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Abstract

A research study on the importance of visual content advertising communication. The
objective of this study was to study the format of advertising communication based on image
content (Content Marketing) and the goal was to develop the results of the study. In this research, a
conjoint analysis technique was used. The sample group was 200 individuals who consumed

cookies.

The data collection tool was created by interviewing a group of cookie R&D experts, cookie
consuming groups, and graphic designers to extract attributes and levels until they came up with
three attributes: images, text advertising and the combination of eating Each feature is divided
according to the level value. Then it was created as a questionnaire and used to collect data with
the sample group for analysis. The results of the study are as follows. The important factor was the
image, having an important value of 54.28. combination of eating and the last one is Advertising
text The significance values were 34.28 and 11.42, respectively, and the results of this combined
utility analysis indicated that the subjects had a craving for cookies because of the picture rather
than the craving for cookies. because of the advertising message Most of the respondents were

women. Most are 21-30 years old.

Index terms: Image Content Advertising Communication, Content Marketing
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