhD~;Vv4z29nTUf2g~_FPfr2m859jdWS8c88i1mPVz1KPbHUH~_cghSOOR5DtxIH9Rv~;mxRsu6tzfrrmZ2N~;1tpfG~_2jxZMse8zHw7d~_PQvrNZ97oh9T86Z5v1L91rhP1urndtzPd587jLrsF84vx91~;J~;p1vniJfFcrX9TDWvXo3eRbr65BVn6FebY0X8~;g~_~;R6~;tgPU~;1wuDhGwae8zOfenx68P~;P219ERv0r2E~;U~_90hMfy7d0Y~;Wj7GfM0cvfx~_Yw~;d7dJjfiKH4i~;Yu~_0R~;2T3~;8~_Fl~;Kn4m~;6m~;O0E2xbjfCzkrxZZ6xv1j5T~;pv~;x9KCu~;LrJN54N8hJz3tg9n9N~_6L~;wLXZyihf51suc~_pTOeRR3Hp0~_gP9R8r~_Q79Z~_LJK68sH307bLPtEv3iWmv5TOeT2W4uN9ZNseJ1n72ZiPXopfXB~_yL9zX8fZftFf~;nE6Gv6H9NeLlnX99JgN5PoY~;9evE~_~_joQ4z7rPlxThP3Ie98Osz9qx8m59~_486~_~;L8~;HQ~;FnkBV~;TnKIMS~;0PumJ91L5y4~;n6TrPiXkRen8cburKH98Ly5A~;3ofUfTjtAnv158T5nc~_X7JP2U~;bF~_uk~_z5pkra~_N9a76NM539RZTn09n~;vLvg~;a1xQ1d~;eHG~;HQfHPX85oYY8~_XNI3foej8cntTt6WDNg2P~_1WOa1nP~;6~_WXRb7ncT5M8K~;76uxfU~;96M74rfiO~;0DyLMcgupq75GBieUZpnMWm~;ZT~_dPMToH~;On05~;qEY78Y8lffP36~;cWIMR~;0HjiM~_u~;7vjm7Qb~;bfT8exv168~_c8PD596LwD8~;Z81G99~_X8T~_9mzH7b64dxssouRv6sei~_fnOr~_F9~_lpihtvYZ5Fap5xRJiH1i~;0W~_bNn~_~;90Hv~;MOpz7tsfBZPZWw~-~-.bps.a.415484648549095.1073741830.142360675861495/415484771882416/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJwzMTQ1MDA3MrIwtTSzMDbXM4HwjSF8MwBknAZV.bps.a.379234575507436.81636.142360675861495/415007228596837/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJwzMTQ1MDA3MrIwtTSzMDbXM4HwjSF8MwBknAZV.bps.a.379234575507436.81636.142360675861495/415007238596836/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJwzMTQxNjQ3MrIwMzO1MDbXMwHzDc3BfBMjKN~;IDCJvDOMbQPiWAJn4DNc~-.bps.a.379234575507436.81636.142360675861495/414317228665837/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJwzMTQxNjQ3MrIwMzO1MDbXMwHzDc3BfBMjKN~;IDCJvDOMbQPiWAJn4DNc~-.bps.a.379234575507436.81636.142360675861495/414317178665842/?type=3
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POND'S added 5 new photos to the album: POND'SAGEMIRACLECLIPPING2013!

— with Inoontray Zaza.
May 16, 2013 -
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POND'S updated their cover photo.

May 1, 2013 -
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https://www.facebook.com/PondsThailand/photos/ms.c.eJwzMTQxNjQ3MrIwMzO1MDbXMwHzDc3BfBMjKN~;IDCJvDOMbQPiWAJn4DNc~-.bps.a.379234575507436.81636.142360675861495/414317268665833/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJwzMTQxNjQ3MrIwMzO1MDbXMwHzDc3BfBMjKN~;IDCJvDOMbQPiWAJn4DNc~-.bps.a.379234575507436.81636.142360675861495/414317268665833/?type=3
https://www.facebook.com/PondsThailand
https://www.facebook.com/media/set/?set=a.379234575507436.81636.142360675861495&type=3
https://www.facebook.com/inoontray.zaza
https://www.facebook.com/PondsThailand/timeline/story?ut=43&wstart=1357027200&wend=1388563199&hash=4054731937909712359&pagefilter=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw1y7sNACAMA9GNkON8HPZfDARKccUrLozbS05zkVjx3MjQrcbqhrc4zu8Y1~;uhA4EfEBI~-.bps.a.379234575507436.81636.142360675861495/412936732137220/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw1y7sNACAMA9GNkON8HPZfDARKccUrLozbS05zkVjx3MjQrcbqhrc4zu8Y1~;uhA4EfEBI~-.bps.a.379234575507436.81636.142360675861495/412936732137220/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw1y7sNACAMA9GNkON8HPZfDARKccUrLozbS05zkVjx3MjQrcbqhrc4zu8Y1~;uhA4EfEBI~-.bps.a.379234575507436.81636.142360675861495/412936858803874/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw1y7sNACAMA9GNkON8HPZfDARKccUrLozbS05zkVjx3MjQrcbqhrc4zu8Y1~;uhA4EfEBI~-.bps.a.379234575507436.81636.142360675861495/412936858803874/?type=3
https://www.facebook.com/PondsThailand
https://www.facebook.com/PondsThailand/photos/a.235811189849776.48586.142360675861495/407248966039330/?type=3
https://www.facebook.com/PondsThailand/photos/a.235811189849776.48586.142360675861495/407248966039330/?type=3
https://www.facebook.com/PondsThailand/photos/a.235811189849776.48586.142360675861495/407248966039330/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJwzMTQxNjQ3MrIwMzO1MDbXMwHzDc3BfBMjKN~;IDCJvDOMbQPiWAJn4DNc~-.bps.a.379234575507436.81636.142360675861495/414317268665833/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJwzMTQxNjQ3MrIwMzO1MDbXMwHzDc3BfBMjKN~;IDCJvDOMbQPiWAJn4DNc~-.bps.a.379234575507436.81636.142360675861495/414317208665839/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw1y7sNACAMA9GNkON8HPZfDARKccUrLozbS05zkVjx3MjQrcbqhrc4zu8Y1~;uhA4EfEBI~-.bps.a.379234575507436.81636.142360675861495/412936732137220/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw1y7sNACAMA9GNkON8HPZfDARKccUrLozbS05zkVjx3MjQrcbqhrc4zu8Y1~;uhA4EfEBI~-.bps.a.379234575507436.81636.142360675861495/412936805470546/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw1y7sNACAMA9GNkON8HPZfDARKccUrLozbS05zkVjx3MjQrcbqhrc4zu8Y1~;uhA4EfEBI~-.bps.a.379234575507436.81636.142360675861495/412936878803872/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw1y7sNACAMA9GNkON8HPZfDARKccUrLozbS05zkVjx3MjQrcbqhrc4zu8Y1~;uhA4EfEBI~-.bps.a.379234575507436.81636.142360675861495/412936858803874/?type=3
https://www.facebook.com/PondsThailand/photos/a.235811189849776.48586.142360675861495/407248966039330/?type=3
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POND'S

April 22,2013 -
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POND'S added 4 new photos to the aloum: POND'SAGEMIRACLECLIPPING20131!

April 19, 2013 -
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https://www.facebook.com/PondsThailand?fref=nf
https://www.facebook.com/notes/ponds/%E0%B8%9B%E0%B8%A3%E0%B8%B0%E0%B8%81%E0%B8%B2%E0%B8%A8%E0%B8%A3%E0%B8%B2%E0%B8%A2%E0%B8%8A%E0%B8%B7%E0%B9%88%E0%B8%AD%E0%B8%9C%E0%B8%B9%E0%B9%89%E0%B9%82%E0%B8%8A%E0%B8%84%E0%B8%94%E0%B8%B5%E0%B8%81%E0%B8%B4%E0%B8%88%E0%B8%81%E0%B8%A3%E0%B8%A3%E0%B8%A1-10-years-younger-beauty-challenge-by-ponds-age-mira/403303446433882
https://www.facebook.com/PondsThailand
https://www.facebook.com/media/set/?set=a.379234575507436.81636.142360675861495&type=3
https://www.facebook.com/PondsThailand/timeline/story?ut=43&wstart=1357027200&wend=1388563199&hash=-2228851276084788816&pagefilter=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJwzMTAytDA3tzQzNTE1MTHXMwHzLQwhfFMo39zSEihobmEAkzeCyJsAAJy3DOk~-.bps.a.379234575507436.81636.142360675861495/402187796545447/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJwzMTAytDA3tzQzNTE1MTHXMwHzLQwhfFMo39zSEihobmEAkzeCyJsAAJy3DOk~-.bps.a.379234575507436.81636.142360675861495/402187796545447/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJwzMTAytDA3tzQzNTE1MTHXMwHzLQwhfFMo39zSEihobmEAkzeCyJsAAJy3DOk~-.bps.a.379234575507436.81636.142360675861495/402187816545445/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJwzMTAytDA3tzQzNTE1MTHXMwHzLQwhfFMo39zSEihobmEAkzeCyJsAAJy3DOk~-.bps.a.379234575507436.81636.142360675861495/402187816545445/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJwzMTAytDA3tzQzNTE1MTHXMwHzLQwhfFMo39zSEihobmEAkzeCyJsAAJy3DOk~-.bps.a.379234575507436.81636.142360675861495/402187799878780/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJwzMTAytDA3tzQzNTE1MTHXMwHzLQwhfFMo39zSEihobmEAkzeCyJsAAJy3DOk~-.bps.a.379234575507436.81636.142360675861495/402187799878780/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJwzMTAytDA3tzQzNTE1MTHXMwHzLQwhfFMo39zSEihobmEAkzeCyJsAAJy3DOk~-.bps.a.379234575507436.81636.142360675861495/402187796545447/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJwzMTAytDA3tzQzNTE1MTHXMwHzLQwhfFMo39zSEihobmEAkzeCyJsAAJy3DOk~-.bps.a.379234575507436.81636.142360675861495/402187816545445/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJwzMTAytDA3tzQzNTE1MTHXMwHzLQwhfFMo39zSEihobmEAkzeCyJsAAJy3DOk~-.bps.a.379234575507436.81636.142360675861495/402187799878780/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJwzMTAytDA3tzQzNTE1MTHXMwHzLQwhfFMo39zSEihobmEAkzeCyJsAAJy3DOk~-.bps.a.379234575507436.81636.142360675861495/402187826545444/?type=3

164

POND'S added 3 new photos to the album: POND'S AGE MIRACLE : OFFICE TROOP.

March 12, 2013 -
2013

POND'S
March 5, 2013 -
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POND'S added 8 new photos to the album: POND'SAGEMIRACLECLIPPING?2013!
— with Panyaporn Rungruangsrisak and 11 others.
February 22, 2013 -
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https://www.facebook.com/PondsThailand
https://www.facebook.com/media/set/?set=a.386744324756461.1073741825.142360675861495&type=3
https://www.facebook.com/PondsThailand/timeline/story?ut=43&wstart=1357027200&wend=1388563199&hash=-7585508725310995767&pagefilter=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw1x8EJACAMBMGOJOY2ydl~;Y4Lg~;EbuAbFJ7eyld4KppvSfDp8xF~_W6CZ8~-.bps.a.386744324756461.1073741825.142360675861495/386744341423126/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw1x8EJACAMBMGOJOY2ydl~;Y4Lg~;EbuAbFJ7eyld4KppvSfDp8xF~_W6CZ8~-.bps.a.386744324756461.1073741825.142360675861495/386744341423126/?type=3
https://www.facebook.com/PondsThailand?fref=nf
https://www.facebook.com/PondsThailand/photos/a.167251360039093.33999.142360675861495/383800698384157/?type=3
https://www.facebook.com/PondsThailand/photos/a.167251360039093.33999.142360675861495/383800698384157/?type=3
https://www.facebook.com/PondsThailand/photos/a.167251360039093.33999.142360675861495/383800698384157/?type=3
https://www.facebook.com/PondsThailand
https://www.facebook.com/media/set/?set=a.379234575507436.81636.142360675861495&type=3
https://www.facebook.com/panyaporn.rungruangsrisak
https://www.facebook.com/PondsThailand?fref=ts
https://www.facebook.com/PondsThailand/timeline/story?ut=43&wstart=1357027200&wend=1388563199&hash=2577965400723343961&pagefilter=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw1zMENADEIA8GOToABQ~;~_NReTCc7SWwTZ4dITQ4R~;GYVLlQsk1pyPXXtOT9dxqSnT27xReB54Vd69r0~;kz2gF~_kBnt.bps.a.379234575507436.81636.142360675861495/379234595507434/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw1zMENADEIA8GOToABQ~;~_NReTCc7SWwTZ4dITQ4R~;GYVLlQsk1pyPXXtOT9dxqSnT27xReB54Vd69r0~;kz2gF~_kBnt.bps.a.379234575507436.81636.142360675861495/379234595507434/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw1x8EJACAMBMGOJOY2ydl~;Y4Lg~;EbuAbFJ7eyld4KppvSfDp8xF~_W6CZ8~-.bps.a.386744324756461.1073741825.142360675861495/386744341423126/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw1x8EJACAMBMGOJOY2ydl~;Y4Lg~;EbuAbFJ7eyld4KppvSfDp8xF~_W6CZ8~-.bps.a.386744324756461.1073741825.142360675861495/386744404756453/?type=3
https://www.facebook.com/PondsThailand/photos/a.167251360039093.33999.142360675861495/383800698384157/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw1zMENADEIA8GOToABQ~;~_NReTCc7SWwTZ4dITQ4R~;GYVLlQsk1pyPXXtOT9dxqSnT27xReB54Vd69r0~;kz2gF~_kBnt.bps.a.379234575507436.81636.142360675861495/379234595507434/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw1zMENADEIA8GOToABQ~;~_NReTCc7SWwTZ4dITQ4R~;GYVLlQsk1pyPXXtOT9dxqSnT27xReB54Vd69r0~;kz2gF~_kBnt.bps.a.379234575507436.81636.142360675861495/379235208840706/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw1zMENADEIA8GOToABQ~;~_NReTCc7SWwTZ4dITQ4R~;GYVLlQsk1pyPXXtOT9dxqSnT27xReB54Vd69r0~;kz2gF~_kBnt.bps.a.379234575507436.81636.142360675861495/379235275507366/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw1zMENADEIA8GOToABQ~;~_NReTCc7SWwTZ4dITQ4R~;GYVLlQsk1pyPXXtOT9dxqSnT27xReB54Vd69r0~;kz2gF~_kBnt.bps.a.379234575507436.81636.142360675861495/379235488840678/?type=3
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POND'S added 8 new photos to the album: ADVERTORIALINLISA2012.
August 22, 2012 -

POND'S added 51 new photos to the aloum: NEWSCLIPPING2012.

May 17, 2012 -
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https://www.facebook.com/PondsThailand
https://www.facebook.com/media/set/?set=a.307188822712012.64836.142360675861495&type=3
https://www.facebook.com/PondsThailand/timeline/story?ut=43&wstart=1325404800&wend=1357027199&hash=2549564303539338744&pagefilter=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw1zMENwDAIQ9GNKoMhmP0Xa1qS49O3TJRJopc5zB6O1Syt8s~_OEBeCFXHdu9eeHnf~_XjlOYIzr3P~_g~_tg4thdttBmZ.bps.a.307188822712012.64836.142360675861495/307188832712011/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw1zMENwDAIQ9GNKoMhmP0Xa1qS49O3TJRJopc5zB6O1Syt8s~_OEBeCFXHdu9eeHnf~_XjlOYIzr3P~_g~_tg4thdttBmZ.bps.a.307188822712012.64836.142360675861495/307188832712011/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw1zMENwDAIQ9GNKoMhmP0Xa1qS49O3TJRJopc5zB6O1Syt8s~_OEBeCFXHdu9eeHnf~_XjlOYIzr3P~_g~_tg4thdttBmZ.bps.a.307188822712012.64836.142360675861495/307204836043744/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw1zMENwDAIQ9GNKoMhmP0Xa1qS49O3TJRJopc5zB6O1Syt8s~_OEBeCFXHdu9eeHnf~_XjlOYIzr3P~_g~_tg4thdttBmZ.bps.a.307188822712012.64836.142360675861495/307204836043744/?type=3
https://www.facebook.com/PondsThailand
https://www.facebook.com/media/set/?set=a.202029959894566.41171.142360675861495&type=3
https://www.facebook.com/PondsThailand/timeline/story?ut=43&wstart=1325404800&wend=1357027199&hash=4675918479027547697&pagefilter=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9ktkNBCEMQztakTv039gyDkbz9eSxEwyaYbJlZe~;z~_U~_H1SIjfZNjqamJkXt0shrYmpzDcdkmT5nn~_uVpJzkx3~_kPGWZ~_YL7W45m~;yCnQs8gB~;5tXcz7l~_So~_f7z5PX6nv32Y~;3fBv6jv~_d8e57CCda2F~;BTy6Pr0~;eV1x2VBX~_Fknfw77ysL~_u33MPbppH5uBvoiO1ifXsN~_OXA~_qcc5zP0SfbVRT~;R~;tiQ3dM3Lhb5b9uXGfXuRz4P49MX8c~_Fg7ruRV~;vmybJhIaMfjyA39tHrF8F7EqFf8J6qbl~_ia9jJPky~;4j253fOJoY~_z9sd1lj~;9qp~_F~;2UBpQY~-.bps.a.202029959894566.41171.142360675861495/265319106898984/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9ktkNBCEMQztakTv039gyDkbz9eSxEwyaYbJlZe~;z~_U~_H1SIjfZNjqamJkXt0shrYmpzDcdkmT5nn~_uVpJzkx3~_kPGWZ~_YL7W45m~;yCnQs8gB~;5tXcz7l~_So~_f7z5PX6nv32Y~;3fBv6jv~_d8e57CCda2F~;BTy6Pr0~;eV1x2VBX~_Fknfw77ysL~_u33MPbppH5uBvoiO1ifXsN~_OXA~_qcc5zP0SfbVRT~;R~;tiQ3dM3Lhb5b9uXGfXuRz4P49MX8c~_Fg7ruRV~;vmybJhIaMfjyA39tHrF8F7EqFf8J6qbl~_ia9jJPky~;4j253fOJoY~_z9sd1lj~;9qp~_F~;2UBpQY~-.bps.a.202029959894566.41171.142360675861495/265319106898984/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9ktkNBCEMQztakTv039gyDkbz9eSxEwyaYbJlZe~;z~_U~_H1SIjfZNjqamJkXt0shrYmpzDcdkmT5nn~_uVpJzkx3~_kPGWZ~_YL7W45m~;yCnQs8gB~;5tXcz7l~_So~_f7z5PX6nv32Y~;3fBv6jv~_d8e57CCda2F~;BTy6Pr0~;eV1x2VBX~_Fknfw77ysL~_u33MPbppH5uBvoiO1ifXsN~_OXA~_qcc5zP0SfbVRT~;R~;tiQ3dM3Lhb5b9uXGfXuRz4P49MX8c~_Fg7ruRV~;vmybJhIaMfjyA39tHrF8F7EqFf8J6qbl~_ia9jJPky~;4j253fOJoY~_z9sd1lj~;9qp~_F~;2UBpQY~-.bps.a.202029959894566.41171.142360675861495/265319183565643/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw1zMENwDAIQ9GNKoMhmP0Xa1qS49O3TJRJopc5zB6O1Syt8s~_OEBeCFXHdu9eeHnf~_XjlOYIzr3P~_g~_tg4thdttBmZ.bps.a.307188822712012.64836.142360675861495/307188832712011/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw1zMENwDAIQ9GNKoMhmP0Xa1qS49O3TJRJopc5zB6O1Syt8s~_OEBeCFXHdu9eeHnf~_XjlOYIzr3P~_g~_tg4thdttBmZ.bps.a.307188822712012.64836.142360675861495/307188889378672/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw1zMENwDAIQ9GNKoMhmP0Xa1qS49O3TJRJopc5zB6O1Syt8s~_OEBeCFXHdu9eeHnf~_XjlOYIzr3P~_g~_tg4thdttBmZ.bps.a.307188822712012.64836.142360675861495/307204836043744/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw1zMENwDAIQ9GNKoMhmP0Xa1qS49O3TJRJopc5zB6O1Syt8s~_OEBeCFXHdu9eeHnf~_XjlOYIzr3P~_g~_tg4thdttBmZ.bps.a.307188822712012.64836.142360675861495/307204899377071/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9ktkNBCEMQztakTv039gyDkbz9eSxEwyaYbJlZe~;z~_U~_H1SIjfZNjqamJkXt0shrYmpzDcdkmT5nn~_uVpJzkx3~_kPGWZ~_YL7W45m~;yCnQs8gB~;5tXcz7l~_So~_f7z5PX6nv32Y~;3fBv6jv~_d8e57CCda2F~;BTy6Pr0~;eV1x2VBX~_Fknfw77ysL~_u33MPbppH5uBvoiO1ifXsN~_OXA~_qcc5zP0SfbVRT~;R~;tiQ3dM3Lhb5b9uXGfXuRz4P49MX8c~_Fg7ruRV~;vmybJhIaMfjyA39tHrF8F7EqFf8J6qbl~_ia9jJPky~;4j253fOJoY~_z9sd1lj~;9qp~_F~;2UBpQY~-.bps.a.202029959894566.41171.142360675861495/265319106898984/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9ktkNBCEMQztakTv039gyDkbz9eSxEwyaYbJlZe~;z~_U~_H1SIjfZNjqamJkXt0shrYmpzDcdkmT5nn~_uVpJzkx3~_kPGWZ~_YL7W45m~;yCnQs8gB~;5tXcz7l~_So~_f7z5PX6nv32Y~;3fBv6jv~_d8e57CCda2F~;BTy6Pr0~;eV1x2VBX~_Fknfw77ysL~_u33MPbppH5uBvoiO1ifXsN~_OXA~_qcc5zP0SfbVRT~;R~;tiQ3dM3Lhb5b9uXGfXuRz4P49MX8c~_Fg7ruRV~;vmybJhIaMfjyA39tHrF8F7EqFf8J6qbl~_ia9jJPky~;4j253fOJoY~_z9sd1lj~;9qp~_F~;2UBpQY~-.bps.a.202029959894566.41171.142360675861495/265319123565649/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9ktkNBCEMQztakTv039gyDkbz9eSxEwyaYbJlZe~;z~_U~_H1SIjfZNjqamJkXt0shrYmpzDcdkmT5nn~_uVpJzkx3~_kPGWZ~_YL7W45m~;yCnQs8gB~;5tXcz7l~_So~_f7z5PX6nv32Y~;3fBv6jv~_d8e57CCda2F~;BTy6Pr0~;eV1x2VBX~_Fknfw77ysL~_u33MPbppH5uBvoiO1ifXsN~_OXA~_qcc5zP0SfbVRT~;R~;tiQ3dM3Lhb5b9uXGfXuRz4P49MX8c~_Fg7ruRV~;vmybJhIaMfjyA39tHrF8F7EqFf8J6qbl~_ia9jJPky~;4j253fOJoY~_z9sd1lj~;9qp~_F~;2UBpQY~-.bps.a.202029959894566.41171.142360675861495/265319150232313/?type=3
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April 1, 2012 -
$nlns...veulns... miwTwialdwinseny nu 10 Years Younger Beauty Search By Pond's Age

Miracle 1¢5useiaranu Tmauag 1850 Tma! ! adnime
POND'S

Our Philosophy These days, getting the right face care can seem daunting. The good
news is beautiful skin doesn't have to be hard, involving hefty price tags, empty
promises, or complicated,...

Like P

POND'S added 47 new photos to the album: Event 10 Years Younger Beauty Search.
March 21, 2012 -
au event @ CTW sou 10 augatie



https://www.facebook.com/PondsThailand?fref=nf
https://www.facebook.com/PondsThailand/posts/392159727475847
https://www.facebook.com/PondsThailand?sk=app_241431295888615&app_data
https://www.facebook.com/PondsThailand
https://www.facebook.com/media/set/?set=a.230594297038132.47323.142360675861495&type=3
https://www.facebook.com/PondsThailand/timeline/story?ut=43&wstart=1325404800&wend=1357027199&hash=-6016484116588834440&pagefilter=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9kdkRxDAMQjva0WUd~;Te2iTD5fCOQETaXFIko8TpaPwO~;KB1NHnBePgK9km1ZhnzAn74fe2jJ5ZTl5P508CGvoI37ct59MXa59r1ozivWf4Kc4E~_P~;Mo8LfAzfxvmTkaeYJ7O1ddltVr2~_566vv7Kj7fAsCJDb5wH3jcl4x4d8uZ~;Yi3r~_MtmQw4Rz55zyLrz5v8N~_nX2O7jHec9svzXsb9Bv3r707ILyZB4w~;1~_Pg6k39C~_8Twz7nfkM~_egX6L8~_Evsc~_~_yxv~;f117f25gunv~_Bnf4r3mnPFfcU~_DfPyP44hlV8~-.bps.a.230594297038132.47323.142360675861495/230600447037517/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9kdkRxDAMQjva0WUd~;Te2iTD5fCOQETaXFIko8TpaPwO~;KB1NHnBePgK9km1ZhnzAn74fe2jJ5ZTl5P508CGvoI37ct59MXa59r1ozivWf4Kc4E~_P~;Mo8LfAzfxvmTkaeYJ7O1ddltVr2~_566vv7Kj7fAsCJDb5wH3jcl4x4d8uZ~;Yi3r~_MtmQw4Rz55zyLrz5v8N~_nX2O7jHec9svzXsb9Bv3r707ILyZB4w~;1~_Pg6k39C~_8Twz7nfkM~_egX6L8~_Evsc~_~_yxv~;f117f25gunv~_Bnf4r3mnPFfcU~_DfPyP44hlV8~-.bps.a.230594297038132.47323.142360675861495/230600447037517/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9kdkRxDAMQjva0WUd~;Te2iTD5fCOQETaXFIko8TpaPwO~;KB1NHnBePgK9km1ZhnzAn74fe2jJ5ZTl5P508CGvoI37ct59MXa59r1ozivWf4Kc4E~_P~;Mo8LfAzfxvmTkaeYJ7O1ddltVr2~_566vv7Kj7fAsCJDb5wH3jcl4x4d8uZ~;Yi3r~_MtmQw4Rz55zyLrz5v8N~_nX2O7jHec9svzXsb9Bv3r707ILyZB4w~;1~_Pg6k39C~_8Twz7nfkM~_egX6L8~_Evsc~_~_yxv~;f117f25gunv~_Bnf4r3mnPFfcU~_DfPyP44hlV8~-.bps.a.230594297038132.47323.142360675861495/230600490370846/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9kdkRxDAMQjva0WUd~;Te2iTD5fCOQETaXFIko8TpaPwO~;KB1NHnBePgK9km1ZhnzAn74fe2jJ5ZTl5P508CGvoI37ct59MXa59r1ozivWf4Kc4E~_P~;Mo8LfAzfxvmTkaeYJ7O1ddltVr2~_566vv7Kj7fAsCJDb5wH3jcl4x4d8uZ~;Yi3r~_MtmQw4Rz55zyLrz5v8N~_nX2O7jHec9svzXsb9Bv3r707ILyZB4w~;1~_Pg6k39C~_8Twz7nfkM~_egX6L8~_Evsc~_~_yxv~;f117f25gunv~_Bnf4r3mnPFfcU~_DfPyP44hlV8~-.bps.a.230594297038132.47323.142360675861495/230600490370846/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9ktkNBCEMQztakTv039gyDkbz9eSxEwyaYbJlZe~;z~_U~_H1SIjfZNjqamJkXt0shrYmpzDcdkmT5nn~_uVpJzkx3~_kPGWZ~_YL7W45m~;yCnQs8gB~;5tXcz7l~_So~_f7z5PX6nv32Y~;3fBv6jv~_d8e57CCda2F~;BTy6Pr0~;eV1x2VBX~_Fknfw77ysL~_u33MPbppH5uBvoiO1ifXsN~_OXA~_qcc5zP0SfbVRT~;R~;tiQ3dM3Lhb5b9uXGfXuRz4P49MX8c~_Fg7ruRV~;vmybJhIaMfjyA39tHrF8F7EqFf8J6qbl~_ia9jJPky~;4j253fOJoY~_z9sd1lj~;9qp~_F~;2UBpQY~-.bps.a.202029959894566.41171.142360675861495/265319183565643/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9kdkRxDAMQjva0WUd~;Te2iTD5fCOQETaXFIko8TpaPwO~;KB1NHnBePgK9km1ZhnzAn74fe2jJ5ZTl5P508CGvoI37ct59MXa59r1ozivWf4Kc4E~_P~;Mo8LfAzfxvmTkaeYJ7O1ddltVr2~_566vv7Kj7fAsCJDb5wH3jcl4x4d8uZ~;Yi3r~_MtmQw4Rz55zyLrz5v8N~_nX2O7jHec9svzXsb9Bv3r707ILyZB4w~;1~_Pg6k39C~_8Twz7nfkM~_egX6L8~_Evsc~_~_yxv~;f117f25gunv~_Bnf4r3mnPFfcU~_DfPyP44hlV8~-.bps.a.230594297038132.47323.142360675861495/230600447037517/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9kdkRxDAMQjva0WUd~;Te2iTD5fCOQETaXFIko8TpaPwO~;KB1NHnBePgK9km1ZhnzAn74fe2jJ5ZTl5P508CGvoI37ct59MXa59r1ozivWf4Kc4E~_P~;Mo8LfAzfxvmTkaeYJ7O1ddltVr2~_566vv7Kj7fAsCJDb5wH3jcl4x4d8uZ~;Yi3r~_MtmQw4Rz55zyLrz5v8N~_nX2O7jHec9svzXsb9Bv3r707ILyZB4w~;1~_Pg6k39C~_8Twz7nfkM~_egX6L8~_Evsc~_~_yxv~;f117f25gunv~_Bnf4r3mnPFfcU~_DfPyP44hlV8~-.bps.a.230594297038132.47323.142360675861495/230600470370848/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9kdkRxDAMQjva0WUd~;Te2iTD5fCOQETaXFIko8TpaPwO~;KB1NHnBePgK9km1ZhnzAn74fe2jJ5ZTl5P508CGvoI37ct59MXa59r1ozivWf4Kc4E~_P~;Mo8LfAzfxvmTkaeYJ7O1ddltVr2~_566vv7Kj7fAsCJDb5wH3jcl4x4d8uZ~;Yi3r~_MtmQw4Rz55zyLrz5v8N~_nX2O7jHec9svzXsb9Bv3r707ILyZB4w~;1~_Pg6k39C~_8Twz7nfkM~_egX6L8~_Evsc~_~_yxv~;f117f25gunv~_Bnf4r3mnPFfcU~_DfPyP44hlV8~-.bps.a.230594297038132.47323.142360675861495/230600490370846/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9kdkRxDAMQjva0WUd~;Te2iTD5fCOQETaXFIko8TpaPwO~;KB1NHnBePgK9km1ZhnzAn74fe2jJ5ZTl5P508CGvoI37ct59MXa59r1ozivWf4Kc4E~_P~;Mo8LfAzfxvmTkaeYJ7O1ddltVr2~_566vv7Kj7fAsCJDb5wH3jcl4x4d8uZ~;Yi3r~_MtmQw4Rz55zyLrz5v8N~_nX2O7jHec9svzXsb9Bv3r707ILyZB4w~;1~_Pg6k39C~_8Twz7nfkM~_egX6L8~_Evsc~_~_yxv~;f117f25gunv~_Bnf4r3mnPFfcU~_DfPyP44hlV8~-.bps.a.230594297038132.47323.142360675861495/230600507037511/?type=3
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POND'S Workshop 10 Years Younger Beauty
Search By Pond's Age Miracle
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POND'S Workshop 10 Years Younger Beauty

Search By Pond's Age Miracle
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https://www.facebook.com/PondsThailand
https://www.facebook.com/media/set/?set=a.230049497092612.47210.142360675861495&type=3
https://www.facebook.com/media/set/?set=a.230049497092612.47210.142360675861495&type=3
https://www.facebook.com/PondsThailand/timeline/story?ut=43&wstart=1325404800&wend=1357027199&hash=2218933274092009134&pagefilter=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9zsENAzAIA8CNKsAQw~;6LtSHQX07GVgxijnJxOSH6sWeCqMTYBTf3snVSCA2Mf697r2vTvqev2T45hnXfaux6~_0yu3~;5~;L7L72PzEzaXOmNL92H2~_~;5p9AXcjLI8~-.bps.a.230049497092612.47210.142360675861495/230243940406501/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9zsENAzAIA8CNKsAQw~;6LtSHQX07GVgxijnJxOSH6sWeCqMTYBTf3snVSCA2Mf697r2vTvqev2T45hnXfaux6~_0yu3~;5~;L7L72PzEzaXOmNL92H2~_~;5p9AXcjLI8~-.bps.a.230049497092612.47210.142360675861495/230243940406501/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9zsENAzAIA8CNKsAQw~;6LtSHQX07GVgxijnJxOSH6sWeCqMTYBTf3snVSCA2Mf697r2vTvqev2T45hnXfaux6~_0yu3~;5~;L7L72PzEzaXOmNL92H2~_~;5p9AXcjLI8~-.bps.a.230049497092612.47210.142360675861495/230244030406492/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9zsENAzAIA8CNKsAQw~;6LtSHQX07GVgxijnJxOSH6sWeCqMTYBTf3snVSCA2Mf697r2vTvqev2T45hnXfaux6~_0yu3~;5~;L7L72PzEzaXOmNL92H2~_~;5p9AXcjLI8~-.bps.a.230049497092612.47210.142360675861495/230244030406492/?type=3
https://www.facebook.com/PondsThailand
https://www.facebook.com/media/set/?set=a.230049497092612.47210.142360675861495&type=3
https://www.facebook.com/media/set/?set=a.230049497092612.47210.142360675861495&type=3
https://www.facebook.com/PondsThailand/timeline/story?ut=43&wstart=1325404800&wend=1357027199&hash=-8989589523166746210&pagefilter=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw90McRxEAIBMCMrvAm~;8QOwcKza2DQihhAIYNdExl~_9BkBQUg9pW0RVrmz0OYzTzuP6JAkevs8jnHpMyZOX1Y3JBjbM2bd4~;Sz9z28eZn8zJ2Dtt2sDqqpxbr6IyPt~;O3Te5~_bU8~;r5j45XR5t9OfAsWwfT~;~;eC~_k~_2bz~;V5nW0wfbl9L7du4c85zj930O2H3ka~_p9zT9ZplnP.bps.a.230049497092612.47210.142360675861495/230050983759130/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw90McRxEAIBMCMrvAm~;8QOwcKza2DQihhAIYNdExl~_9BkBQUg9pW0RVrmz0OYzTzuP6JAkevs8jnHpMyZOX1Y3JBjbM2bd4~;Sz9z28eZn8zJ2Dtt2sDqqpxbr6IyPt~;O3Te5~_bU8~;r5j45XR5t9OfAsWwfT~;~;eC~_k~_2bz~;V5nW0wfbl9L7du4c85zj930O2H3ka~_p9zT9ZplnP.bps.a.230049497092612.47210.142360675861495/230050983759130/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw90McRxEAIBMCMrvAm~;8QOwcKza2DQihhAIYNdExl~_9BkBQUg9pW0RVrmz0OYzTzuP6JAkevs8jnHpMyZOX1Y3JBjbM2bd4~;Sz9z28eZn8zJ2Dtt2sDqqpxbr6IyPt~;O3Te5~_bU8~;r5j45XR5t9OfAsWwfT~;~;eC~_k~_2bz~;V5nW0wfbl9L7du4c85zj930O2H3ka~_p9zT9ZplnP.bps.a.230049497092612.47210.142360675861495/230068863757342/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9zsENAzAIA8CNKsAQw~;6LtSHQX07GVgxijnJxOSH6sWeCqMTYBTf3snVSCA2Mf697r2vTvqev2T45hnXfaux6~_0yu3~;5~;L7L72PzEzaXOmNL92H2~_~;5p9AXcjLI8~-.bps.a.230049497092612.47210.142360675861495/230243940406501/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9zsENAzAIA8CNKsAQw~;6LtSHQX07GVgxijnJxOSH6sWeCqMTYBTf3snVSCA2Mf697r2vTvqev2T45hnXfaux6~_0yu3~;5~;L7L72PzEzaXOmNL92H2~_~;5p9AXcjLI8~-.bps.a.230049497092612.47210.142360675861495/230243973739831/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9zsENAzAIA8CNKsAQw~;6LtSHQX07GVgxijnJxOSH6sWeCqMTYBTf3snVSCA2Mf697r2vTvqev2T45hnXfaux6~_0yu3~;5~;L7L72PzEzaXOmNL92H2~_~;5p9AXcjLI8~-.bps.a.230049497092612.47210.142360675861495/230244030406492/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9zsENAzAIA8CNKsAQw~;6LtSHQX07GVgxijnJxOSH6sWeCqMTYBTf3snVSCA2Mf697r2vTvqev2T45hnXfaux6~_0yu3~;5~;L7L72PzEzaXOmNL92H2~_~;5p9AXcjLI8~-.bps.a.230049497092612.47210.142360675861495/230244087073153/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw90McRxEAIBMCMrvAm~;8QOwcKza2DQihhAIYNdExl~_9BkBQUg9pW0RVrmz0OYzTzuP6JAkevs8jnHpMyZOX1Y3JBjbM2bd4~;Sz9z28eZn8zJ2Dtt2sDqqpxbr6IyPt~;O3Te5~_bU8~;r5j45XR5t9OfAsWwfT~;~;eC~_k~_2bz~;V5nW0wfbl9L7du4c85zj930O2H3ka~_p9zT9ZplnP.bps.a.230049497092612.47210.142360675861495/230050983759130/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw90McRxEAIBMCMrvAm~;8QOwcKza2DQihhAIYNdExl~_9BkBQUg9pW0RVrmz0OYzTzuP6JAkevs8jnHpMyZOX1Y3JBjbM2bd4~;Sz9z28eZn8zJ2Dtt2sDqqpxbr6IyPt~;O3Te5~_bU8~;r5j45XR5t9OfAsWwfT~;~;eC~_k~_2bz~;V5nW0wfbl9L7du4c85zj930O2H3ka~_p9zT9ZplnP.bps.a.230049497092612.47210.142360675861495/230051010425794/?type=3
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POND'S added 54 new photos to the album: 10 YRS YOUNGER BEAUTY SEARCH.
March 16, 2012 -

POND'S added a new photo to the album: 10 YRS YOUNGER BEAUTY SEARCH.
March 1, 2012 -
wazudananssy 10 Years Younger Beauty Search By Pond's Age Miracle fldvuamasuaminsan
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https://www.facebook.com/PondsThailand
https://www.facebook.com/media/set/?set=a.211671692263726.42844.142360675861495&type=3
https://www.facebook.com/PondsThailand/timeline/story?ut=43&wstart=1325404800&wend=1357027199&hash=4366931469692645895&pagefilter=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw90tkRwzAIBNCOMghx9t9YZFarv7xhOWxHNau2LQlTd~;sprLmldTVtcNK~_O~;38oBNedI~_T~;b7QLzTmy6vb7Df2O~_Yn53sg73TBt~_5r5osLvb~;~_XE7P~;WJJOxx0wC~_fsNHzPMl7XQX1e29IH1e7Xi~;98rGCNthon7y9esKvPvuC~_~_I86bho~;d6X8v1E9vjtq8m7MV~;IL~_bLYN5fjvyrx9Tf~;pr7KnlfzX2n6boxn98jGvNl5vc6B5~_87gj6~_x4enXSiznyKxG5RpxXe9J68v7rBRsfk8f~;9XDD3Zc~;~_0utasNAxTs6f5z~;m~;EJ~;sr9xn~;C~_xn3b~;670sGc~-.bps.a.211671692263726.42844.142360675861495/227883410642554/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw90tkRwzAIBNCOMghx9t9YZFarv7xhOWxHNau2LQlTd~;sprLmldTVtcNK~_O~;38oBNedI~_T~;b7QLzTmy6vb7Df2O~_Yn53sg73TBt~_5r5osLvb~;~_XE7P~;WJJOxx0wC~_fsNHzPMl7XQX1e29IH1e7Xi~;98rGCNthon7y9esKvPvuC~_~_I86bho~;d6X8v1E9vjtq8m7MV~;IL~_bLYN5fjvyrx9Tf~;pr7KnlfzX2n6boxn98jGvNl5vc6B5~_87gj6~_x4enXSiznyKxG5RpxXe9J68v7rBRsfk8f~;9XDD3Zc~;~_0utasNAxTs6f5z~;m~;EJ~;sr9xn~;C~_xn3b~;670sGc~-.bps.a.211671692263726.42844.142360675861495/227883410642554/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw90tkRwzAIBNCOMghx9t9YZFarv7xhOWxHNau2LQlTd~;sprLmldTVtcNK~_O~;38oBNedI~_T~;b7QLzTmy6vb7Df2O~_Yn53sg73TBt~_5r5osLvb~;~_XE7P~;WJJOxx0wC~_fsNHzPMl7XQX1e29IH1e7Xi~;98rGCNthon7y9esKvPvuC~_~_I86bho~;d6X8v1E9vjtq8m7MV~;IL~_bLYN5fjvyrx9Tf~;pr7KnlfzX2n6boxn98jGvNl5vc6B5~_87gj6~_x4enXSiznyKxG5RpxXe9J68v7rBRsfk8f~;9XDD3Zc~;~_0utasNAxTs6f5z~;m~;EJ~;sr9xn~;C~_xn3b~;670sGc~-.bps.a.211671692263726.42844.142360675861495/227883447309217/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw90tkRwzAIBNCOMghx9t9YZFarv7xhOWxHNau2LQlTd~;sprLmldTVtcNK~_O~;38oBNedI~_T~;b7QLzTmy6vb7Df2O~_Yn53sg73TBt~_5r5osLvb~;~_XE7P~;WJJOxx0wC~_fsNHzPMl7XQX1e29IH1e7Xi~;98rGCNthon7y9esKvPvuC~_~_I86bho~;d6X8v1E9vjtq8m7MV~;IL~_bLYN5fjvyrx9Tf~;pr7KnlfzX2n6boxn98jGvNl5vc6B5~_87gj6~_x4enXSiznyKxG5RpxXe9J68v7rBRsfk8f~;9XDD3Zc~;~_0utasNAxTs6f5z~;m~;EJ~;sr9xn~;C~_xn3b~;670sGc~-.bps.a.211671692263726.42844.142360675861495/227883447309217/?type=3
https://www.facebook.com/PondsThailand
https://www.facebook.com/media/set/?set=a.211671692263726.42844.142360675861495&type=3
https://www.facebook.com/PondsThailand/photos/a.211671692263726.42844.142360675861495/219259314838297/?type=3
https://www.facebook.com/PondsThailand/photos/a.211671692263726.42844.142360675861495/219259314838297/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw90McRxEAIBMCMrvAm~;8QOwcKza2DQihhAIYNdExl~_9BkBQUg9pW0RVrmz0OYzTzuP6JAkevs8jnHpMyZOX1Y3JBjbM2bd4~;Sz9z28eZn8zJ2Dtt2sDqqpxbr6IyPt~;O3Te5~_bU8~;r5j45XR5t9OfAsWwfT~;~;eC~_k~_2bz~;V5nW0wfbl9L7du4c85zj930O2H3ka~_p9zT9ZplnP.bps.a.230049497092612.47210.142360675861495/230068863757342/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw90tkRwzAIBNCOMghx9t9YZFarv7xhOWxHNau2LQlTd~;sprLmldTVtcNK~_O~;38oBNedI~_T~;b7QLzTmy6vb7Df2O~_Yn53sg73TBt~_5r5osLvb~;~_XE7P~;WJJOxx0wC~_fsNHzPMl7XQX1e29IH1e7Xi~;98rGCNthon7y9esKvPvuC~_~_I86bho~;d6X8v1E9vjtq8m7MV~;IL~_bLYN5fjvyrx9Tf~;pr7KnlfzX2n6boxn98jGvNl5vc6B5~_87gj6~_x4enXSiznyKxG5RpxXe9J68v7rBRsfk8f~;9XDD3Zc~;~_0utasNAxTs6f5z~;m~;EJ~;sr9xn~;C~_xn3b~;670sGc~-.bps.a.211671692263726.42844.142360675861495/227883410642554/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw90tkRwzAIBNCOMghx9t9YZFarv7xhOWxHNau2LQlTd~;sprLmldTVtcNK~_O~;38oBNedI~_T~;b7QLzTmy6vb7Df2O~_Yn53sg73TBt~_5r5osLvb~;~_XE7P~;WJJOxx0wC~_fsNHzPMl7XQX1e29IH1e7Xi~;98rGCNthon7y9esKvPvuC~_~_I86bho~;d6X8v1E9vjtq8m7MV~;IL~_bLYN5fjvyrx9Tf~;pr7KnlfzX2n6boxn98jGvNl5vc6B5~_87gj6~_x4enXSiznyKxG5RpxXe9J68v7rBRsfk8f~;9XDD3Zc~;~_0utasNAxTs6f5z~;m~;EJ~;sr9xn~;C~_xn3b~;670sGc~-.bps.a.211671692263726.42844.142360675861495/227883427309219/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw90tkRwzAIBNCOMghx9t9YZFarv7xhOWxHNau2LQlTd~;sprLmldTVtcNK~_O~;38oBNedI~_T~;b7QLzTmy6vb7Df2O~_Yn53sg73TBt~_5r5osLvb~;~_XE7P~;WJJOxx0wC~_fsNHzPMl7XQX1e29IH1e7Xi~;98rGCNthon7y9esKvPvuC~_~_I86bho~;d6X8v1E9vjtq8m7MV~;IL~_bLYN5fjvyrx9Tf~;pr7KnlfzX2n6boxn98jGvNl5vc6B5~_87gj6~_x4enXSiznyKxG5RpxXe9J68v7rBRsfk8f~;9XDD3Zc~;~_0utasNAxTs6f5z~;m~;EJ~;sr9xn~;C~_xn3b~;670sGc~-.bps.a.211671692263726.42844.142360675861495/227883447309217/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw90tkRwzAIBNCOMghx9t9YZFarv7xhOWxHNau2LQlTd~;sprLmldTVtcNK~_O~;38oBNedI~_T~;b7QLzTmy6vb7Df2O~_Yn53sg73TBt~_5r5osLvb~;~_XE7P~;WJJOxx0wC~_fsNHzPMl7XQX1e29IH1e7Xi~;98rGCNthon7y9esKvPvuC~_~_I86bho~;d6X8v1E9vjtq8m7MV~;IL~_bLYN5fjvyrx9Tf~;pr7KnlfzX2n6boxn98jGvNl5vc6B5~_87gj6~_x4enXSiznyKxG5RpxXe9J68v7rBRsfk8f~;9XDD3Zc~;~_0utasNAxTs6f5z~;m~;EJ~;sr9xn~;C~_xn3b~;670sGc~-.bps.a.211671692263726.42844.142360675861495/227883453975883/?type=3
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POND'S added 9 new photos to the album: NEWSCLIPPING2012.
February 2, 2012 -
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https://www.facebook.com/PondsThailand/posts/324613564248741
https://www.facebook.com/PondsThailand
https://www.facebook.com/media/set/?set=a.202029959894566.41171.142360675861495&type=3
https://www.facebook.com/PondsThailand/timeline/story?ut=43&wstart=1325404800&wend=1357027199&hash=2673177082259360982&pagefilter=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9zLkRwDAMA7CNciL1Ufsvlsd2SjSg0YZtI4mDi8v5WXXcTqKgY1VmTNq28Dn62JfzdbXY8~_ztse1wlFv9jmXcKYcc~_A~-~-.bps.a.202029959894566.41171.142360675861495/202092709888291/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9zLkRwDAMA7CNciL1Ufsvlsd2SjSg0YZtI4mDi8v5WXXcTqKgY1VmTNq28Dn62JfzdbXY8~_ztse1wlFv9jmXcKYcc~_A~-~-.bps.a.202029959894566.41171.142360675861495/202092709888291/?type=3
https://www.facebook.com/PondsThailand/photos/a.211671692263726.42844.142360675861495/219259314838297/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9zLkRwDAMA7CNciL1Ufsvlsd2SjSg0YZtI4mDi8v5WXXcTqKgY1VmTNq28Dn62JfzdbXY8~_ztse1wlFv9jmXcKYcc~_A~-~-.bps.a.202029959894566.41171.142360675861495/202092709888291/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9zLkRwDAMA7CNciL1Ufsvlsd2SjSg0YZtI4mDi8v5WXXcTqKgY1VmTNq28Dn62JfzdbXY8~_ztse1wlFv9jmXcKYcc~_A~-~-.bps.a.202029959894566.41171.142360675861495/202092759888286/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9zLkRwDAMA7CNciL1Ufsvlsd2SjSg0YZtI4mDi8v5WXXcTqKgY1VmTNq28Dn62JfzdbXY8~_ztse1wlFv9jmXcKYcc~_A~-~-.bps.a.202029959894566.41171.142360675861495/202092773221618/?type=3
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POND'S added 9 new photos to the album: NEWSCLIPPING2012—

with Nana Richy.
February 2, 2012 -
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https://www.facebook.com/PondsThailand
https://www.facebook.com/media/set/?set=a.202029959894566.41171.142360675861495&type=3
https://www.facebook.com/noonarrichy
https://www.facebook.com/PondsThailand/timeline/story?ut=43&wstart=1325404800&wend=1357027199&hash=-7350458191910104697&pagefilter=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9zcENwDAIQ9GNKmOTAvsvViWEHp~_~_JROEAImMLD7cNlNluXtec~_0egXEevzH76P7v0V5ja~;tY7fkTzp~;sA~;zOHGs~-.bps.a.202029959894566.41171.142360675861495/202030033227892/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9zcENwDAIQ9GNKmOTAvsvViWEHp~_~_JROEAImMLD7cNlNluXtec~_0egXEevzH76P7v0V5ja~;tY7fkTzp~;sA~;zOHGs~-.bps.a.202029959894566.41171.142360675861495/202030033227892/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9zcENwDAIQ9GNKmOTAvsvViWEHp~_~_JROEAImMLD7cNlNluXtec~_0egXEevzH76P7v0V5ja~;tY7fkTzp~;sA~;zOHGs~-.bps.a.202029959894566.41171.142360675861495/202031283227767/?type=3
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https://www.facebook.com/PondsThailand/photos/ms.c.eJw9zcENwDAIQ9GNKmOTAvsvViWEHp~_~_JROEAImMLD7cNlNluXtec~_0egXEevzH76P7v0V5ja~;tY7fkTzp~;sA~;zOHGs~-.bps.a.202029959894566.41171.142360675861495/202030033227892/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9zcENwDAIQ9GNKmOTAvsvViWEHp~_~_JROEAImMLD7cNlNluXtec~_0egXEevzH76P7v0V5ja~;tY7fkTzp~;sA~;zOHGs~-.bps.a.202029959894566.41171.142360675861495/202031139894448/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9zcENwDAIQ9GNKmOTAvsvViWEHp~_~_JROEAImMLD7cNlNluXtec~_0egXEevzH76P7v0V5ja~;tY7fkTzp~;sA~;zOHGs~-.bps.a.202029959894566.41171.142360675861495/202031253227770/?type=3
https://www.facebook.com/PondsThailand/photos/ms.c.eJw9zcENwDAIQ9GNKmOTAvsvViWEHp~_~_JROEAImMLD7cNlNluXtec~_0egXEevzH76P7v0V5ja~;tY7fkTzp~;sA~;zOHGs~-.bps.a.202029959894566.41171.142360675861495/202031283227767/?type=3
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