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FEATURES OF FORMATION OF ADVERTISING CREATIVITY

The article is devoted to the study of the peculiarities of advertising creativity.
Creativity as a problem for analysis has always been of interest to sociologists,
psychologists, economists. In recent decades, the economy of experience has been
popular and has been in demand. The economy of experience involves the active
use of emotions, emotional creativity, which is called to form an advertising message
thatis interesting to consumers. However, despite numerous studies of the problems
of creativity by representatives of various sciences, some aspects of its use, for
example, in advertising, are still insufficiently studied, which determines the topicality
of the work. The aim of the article is to identify the features of formation advertising
creativity. Measurements (indicators) of creativity (fluency, flexibility, originality,
elaboration, semantic flexibility, figurative flexibility, spontaneous flexibility) and
their examples in advertising are considered. Features of emotional creativity are
analyzed, which may include the development or modification of standard emotions
to better adapt to the needs of the individual / group or the development of new
forms of expression of emotions. Examples of Ukrainian advertising practices
illustrating the use of tools for formation of creative content according to J. Goldberg
are given: unification tool, activation tool, metaphor tool, subtraction tool, extreme
consequence tool, absurd alternative tool, inversion tool, extreme effort tool. The
criteria of creativity are noted: novelty, efficiency, authenticity, and all three of these
criteria work only together. The question of the efficiency of advertising creativity
is considered: the most famous formula for the impact of advertising product AIDA
provides answers to questions about the functions of creativity in advertising - to
attract attention, create an emotional response and as a result interest, create a
need, stimulate to action. This focuses on the emotional component, emphasizing
that without emotion, the chain of effectiveness of the advertising message will
not work. It is noted that at each stage of the impact of advertising, creativity can
be both functional and dysfunctional. Functional, ie one that contributes to the
ultimate goal of advertising — to sell a product / change the pattern of behavior (for
social advertising) creativity may be under certain conditions. The conditions of
functional and dysfunctional creativity are indicated. Consideration of the conditions
of functionality of the advertising creativity allowed us to highlight its features.
These are: relevance of the advertised product; adaptation to consumer needs,
namely: conformity with consumer values; heterogeneity: the type of creativity may
differ depending on the target audience, the stage of the product life cycle and
the advertising message; focus on ethical norms. The line between creativity and
insults, discrimination can be sensitive. Emotional perception is a key factor in the
communicative efficiency of the advertising message.

Keywords: features of advertising creativity, advertising, emotional creativity,
creative tools, Ukrainian and foreign advertising practices.
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Features of Formation of Advertising Creativity

Introduction

Creativity as a problem attracts attention
of scientists, who study ads, because
it demonstrates dynamics of wvalues of
consumers. It has always been of interest to
specialists from different spheres such as
sociologists, psychologists and economists.
In recent decades, the experience economy
has been researched by many copywriters
and has become popular and in demand. The
experience economy is aimed at actively
using values, emotions, emotional creativity
to select a creative idea that can interest
consumers. The creative economy is based on
the information about values and is viewed
by scientists and practitioners as a worldwide
reality. “New model of the economy combines
culture, society, technology and economy —
both at the micro and macro levels. Central to
this system is the recognition of creativity,
knowledge and access to information. And
here we have something new: creativity is
finally appreciated. Improving things across
the company can now depend on one idea. The
profitability of creative contributions can
reach incredible levels. Creativity and the
ability to implement innovations, or in other
words, to apply ideas in a business context,
are becoming a major component of the
newly formed creative economy of the 21st
century”[1, p. 46]. Creative economy is: “1) a
concept that evolves and is based on creative
resources; 2) can potentially contribute to
economic growth and development; 3) has
the potential to stimulate income generation,
job creation and export earnings, while
promoting social integration, cultural
diversity and personal development of a
human being; 4) covers economic and social
aspects together with technology, intellectual
property and tourism; 5) is a set of innovative
economic processes that involve the aspect
of development and have intersectoral
connections with the general economy at the
macro - and micro levels” [1, p. 47].

Literature review

J. Howkins notes, that neither creativity
nor economy is new to us. The only fact,
that deserves attention of scientists and
practitioners is the extent of the relationship
between creativity and economy and how they
combine to create extraordinary value and
wealth[2]. R. Florida, an American economist,
developed the theory of the creative class

and wrote that creative services, such as
design, advertising and entertainment, not
only add value to each product, but also drive
innovation in virtually all industries [3].
The presence of creative abilities, which was
previously only a supplement in the modern
global economy, becomes decisive for further
cultural, economic and social development [1].

The problems of the charismatic leader
were the subject of analysis by M. Weber,
W. Mommsen, and S. Eisenstadt. The desire
to interpret human creativity on the basis of
a relationship with one of the three ways of
connecting with the world was also proposed
by J. Habermas. The idea of expression
describes creativity mainly in relation to the
subjective world of the acting individual. The
idea of production refers creativity to the
objective world, the world of material objects,
which are the conditions and means of action.
Finally, the idea of revolution assumes the
possibility of human creativity in relation to
the social world [4].

H. Joas criticizes the theory of
communicative action of J. Habermas because
the characteristics of creativity in this case
are limited by the concept of rationality, ie
emotional and creative actions are ignored
[6]. Thus, the concept of communicative
rationality can be considered convincing only
when it comes to the theory of rationality.
To correct the mistake, H. Joas proposes to
add a third model to the dominant models of
rational and normative-oriented action, in
relation to which we should talk about the
creative nature of human action. Moreover,
the researcher claims that this third model
covers the first two [5], but also takes into
account emotional actions.

However, despite the active study of the
problem of creativity by representatives
of different sciences, some aspects of its
use, for example, in advertising, are still
insufficiently studied, which determines
the topicality of the problem. Existing
works devoted to the study of creativity in
advertising confirm the relevance of the
study of this phenomenon and determine
the main directions of this study. Thus the
work of S Rosengren, M. Eisend, S. Koslow
[6] emphasizes the need for empirical
study of the mechanism of creativity in
advertising through both originality and
appropriateness. The works of M. Dahlén,
S. Rosengren, F. Térn, T Modig, R Smith,
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J. Chen, X. Yang [7, 8, 9] are devoted to the
question of the influence of creativity on the
effectiveness of advertising. The study of the
national features of creativity in advertising
were devoted the works of B. N. Kim, S. Han,
S. Yoon, D. West, A. Kover, A. Caruana,
L. Howe-Walsh, S Turnbull, P. Budhwar
[10, 11, 12]. Further areas of the study of
creativity in advertising, such as digital
advertising, targeting advertising in social
media were presented in the works of D. West,
S. Koslow, M. Kslgour, L. P. Wulandari,
G.S.Darma([13, 14].

The aim of the article is to identify
the features of formation of advertising
creativity. To achieve the aim, the following
tasks were solved: 1) the types of creativity
were considered; 2) features of emotional
creativity and creative criteria were
analyzed; 3) types of creativity in advertising
were defined; 4) conditions of functional and
dysfunctional creativity were considered; 5)
examples of the use of creative advertising
tools in Ukrainian and foreign advertising
were shown.

Results

E.P. Torrance tried to describe creative
thinking as the process of sensing difficulties,
problems, gaps in information, missing
elements [15] The Torrance test is one of the
most famous because it reflects the diversity
of the concept of creativity: Fluency takes
into account the speed of producing ideas,
Flexibility as the ability to put forward
various ideas, move from one aspect of the
problem to another, uses various strategies
of solution, Originality as non-standard
thinking and Elaboration as amount of detail
in the responses.

Creativity as non-standard, the ability
to differ from others can be represented in
advertising / PR in two main dimensions:
creativity of design, contained in visual
images and copywriting creativity, contained
in a verbal message — slogans, appeals,
accompanying text. In our opinion, we could
single out a third separate dimension -
emotional creativity as the ability of an
advertising / PR product to evoke an
emotional response in the audience. It is
clear that emotions are closely related to both
visual images and verbal accompaniment
of advertising / PR, but at the same time
they are a separate component of influence.

Both creativity of design and creativity of
copywriting do not guarantee a positive
perception of the product and positive
consumer actions.

The measurement creativity of Flexibility
is important for advertisers and PR people,
because different target audiences at the
expense of the specifics of age, gender,
lifestyle, values require a differentiated
approach to creating an advertising
message. A common mistake of advertisers
is to try to make one universal message
for everyone, but since the concept is very
abstract, the probability of reaching the
target audience becomes problematic, which
once again emphasizes the importance
of consumer segmentation and personal
marketing. The personal marketing approach
was implemented by Google through the
contextual advertising service Google Ad,
which not only demonstrates advertising that
is relevant to the search query of customers,
but also takes into account their demographic,
geographical, social characteristics.

Measuring creativity of Elaboration can be
important for advertisers to create a realistic,
recognizable advertising image. However,
it should be remembered that this requires
experience in monitoring the audience of
consumers, to monitor how customer values
in relation to the product of advertising
change.

Like P. Torrance, another well-known
researcher of creativity, G. Guilford,
linked creativity to divergent thinking, but
emphasized that they were not identical.
In his opinion, creativity consists of four
components [16]: 1) originality; 2) semantic
flexibility — the ability to suggest a new use
of the object; 3) figurative flexibility — the
ability to see new features in the object;
4) spontaneous flexibility — the ability to
produce a variety of ideas in unregulated
situations.

The use of semantic flexibility, figurative
flexibility and spontaneous flexibility are
quite common methods of producing creative
advertising content. For example, inventions
such as tea bags in the form of the pillow
“Pillow tea bag” or the Mitsubishi Pajero
advertisement where instead of comparing
this car to another one, this advertisement
is comparing this car to a rhinoceros are
examples of semantic flexibility that uses
familiar things to build familiar associations.
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A good example of figurative flexibility can
be the advertising campaign-winner of the
“Cannes Lions” — “See sound”, which presents
a mobile application combined with a smart
watch for deaf people in order to better adapt
them to life and create a safer space. The
program identifies and transmits appropriate
signals regarding loud sounds — a child’s cry,
a siren signal, etc. An example of spontaneous
flexibility in advertising is a commercial
where a woman’s high-heeled shoes break,
she takes a chewing gum, tears off her second
heel and continues her journey.

Features of emotional creativity deserve a
separateanalysis. Themost famousresearcher
of emotional creativity is R.J. Averill, who
notes that creativity is highly classified in
cognitive processes, while emotions haven’t
been considered cognitive for along time[17].
AccordingtoR.dJ. Averillemotional creativity
should be considered as a consequence of
the socio-constructivist view of emotions
[17]. That is, emotions are considered as
social constructs, because the expression of
emotions occurs in accordance with existing
social norms, which the individual learns in
the process of socialization.

Emotional creativity can begin with a
change in the rules according to which it is
customary to express emotions. However,
a non-traditional form of expression is not
necessarily considered creative. Therefore,
R.J. Averill emphasizes that: emotional
creativity may involve the development or
modification of standard emotions to better
suit the needs of an individual / group or
the development of new forms of emotion

expression.
An important issue in the study of
creativity is its criteria. R. J. Averill

considers novelty, efficiency, authenticity as
criteria of creativity [17]. Moreover, all three
of these criteria work only together. That is,
novelty that is not effective is not considered
creative.

There is a question about the effectiveness
of advertising creativity. The most well-
known formula for influencing advertising
product the AIDA provides answers to
questions about the functions of creativity
in advertising - to attract attention, create
an emotional response, create a need,
stimulate to action. AIDA also focuses on
the emotional component, emphasizing that
without emotion (it can be not only emotions

of interest, but any other) the chain of
effectiveness of the advertising message will
not work.

At the same time, it should be noted that
at each stage of the impact of advertising,
creativity can be both functional and
dysfunctional. Creativity may be functional,
ie one that contributes to the ultimate goal
of advertising - to sell a product / change the
model of behavior (for social advertising)
under certain conditions.

The first and most important condition of
a functional creativity is the relevance of the
creativity to the advertised product. There
are many cases when bright, non-standard
advertising attracted attention and was
remembered, at the same time consumers
could not remember which product was
advertised, iecreativityin advertising existed
separately and did not contain associations
with the advertised product. However, there
are also successful advertising messages,
when the connection with the advertising
product is traced and the stages of formation
of the need for the product during the period
of primary and secondary socialization are
demonstrated. Thus, the combination of first-
order knowledge and second-order knowledge
allowed us to trace the etymology of interest
or motivation to buy a product and was
appreciated asamemory of ahappy childhood,
successful deals, authoritative people who
helped or appreciated consumer actions. The
confirmation of this is the advertising of
cheese for children, for example.

The second condition of functional
creativity is conformity with consumer
values. The point is that advertising can
be creative, it can create associations with
the product, but not coincide in value with
consumer values. Value Mismatch is caused
by a lack of understanding of the needs and
interests of consumers. It can manifest itself
as a generation gap (age gap), gender gap
(mismatch with models of gender identities
in advertising), behavioral gap (instead of
praising the consumer those who are not
consumers are humiliated), emotional gap
(mismatch of emotional response to the needs
of the audience). The emotional gap can be
observed, for example, in the use of negative
emotions in social advertising: an attempt to
intimidate consumers to make them fasten
belts in the car, instead of creating a positive
emotional response to a positive pattern of
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behavior. Asaresult, dysfunctional creativity
is formed. By dysfunctional creativity we
mean one that does not contribute to the goals
of advertising as communication and business
indicators: not relevant to the product, does
not influence the purchase of the product,
does not form loyalty (or even offends,
repulses consumers), etc.

The third condition of functional
creativity is the heterogeneity of advertising,
ie its diversity depending on: 1) the target
audience; 2) productlifecycle; 3) geolocations,
etc. Creating several variants of advertising
images and messages is the best solution and
illustrates the principle of heterogeneity of
advertising.

Toreach the target audience, understanding
the needs, interests and values of a particular
group requires constant study of the audience,
its behavioral patterns, habits, and allows you
to create consumer-oriented advertising. It
is no coincidence that such super-successful
companies as Google, Coca-Cola, Procter &
Gamble, Microsoft, General Motors create
commercials that raise important social issues
for their audiences, such as responding to and
meeting the values of inclusion and diversity.
Yes, Coca-Cola draws attention of consumers
to the diversity of nations with the slogan
“Together is Dbeautiful.” The advertising
campaign Google Pixel 2 “The Picture Perfect
Life”, on the one hand, shows the diversity of
people of different genders, ages, nations. On
the other hand - draws attention to the problem
of perfect life in the photo, which behind the
scenes may not be perfect and may tell an
incomplete story because perfect photos and
pages on social networks caused suicide of
their owners, when their lives did not “meet”
the set standards, were at odds with reality.
The advertising campaign Always #LikeAGirl
was incredibly successful, which showed the
insults of gender stereotypes and showed them
unrealistic, that the phrase “like a girl” should
get rid of offensive connotations and simply
reflect their achievements, choices, life style.

The fourth condition of functional
creativity is the focus on ethical norms,
because the boundary between creativity and
insults, discrimination can be sensitive, but
at the same time quite measurable. Although
there are no administrative sanctions for
violating ethical norms, unlike violations of
the law, their observance is important for
building and maintaining the brand image and

reputation. A striking example of the change
in the advertising model under the pressure of
public condemnation for non-compliance with
ethical standards are the fashion shows of the
Victoria’s Secret brand. For several years, the
public has criticized the company’s policy of
selecting super-skinny models, demanding
that they lose more weight before shows,
subsequent disorders, and treating these
models for actual violence against their eating
behavior. The brand continued to cultivate
ethically outdated standards of beauty for
women: to present women as sexual objects.
As a result, the brand changed its policy: the
face of the brand became women who gained
popularity due to their achievements, rather
than appearance.

An example of creativity as a dysfunction
in advertising is sexism. Discrimination
on the grounds of sex, origin, social and
property status, race and nationality,
education, political  views, religion,
language, gender and occupation, place of
residence, ie advertising that violates the
standards of non-discriminatory advertising.
Unfortunately, in the advertising space of
Ukraine, cases of discriminatory advertising
arenot uncommon, for example in advertising
where the image of a dark-skinned man with
the inscription “Black Friday” is used.

The fifth condition of functional creativity
- emotional perception is a key factor in the
communicative effectiveness of advertising.
Both “positive” and “negative” emotions
in advertising can be functional, provided
that they correspond to the audience and the
product. The correspondence of emotions is
provided by the situational context, which
acts as a driver of emotion. According to P.
Thoits [18] emotion consists of situational
context, physiological changes, gestures of
expression and emotional labels.

There is a problem of the mechanism of
creation of advertising creativity. American
researcher J. Goldenberg analyzed more than
200 award-winning creative advertisements
and discovered common structural patterns
among almost 90% of them. The results of this
study and, accordingly, 8 tools of advertising
creativity are presented in the book Cracking
the Ad Code [19]. Let’s consider these tools
and try to giverelevant examples of Ukrainian
and foreign advertising practices.

1. The unification tool: This refers
to delivering the message using perhaps
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unconsidered existing elements of the
medium or those indicated by the message.
An example of this creative tool is a public PR
campaign aimed at the problem of bad roads:
when activists planted flowers in potholes
on the roads, placed photos of politicians in
these potholes.

2. The activation tool: Here the viewer of
the message is a necessary resource for proper
delivery. Physical activation involves an
immediate action by a viewer directly in front
of the ad to release its message. Examples
of this tool are flavored pages in cosmetic
catalogs, QR codes in flyers, brochures.

3. The metaphor tool: A single visual
image is used to connect the message and
product to known cultural symbols or
cognitive frameworks. The symbol is visually
manipulated in a way that subtly fuses it to
the product and message. For example, tea
“Lipton” in the form of pyramids. Or the
advertisement of the tourist complex: “I
washed the sky, ironed the roads, warmed up
the sea. I’'m waiting. Odessa Mama”.

4. The subtraction tool: Removing
an essential element yet maintaining a
strong message and product identification.
Eliminating the text, image, or name of the
product, with potentially varying emphases
depending on the item removed, helps the
message stand out. One instance could be
the removal of a brand’s labeled name from
an ad while displaying its visually familiar
package shape. For example, in the Toyota #
stay at home ad, we see the subtraction of half
the image of a car — a semi-enclosed garage,
which is used to increase advertising appeal.

5. The extreme consequence tool: The
promise is replaced by the depiction of an
often very negative or unexpected result of
using the product and enjoying the benefit.
For example, a promotional video for “Evian”
mineral water under the slogan “Live young”
demonstrates the super properties of water
due to the extreme consequence: excessive
rejuvenation until childhood, as a result of
which only kids live on the island.

6. The absurd alternative tool: Highlights
an obtainable yet clearly undesirable
circumstance yielding a benefit that derives
from a positive product attribute. For
example, you can usually use a fan, but what
for, when there is a refreshing chewing gum.

7. The inversion tool: In place of a focus
on how great the world is due to a specific

product, the message is inverted to instead
show how bad it would be without. For
example, advertising “Dirol” “Charge the
summer”: without the advertised product,
the summer will be gloomy and sad, but with
the product it is colorful, funny, bright.

8. The extreme effort tool: The group’s
most common pattern, useful with
unremarkable or generic products, it has two
different categories of application. First, the
company offering the product makes absurd
efforts to please the customer. Second, a
customer irrationally seeks to get hold of
or protect the advertised product. As in
the “John West” fish commercial, when a
fisherman takes a fish from a bear so that it
reaches the consumer.

Conclusion

Thus, the tools for ensuring creativity
of advertising content were considered and
illustrated with examples of Ukrainian and
foreign advertising practices. Analysis of
the conditions of functionality of advertising
creativity allowed us to highlight the
following features: 1) relevance of the
advertised product; 2) adaptation to the
needs of consumers, namely: conformity
with consumer values; 3) heterogeneity: the
type of creativity may differ depending on
the target audience, the stage of the product
life cycle and the advertising message; 4)
focus on ethical norms, as the line between
creativity and insult, discrimination can be
sensitive; 5) emotional perception is a key
factor in the communicative effectiveness of
the advertising message.

Emotions which arise in the process of
perception of the information of the ad may
be the cornerstone for the creativity of the
advertising message.

In order to make consumers trust the
advertising message one should appeal to
positive experience of consumers, associated
with the product of the advertising message.
One more way to attract attention of consumers
to the advertised product and suggest creative
idea is to mention in the ad the perspectives
of the use of the product in personal and
professional activity. It may influence the
consumer‘s final decision making directly
(when the quality of the product is perfect)
or indirectly (when, for example, the image is
improved when consumers buy the advertised
product).
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In the future, it would be useful to consider
the history of current trends of advertising
creativity, for example, by analyzing the
ads of the winners of prestigious awards of
recent years. A separate area of analysis may

Received by the editorial office 10.05.2021

be the study of the specifics of advertising
creativity depending on the portrait of the
target audience, which types of creativity are
better perceived by women / men, people of
different ages, education.

Bibliography

Canenbaxep tO. KpeatnBHuin ocobuctnii GpeHamHr/
nep. 3 aHrn. B Ctenbmax. Xapkis: PaHok, 2019. 224
c.

Howkins J. The Creative Economy: How People
Make Money from Ideas. London: Penguin Books,
2001. 288 p.

Mellander C., Florida R. The rise of skills: Human
capital, the creative class, and regional development.
Handbook of regional science, 2021. Pp. 707-719.

Habermas J. Theorie des kommunikativen Handelns.
Frankfurt: Suhrkamp, 1981. Pp. 1049-1054.

Moac X. KpeaTwBHOCTb [OeWcTBUS / Nep. C HEM.
CI6.: Aneteiis, 2005. 320c.

Rosengren S., Eisend M., Koslow S. A meta-analysis
of when and how advertising creativity works. Journal
of Marketing, 2020. 84.6. Pp 39-56.

Dahl nM., Rosengren S., T rn. F. Advertising creativity
matters. Journal of advertising research, 2008. 48.3.
Pp. 392-403.

Smith R., Chen, J., Yang X. The impact of advertising
creativity on the hierarchy of effects. Journal of
advertising, 2008. 37.4. Pp. 47-62.

Rosengren S., Dahl n M., Modig E. Think outside the
ad: Can advertising creativity benefit more than the
advertiser? Journal of advertising, 2013. 42.4. Pp.
320-330.

Kim B. H., Han S., Yoon S. Advertising creativity in
Korea. Journal of Advertising, 2010. 39.2. Pp. 93-
108.

11.

12.

13.

14.

15.

16.

17.

18.

19.

References

Salenbacher, J. (2019) Creative Personal Branding.
Kharkiv: Ranok [in Ukrainian]

Howkins, J. (2001) The Creative Economy: How
People Make Money from Ideas. London: Penguin
Books.

Mellander, C., Florida, R. (2021) The rise of skills:
Human capital, the creative class, and regional
development. Handbook of regional science.

Habermas, J. (1981) Theorie des kommunikativen
Handelns. Frankfurt: Suhrkamp.

Joas, H. (2005) Creativity of action.
Petersburg: Aleteya [in Russian]

Saint-

Rosengren S., Eisend M., Koslow S. (2020) A meta-
analysis of when and how advertising creativity
works. Journal of Marketing, 84.6.

Dahlén M., Rosengren S., T rn. F. (2008) Advertising
creativity matters. Journal of advertising research,
48.3.

8.

10.

11.

12.

West D., Kover A., Caruana A. Practitioner and
customer views of advertising creativity: same
concept, different meaning? Journal of Advertising,
2008. 37.4. Pp. 35-46.

Howe-Walsh L., Turnbull S., Budhwar P. An
investigation into on-sourcing of advertising
creativity in an emerging economy: The case of the
United Arab Emirates. Journal of Business Research,
2019. 108. Pp. 356-364.

West D., Koslow S., Kslgour M. Future directions
for advertising creativity research. Journal of
Advertising, 2019. 48.1. Pp. 102-114.

WulandariL. P, DarmaG. S. Advertising Effectiveness
in Purchasing Decision on Instagram. Journal of
Business on Hospitality and Tourism, 2020. 6.2. Pp.
381-389.

Torrance E. P. Guiding creative talent. NY: Prentice-
Hall, 1964. 128 p.

Mvndopa Ox. Tpn CTOPOHbI nHTEnnekTa. Nemnxono-
rus mbinenus. M.: Mporpecc, 2006. C. 11-17.

Averill R. James. Emotional Creativity. Handbook of
Positive Psychology. Oxford University Press, 2002.
Pp. 172-186.

Thoits P. A. Emotional deviance: Research agendas.
Research agendas in the sociology of emotions.
American Psychological SUNY Press, 1990. Pp.180-
206.

Goldenberg J., Levav A., Mazursky D., Solomon
S. Cracking the Ad Code. Cambridge: Cambridge
University Press, 2009. 168 p.

Smith R., Chen, J., Yang X. (2008) The impact of
advertising creativity on the hierarchy of effects.
Journal of advertising, 37.4.

Rosengren S., Dahln M., Modig E. (2013) Think
outside the ad: Can advertising creativity benefit
more than the advertiser? Journal of advertising,
42.4.

Kim B. H., Han S., Yoon S. (2010) Advertising
creativity in Korea. Journal of Advertising, 39.2.

West D., Kover A., Caruana A. (2008) Practitioner
and customer views of advertising creativity: same
concept, different meaning? Journal of Advertising,
37.4.

Howe-Walsh L., Turnbull S., Budhwar P. (2019)
An investigation into on-sourcing of advertising
creativity in an emerging economy: The case of the
United Arab Emirates. Journal of Business Research,
1083.



Features of Formation of Advertising Creativity

13.

14.

West D., Koslow S., Kslgour M. (2019) Future
directions for advertising creativity research. Journal
of Advertising, 48.1.

Wulandari L. P, Darma G. S. (2020) Advertising
Effectiveness in Purchasing Decision on Instagram.
Journal of Business on Hospitality and Tourism, 6.2.

17.

18.

Russian]

Averill, R. J. (2002) Emotional Creativity. Handbook
of Positive Psychology. Oxford University Press.

Thoits, P. A. (1990) Emotional deviance: Research
agendas. Research agendas in the sociology of
emotions. American Psychological SUNY Press.

35

Torrance, E. P. (1964) Guiding creative talent. NY:
Prentice-Hall.

Gilford, G. (2006) Three Sides of Intelligence.
Psychology of Thinking. Moscow: Progress. [in

Jincuua Hapexpa

LOKTOP COLMOSIOrMYeckumx Hayk, npodeccop kadenpbl NPUKIagHON CoOLMONorum n
coumanbHbIX KOMMYHUKaLMI XapbKOBCKOIro HaLMOHAIbHOMO YHMBEpCUTETa UMEHM
B. H. KapasuHa, nnowanb CBo60apbl 4, Xapbkos, 61022, YkpaunHa,

e-mail: nmva0908@gmail.com, ORCID ID https://orcid.org/0000-0001-8726-1331

Onunga Benukosa

KaHAMOAT COUMONIOrMYeckmx HaykK, AOLEHT kadenpbl ynpaBieHus CoLmasibHbIMN
KOMMYHMKaUMSaMN XapbKOBCKOIr0 HaLMOHaIbHOMO 9KOHOMNYECKOro YHMBEpCUTEeTa
mmenn C. KysHeua, npocn. Haykn 9-A, Xapbkos, 61166, YkpanHa,

e-mail: yuliya.byelikova@hneu.net,

ORCID ID https://orcid.org/0000-0002-8465-4495

OCOBEHHOCTU ®OPMWUPOBAHUSA KPEATUBHOCTU PEKJIAMbI

CraTbsi NOCBsLLEHA N3YHEHNIO OCODEHHOCTEN KpeaTUBHOCTM peknambl. Kpeatums-
HOCTb Kak npobiema s aHann3a Bcerga 6bl1a MHTEPECHA COLMONoraMm, NCUxonoram,
aKoHoMucTaM. lNocnegHne OecaTuneTuss NonynasipHoO U BOCTPEOOBaHHOM ABNSETCS
9KOHOMMKA BreyaTneHnin. SKOHOMMKA BrevaTNeHnin Nnpeanosiaraet akTMBHOE UCTOSb-
30BaHME 3MOLMA, SMOUMOHAJIbHOW KpeaTUBHOCTWU, KOTopas npu3BaHa cHOpMUpPO-
BaTb pekslamMHoe coobLLeHe NHTEPECHOe ans notpebutenein. OgHako, HECMOTPS Ha
MHOMOYMCIIEHHbIE UCCNe0BaHUsS NPOBIEM KPeaTUBHOCTU NPeaCcTaBUTENSMU Pa3HbIX
HayK, OTAENbHbIE aCNeKTbl €€ UCMONb30BaHUS, HAaNPUMEpP, B pekname, eLle HegocTa-
TOYHO M3y4eHbl, 4TO 0OYCNIOBAMBAET akTyaNbHOCTbL paboThl. Lenb ctatbn — naeHTn-
druMpoBaTb 0COBEHHOCTN POPMUPOBAHUS KPEATUBHOCTM pekyiamMbl. PaccMOTpeHbI
M3MEepeHnst KpeaTMBHOCTM (6ernocTb, MMOKOCTb, OPUIMMHANIbHOCTb, Pa3paboTaHHOCTh,
ceMaHTurYeckas rmbkocTb, 06pasHas rMbKOCTb, CNOHTaHHas TMOKOCTb) U X MPUMEPSI
B pekname. MNpoaHannanpoBaHbl 0COBEHHOCTN 3MOLMOHANBHON KPeaTMBHOCTU, KOTO-
past MOXeT BKJI0HAaTb Pa3BUTME UK MOONDUKALMIO CTAHAAPTHBIX AMOLMIA ANs nyyLle-
ro NpUcnoco6neHns K NOTPeOHOCTAM MHAVBMAA / FPYNMbl UKW Pa3BUTUE HOBLIX GOPM
BbIpaXeHUs aMoumii. MprBeaeHbl NPUMEpPbI YKPAMHCKUX 1 3apyBexXHbIX PeKIaMHbIX
NpaKkTuK, WITIOCTPUPYIOLLME UCMONb30BaHNE NHCTPYMEHTOB CO34aHUS KPEeaTMBHOIO
KOHTEHTa cornacHo Jx. fonnbepry: UHCTPYMEHT 0ObeAVHEHWS, MHCTPYMEHT aKkT1Ba-
LMK, MHCTPYMEHT MeTadop, MHCTPYMEHT BbIYUTAHUS, UHCTPYMEHT 3KCTPEMAIIbHBIX MO-
CNnencTBUin, MHCTPYMEHT abCcypaHOl anbTepHATUBLI, MIHCTPYMEHT UHBEPCUMU, MHCTPY-
MEHT 3KCTpeMasibHbIX YCUWIA. YKadaHbl KPUTEPUN KPEaTUBHOCTU: HOBU3HA, addek-
TUMBHOCTb, @yTEHTUYHOCTb, NMPUYEM, BCE TPU yKa3aHHbIX KpUTEpUs paboTaloT TONbKO
BMecTe. PaccMoTpeHbl BONpochl apdEKTUBHOCTU KPEATUBHOCTU PEKSIaMbl: U3BECTHAs
dopmyna peknamHoro BnnsHug AIDA faeT OTBET Ha BOMPOC 0 QYHKUMNAX KPeaTUBHOCTU
B peksiame — NPuBIeyYb BHUMaHNe, CO34aTb SMOLMOHANBbHbIN OTKIIMK U, Kak CNeaCTBUE,
nHTEpec, chopMmpoBaTb NOTPEOHOCTb, NMOATONKHYTL K AENCTBMIO. ITO dOoKycmpyeT
BHMMaHME N Ha AMOLMOHaNbHOV COCTaBNSIOLLEN, NoaYepKuBas, 4To 6e3 aMoLmn Lienb
3 DEKTMBHOCTU peknamMHOro coobueHns He 6yaeT pabotatb. O603HAYEHO, YTO Ha
KaXaoM aTane BO3AENCTBUS pekiaMbl KDEaTUBHOCTb MOXET ObITb Kak QYHKLIMOHASb-
HOI, Tak N ANCOYHKLUMOHANTbHON. PYHKLUMOHANBHOM, TO eCThb Takol, koTopasi crnocob-
CTBYET OOCTUXKEHMIO KOHEYHOW eV peknambl — NpoAaTh NPOAYKT / U3MEHUTb MOAESb
noseneHus (a7 coumanbHON peknambl) KpeaTMBHOCTb MOXET ObITb MPY OnpeaeneH-
HbIX ycnoBusix. OTMeYeHb! YCNoBUS QYHKLMOHANBHON W, ANCHYHKLMOHANBHON Kpea-
TUMBHOCTU. PaccMOTpeHne YCnoBui GYHKLUMOHANBHOCTN KPeaTUBHOCTM Pekiambl Mo-
3BOJINJIO BbIAENUTL CReaytoLLme ero 0CO6eHHOCTN. OTO PENEBAHTHOCTb peknammupye-
MOMY NMPOAYKTY; afanTtaums K noTpebHOCTAM NoTpebuTeneil, a UMEHHO: COOTBETCTBME
LLEHHOCTSIM NOTPEOUTENEN; rETEPOreHHOCTb: TUM KpeaTnBa MOXET OT/IMYaTbCs B 3a-
BMCUMOCTU OT LIeNIEBOM ayANTOPUN, 9Tana XXU3HEHHOrO LMKNa NPOAYyKTa 1 PEKIIAMHOro
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COOOLLEHNS; OPUEHTALIMS HA STUYECKME HOPMbI. [paHMLa MeXay KpeaTUBHOCTbLIO U
0CKOp6EHNSMUN, ANCKPUMUHALIMEN MOXET ObiTb YyBCTBUTEbHON. OMOLMOHAIBHOCTb
BOCMPUATUS ABASIETCS KIOYEBBLIM (PaKTOPOM KOMMYHUKATUBHON 3 HEKTUBHOCTN pe-
KIIaMHOro coobLLEeHS.

KntoueBble cnosa: 0co6eHHOCTH KpeaTtnBHOCTU pekJiaMbl, peksiama, SMoLUnOoHalb-
Hasl KpeatnBHOCTb, MHCTPYMEHTbI KpeaTtuBa, YKpanHCKe pPeksiaMHbIe MpakTuku.

Hagia Jincunua
[OKTOP COLIONOrivyHUX Hayk, npodecop kadenpu NpuknagHoi couionorii Ta
coujanbHUX KOMYHiKaL,ih XapkiBCbKOro HaLiOHaNbHOMO YHIBEPCUTETY
imeHi B. H. KapasiHa, maiigaH Ceoboam 4, Xapkis, 61022, YkpaiHa, e-mail:
nmva0908@gmail.com, ORCID ID https://orcid.org/0000-0001-8726-1331

Onis BenikoBa

KaHouaartka couiofioriyHmMX Hayk, foueHTka kadenpu ynpasniHHA couianbHUMK
KOMYHiKaLisiMy XapKiBCbKOrO HaLLiOHAIbHOrO €KOHOMIYHOMO YHIBEPCUTETY iMEHI
C. KysHeus, npocn. Hayku 9-A, Xapkis, 61166, Ykpaina, e-mail: yuliya.byelikova@
hneu.net, ORCID ID https://orcid.org/0000-0002-8465-4495

OCOBJINBOCTI DOPMYBAHHA KPEATUBHOCTI PEKJIAMU

Ctatrta npucBsideHa BUBYEHHIDO OCOOMMBOCTEN KPEATUMBHOCTI  pPeKIaMu.
KpeaTtuBHicTb ik npobnema ans aHanidy 3aexam 6yna LikaBa coujionoram, ncuxono-
ram, ekoHomictam. OCTaHHI 4ecATUNITTA NONYNSPHOIO Ta 3aTpebyBaHO0 € EKOHOMIKA
BpaXeHb. EkOHOMika BpaxeHb nepenbdayae akTUBHE BUKOPUCTAHHS eMOLi,
€MOLNHOI KpeaTMBHOCTI, gka MokankaHa copmMyBaTy pekiaMHe MNOoBIAOMIIEHHS,
1O € UuikaBuM A1 crnoxueadie. OaHak, He3Baxkatoum Ha YACTEHHI AOCNIOXKEHHS NpPO-
61em KpeaTUBHOCTI NPeACTaBHUKAMM PI3HMX HAyK, OKPEMI acnekTu ii BUKOPUCTaH-
HS, HaNpWKnag, y peknami, e HeloCTaTHbO BUBYEHI, L0 0OYMOBIIIOE akTyasbHICTb
po6oTtn. MeTa cTatTi — ineHTUdiKyBaTU 0COBNMBOCTI HOPMYBaHHS KPEATUBHOCTI
peknamn. PO3rnsiHyTo BUMIpWY KpeaTUBHOCTI (LUBUAKICTb, FTHYYKICTb, OPUTiHAbHICTb,
neTanizauito, CeMaHTUYHY FHYYKiCTb, 0Opa3Hy rHy4KiCTb, CMOHTAHHY FHY4YKiCTb) Ta
ix npuknagm y peknami. NMpoaHanisoBaHi 0COBAMBOCTI €MOLINHOT KPeaTUBHOCTI,
IO MOXE BKJII0YATU PO3BUTOK YM MOoAM®IKaLI0 CTAaHAAPTHUX eMOLLr Ans Ninworo
3acTocyBaHHA 00 NoTpeb iHavBiga /rpynu abo PO3BUTOK HOBUX HOPM BUPAXKEHHS
emouin. HaBegeHo Npuknaam yKpaiHCbKMX Ta iHO3EMHUX PEKTAMHUX MPakTUK, Lo
iNIOCTPYIOTb BMKOPUCTAHHS IHCTPYMEHTIB CTBOPEHHSI KPEaTUBHOrO KOHTEHTY 3a
. fonobeprom: iHCTpyMeHT 06’ eQHaHHS, iIHCTPYMEHT akTuBaLii, iIHCTPYMEHT Me-
Tadop, iIHCTPYMEHT BiAHIMAHHS, IHCTPYMEHT EKCTPEeMasbHUX HACNIOKIB, IHCTPYMEHT
abcypaHoi anbTepHaTMBW, IHCTPYMEHT iHBEpPCIi, IHCTPYMEHT eKCTPEMAasIbHUX 3y-
CW/b. 3a3Ha4yeHi KpUTepii KPeaTUBHOCTI: HOBU3HA, €(DEKTUBHICTb, aBTEHTUYHICTb,
npv YOMy BCi TPU 3a3HA4YEeHUX KPUTEPIi NpaLoTb TiNbkn pa3omM. PO3rmsHyTO nu-
TaHHSA Woa0 edDEeKTUBHOCTI KPeaTMBHOCTI peknamu: Hareigomiwa dopmyna pe-
knamHoro snnavey AIDA gae BignoBigb Ha NMUTAHHSA LWOAO0 DYHKLIN KPeaTUBHOCTI Y
peknamMi — NPMBEPHYTK yBary, CTBOPUTU EMOLLIMHWUIA BIAryK i, 5K HACNiLoK, iHTepec,
chopmyBaTn notpeby, NiaWwToBXHYTU A0 Aji. Lle dokycye yBary i Ha eMOLjliHiin
cKagoBin, nigkpecsnowyn, wo 6e3 emouji naHuor epekTMBHOCTI pPeknamMHOro
noBifOMIEHHs He Byae npavoBaTy. 3a3HA4YaETHCS, L0 Ha KOXHOMY eTari BraneBy
peknamMmn KpeaTmBHICTb Moxe ByTU K PYHKLOHaNbHOLO, Tak i ANCOYHKLIOHANBHOIO.
®yHKLUiOHaNbHOI, TOOTO Takolo, WO CNpUsSiE OOCATHEHHIO KIHLEBOI MeTn pekna-
MU — NpojaTtu NPOAYKT/3MIHUTU MOAEeNb NOBEAiHKWN (AN couianbHOi peknamm)
KPEeaTUBHICTb MOXe OyTW 3a MEBHMX YMOB. 3a3HA4YE€HO YMOBU YHKLIOHANBHOI i
OMCOYHKLIOHANBHOI KpeaTUBHOCTI. Po3rnan yMoB OYHKLIOHaNbLHOCTI KpeaTUBHOCTI
peknaMn O03BONVB BUAINNTY HACTYMHI ioro ocobnusocTi. Lie: peneBaHTHICTb pe-
KnaMoBaHOMY MPoAykTy; aganTalis oo notped cnoxueadie, a came: BignoBiaHICTb
LIHHOCTSIM CMOXMBAaYiB; reTEePOreHHICTb: TUM KPeaTUBHOCTI MOXe BiAPIi3HATUCS B
3a/1eXXHOCTI Bif, LiIbOBOI ayauUTOpIi, eTany XUTTEBOIro LMKy NPOAYKTY Ta PEKNaMHO-
ro NOBIAOMJIEHHS; OpPIiEHTALIA HA €TUYHI HOPMU, OCKISIbK/ MeXa MiXK KpeaTMBHICTIO
Ta obpasamu, AUCKpUMiHaLiED Moxe OyTh YyTInBO. EMOUIHICTE CNpUAHATTS €
KJTIOHOBMM (PaKTOPOM KOMYHIKaTUBHOI €(EKTMBHOCTI PEK/TAMHOIO NOBIOOMEHHS.

KntoyoBi cnosa: 0cobsMBOCTI KpeaTUBHOCTI peknamu, peknama, emoLiliHa
KpeaTuBHICTb, IHCTPYMEHTU KPEaTUBHOCTI, YKPaiHChKI Ta IHO3EMHI PeKIaMHI MPakTUKU.



