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DIGITAL MEDIA DESIGN FOR GENERATION C AS THE FIRST CAR BUYERS
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Abstract

This study is performed with the purposes to find guidelines and principles for digital media design, and to find
elements and principles of compositions that suit digital media design for Generation C as the first car buyers, using the
Brand Archetypes Theory. The initial research tools used in this study were questionnaires that were used to survey on
marketing specialists to find answers about appropriate brand personality. The answers were then used to build some
other tools focusing on the target group by selecting 7 people from Generation C to identify brand personality that
coincides with them mostly. Their opinions were used to extract elements and methods of compositions that suit digital
media design by selecting 20 examples from award-winning websites per one brand personality, and used them to build
a questionnaire to be surveyed on advertising design specialists. The findings of this study are as follows:

1) Brand personality that suits digital media design for Generation C as buyers of their first cars according to 3
archetypes: the Magician, the Explorer and the Jaster. 2) Elements and compositions that suit digital media design for
Generation C as buyers of their first cars can be categorized by brand personality as follows:- 2.1) The Magician: Basic
Color Schemes Theory, Tetradic color in cool-colored scheme, Column Grid composition, Sans-serif typosraphy,
photographs of medium shot and wide shot, tones of light in photography are mostly darker than the lower key. 2.2) The
Explorer: Basic Color Scheme Theory with similar color scheme to the Split Complementary in warm colors, Modular Grid
composition of web design, Sans-serif typography, photographs of much wide shot, long shot, and close-up shot, tones
of light in photography are mostly darker than the lower key. 2.3) The Jaster: Basic Color Scheme Theory with
Complementary Color scheme in warm colors, Manuscript Grid composition of web design, Sans-serif typography,

photographs of medium shot and single shot, tones of light in photography are mostly darker than the lower key.

Keywords: Generation C / First car / Digital media
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3.1 UnAum

3.1.1. Web site: www.lexus-int.com

3.1.2. Web site: www.powerofpossible.com

3.1.3. Web site: www.magazine.rolexawards.com

3.1.4. Web site: www.nbthieves.com

3.1.5. Web site: www.alemansdesign.it/qualita.html

3.1.6. Web site: www.oxitalia.com

3.1.7. Web site: www.abemoeko.com

3.1.8. Web site: www.agence-belle-epoque.fr

3.1.9. Web site: www.lyonaeroports-tl.com/en

3.1.10. Web site: www.thechedi-andermatt.com/en

3.2 fmannan
3.2.1. Web site: www.lexus-int.com
3.2.2. Web site: www.hakerbrand.com
3.2.3. Web site: www.studiovs.nl
3.2.4. Web site: www.canaltp.fr
3.2.5. Web site: www.5-door.mini.com.au
3.2.6. Web site: www.artool.me
3.2.7. Web site: www.dreamyourself.it
3.2.8. Web site: www.christmaswithjoy.com
3.2.9. Web site: www.laboiteamalice.ch
3.2.10. Web site: www.todeschinisa.com

3.2.11. Web site: www.recruit.istyle.co.jp

3.3 fnueIna
3.3.1. Web site: www. 7Tmml.org
3.3.2. Web site: www.craftedbyec.com
3.3.3. Web site: www.jovaconstruction.com
3.3.4. Web site: www.sokruta.com.ua/en

3.3.5. Web site: www.wmnvm.com/works
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3.3.6. Web site: www.koto-bana.com
3.3.7. Web site: www.aquest.it
3.3.8. Web site: www.digitalwerk.agency/en

-4 el ET— ' 4 . o
'IiEF\.I"n.IHIj‘ﬁ Yy ‘itﬂUﬁ'I‘iafr\i"l ETHW-ATLMLY AT AseavnisuATTRRIY

aTuun Fumeds N1 20-30 1 HENTTH art directar nudejeh 151

PN v v Y PN A
AINN 3 m@%am@ﬂaLsﬁﬂjsﬁqmﬂqUﬂqiaaﬂLLUUWﬁLsmULLUUa@Uﬂ']ﬂJSQWVI 3

HaagUn1sAiun1sAT12Y / aAuTena

1. nMseanuuvdendnoadmiulaiuelstTudlug ueTesneudAuLsn JYASNNINTBIUTUA 7
AUMLIZAY 3 Bila Ao 1. Unuena (Brand Archetype Magician) 2. inAuw1 (Brand Archetype
Explorer) 3. fnanuad (Brand Archetype Jaster)

] [

2. 9eAUsENOUTIMEANNTTRRIAUsENRUwIzanluniseanLuudefIneadmiu 1a
ek tud TuguedEes0 uAAULINKENATNUATNANYDILUTUA IR

2.1.1 Wnweana : ngufidiagsiquuulaseddimdsuiiuiluisesdlulnuddeu nisdn
9IAUTENOUKUY ARANUNTA (Column Grid) dnwagdidnwstugUuuulifiids (Sans Serif) svozvas
amangdubuunInszeznand (Medium Shot) wazwuun1mning (Wide Shot) Tduasuuulnunim
drulugdaninad@mninais (Low Key)

2.1.2 tnAum : ngudaingsmuuudlndifesivddnsetululnudseu n1sdnesfusznaunwuy
Tugan$niea (Modular Grid) anwagdadnusluguuuulaifide szezvesnmaradunuuszesninauin
(Very Wide Shot) buun nkau (Close up) WALLUUNINLALGT (Long Shot) fnwaugAWIALEILUU
Tnunwaulnginninardmninans

o

2.1.3 faman : nufuwdingsiuuulaseddasatululnudsou n1sdnesrusenaunuuiy

an3uUAn3a (Manuscript Grid) dnwauzdidnuslugluuuldfidszervaaninaraiduwuunimseey
NN LaZAIMLUUNELAYY (Single Shot) anwadzawlilaswuulnunwaulugdaninadminais

JoLauaLUY

fiypdnamesiusudldsunsdadeninfianumngau 3 via fe 1. dnueina 2. 1in
AN 3. AInannade Medelddangnikuindunisesnuuulaanuminzaslunisiiaue
e (key visual) Tunisesnuuudedl 1.a9nmmenna wuamdlumstauen nUsznounm
Tngldnmanennuaslnesia (Retouch) anwauetuiioase(Surreal) 2. WnAUM wunmslun1suiaue
2 laglgninusgnau (Ilustration) NANAUAINAINGEE (Photo) 3. Famanuade kuanslunsin
wuanmusznounn lagldsidnes (Typography) @uduniwang

a

NIANIFAUNTTUAERS PRINTAUUMINGFY -94- UM 2, atun 2, ¥t 86-95



S18N1591994

[y

nsznaevADy. 2556, “ungiu... A 8 Laluslstu Aueglungulvuuy?.” Juidududeya 29
maAN 2557 (http://hilight.kapook.com/view/ 83492)

nate Yayer Sy, 2554. “Y&Rchetypes (Archetype) -13 fInuvaghuTUs.” Juitdudu 26
NeAIN1EY 2557 (http://www.brandanything.biz/wordpress/?p=1502)

Ineiduwidlaans. 2556, “sadlamns..foogls.” Suidududeya 5 ngadmeu 2557
(http://www.thairentecocar.com/14222050/508laA35eco-carAoagls)

dtinfusigIuATegia. 2557, “ndnslveanl 57 yadnlavanadviavsiulelugs,400 - 5,600
au.” Juiidududeya 17 Sunau 2557
(http://www.thanonline.com/index.php?option=com_content &view= article&id=
222825%3A-57-5400-5600-&catid=176%3A2009-06-25-09-26-02&Itemid=5244.
VWXDyGDojM4)

Marketing Oopsl. 2554. “33n Gen C flgnulnivesuslanganineanson 6 ﬂmamﬁaﬁm%mm
Wwosednusesiunues” Juiduduteya 24 woednieu 2557

(http://www.marketingoops.com/reports/infographic-reports/genc-infographic)
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