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Abstract

The objectives of this qualitative research are 1) to find appeals for provocative advertising
campaigns and 2) to find storytelling techniques for provocative advertising design. The research
methods are 1. Collecting 203 samples of best practices honored by two institutions, D&AD (Design
and Art Direction) and The One Show, during 2017 — 2021, which were verified by a focus group.
2. Study and collect data about provocation in order to specify keywords by collaborating with
psychological specialists then creating the first research tool to select the samples that fit into the
provocative advertising. 3. Samples selected by psychological specialists and public relations
specialists. 4. The researcher analyzed 63 samples with advertising design theories which include
1) Advertising Appeals 2) Storytelling. 5. Verified the accuracy of results by in-depth interview
with specialists. The researcher found 1) Advertising Appeals, the most frequently used are Fear
Appeal which has a frequency of 29 is equal to 38.67%, Emotional Appeal has a frequency of 20
is equal to 26.67% and Sex Appeal has a frequency of 12 is equal to 16%. To support the first
objective, these appeals can be used as a design guideline for provocative advertising campaigns.
2) Storytelling, the most frequently used are False Start which has a frequency of 29 is equal to 42.65%,
Sparkline has a frequency of 10 is equal to 14.71% and Nested Loops has a frequency of 9 is equall
to 13.24%. To support the second objective, these storytelling techniques can be applied to the
provocative advertising design. The provocative advertising campaigns for public service commonly
used violent or scandalous images to leverage our fear of an issue as a way to jump-start us into
action. Furthermore, using threatening or insulting words can caused harassment, alarm or distress
that tap into our emotional reaction to an issue, rather than just our rational or informational needs.

Keywords : Appeals, Storytelling, Provocative Advertising
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