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Creativity is the ability to produce original ideas. It is a way of looking at existing ideas.
It is an ability to draw connections between previously unrelated ideas. Schultz (1995)
defines advertisement as only one of the possible methods of transmitting business
message regarding the product or service. It is business, art, marketing, communication,
integrity and above all usage of right relevant technology. This study focuses on the role
of creativity within advertising. For the research purpose, a panel of 10 advertising
experts and 10 research analysts from different fields has been formed. The opinions of
30 advertisement viewers have also been taken by interviewing them. Secondary sources
like research papers, magazines, news papers, thesis, projects etc. have been utilized.
Two main measurements related to creativity advertising have been found important. One
is divergence which includes five factors namely originality, flexibility, elaboration,
synthesis and artistic value and the second is relevance with the involvement two factors
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Ad-to-Consumer (A2C) and Brand-to-Consumer (B2C).

INTRODUCTION

Creativity is the generation of imaginative new ideas
(Newell and Shaw 1972). A creative solution, either new or
recombined, must have value (Higgins 1999). Main objective
of a creative thinking process is to think beyond existing
boundaries, to awaken curiosity, to break away from rational,
conventional ideas and formalised procedures, to rely on the
imagination, the divergent, the random and to consider multiple
solutions and alternatives (Candy 1997, Schlange and Juttner
1997).The creative industries refer to a range of economic
activities which are concerned with the generation or
exploitation of knowledge and information. Creative industries
include advertising, architecture, art, crafts, design, fashion,
film, music, performing arts, publishing, R&D, software, toys
and games, TV and radio, and video games (Zuzana
Birknerova, 2013).

Advertising is one of the oldest and most used tools for
influencing buyers. Advertising is the activity or profession of
producing advertisements for commercial products or services
(New Oxford American Dictionary, 2010). It is a paid form of
non personal presentation and promotion of ideas, goods or
services by an identified sponsor (Kotler, 1990).

It is a known fact that there should be an element of
creativity in an advertisement. Creative advertising is business,
art, marketing, communication, integrity and above all using
the right relevant technology. Creativity is becoming one of the
basic conditions for the success of advertising. Numerous
studies have demonstrated a strong influence of creativity in
advertising on cognitive and affective change in behaviour of
the recipient of advertising. These changes in behaviour can
lead to greater efficiency of advertising exposure.
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PROBLEM STATEMENT

If anyone asks what is the key factor to get success in the
advertising word, creative advertising will be the answer.
Creative advertising helps to build fan community. But it is
necessary to know the affecting factors which inspire
customers to buy products. Therefore, in the present study,
the researcher tries to focus on key factors related to
creativity in advertising.

REVIEW OF LITERATURE

According to Guilford J. P. (1950, 1956, 1967) and
Torrance E. P. (1987), seven primary indicators of
divergence namely fluency, flexibility, originality,
elaboration, resistance to premature closure, unusual
perspective and synthesis, and seven secondary indicators
like empathic perspective, provocative questions, future
orientation, humour, richness and colourfulness of imagery,
fantasy, and expression of feeling and emotion are important
in creative advertisement. Robert E. Smith et al. (2007)
indicates that originality, flexibility, elaboration, synthesis
and artistic value are the important factors related to
divergence whereas ad-to-consumer and brand-to-consumer
are important factors related to relevance.

Sharma Pooja  (2012) spotlights on  novelty,
meaningfulness, well craftiness, positivity, and humour as
important factors to understand creativity.

OBJECTIVE OF THE STUDY

The objective of the study is to improve the
understanding of the role of creativity within advertising.
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RESEARCH METHODOLOGY

This is a conceptual study. It is descriptive as well as
exploratory type in nature. Based on theory and literature on
advertising creativity, the researcher tries to explore some
aspects related to it. For this purpose, a panel of 10 advertising
experts and 10 research analysts from different fields has been
formed. The opinion of 30 advertisement viewers has also been
taken by using the interview method. Secondary sources like
research papers, magazines, news papers, theses, projects etc.
have been utilized.

INTERPRETATION BASED ON CONCEPTUAL
FRAMEWORK

Based on the opinion of 10 advertisement experts and
research analysts and the interview of 30 advertisement
viewers, divergence and relevance have been found the
important factors which affect to ad creativity. Divergence is
defined as originality and relevance is defined as the extent to
which at least some ad/brand elements are meaningful, useful,
or valuable to the consumer However, advertising research has
presented minimal theoretical development of divergence and
relevance and has usually operationalized them in a narrow
manner.

Dimensions of Divergence

Factors that are more closely related to the divergent
thinking process (i.e., how people come up with unusual ideas)
and to perceptions of ad divergence (i.e., resistance to
premature closure and provocative questions) have been
eliminated. Finally, to reduce conceptual redundancy and
achieve parsimony, fantasy, future orientation, and unusual
perspective have been combined into a single factor called
imagination, leaving the following seven main indicators of ad
divergence:

1. Originality

Originality is the uniqueness. It never remains same as
anything or anyone else. An original advertisement contains
those elements that are rare, surprising, and commonplace.
Uniqueness of the ideas or features contained is the central

element in the advertisement. Regular aspect, conventional
thinking and uniqueness are the key elements to measure
originality.

2. Flexibility

Desire to make money and produce great marketing
content is the main issue which appears in every format of
advertising. The same advertisement cannot be used at all
stages. It depends on buyers, their needs, and the advantages
and limitations of all different formats. Flexibility is related
with ad content ideas which can be moved from one subject
to another. It should have different ideas which should be
moveable to another idea.

3. Elaboration

Elaboration is the process to extend the information. It
engages with the development of new thought by compiling
and developing an idea by incorporating details to make
stronger the original one. Many advertisements look creative
as its content explains unexpected details. So they become
more intricate and complicated.

4. Synthesis

Synthesis refers to a mixture of two or more entities.
These entities together create something new. An
advertisement should be linked with objects. It should bring
standard items together.

5. Artistic Value

Advertisements which contain artistic verbal impressions
or attractive colours or shapes can create artistic value. It
should be visually or verbally charismatic. It should make
some ideas come to life graphically or verbally. It should be
artistic in its production.

From the above discussion, statements have been framed
for originality, flexibility, elaboration, synthesis and artistic
value. Following table shows the bifurcation of Originality
(O), Flexibility (F), Elaboration (E), Synthesis (S) and
Acrtistic Value (A).

Table No. | Bifurcation of Divergence Factors

Statements

Divergence
F E S A

X The ad is out of the ordinary.

The ad is departing from stereotypical thinking.

The ad is unique.

2|=2|=2]10

The ad contains ideas that move from one subject to another.

The ad contains different ideas.

The ad shifts from one idea to another.

<2<

The ad contains numerous details. v

The ad extends basic ideas and makes them more intricate. v

The ad contains more details than expected. v

The ad connects objects that are usually unrelated. v

The ad contains unusual connections. v
\/

The ad brings unusual items together.

The ad is visually or verbally distinctive.
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The ad makes ideas come to life graphically or verbally.

\/

The ad is artistic in its production.

\/

Note : O = Originality, F = Flexibility, E = Elaboration, S = Synthesis, A = Artistic Value

Dimensions of Relevance

Advertisers have a long interest in the significance
component of ad creativity. It should be personally relevant to
consumers.

Consequently, the relevance component of creativity
reflects the extent of meaningful, useful or valuable
advertisement elements. It can be achieved in the following
ways.

1. Ad-to-Consumer (A2C)

A2C is related with the situations where the advertisement
contains implementation elements which are meaningful to
consumers. This type of relevance is achieved when
advertisement creates a meaningful link to potential buyers.

For example, using waterfall in an advertisement could
create a meaningful link to soap users.

2. Brand-to-Consumer (B2C)

B2C relevance is related to situations where the advertised
brand (or product category) is relevant to potential buyers.
This type of relevance arises when an advertisement
establishes a meaningful link between the brand and the
consumer. For example, the advertisement could show the
brand being used in circumstances familiar to the consumer
(Mishra et al. 1993, Thorson and Zhao 1997).

From the above discussion, statements have been framed
for bifurcation of A2C and B2C relevance in following table.

Table No. Il Bifurcation of Relevance Factors

Relevance
Statements A0C B2C
The ad is meaningful. N
The ad is appropriate. N
The ad is useful. N
The ad is valuable. N

The product or brand is meaningful.

The product or brand is appropriate.

The product or brand is useful.

The product or brand is valuable.

<2212

Note: A2C = Ad-to-Consumer Relevance, B2C = Brand-to-Consumer Relevance

CONCLUSION

To improve the understanding of the role of creativity
within advertising, conceptual theory has been discussed on the
bases of two main measurements related to creativity
advertising. One is divergence and the other is relevance. In
divergence five factors have been considered namely
originality, flexibility, elaboration, synthesis and artistic value.
All these factors have been found important. In relevance, A2C
and B2C have been considered vital factors which affect the
creativity within advertising.

To improve the understanding of the role of creativity
within advertising, conceptual theory has been discussed on the
bases of two main measurements related to creativity
advertising. One is divergence and the other is relevance. In
divergence five factors have been considered namely
originality, flexibility, elaboration, synthesis and artistic value.
Based on panel discussion and interviews, all these factors have
been found important. In relevance, A2C and B2C have been
considered vital factors based on panel discussions and
interviews as these factors affect the creativity within
advertising.
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