Boh
o
rr
Mo

| QNS

ol
=

ol
=
[e}

LS HP5H 85(2014)

The Korean Jourmal of Advertising, \Vol.25, No.8(2014),

http: //dx.doi.org/10.14377/KJA2014.11.30.71

pp.71~103 | ISSN 12250554 © 2014 KAS

e
=

2014 102 06
20144 108 21
120144 112 19

1 Aro|A 3} 32joj|o|E|Hoj
OF 31 ZTkap XaF

S0 0=l Fust T2 SkEX| (oural of Advertising)ofl LEE EE9| Zu
Hoky =z2! 30|EWnite, 1972)2] AHT0IMPE] Z[ZO] HLiel S0l 0|1=27|7iX],
st He stax(of grE 1 Fokduh I2/oljolg[=0] Het aSete] I See SR

ATt MRl SRME 41 FoAgY| Jdnt Feieel S g1 Folgel Eit
et Mol o5t g 32/0f0E[=] sutdE G E1 HeIRE oL du Jmlet
SARSE G T CIXQ! L Of0|T]of el it Emel S FITHEMY St 32(0f
O[E[E R49] H& &7t &2 107/ FM=2 2F=UCL 107(K] MIF S7FHof w2t E
Hoky L= =2|0fo[E[=0] thet oY BTS2 dEok, 28 H =2 F20iM dezo o
T HefS HYCL of SHE E1 Foly G0l ERst 012X TS MSshe SA0l ¢
2 &1 32|0lo[E|E Fore] S5t Zdsiof] 70 Aolct

A - o HolM, Zu F2|oofElE, ot S

0| tLe S=ETIske| A 26Fd T et (SR TISke| A7) OfXIRt 25)01M
=Y =Fo= YUHsid LSS U 8 E6t Aolct
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1. 7ol Loy

331 o)A (advertising creativity)< HaL
of S T4 R0 of2] QTS B
£ Zoj¢tH(Lehnert, Till, & Ospina, 2014).
FaL AeofolElE 52 %*i’ Aoldoleh=

21 g0l sl chapst Alzbell A H2slekeH
@A, 2010),
oI BRAAAAE olgolets 4 7

e 2707 oleiel B Ay A7) R

Pokar ks, “Aejigo] gickd J*it— =
A = Yok = HAE AlAlsh FaL ol
ALZS ZNHZinkhan, 1993). L T 2008
d £ Journal of Advertising) oA 3FaL %+
opy BwES wayse] bl BT O AT
o o TS BB, ol Fa el

Q7o) SR ol ol4] 9t AaEgirHA
credible journey of advertising creativity
research is only just beginning)” 1 A ¢13}7|
T h(Sasser & Koslow, 2008).

25 3 o Al RS 24 22
Uk 3 15-2) sl 2 ejofolel
L gmeh 2 T B v} wa el
A At BAIRl] HES] TRl At
Az FAEAekE2, ds7d, HASE 2008).
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T, GFastdh e (199049 1249)FE
2014'39] 259 537HA] AR 257 =i
A Al AE, AA 119789 = SollA 7HE
QA7) o] o]2ojxl FAl He} 4ul7) 3
5(230H, 15.7%), ‘I3l A|oflo]E|E(172H,
11.7%)’, ‘3431 BTLujA|(144H, 9.8%) <O & L}
ERATHRMEE, 0@ 4, 2014). o] Aol =
AL o &2 A=lofolEE Y At
3] o]Fo|AAL = & & AUtk

71QolM e ==l APollA AESH] Slel A
o4Ql A2k gk glon, Y el
SloA ol2Iel Fazt Fasiehs g4l 4
o 21kE|al gltk(Remziye, 2014). m|H o] Y]
A ZRo| A B ol el Bkt ofna
S} oo o] FARUA eI 28-0] Bl
ulejo} Fejofolel 1o} ofojg teojgt Aol
= ujrjole} Zejoole|no] Agto] o5t Al2g:
o] Bolis £ETOIA ks ais FEs)L
o2k TPgo A= ult]ole} wlx| x| 9] wlERel
ofd PAZ Tefsor Stk Zolthaga,
2011),

ATAEE B3 Aoy 2
A+ Feolat st dAt FHolehs WS
AR, R3S, 41384, 2006; of@7,
S27HA4, o]%3], 2005; AL, 2003; Altsech,
1996; El-Murad & West, 2004, Reid, King,
& DeLorme, 1998; Smith, MacKenzie, Yang,
Buchholz, & Darley, 2007; Till & Baack,
2005; White & Smith, 2001), {jollA] 21zt vt
oF gho] Fal Ao gL uloll A= 23] A

© FAPRIARE o ds] A= ¥ W
Aol Hagh Fopolr}, wpEhA of Atolld= 3




31 o)A E2 Aejofo]e|n HofoA o]zofql
X0 QT FHS FUHOR PEST, o] v}
SO o P AejdolEn Hope] A
W AYskiA} S, of AT W ol
Aol Wagh o2 7|8k AFsH FAIo
Qrog B ejofolElH Hope] ¢ sl

EMIOF] °f EH@‘P A3y 04;'— &xﬂx@i Sl

She =ardoltt, o] Mfle vl=e] FaL
S} AR Ao W E 29| Bl Zo)A =
01 8}0] E(White, 1972)2] Lol A 3E 2
o] Arofl o|27I7HA|, =rie] Fateh A ke

__4

20| BHEE 1 Aoy T olne mEH o
AEJC} @t =12 I 2IAE(ProQuest) 9,
T mre gEegRAe) 7| AKIS) Y S
o B Holy Be meldole ekt A
ojz FHMFCE FaL e Az ofolE| Hoj
2 A AT A9 HRE Sl oy AT
o e QTES AN o2
2,

Aelst ool Ale] oy AT AujEely

=
T, gl ¥, Helasa Y2, A

Olﬂ

3|

=] y = 1O 1 Hi.,
243 A2, A4 M2, A-4AE Y2,
B A2 2 TH) el dsiei

(Sternberg & Lubart, 1999). ©]= 47}x¢] &+
o}y AFEoR TSR Bk A
2, Ao A3l A3 (Product) ol tigt A+, A

ok

11 Foldut I2|oilojE|=0f et S+t Sefr Y

O Q1 AT (Process) ol tigt A, <4
Q1 Q= (Person) 2] EAJ0 tigh A+, ZelAd 3y
RS v = o AEEH Persuasion)
oiek A+ A2 4P o) ok A, A+
743%, 2001; White & Smith, 2001), =}]¢] 3%
T Aoy AL o 71 ) % ol
Ao e TolTt

5331 Ao thsl] 3P(Person, Place, Process)
Ao g atsfiof gith= W e A==
SEETRERE
2k, FAE wes Aol AjlelAl A5
Tz HTsh= QlE(Person)of] theth H1,
B A AwdE 9 B s7tl WA
< 7]&0] Al=skd vl AeA(Skunk Works)
=X 9] Fars|Ake] gH(Place)ofl Thet A, 2
ABAR} FA1 =] A B It ARIA| A= =
£ Aoflolel 2 F=of QlotA] ZFelxIQl ool
o] WIS FEdk B (Process)oll Ttk
A7} 7153 Sasser 2006; Sasser & Koslow,

ZolA) - ALl A
o2l o Yo, Ao Ay ezA
B3 e, A sgo el Ym ol
o Z=ahe THdo] JIAo|thSmith & Yang,
2004), dHH, =UjoAx 7 3](2008)+= FL
Aoyt elofoleluol] Uk A AT S
chot o] B 2, Fa ool At

=
S Tl 6, B A9 e %

’
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FaL TR G, ofelro] B A Fal
A 2 87HAI7F Z1Alol

ool A AAIRE o 7HA] A+ I
e RS A A7E 7] wizell, 3l
fgolzhe R e Sl ofd A
FEstatpol] upet Aot oy Aol gt
ek, o] Atollal= 4 3](2008)2] ol A
AXE 87FA] FA o 2714 FAIE F7F. $F
Ao A7 o FolRl o) F At o] e
o el AejoflolElE 8 AE Fa1ae] o
et Agfi= 50l S7RIAL, 2714
AE 71 73 3831 Aot Aefollo | Hoj
RE At TS Bk FYA A8 = A
molct. o] M= A= 1%5](2008) 9]
AR Aol A AN 4l 2714 FAIE
Esfl 107H41 2 ARl =, 1) gL e
N g A+, 2) B3 o] Bl
7ok Ao 19E, 3) FaL FfofolEjHe] &
IS A, 4) FaL FR A, 5) FaL 7t
vjef Akl A+t 6) AL HA]L A 1) ofo]
to] B h, 8) ALl A, 9) JaLAR
AR T, 10) F2]oflolElH 8420] 28 A7}
JZolet, Tgete] FaL Aol A %= 10
7 FAER sl AAs that Zk

S

=2 o flo

o
==
1
L
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AejoflolE|H Ei= Fal Ao gL Faro) XaQl
o7 43l QrHSmith & Yang, 2004; White,
1979). 71%0] Boly AT FHa A 53
A(originality) T} -G-8Ad(usefulness)©] A2A
o & FAe9oz A= (Mayer,
1999), ol= A A87Fsolu ek &

Py

4
Fok Ha o Hoolw arj2 48 4
]

FaL Aol A= 71 vE A, M2,
23} 7o BA R SEAMA(primarily divergence)
T} ABRlfA] oJn} A5t Z121R](meaningfulness,

ARy e Q24 2L ) o MR

3l 4= QJti(Lehnert, Till, & Ospina, 2014), 71
AT AE]s ofe] ol AE HIRERE 1
Foko] Aoy AFE TR FaL Ao
M-S A, A28 Al2d], duffdol
2= Al 7HA] Bl AtEe] Sttt

S, el SEel X B el A
o ol HOlHe ololtlold W o
2] Az 2gole Bo] ol1Ee A7e)
MEA 23k AdES AR H2 a4
S A 2R B4 B HolAe] U

3
= (Young, 1975), o]&4<l
7 A& ofolr]o] U=t FaL o4
o] Qith= Ao|th(Marra, 1990).

A, F2AE A 2" wetoA] Far Ao
ol Zdtohe BRoIAE AL edolst 7H9l

o] o] ohyl ksl wjeie] A urEck B

o, 24 slase] AN FASY, 2 54 B
oft ALBEHY, ofoltioll} ZelzE Wkl

=

[e3

=
£3}4 o], ofw gJololx] WS FwEshs
QKA w7 oles Al 74 elo] At

)
oo



St Als Aol X el4do] draich= g)
olohAs, Ads, A, AAET, ol
2001; Csikszentmihalyi, 1988),
A, bl o] wietol ) a ol o] A
TR BOIAE A Boje] Floel Fuk
o] & Ao}l Fueki wekss) el vl
A 7152 SARIT AlES BA ok ke

oju|shci= ’8H7]— )3 eld|(Ogilvy, 1983),

oft= | BAH 750 71 7p7he Yol
2 24 A9 2clo] B Hol5o]
9%

= Ulil—t— T—Q’— 2l HL Aolld=, 2

tHMarra, 1990) E‘:‘_}, %"7 2}7\}_,] 7H=+A
(openness), A|ZtAJ(perceptiveness), AAR=IL
“J(deliberateness) &= 7HQ12] A0/ 2] Hddof 4
kS njz|= 29 9010 A Moriarity
& Vanden Bergh, 1984),
olgfollz WA 5715k, 7, QX w9, A
2ERI 24 A w7 oL (Klebba & Tierney,
1995), A% 52, 14, Q14 A5, Aelmal
N2, 7). sE Afole] 1 2ol o] uhao]
S v R0 Rlolk 3 4 Aokl
A, 43, 2001), 3 SEvel Faels

J

I AL viFoE Y ool Ade
RAT 7 FD Y B A0
QA A9, WEH A9, WA A, A7

491 Bk Ablele 6714 2glo2 74
u], Z} 2Rl Lhebd i ele) A e 4
uxjote] B @A, S e ) 9, 4E
weiy 3], Apasl, w4

3], 2002a, 2002b).

)
o
v
o
&
oN
oE.

(o=

1 Zoldur S2(0f0[E[=0l| 2et At ST Ty

Aot ARRIA|A7} gL Aol g o] o] ek

< v)Atk= A= AlA 2E(Csikszentmihalyi,
1988)0]1/} A4 2E(Sasser, 2008)¢] &
ol £ASK RN B3 F42]
(3, A2 A= Faaha 245
Aol w7 A, B g} 1
dCEAL Aot FRrE, oAk Al
ol #m Aol o] urde] Fagh
73z ch(Sasser, 2008).
SJAfof) TRKE Alele] Fpy Al
tol, ofubl(amaile)o] A4 27
PRI L-E B PARC PRSI ESS PERE

o = S = R B

o,
et

4

-

o2t
&
u}
i

=2
o _IllTl
)

o2 i K oof X
o
PO

ool
o
jm|
Y
o
H

oft
i

)
r
X W
Ol

4o lo @
oM
&
o

CECRRRES R E D EEE BRESE
Aol o= gaslt 229 Foly el %
efgt Ak mIAAIR, Qo] chatk =)Aot
YT o] FEL o) A7E de] Po
ol 9aEE XA Yk lo]chEnsor,

Pirrie, & Band, 2006),

FaLsare] ARlE 71 Ao = F= WA
4 97} AustER Fa1s|Ake} FefooelH
sopo] o}39] A} AL By vjofalri
AT 119] ol W A|2u BRIzl
2B E 5tHWindels & Lee, 2012). E3},
351 2Fo o] RS w]x= AlsiHLso| st
ST, 299,200, 3

il
H1
-~
o
}011
o
L
[>
o
L ]
T
>
J
o>4'
0
ox

TR A FEFE U]X]“ AejofolElH &
(creative code)E ¥ole A= A&7
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A(predictability), FL3|A}e] Fjofjo|E|E A
A’ (agency creative identity), AF8]2] Fakd
(social influence)o|gl= 37}A]7} F8 Q1o
2 YeEPStH(Stuhlfaut, & Windels, 2012). &
o, Farsjate] HejojolElH HaElE 1295 ¢l
El5af] Fars]atol el aabAlel Ae]ofolgH
4 1ok 23, o] el A Tk
el 25, Avl, A0l Fejofolen =
o] Aasele Aoltk, ot FHE rah

A 222 Sgat AR HolLt 25
2 sgsfol elolol el s Yol kS )

= Ao 2 UJeERJTtHOliver & Ashley, 2012).

1

g

1o
i‘

2) 3 XfO|AO| WILE7Q} MIEIHHE o

i, o) 74, ) 210] A, 44
B9, AR} 8 ARl e st e,

ol 27 2 wglo] AuHolA|et o)
xe) ezol et Bk WA shete] Aol
2729 S vlxIctal It West, Caruana,
& Leelapanyalert, 2013), B3t =t} 0|=r2]
AT} F BT FUEL thoz 3
oJ=ja) o] chat Q1AL ol Ak M 7
o] zjojsict 254 Ajo]7} HelHl 0T
Gt Azl Bot F03 GG v Ao
= B ACHA-EA, 2010), E3H
Brjoll ot B, B
5O1A Lt Lteh b 02 alela 1 §)

(W84, A5, ol e, 201,

=] r

L oox
foi
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A A A AT BE-E= A2jofolE|

W7 9 9] LTS s $1) A 37t
71are] 7 aie W AAAS LA 2
3, 7k T, e A9 el A ws)
JaAY 44 B2 S Fuae] Fret
HAolut Bl /EAE Rolsl HE W4T
WAk A0 Uehgth BT, o154, ol

2, 2010), 3t A FA AAIAEE B
B Solid'e Wi ol Wrle] e 7xe

2 715k, S WA Skl S B

A et wEAd o] o e Aae] glrks

ACICHASE, 414, ola, 2019).
oo} elollq o 4= glizol, ARH]

REEERR

i_

>.

Aol Bt A vhslor & 2

g}, FaEg W ool w7 Wkl A

ZFsls o)1 2]l Aslke 53]

3l gt FaL o] S Aol 1t
ek

o7 gristes dso] 9k
o] 3|4} tr]u|Y =3 (DDBNeedham) >
A (Relevance), =AA)(Originality), 524
(Impact)& 3821 Ze|de] B2 AU
H, 9 ol 2H|F(Young & Rubicam)2 A
(Simplicity), A1=Vd(Credibility), =73/d(Originality),
‘&4 (Relevance), 54/ (Empathy)o]eh= 2
F10J(SCORE)E v o2 FarEo] oS 3
R, H5E 4, 1500, o0
(Marra, 1990)+= Z-8-4(Adaptability), 43
(Durability), Al=-2{New—ness), TLA(Oneness),
A (Relevance), 7|94 (Memorability), T
J(Simplicity) ©|ek= FalE H71<7(ADNORMS)
£ AAIFE

Bl Ao B7E EAY 8 ac1e] sl

or ok

O



S ol F B Asele] FAPAel GlolAl
17} Akt PO QS PotaA] &
obe A3}, FuEv} YIS Al 22
oflolel B E1& ol7] Slaf IS Brers

slele] Sbgol SR Aew Uk
(Wang, Dou, Li, & Zhou, 2013). o]gloj| &= 431
NEZ H7lel= £42 Af=E(novelty),
A (utility), FFA(affect), &HA(humor)
olek /b1 R8lS AL ol 7]Zo] B3
Hopg] 472 HrASHAL ARl L FALE
of EhS Bk §8sitie o Aske
Z235} wksloH(Stuhlfaut & Yoo, 2013).
Fi FoE =3 (originality), 2|4

s;
)

ID FHJ

g

e

(meaningfulness), 7|ZAJ(reformulation),
ZX](condensation)o|gl= 47}4] Q219 167
RO :rL/*J‘E]E} A5t o]F(Haberland &
Dacin, 1992), 333l A2 9] 44291 7135}
£ drEl CeIsie) 08 A
524 (originality) 2 2 gH4d
(appropriateness) f9lo7 AL Altsech,
1996), MZ2-2(novelty) 1} 3j24d(resolution) U
A wA—=35FA (elaboration— synthesis)0|2k=
3714 Qoo LAECk ITHWhite & Smith,
2001),

2] BE AFelN B
F90lom AHE Sl ARk TS, 41
] A AgAE ko )29} Smith &
Yang, 2004)°] AASt A/ d(relevance) 2} 2Hik
“d(divergence) 9| EFE/dS Lok A}, AHA
2 wizhA] Al (contextual relevance)d}t 3
Q1A (intrusiveness) 2] & 71A] 2o 2 LA E
= Aoz YERTtHMcStay, 2010). 333l 3o

2
B g o] Wt RS FY

A 0] 71y Hol AFEOM (18], 1
O G (08), AN ATy Ak
88), A4 B (A58, A o]
AT 74454), b (38), ey Vel
F03 BEAR ekt

o
i
o I
N
ol
<
~
o oy
E do 4

=

T, a1 el wrtel wet A e F
G oz FARE tha Qlafrdaret A Far
o] Fod S B7Bhs AR A7t A
S2o2 sl Q4 Fae| Fojd =
= S, AR, BEA, AEgolehe 47
g aclol whet, diulA Fare] Feld =
= =4, B, A, 23H4, Aol
+ 57HA] g alel met grtsfof etk Zlo]
coh, DR Faret Q1A FarelAe] FEE &
E A =3, A, A, 2914, A
A, R0l 672 YEReH (R 9]

2006a; W3], A, 2006, 2008; Kim,
Han, Yoon, 2010), o|& Xt} AMA|s| Aigshd
R A,

=%/d (originality)2 3FaL 8o drpt 74
gA0)aL FE55hH An|l=AE UEhe, Hal
(elaboration) a1 W-&o] o} 1GAH
Higo] Blgleom AfiEe] Sl=AE UEl
, " (relevance)> 3L W&ol A Al=9
A} A} e kR o 5 AEAIE Y
ghtt E3h 23} (organization)> W]

YuolA aele] Hges 23 Ae] Yughe

Ejlm}:lkilol

o
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| m_ln
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of
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=)
o,
o
12
1o
2
o
o
o
=
Auj
=
2
2

St (appropriateness)2 411 FHO dAE

of
N

e, HEA(clarity)2 Za1 WL o]t
4& BEE Yepi aslolc

3) Y1 A2[ojojE|Ho| BUAZS o1

ol

T Aoy Ei Fejofolene] Fut 7
Az wh - WasiA o] B39 A
ALo] o= Qth(Blasko & Mokwa, 1986;
Klebba & Tierney, 1995), o|® A-Ak= %9
Kol ol Fuge Fuase] W 2w
w3 5 ol A7t 7he) Bag ke o
dgoletal Had Hsi(dHs], e, 2006,
2008; &A=, 2003; El-Murad & West, 2004;
White & Smith, 2001), oJH A= 1 3¢
o El Fato] ofst ST} SRS
23 713 e o] TS 7] Lotgiet
(£%9<:, 1994; Haley & Baldinger, 1991).
ATAEL ek Y3 ool Fawao] o
a2 vl Aol e Ak A 22E A
ek, ol Aol B Fele] S0l B
el FEe A= 8 AddHelolear
7HHAIE, TRE AtollA = Far Aol Far
ok BRiois 97 29 SEa, 25
ool o] i aQlEo] TSl mlA|
© 8IS A9 A4S0l ol Roifl=t, FaL
SejoflolelHe] @ FA AN FFS
03tk Aol tiAIA|¢] At Aifo|eh(F3 3]
1997; EA<-, 2003; Lehnert, Till, & Ospina,
2014; Sasser & Koslow, 2008), L X|qF AH]

o\ ofN

78 057 The Korea Joumal of Advertising

A= 2H410] FehAle] Hpste BaE Folsha
2 o] o] FoIqY Bart glon R
gt Faavhs A gtk A A=
It Kover, Goldberg, & James, 1995).

3 Aee] Y TYR91e) FTEAE 7
gt At o FolFlnt o], AHE_{(Novelty)
& g Fole] HH THRolAT, 20
Aol Al efm| 4l eHmeaningfulness)< Al5-5f
o &}11 HZAl(connectedness) S 7}A ok 5=
g, axBlH|Al|A] o] skA] AU S Ao]
Sl AREa 71t Fare 3t Weks Zloltt
(Ang, Leong, Lee, & Lou, 2014). 2214 kXA
(primarily divergence)¥} 2Ju]AA;8Hmeaningful—
ness) oIk BT AYE FAUIE F2 )
o kel ¥ 74 FolM Sl ol
Aol AJFet F= vIAANE FaL AoV di=
o] HEo] A ale s UethLehnert,

Ospina, 2014), A|™83F 1087]2] 741

= BA3 Ayt 414 (innovativeness) 2t TheF
I

(fake campaigns)2 G g7} §l= Ao =2 L}
Eltth(Kiibler & Proppe, 2012).

13 opgo] TSl wal AT,
oy, A=), WAA Solah, A5,
S5y, zelolole)n HUSHY, H1) F
oAl LEfoflole| 2 o7} AL o] 7P 2
FFE TRAve AHEEE, AAdE, A

9, 2004), 3L Aol H Q4(Fad 4l



o=, 2 fE AE Al AR, 4
T, olaff golw=, M, wiFESCt, F4I
oA 2d How=rga Ao gl Sl P4 =
off 7H & g3 nlRithar g E, 2003).
ool axHRFEo] Folshe= Fart FolshA|
o= FaLETE 71 (], 7))ol A (Stapel,
1998), Zol/do] FHoldt Fardps anjrte] 5
e} A7) Alatof| avpaloln Sfte= Pal
off thgt 7]l FF= mZItH(Stone, Besser, &
Lewis, 2000).

o] ] thA|AQl Ail= Far el
o] s Faae] FEke nitks A
el ARl Bt Aol Qlojal= 2kol7t IR
t}, oA, ¢AZ A hierarchy—of—effects)
o] sSTHAle] olAf FaL FFelAde] 13719 B4
Qlof| M2l WS dold 2}, 13719] HQl
12710 QloA ZhiHA(divergence) Tt A
(relevance) Afolofl A 2Hg ayk7| 911,
203 5HA vt Fara s wi7fish, it
& Hli= QIx|e} HillE ATof At o

o] AthE Zo]tH(Smith, Chen, Yang,
2008). *FaL A z|ofo|E| He| o] Fale|E=o]
02 FFolA e FarEd W Bl A
o] A= FOSHA] AE, AEoflolElE
F=o] BHiE gzl nAle Flie 4R
7E fFolshA Yebdth(d=, SRds, 1%
A1, 2006).

H310] WO FIHE Soli oAl
HOHE anlzt Aale] Holge BE ulclo]
7Fx 9] Q14lof S AR FaFe miAlEd], 1 &
T FEA et X2 Ao o ofsf mi7lE et
1 §lck(Rosengren, Dahlén, Modig, 2013), %

S
o OojN R

i

o

A

oL

ftlo

m Folut F=(ofolElol et o1 SeHh MY

ol7ql 0] 7)o FIHE ololr Az}, Aels
A B e Aol g Bel A B %
o)4go] A7) (recal) B £ RAT B3 Er)d
oA B Foldo] ope Fukg wlxX|
gk, 2RAT A 1 AgelA B B

o] do] AfQl(recognition)= 3Felal 1
o Fake A7te] Hbo] net Z7khe Aow
e thBaack, Wilson, & Till, 2008), FE3t

BN SAREE ERAo] )9 AolX

ol
2L
ik

L ol Faanks wron, ks 48 §
SAE 4] Yeie 97 ATE SR v}
Kilgour, Sasser, & Koslow, 2013).

ol s B Aelie] FHR A5

—~

TaNE A% e welolghs Aol 58

BLEIE BTt 5 5 Qs BB Y3
B 9o AlEeka sck

e FEshe of2] 7] el Qled,
AAJ T (soft—sell) 7], AlZ2] EXFA(product
merit) 7%, ZAATY(hard—sell) 7|Ho=z B
SLAYMueller, 1992), 244 A2k A4
o, ToTIet M, BUs oju]x] e, ¥

A A, B A P4 Aos B8

L= )

)

=",
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d|(Frazer, 1983), Zo]#]o] BRI ¥d
Hepe] i Flo|eiglo o] EaA)
TYE Ik (Laskey, Day, & Crask, 1989).

F3t A H(information) A2F, *==(argument)
7k, A2l4 A-Hpsychological appeals) 21, ¥t
EZF 2N repeated assertion) A=, W& (command)
Ak, B E 21<=A](brand familiarization) 7
2 A& A AKsymbolic association) 22k, &
H(imitation) Z2F, AF(obligation) A=, <5

TA|ZH habit—starting) Z2fog HRE7|=

A @ Ao o B 2o, YR M 0]
= B3 o, BHE FsAde 9 Fa o
LT AeZ et a7, 1999). ol
F7f(announcement) A, AL (display) A=k, &

~
0%
)

¢

- 52(lesson) A
EgHdrama) H2F, 2 (entertainment)
2F, APAH(imagination) H2F, E48Kspecial
effect) X2Fo 2 BE3l= 7|Fo0] A==
(Franzen, 1994), o]+ E4 E3ldog -85
+ S5w3H (emic) FHo] obd ofe] 3
of 3FHeRE AEE= HHTI}A (etic) FaL
sdgtos oo
w4, ARUAoI] BAE sk A
TR 2lolot AR BRE A,
ofele] ek skl dd), ge]
o= AR (routine) A=, AlF3F 8 (acute
need) A2 F(ration) AFFo| Qa1 ol <]
olli= AfoHego) A=, ASl A (social) A=k,
72| (sensory) 2ol Rtk 6822 HAIA A

2k glo] ALt Taylor, 1999). 658 H|A]

©](association transfer) 22k 4=

2 ,JXE

FH

JQ
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A Zdefrdgo] gk FalE 4 0115 &5H

o
~
OL(;
o
i
J
l_4
1;9
&
=
J-Ll
U’l
O
(@]
(@]
2
e
1o
0,
é
=

A s £ ch % Acte] el okt 3o

=
7} QA9 A (Franzen, 1994)0] AA|SF F

[e}
B2 2] Felo] w}a} E@ﬁ%kol %ﬂ:@
e

ook
o
44
rﬂ
oi
Lot
=
(@)
(@)
D
c
lo
e

=t =] E,—I-_‘Eﬂ‘ﬂlﬁ Bﬂoﬂ UERd 23

0] SlApAel o Eaklolo, sFelA Al
oA AES oluA B A2t e EHs)
Ak AE RS HaalACk wHkdoltH, A
29 0301] m}a} o] Tepxol Y aS

£ 4 oJrhs ATE FE3 v, &

o] FRAUSFA GlojA] crejz oz
uBsH B Y Hsekle] AR B
A sleiolue o] FHHe WS
SR Q7 it olofa) AlzZka XA o
o mEAe] ENE PFIR: ATE Y7 FH
Hefe] ab S obrs ATTHMeQuarrie &
Mick, 1999, 2003). 234 ale} 17| 01%] 2]
Aot AEAA ) 2AATIE AET AT

4



ANE FET e FaL EFNE AolE
TEshEEl SR, o]8)d, 2013).

5) Y T LA} 917

Solet Y shule A 5EL K-
LIWC(Korean Linguistic Inquiry and Word
Count) E2TRE 0|83 2loj2] 54z} o]
HelH S0 BT AT AT
BPARL, o)A, 2007), BT 719 QA FR
1 slekele] faoltt SuA 8 At <l
ol RgEAct, B ARAEo] F=eiele)
F 3 (type of headline)Z 7]219] ZFol whe} &

RO} ol AT Aol 2AT T BR

ERA, HukAe] A9 Aol Al

S0, AR 89, S A, AEA 22 1A
2oL AJRHA|(TPO) W= B2 EFIA 4n

212 QAo M ET} o] 2o} 2| Ao Lieht
33k 2013).
Bizie] A o) Bt dee) Ae

Hsletolel] 7hu] A2 WAL A0l H

ok

11 Foldut I2|oilojE|=0f et S+t Sefr Y

BO® FHBHET, 2000). Fhjetold ot
ol A83H FAR0) EAS FEd Ak
U Zpelnt 2] Aglolebs T ojo] B4
Qo] Uepten, ol 7ol seictelel A
w2t Ak Ay, e sad, B
A 229, 254 GHYoleks 47k HulakE
f3jo] =EETHAET, 2007). Fhuletoly
o Aol WAL TR ATelE EAA
W ARG B AT A
sh7lehe STt E2E AT, 2010),
E3, QA1 Foe] AARA 40
S oo} ool ofmaa gt
AR, Qo] Fojyo] v I
xR oz AYS sk O ohg
283 71018 Mok Aulae] 2 fat
Ao Uehgeh, olefst dele]

A7 gk A dol FERE 7h] ARE

o
v
Mo rE o o

1o
o,

N
i
flo

£27(Slogan)> HIl=0] AAAJS WHEal 2
2GS Aofel=t] Ego] Hhe Balls gar Z2)

29| B4 42210t Dass, Kohli, Kumar,
Thomas, 2014). FaL &=70] 7|Ye] mA|=
FaFl leiAl Aoifr3l(wordplay) o] ¥t 2,
e 7Y, WA ofjitel wek S22 7)o
Z}o] 7} e (Reece, Vanden Bergh, & Li,
1994), BERRF SRR 7t 27o] Fal
837} =tKStewart & Clark, 2007), AR|R=
< Al Qs Fare] LojA o g vkeshr] wiEo]
AR5 L3t e2xo] anpAolehe A+t
A3t AA & A Gordon, 2006).

suzle §HS hERAT A0 Selet
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|
EP(OHE 2006). olgte] 7]
o@a weo] ] RAT AT Uek(IdE
2 1998). £=2719] S (likeability)
= 7§7§§'3H: ;Y QQle dold AtolA &=
I vHo] e Fstal wA|
Zle] Fg=Ag, slEie) A, 2, ool wetk A
e, 53] J=(jingles)olut 2 (brevity)
& Zalo] By AAA S wHA] %
St At Aafe 25235 U15icH(Dass, Kohli,
Kumar, Thomas, 2014),

FaL pARHrhetoric) > Tt Q1olR-3]7t
o EAAE Sl 2ol Aglole] Flule}
AO] FTARgol ot 5182 FAtHMeQuarrie
& Mick, 2003), 3L 7}u] ¢} qlojeha] wetof 5=

B3 o]#9(1998) = S8, TR, 9ulE, 3}
%%O]E]r% 4714 Eofl whe} Far Q1of o] ARY

re 1:111
;§

A, ol SAofM= HToR E5 A
A e, R, F5olelele] ofik, Ay
&0 /gty Bugichere, xod o
27 2008). 1960ATh e ] Hx| P Ay

o8]
N

25 The Korea Journal of Advertising

_,_al,]—a} 21 7]—,4.4 A= _4 —.AZH figures
of language)?} A7F2] EAJ(figures of thought)
= tidsl g3l AR AA £RE AlEshe
A7} o] FolFi ek, v, Wb, Zf=H ol
© 3o S5 dare] izl At Rl
U AL sl=eiRlof A A E-g-E= 4o 9
o PARIEER) S AANSS, H5d
2005), o592 ol ‘Ae] o] AR S —r7}3H
4714 FaL ARk AAE AAs = JelH
WS, 2007), YILERS] SAPo] whe} HAE
Qx| oln| 7S] ofFelS Slop AT 4
Ape] 3 Fwck HolAl el gl

(oK%, =49, =9, 2007),

6) I CIXQl A7

tjzpele) 72 el 5/ (proximity), 4
H(alignment), 73 (balance), LA (unity) 9]
CHAltstiel & Grow, 2006: 100—106), Il Tl
ApQ1e] le|et Hedste] Flojokra} Faravto)
HAE Argste dAq-50] Al=E ]l glofot
Z(layout)olgt LHAEH oM, AR, sl=gt
ol AMEse, vitlzh, 24, WA, AEAR
2 ZUERQ] S ALY BE 8 AaES HMYslal
25 k= o)At AlglolthJewler & Drewniany,
1998: 149-161),



Qapgarof| A ofojof(Ayer), 2l (Rebus), Al
A (Circus), ZH YU(Frame), HE|T I Multi—
Panel), 2=2|QHMondrian), 18]=(Grid),
—‘:—}3*1(811houette) , EFIAHAH(Type Spec1men),
7+ (Copy) 2h= 107F4] 9] glojokz: Fej7 A4
0]%(Nelson, 1980), AFA=L o7 7]—1]
He A8l gt oY 2R S 71

4] Lheht dlolols: Hele Eai) %an&
(Mondrian), 18] =(Grid), AL E=>(Picture
Window), 7}%&][H](Copy Heavy), 2Z&]|¢(Frame),
A129(Silhouette), EFIAHAH(Type Specimen),
AL E=(Color Field), YH=(Band), MH<&(Axial),
AMA2(Circus) 2= 117149 IafFaL glojo}
% FEi7E SHAolA 7P HEA o= RolEoi]
I QJt}(Jewler & Drewniany, 1998),
S A8sto] Qladare glojokro

£ Fuans e dF Ay AEREE
Bt EFQIAH A H(Type Specimen)i} &
E2J¢HMondrian)oflA] A-§-2] AlFo] A A
Zx11) =7 vehd dhd, A28 =(Color Field)
011*15 H2Ha] AlsFol = Yebdt, Als3
BT = Ee|etollA ek Aol v

3] e‘%x—q; Aol =4 vehar, g oA

© A8A AlEol wisl A AlEol w1 U

i

o

SHH W3], S, 2009), Q1aiHa Fojoe-
o] ZFAL FHAHZSEE 2003), Ao
et sk gloloke FE7E $he 4 S

dgHos 045— ATE St 19327 E

198230714) 504171] QL] dolol el
E Y&EASH A1 Qtk(Feasley & Stuart,
1987).

dlojoks: Well7t Saolo) shti i)

(o=

1 Zoldur S2(0f0[E[=0l| 2et At ST Ty

off ¥&= Y= 2k
of# Aol xl= Eﬂolob\‘l} %’ﬁﬂ% st
t}1 ¥i-g] v]3)(Chamblee & Soley, 1987;
Reid, Rotfeld, & Barnes, 1984), oJ® Aol A
= glojokze] Faraaol Gk iRt =R
&Y, EAJA, 2008; Chamblee & Sandler,
1992), oA, Algare] glojol FEjel o
Fl WgRIe] F2 KA UG Aol
M) FRE} v Pt o A
T gloolee] autE 9l=3) Aotk 7h:]/\1 |
ik, ki, 2004), Pojio] T2 Foloo)
Holol] etk AT LA A ], 201,

elojzl- A|zka] st AAshEE Aol o
3t 71jo] Z71stel ol ohet )iz B 4ol
T GRS u|Rth= FaIHk-S- R & (Advertising—
tRpele] Za4e S5
™ (Childers, Houston, & Heckler, 1985), 3l
tikele] HAE o] e AeuTt Be
790l el HUEH st o ek AT
SN B TiAjele] B} QIEECHEY
Ge, T, 2008). R, Slol - A2k 1ol
S Aol AN 2497 294 9 Aguch
Qloj] ATmrh A7H A=o] o Ho| 2
A% 7]olo] FAPRITR: o)%

g vl S Gleks

rd

!

O-

Response Model)-2

255} 23(Dual
Coding Model) &= 3F1L tjz}Q1e] 5843 317]
dl= Aot Paivio, 1986; Thompson & Paivio,
1994).

A YAl o) g HElE A4t 5
Y= A}, FaL TRl qlojA] s
& A8l vHAR ArUA el ARt
E013} I3 F|=(ADCAD) A|AEIS w=ol5hH
ARl A-g-2o] ks A+ Aate UA|TE

2578520144 1124302) 83



(Burke, Rangaswamy, Wind, & Eliashberg,
1990), 19} 2 71A A Hel7h ol e A
gt = 9t} o|of &l EA)| 7|wke] ek5(PBL:
Problem—Based Learmng) S H}E‘roi =

o] ?ﬂV]El?iiEﬂ —v—xﬂ 7]“}4 ShEHe 283
AT SAI] Blsl] TRpQ1A] Aeliol
Hold 22 YeEPdth(Cheung, 2011). E3H,
Farsiake) 570 "ol A= = AlFoll et 3
I A2 B 22 AAsla ATE v wst Axt
) oAl 13 ] Tiafelo] LA L
W] 1 el e SelsbA & W ol ALt
2107} L9 1 kel ofo]clo] o] o]ol
Hoh= ol A (Johar, Holbrook, & Stern,
2001), AF7k B 908 HolA] tlatel At
o ol

7) ofolcjof HrA oi7

)= FarskA|F Fard Aol 1977 Aol A 2007
W7 ojmat Wsht YA dohir] Sl
120 QlElEat A3, Aejojolen S
dlojo|t]o] W0 ZQ AL |&Ho 7 7} ?}J)\
o A ofolglole] st WL 2
S e 1, vlcle] vl 71, )
2HR} B Eo] Wl upe} HekE AE3rkaL
Aeal, orez el v Aol ofol
t]o] dkAto]| T Qltkal itk Ashley & Oliver,
2010),

31 Ao Sl ofoleloler E3te) wra
(serendipity) ©]AHBlasko & Mokwa, 1986), &
A8 s g Agel ALk eron A

84 s The Korea Jounal of Advertising

J

o Bl wet vt aAS HEA 2HsH
20| (Young, 1975), HIHE=S] YRS HERY
7] 9J8t Tn|2-$- HhH o] Aelo]th(Hill & Johnson,
2000), of2] ATAE] A ofolclo]
S g HAag, Asgon LEE= 1727}
A7} JATHSmith, 1998), YE2] Ao HE
7h EpFebAl mhsEt ZARE Ak AR 300
712 o)) ofolefo] HPAo] S,
2008), =04 B AE R (brainstorming)
o] VY mEHom SHELL FHARE,
2008), 714 7(2001)-2 AAA A B3PS vyt

rlr i

o7 719l 29 ofolr]o] WIS qFEsHok
gt ggon], 4175H2010)2 48 ofo|t]
= AASHH 7143171 (Suppose), T

o] ¥
A dASH ] (Simplicity), A= HY7HA] &
27](Stretch), SFAMS 27|(Similarity) 2= 4
7H] &F f0lo] Fasital Yt 7hujeteld
o K9] ofojrfof ¥}t wHASte] HF4:(2010)
& TR R FIsy), A e, v o
7¥A71, 2A 71971, o sk, w=oll EA
=71, AlEAIZ171, dAIA] Ast7] -2 871H4] 7]
WS Rt FaL 2227 ofo|rof W
gt 737k RS AT P22 Hxfo]
U ojafo|=u] s|Rol| (4R, 1994, 1998)
7} 7§est giclelE (Mandala—Art, <> X7 —
b)) S ofelt]o] ThAjolA T THE ofo|t]
o]2 skt -85}t

7hajetolg o] AAIGE 3, 43}, F3} =
8, THolehs 5THA Aol whet o] fojRith=
STHA| W2 ofolto] Wite] 712 A E Al
5t Aotk U2 Y 9, 2005; Young, 1975).
A2 @ ~F@ T FaEo] AAIRE HEQIAETY

ru$ oH



(brainstorming) 7]HoA%= olo]tjo]Q] 438
Fhels}A) 9k Hohe B ofolclols ¢
E3EE +=THOsborn, 1953), 2 2]dlE|o]Ad &
A ololeiole] B 577} B Bees
a4 o]w(Bergh, Reid, & Schorin, 1983), ¥
el FHE B o) BelE 5-794
B B Aol AuAoIHATL, of%3)
o]9lE, 2006). Z Ao|Z=L ¢l7ko] AAFA A}
A gl FEa AAel W AN
(Caples, 1983), AZfLt= ofojt]olE H= Wik
sh ebn 22 WA Bk nelely
(Brainwriting) 7|2 BHAAEYS] EAH
2 wekshy] 9la) HIEULE o] 7we 19684
£ 9] H|2EE 2 =2H}5(Bernd Rohrbach) 4>
7F BYIAER e wAES S5l flste] &
orsl A o7 6-3-57|Holaka e SHHRohrbach,
1969). g2 Hlo]A= 360% AFUA oMo
o b ST B S oIt

= 20171A] WS AJA|SCHBaker, 1979), W
Oﬂ H(Bob Eberle)2 24X AIAIAE 7|
= Hebsla WA A7 (SCAMPER) e
HE A A YcH(Eberle, 2008).

FUoA = FAE =50 Q-5, ofeltjo] &
=9 Q-5, A2 AuEe] Q-5, FF=sHEW)
o 2EYHd), FAA & QVoldhe sHAE
A= 24A(2004) 2] Q-5 AR, wAI(AI)
9] AAAS Ergs] mhetafiof shal(ldentity), Al
20] ZA7}F Eg3fioF 5hH(Credibility), w2}
o]1l(Attraction), M= (Newness), AFEA]
(Difference)©| %)0joF 5}11, BRE ASo] ¢
g 35}A (Obviousness) “ge|=|ojof Fith= 7]
THE(2013)9] T CAN DO™ W/, B85t 4 2F

v

*

(o=

1 Zoldur S2(0f0[E[=0l| 2et At ST Ty

7], Fele 82)7), tEdsbleks Al 7] 2
o ofolrjo] WY Aokl BA<2010)
o] vl W, uheTbd A7 - e
7)(u}-A-7)2he 35k 39S AR ofolriol

2 ok 1] ofojjolg P& FRsAo] Hrhs 3}
$2(2008)2] ‘mf-A—A" drAFHo| Qth(d
3], 2014a, 2014b)

ool ek -84 vl
201 el ke A9 SHoKe A
of tial] ‘AreJFAJ (R ANE, creotaxis)” o2kl
W ch(Kim, 2012), W81 2Fo)ZA g
= v ez Ay A AuE skl s
A A che(HH 3], 2002a, 2002b; Kim,
2012), B (Exploration),
SKIncubation), F+Z3KStructuring), Z"HOut—
look), A& (Network) olzh= TAE #AF g
Th= oH>(EDISON) W (GE D} o)
AA A B], 2014a, 2014b), ol= UHo]
%@ (Young, 1975)°] AAIFE AHF, 28}, F3}, =
B, SHEolthe s e AutE At
ofubA| =4 wWokst Aolat & 4= 9ot

WA (Discovery), 5§
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& 1) ZelmM Jhigol ofst olojciof Ehae|
ol oy +87t SrARt ofolciof M21o)
sk QoI T 9l 7|t gt HLR9! eyl ek
NS
QIR =k et Inteligence Al iAo
Cognitive Appropriateness Informetive ST Exploration Engagerent
Curiosity
DIt
SSES 3 QRAERI Sensitivity el PNEC
Alffective Empathy Impressive Ty Discovery Differentiation
Authenticity
PN
== pSmis| 20kt Time guaraniee Hat =2
Behavioral Haboration Reliable AT Incubation Insight
Deliberateness
M=
QHi2kr =2 Zo|l=2 Novelty TSt IS} AER
Contextual Originality Surprising KRzt Structuring Saturation
Confidence
PSS,
AR HEH ZIHst Talent BNty ZHke
Temporal Clarity Smple e Qutiook Objectivity
Expertness
e
2 ok Hsatst Convergence oA M2 A=
Affiliated Relevance Applicable s Network New-trial
Extendioility
At=z@: Z2Es| (2014a, 2014b)
IS 98l Y E SRR AL 7| 2R}, 71 ul=r9] gl upAR A 7]ofgt At gA

gole], tixjolu, 7% %
TR AolA] o

Lo 1
-2 24

i 5o] A5
Hopo| 77} Wasiey, el

n

& Zstn AR A 197t olAT &
Qlofel= o] g gJzlo] W7} AshEgiche AT

322191 Z2joflole] oAl e QlERTRE Aeol
L& o] %(Higgins, 1965), 19l A7 S0l
=4 7HajetolE] (James Webb Young) 2] UAY
¥} 210) W 7S Ax2rgRt S5 (Bengtson,
1982), 3a18kA} $k~(John Broadus Watson)2] A
OJHEFEL(IWD) AES S £ RTHKreshel,
1990). ZZoll= ofze}7HA| o4 Farlel ==t

~(Caroline Robinson Jones, 1942—2001)7}
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A IR E UK Davis, 2013).

spuelo] dutzle] EAL st HLE H
=
=

o

21T o= (e}

W, = FalEe] JAT FAIAA
A7 o, 1995), Savkel B AR
o] A& A=k 2|3k, Aejollole| B A3k, A
gr-ejofole| B AFd, 3ol olet= 47}
A FH o2 AAMSHAH R, 1991), Fa13]
Ake] vFZgE DA AAR-S AXEAY



w6 -, o=
3} 55 24 oleks At oAl 7HLq 3 Zﬂ*l
o A7 YK, 2000), T 1”

4 el aloket A %

NA SEFo| LA} AL H2F Faio] A
o, Fa Z%EJJZ] <AH Aﬂu e =

i %Lzm aaoﬂolauoﬂ ot e o

ar
Aas, 7HY 28 2]
aLs, T7189] Yu|AlolA,, TESIg el
Zy7} 71 sEA|o|cH (38 3], 2011a, 2011b, 2011c,
2011d, 201le,). F3}, FRE FIIAE B|E3
AR 7aietolE] 109 ] o|eu} 7u] A Wy
S FAT AFHI B, 2013), Y= Farel 4
S BUlds Falo s grgskal 219 914y

|

o|gS 225t AF=(ZW3I], 2010), F1ele]
AL A3t Aot

9) BAHKMY A7

J

Y| Akt wof @ 4v) Bgo)H P

e B, s, B, By
2 A Bl A gag FaA)
prelolet )2l ofolrjolZ oz
0%

11
Am
>~
22!
Q
2
1o
ol
=
ol:i
K
&‘)5
in’s
rlo
2
p

T
&
b=

(o=

1 Zoldur S2(0f0[E[=0l| 2et At ST Ty

AIRJS Y8 H o olak Al 250l aE
TH A4, 2010). AR O] AAA ulF
ae A 7Hs S AlS ST Ao s oS
i

FAARRY B e OE

R

o&

Ao
=8 IS S22t B QAL B
ol O]_LE}__[L__;‘_ jui) 0/\6‘]— 31]—_]“_]_11;_(1- o] xH g
of ofgleol Wrke &A1 A7] ol (AHA,
1998), H|w A Lo Soliof FuAzake] &
7 s et Wasidel uAA)
7b0] el TRALE B4l W AR
g AWAAEeE AXTAURISE, e, o
9, 2013), AULE wjt]o] 3] S5Ho R
dhg st Hns AR 4 Qs 1AL vt

of gt AnEn|tlo] FAAAII] 4

H|3

1_4

Jok

2he A8, Sk, 71AI3l, 2012),
e wetolA Fa YusAte 3L 719)
F 8L wleish Ao Al A 3

A 7S ATtk 19A27IUS S/ds)oF
)

AEE G oA ofE Ao, &
a1, AR, AnfEZ Q] dddE 2
gl=, Hle AAF ofoldol7t 1A=L
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%) A3 woto] Wasithe FAHCHAESE, 7
A8, 2013a).

FAARAG S A2Ate] o] wEo A gt
A AT 71| Aol ofelr]oiz}
ik g7 BYEo] 1y 75 Ailehe
FUARAE S AR 8 dY o= A
AJAoF k= Zlofet, Y™ o] FollA] Farit
e FRAY A Aoz A M=
IS el SeluRliME FaA

N
S~
re
flo
o
I
2
re
filo
1“4
O

Oll

L 7olx} o3RS 3t

4 4
30
0
Ir

oy,
N,
Lo
oy T

A3, 2013a, 2013b;
3], ok, 2013), ALASS AL
Zﬂ”‘“ﬁol =] A2 S5 AAG A=
A 9] A1 2 E(Concentric Circles Model)
NAE F8 Fo]7] wj&o(Throsby, 2008,
2014), Selubere] FIAAAL FRAAO
= 295 B4 /A D 1
Vit AU

s 9 97 weist wisto] A1 o

I =oee TN 1 S(20140)= AR

AkQJol ZHkzAlo] LRdt AR FotE 0w
£ 243t o] Aol FaAEAY 71t
24 FUES T4 FuIAF 24 2 kY
09D, A 9 HAA L@, W A=
o] Auj(39D), A&} et 3 4H> Loz 2

. b
0, 549 sl 24 9 BAI 2 A
W), HmE-AUb- A} 7E BRA

24 Br09), AR B HY et

’
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HE(49]), 3arQl Hde] HAIE FarAlat A
ZE

B %*dﬂ 1‘5%*571%* AR A%, 48A) o
Stol| FaARH DSt A1E09)), FasAb
Qog o] AL ufA10), FarAz:
W8 A3} Agko 2 ofsl wakabd ZE119),
aAe] Y Aefefolel oprlol TH(129) %
°@ Fagh Ao vehgrl

(6]

10) Z2[oIolE|E. A0 Mg %7

olollA] =2fgt At A ﬂ"’ﬂi =zlofo]E]
HA=0] 4
= ATk, A, élt”oi-J ﬂrﬂoﬂol‘ﬂue
Al g EgaLe] HARl A AXSAHE
21, 2001), FA1FaLe] efofolE|HE ¢lof|

H| A 2|2} B] A of 2] wA] 2|9 Sl A EA5HA
LHuRgm], @<, 2011), 3-933aL A2ofolE
H 309 3237} EAS BAsla n]HS Ay
SEAVHRIEE], 2012), TV 593a1e] =4 2
TEA] 2Jo|E Iy} 7F H|WATLE B3| &
PR AL, A

FH

. 2007), /\]7% Qﬁq,:ﬂr_,_,] o]u]x]

o] IS FEEIATHe2m], ol g, 2012)
A2joflolel 2 g4l Fal wellyf s,
AR QlofA FaL HEle) 7)g WS o

—_



,, —_— = = o BT o e N T W RO
2 TSERZE8FTE pgsT L0553 8 S¥IFTLIRG
% A o o K S =g o Py . —_ B
g B E R T s B BRERTg Mgy £Wowg X P
i @ﬂuﬂﬂ%ﬂrﬂr%i ) Anfﬂo“_dl.mom@uﬂ Exq/rﬂi]ﬂeuoﬁim.o
— — =0 ! f ) - — |
e G e X ®® oo B PETSETST gRE TEg DY oo ln
8! kom.wxol%a_.MMI TR SRR gy 2N E Qrﬂvﬂmﬁe._ﬂ&%
L Yo O T W L E g S W P8 WY a2 BN R T o o A om
1l Bo f < = N oy = 0 N o N ol QL Gl < O#E R X - Xo X RS
5 w2 LS w Mk ATO0 seg@wea §a P %H@MM&%%M
Bl moON m <~ I = m __%o_;dmﬂmuuyénoﬂ NOox X L o=
m] ™ RN N~ el ) 17 1 S il 7o <y XN
T TERTUCEsE CTEICGEGT ICE s LT R RLiEE s
= _— veo) ~ 0 — —
i TTtrgn s BE B 2W111nz.m%ﬂoqﬂoW%zLﬂo_LfoToo
2 70 ﬂowmuwwwl”llma sl2 n_/ﬂo_em.ﬂ,&_,o L_‘_W@V@\e %ﬂﬂﬂmﬂﬂ' { ﬂleﬂ%dl.oE {F
% El K 2 2 T = i o T Mﬂﬂu 5 ﬂﬂmmm_l - Ww ﬁoPr.Zo R al o TK o o N ol
“ _Lﬁowmﬁrmlmrambﬁﬂemmﬂo%ﬂm@o%%ﬂ.g,mﬂbEAanﬁwWﬂ%ﬂowoﬁA go
G M- A DI L X 2 5 o T T ol X fo K ot 9 7ol B
EY AM B- %O . R sl o o O_H = = = < ZMO T o KO = o juie Lt HL
vo”mwmﬂlo:xﬂ_.ﬂm_zom?ﬂo%,&e._ﬂmv_wﬂx_mmiﬁnwn,ut%%mﬂmoﬂox_ﬂwﬂﬂﬂﬂﬂ
WA __w‘_ 2 ﬂeWﬂﬂ‘ 5} MO W mo ot e 89 %W KT ”LmlﬂNMﬁ_. L!l_lﬂ.o oM R E T T
5 am_ynﬁlﬂo & = o) TS S TE BT ILE TOW B
o T N R B M g X WO .W]Dlﬂ_ﬁ
TR ol BT s TR PP o B 1] 2
o KR TR o Y 2 = ) wr c o oo TR iy
S jwﬁmwvwﬁmﬁwﬂm T o o
T o — ~E = R AL o ap
uhﬁimwA%%eduﬁomﬂ@ i S M SR vl N e ¥
e LI S CE Aoy HE R w T
zegmwmﬁw,w@%mﬂg S RREEET S o ey
ﬁomﬂ%umlil_ N — O xR X moop I - e
~ ST N x N - o= =y o o© X
5 B — W N = o © =3 AR N s m
sdgdsadrEgs Puggzaniicgel B N )
FrExdr 4223 %Mioe_ﬁﬂw?ﬁw oS
N ULIL ]nﬂ(\l_;_vwm,;v__‘_ﬂ o
),aa,_wm_i#ﬁﬂﬁ . Z 5 o D HoX = N 81 f = oo
S ° N R g o £ 5 o o = ™ o
FAkrEsatice £:3RTSREonTaN o LY
TR e A= ST (O - s sohﬂ_mom >t &
brrohTedirrEFicgalscpicd  m TEaf
N X : ° ! = o OB OW T
O—H Lﬂ.l_Hl HT_O .H_— N vA‘.— »AT " JE —_ - \mﬂ q ﬂmA ﬁO O_H mﬂ . OﬁE N _II
~ X° @ Nﬁioﬁﬂ%u%ﬂg_.ﬁw = _ _ 3 T o < I
T w X oﬁul = o TO Jrm T T o 0 pr
o | R LLO
Mﬂ%%ﬂ%% R LR W E s
o) 7 NOX 3 o F o

0 89

2|

=

o

25H83(2014F 11



A7 Aelye] WIEAS vhelshs Qs
U3l ZAA] HaL o AL E ook g
o ool el B3 Fojgo] BN
9] Farit AlAte] A-8-81A1HWest, Caruana,
& Leelapanyalert, 2013), =7} 7+ &34 20|
of whet Bl wslAU(FEA, 2010), F3LE F7}
FAl] 4B vlmeko (R, A
d, olZ, 2014), oH BIIES EoivloF &
h g, Aok el sl 4 A8
off ol%aal Aulat AL Tejs ofe ujHE

ol kg s FE Fed B7HEE

ol ai
oA, A aaoﬂolalu a38% A8
BN A, ATAES P Felyo] YuE

ol ke WASAN e b
£ AT of| ApelA B Folel 5
o] Havle] GRS mA Fa Ale]
ShL WA, ThE ATolAE B oy
3} R Sl A ;

&3 Wetoleh= HollA (3] o,
2008; Haley & Baldinger, 1991), &0 =29] &
FolME FaE A B7le] jEEe ol
WP S mAjsof St B el A 74
f.919) BRENE FHE AT Arslolo}
st oL ejAdo] sgarastel ml=

90 ST The Korea Jounal of Advertising

F ko] Uskee, Zﬁﬂ 2
T AE ?@1—1—& B Sh= HEREA] 1+~
9, B BANE ALS BN AL, A
o) % (Simon, 1971)¢] 107}4] Y1 %
I o] & (Frazer, 1983)2] 77}A] 43l & Ak
o) X% AFHAL, £, B BIUL BE
of2] Zaldo Efﬂﬁgi Age o Qe =4
A (Franzen, 1994)2] 87}A] a1 @ AZFo|L};
| Y 2{(Taylor, 1999)9] 618 HIAJA] K= 3
7 wAAEY §8 1E0 R AREr,
2 Rlerel A2 el syel sk

e
BRI goR gl dEEY A7)

A 2307} 615 Al 1
ARV 53] RSOk gk 3 o] Q1]
A AET B3 EAALEE 2 20004 0|4
ol AXH Flole} 2uke ule]o] Aleje] gk
73} ol 7R A Qlrhe oA, B &
A A2 7|2S BAT Bt g c}
chaA, Fa Fhuiet Salel RS B
o, 3 Hiale) §3 25, S|=elels] 2
¥ B, Bakee] A% T, Thsletele|o] 7t
u) A2 8 B4, 3 7he) At Aol
% o]FojAle), 2lofaba] mete
Hesla, 849 7)1
Fota, B 7h

rlﬂ
Y



BAE BRska B 4A1ke) AAE A
= ek, bl mHeE ofm|mge] ekl o
o}i oq_—[L A 1,}1:,}»1—,}

S Al Gsel il o B
ok ofe] W <1 Znke Wysiat
A 2 Al op) 32

o] fFolLh(Z¥s], 2007a), FIL 4
FoILHFS, 7% e, 2007:
ol 1998) &£2719 §gof wE(Dass,
Kohli, Kumar, Thomas, 2014), Fi1a3}2| 7
< 97k BRsl

oA, B iRl A BT ATolA
£ griele) Z|ReeE AXek, Qs

glolokz: FEHE Rk FaL Flojokre] wt
E Fuans e Rch Fa gAel a7
ofolzo] Faae] P vRTARFY
4=, dA7, 2008; Chamblee & Sandler, 1992),
Tslch= 210 2 (Chamblee & Soley, 1987;
Reid, Rotfeld, Barnes, 1984), AHHtE A 24
I7F yebgey A 715k SkE(PBL) o] FaL
ARl 58S ARt A= A
3oL goJokzo] W Fara o] tfsf Ak
o EATITh= ARdofA, ko= o] FloflA
AR k] 7to] E= dlolokx 3
I qtEshe d5dT7E FolE Algst
ok Qlagar oo 23S Fske A
T gasir, Farof qlojx] txRle] Faids gt
7)6h= o]2E 535 ¥ S A-85=(Thompson &

S

L

rr Lo
ru

5

ok

11 Foldut I2|oilojE|=0f et S+t Sefr Y

714, AolE2] e Wy, ReEnlEe] B
#o1zfol g 71, Hlo]71] 3605 My, ofisel
27w w09 Q-5 WA, e

=
sl o %@% e, el
7

(Discovery) —rﬂ(lncubation) TS Structuring),
Z"HOutlook), AA(Network) TAE 7 Aok
Sith= ARs]9] °ﬂ"4€‘ EDISON) S A|A]
ek
Bk wlejo] Aol Foizl Al M-S
SAzsfol AT Mol A ofoltlo] By &

22 S8k 0] 9l Aelofoleine] w
Here 2 ofoltiolg Fat Aol ¥

A AVR= F2]of|olE|E(C) 42 Aloll Bz’
T Ho (Y, 2004, 48-52%), ‘oltj&
P 8 A B BEARE T4 AT
7} Zasit), ERL, ofolrjo] Bof| QlofAf Al
E|ns AaE Aeldel waele] Ful} o}
= A Aitof| FE&||(Toubia, 2006), Al
‘ﬂ‘ﬂ—J AL o flof] e A} O] Aol HF
F= 197} 9k
SiSil, W9l A7E B s, el
oL} oA 4l F

ARG, B e el

2578520144 1124302) 91



=iy
o

]_

o
il

o Tt Upepdh(

H

8], 1AE, 2013a; AR, 73],

A mjtjojofl A AyAlelde] AUAIE 0]
z2of|olE]

1

Fargle] A2of

s

ot} @

=
T

A750] of
J otolclol

¢

15

°
pul

o o W) T o Mo m T R oY B T do
nEE ufwﬂuzﬂ%%%W RO RT
%! Rm_ N L = o m X mm = & wal i
B = e - H N =7 B o]
Ul B oo o = T W o] =
3 Kfo o K Mﬂ - B B 5 X o) n
< e do & Mot g M B X0 o m O
MH_,LM% Moo T o= Hom B i
ST o2 T oA o N ==
. o of v 1] o o h X ow < o
EEERE SN E FE 23 b
S _ o = o 0 = T
SeEraziEORgy Tl
S 3 - ok oy o W
W?.@%Mﬂﬁq BRE S M
o) B OL <2 RS ,_HUI T = 1 iR B 9l
) o
LR R S e By
.T, ok = 1& M_.,,_| X Mo e]_u ™ ﬂ ™ o B on :]E
B%Momu,Wﬂo%ﬁﬁ.e_ﬁﬂo%iw_
S M X s D3 3 TP o
e WoTE ol W OB T gk of
= H N X o %O B OE o w oo e BO T
o =R S | e O R s o T
EFL wr o o B H W p W R = . Tp
N o m = X ‘_.,uo = ol o KO i T I,WM :.;E
SN o S e oy < o wr o of <|
] i %o ] .
o 2ol T oo o Lo oy 2 B o
&rzlﬂﬁﬂﬂou.madu o X
ooy o R L Jr o % o ooy
oﬁ X oH T x i m,ﬁ T o
@RI W Tl gy PE
TR T S B ol T IR TR
oo o R R T H T oo 2
UT _L_I H_Al ‘r|Il . HL —_ o] ﬁo o J)NO L 0 ,mn_u ﬂ/,IL
=N £ 2 9 3 5 ° g & Y
BTN S S T L 3
s R R -
J X J_,Al\_ =~ @S ul 1 ! ~ o _.L —_— X =
@auau_W&ﬂdl.ﬂuﬂomeW_%ﬂnobim
o) T Q — — — K- 0
A B N R R R
o X, O % DS T i ni ol < T o
T .AL o __OL ar z_.E ZI* —_ — QI ol ‘._t ‘Iu -
X e W S B o gy o I T X
o) Dy S 5o A HoNoup o W
A TSP oW R o | r

o
==

4

7}

=

=

=
ol

o
o

3f

2
°©

ol 41w 91, efeflole]
341]

of2] 7HA] ujeofof

=

AL de g2 F2ofolEH 84

-

-
o

-
=

=

’

7} ol Aoltt, Aoolelr ok

3f 33
Y

H QA

ofek= HollA v

&

le4

Ha TAl=
HF o

[¢]

Ho] 7
At e may o)

A7} ololgic
H

s
b AER7]

~H
R4

AN

el

S o
3}

ek
Z
S|
=1 The Korea Journal of Advertising

2l

[e]

=

1

L

o}

o2 AL Hopo] 3714

o
A

3T
o

q
o}

o
o

b7 AM A o2 S8

LB

A
o %



opdellM ko Atsfof
Sejoflo]e] Bof Tgh A S 10714 FAE
2 =05} o] Aol 719 3](2008) 2]
A Aol Al AR A BRI
= TAPA, e R R el 9l
o, A2 AL et Aejofole Hef et
T Hoh AAskaL g o
2 ool 2= 9ltii= Holt}, olof H|a| A4
ARG ARSI vl AJolst
the e o] dolli] 2aet B W] e

ol

1 Aoz}

[
=
_Q_

o=

Aejel SololHe] Fopy ael] Hist
7}A] W2toLK(Sternberg & Lubart, 1999), ©|
SAIBAIA F2)H2] AL Product), HA
YA (Process), 42]&Q1 Q1E(Person), #H9]
4 ol Y mH= A5
of 551 4P 2ol HoITHIUA, 7
7%, 2001; White & Smith, 2001). . 3]
He ARl 15, pel TR, A1 7}
X, ey 2, 118 Bgoleks 57b) B

7
olE
=

o

]|

W2k Persuasion)

ok

71 Folduh 32|oilojE[=of 2tetr S

of| Al HLEFA L HSmith & Yang, 2004), 3l A+
O] tisl 3P(Person, Place, Process) |
ololg g HILst= HHE Qth(Sasser 2006;
2008). o] -] A S
Holslar oro R o] AL sl Gk 29 2 F
Al ol ko] M-S AQkskalat gtk
oju] Argt 4P HH oAM= Far oA
Foll T2 FEF= wlAl= oA
(Place)= HIIAIZH RHAI7} Qlat, 3P Lol A
o4 FarE(Product) 2t oAl A=
(Persuasion)2 HJAIS T A1ES 3P
FESHAl 2£3HAZ]AL Qi o]™ Herst
7] 18l GE 2ollA &

H= 0:];?" O:]‘_IE'_ Jf«ﬂf’é}fn\— %1‘15

Sasser & Koslow,

1o

1
.

A=

4

Place, Process, Person, Persuasion) &%
S AR,

A oy A7 A2 Hao] Waw o
T JHo)z} 2L 7o) FQashy(Sasser &
Koslow, 2008), o143] Aol A+2] E4=5}¢
Hofolx o o
Holo]th(Verbeke, Franses, Blanc, & Ruiten,

T 5% dEe 2= o Qe

(& 2 B2 Fol o] TR
Mt oA o7 g
) Ao AFTIO| ZADIEQ| WTI20| Elop AXS oz Wylskk| 94 DEKoE Wiksh| <
Aol L2 (Creative Produc) S B Atobdol A - R
off &1 Foldol Mt WIIEAHE Dfell=s Ss
0| Folct BNE AP Sherl ol ST £ SN S Dkl ZIINE S

OO BA (Creative Place)

2 R i Bt Aoz xEsk=E

o

= 7HR19| oo |C|o] EHATFEO L
ol 1KY (Creative Process) 212l 0f0[CIO] EHREOILt

nsiel 2ol

Ny TR 2

= o

20| TS ORl= THER] TS AR oS
Sioj] ol (Gethe Fercon) 2T 7[Ex] HROlEL CiRI0|, BT 22 HORel Jiolol 0/ o U ARE BARS
S redive Person 24 Zofxol ol20| ENN SRS A= oS

1 Fopgo| 4znt ARl 2 2] \owau 247} #naTl o= Y8 R ¥

Zool M= (Creative Persuasion) _

|

1 Fopgut Zuguol S USsli=

2578520144 11€4302) 93



ol
i

2008). THHA B3 ATAEL ko

o o] 29] FAL 9l o] Hopol o g T
2 712015712 Yokt “Hasste] 3% 24
o] 3 Farste] Y (g, 1989)°] ek,

SeLtere] Sefofole s AAS
Aoy A7 8BS 4

izt ® 4 glch

ol :Ll
FF oR

S
Em‘ Fr:[-j:
mw o
o K

94  TsIoR The Korea Joumal of Advertising



AL s, vES (2004), WEHRY 53 7
Eq3} /ol ZskE 484), 58-80,

T, AT (2001). oS I3t AT Faw
S FIYA 53 729,

09 (2000, A% AT TRl A Tt
T AR IO} Aol g RS FHOR, Bz
gFo9~ 1A2), 207-229.

YU, AB, L5 9, (998). Zofoel= Y2
A2 ?_P%Jé’icﬂ?%,; Norins, Hanley (1990).
The Young & Rubicam Traveling Creative
Workshop, Englewood Cliffs, NJ. Prentice—
Hall,

WA, (2009, HIREAEE FAThAAF CDARE 425
of Wt A FusFeA 145), 273284,
WA, (019, WA HHAE S Az ofolr]o] u

A ARt O/RIEERFOIEH0IE 181), 555-564,
PET. (2006), F7w] AE o] TG Lol R
At S HEE, 82), 106-157,

Y5 (@007). FHuletolge] glof SAek 7huliE 4
off W3t A, FBFHEE, A2), 96-144,

HE (2010), F3 Ahjetold A4 ol el Bt
T A 7HoetolE 7 A A AT EL-S 24
o7 JFFEFIZHEHE [A4), 438482,

At (2013). 109 FA 717jo)E. Mgt Aw4d
Aol R

At olE, olF1%. (2010). FaL Azjofole|H
e R L I 1 R R R 1)
F, AR FPIRE AR 248 S
B2 85, 157-190,

3], (20022). F3L ool B Y A F
HEF 55 183207,

3], (2002b). FaL godef g 24, Fusted7,
134), 47-69,

A3, (2004). FuHE SAE AT BAAEIRES
18 H%‘Hiﬁ AR, 1-39,

Args]. (2006a). B2 39y & o AN

7 RS st mgmshat v
A

(o=

1 Zoldur S2(0f0[E[=0l| 2et At ST Ty

83, (2006b). g 7HAES] Atolo] whE =AEAL
FAMGE AL FEFSE 70, 9-40,

AH3]. (2006c). 7HA|He] 2po7} HAEAL | W]
Ae G o) 7 W|TRIAT, FTHTEY
55 43), 179-209.

A3, (20072), B3l =il FEERF] W3t A
T BLA2 75 9-34,

73] (20070). FZ7}HRRRE: ZJELe #H ulE
WS

83, (2008). Far =eoflojej o] Rl ARk}
ATIA|. Bz 81, 487-520,

A3 o, (2008). £HjF= ol Fzof BB A
£ AFYAelHAEL ) Scott C. Purvis, &
Philip Ward Burton (2003), Which ad Pulled
Best? (9th Ed.)). New York, NY: McGraw—
Hill/Irwin,

S, (2010, ol Zuss BRI EEPS 3
Y e NzARE

WS, Q0lle). GG e FYYE 7P
F4 BT A% WA,

A3, (201h), 7pHe] AT FoYS 7
B 492 A% BN,

3. (201le), b/xpole] Yzpsi: YFoyS 7]
& B3 A& AL

AW3]. ©@oud). /=8 yulA ol YL 7P
£ BH A% WA

A3, (201le). FIFrEY ZHZ FY4YS 7
B4 Bz Ag DAL

W], (012), FA) Wsel 44 Ao B FolEn
AjoolEl B 309 Mol MY wF T
HSME 149), 242-264,

3], (2014a). ot W oA Aidol ot
33 ofolclo] W] Sl BIPRYESIT,

2 od = =277 v
1), 7-31,
3], (2014b). ofejrjo] BRI A& AfuAlA
ey

A3, (2014c). FAARRMEY 71H2A dehse] 58
T BN FasrolZ 253), 175-198,

A3], AAE. (20130). FaLARMY e ARARleR

2578520144 11€4302) 95



SAT FYA AR 2L T

Telz ALY Pyl B HUAT. FF

HEHSHE 154), 156-196,
A, ok, A8, (2012, 2YPBEAFO) O
Yot & Ask=slile g 2U2 A &

%], Ak, (2008), Wl Fane] oy e
I3} B~ 192), T-42

s )

A3, 3. (2009). AEFEE oloks Felrt 3L

k3
~{
”J;

WA, A%y, A3 Qo). §3e Y
aclsl 4old B0 9 $Ae9l B Fuk
W Y AR QAL FAOR 3 AHPEA
Fuee 243), 28

WA, AP, ol%. (2010, F1 H Bl o
T YIF, B AR, 2% 1] B
AT HEAGY B Y g
2 251), 179-201

VAT, A8, 948, (019, HEET AR A

off
2
2

| Tk A AR 3 AR =2
78172 24(8), 125-151,
Aot (2013). 719JE Fatefxe} AejofolgH <l
OIAHE 891 B, Fargd7s 97, 39-T1.
1o, A4S, olde. (2013). Tl FuA| 4k
= ﬂﬂ‘)ﬂ‘)lﬁlﬂlﬂ £ a0 ek A o=
ZugEstE 151), 116-154,
A4, o@S. (01, tAE wlclo] 7o
A9 B AEjofolejHe) St Azt
W3t AE, REFFEFIL 24(1), 155-188,
7. (1999). SEAHEO] Fopbelof e 3
Aol A A AofolEH Hhs %’82
B, GEOlESE, 434), 42-T8,

267, FAY, F24 (2007), TV 3F o] FA4] U
FAK ol Wet =7HE Blald: g UE v
=& FAOR Fe 182), T-30.

A3, 28le, Had (2007). H)E o] wubel

96 15T The Korea Jourrdl of Advertising

AR §HT AL 2ElRe) QAo b
2= ok ZErdZ 185), 39-55.
. (2009, 3L EAAL0] ARYA )Y Flo]
W3 AT FFA7 149), 209-229,
A, 98], S, (2019), REAIE FE
uhEvlo] BmARAR: SAuk]
sto] ZAL B9 97, 247280,
A9, (2000, B ofolclo] WAkmHo] Tig AAA
@1 231 AQleze] ofolr]o] WARE FALO
2. PN 205 BT, A, 69-85,
2JThg, (1989). Tt skl Blo] APt Zy
#3836,

28, AGE o, (2005), F-Z Zejofo]EHAL A&
AL

ol

oy
o

upgu] s Ad4: (2011), 10-26 A2A BEAA AHX
Fa1 Fejololelr AL Frel 91, 3561,
2UE, A48, Al @000), ZelojolEn R4S
B9 A Faram mdo] w3t AAT
Y+~ 64, 109-137,
BG4, (199, 7Hulel A7)
7?_—7’% 25, 239-266,
Mg (2000, 719 SEA2 ddol Jdo] thet &
X, o]5elofs]. 19, 213-291.
MIE, AR A, FUF (2006), ﬂ‘ﬂoff)ff—'
olojepe] k-0 1 gt A& ARUAI
2, 296-313,

AT A, F

2%, (2008), FaL EASTE] WA A FAIA A
T+ 1960y o] FAIFIE FHCE, F=F

ZEHSHE 103), 65-91.

BRE], BEEl, ok (2007). 1960| el A 200517t
A vt Farlolo] Al apo] &4, g7/
8, 51(5), 394-423, 488-489,

BREY], 2008, 227, (2008). OfoFE L] lofst
2 EA: 1920 0l|4 2005W714] 2 AR} B
ot R OJoRE Fu9] F=eielat AEF =l
VA gl olEslE, 594), 50-80, 455,

i zlof, o]s7g. (2013). TV 204 Wf &Y atof of
g 5 o] 29 7Y 9 28 2aE A
o7 ZFIEFZ 24(7), 195-216,

F83]. (1997). AEE #o] Fe]oolg = @47}



=]

el vA|E ael Wit AT Fzsrel
&1), 129-153,

AT, 01%3] o]elE. (2006), B Zz|ofo]elulE]

AR ¢35t B9l AE Y (Brainstorming) A&

_ Fgr2 A1), T7-100,

A71Q A, (1995), 18919 H-E HAE N AL

AHA, 1998) SFUARA B, BA 9 IR F7
81974 A1), 209-226,

AHA - (2013). Bl S ol tigt At Frg o
24(2), 107-123,

AZkt, (2010). 48 ofojr]o] BrgE, Mg HeZe|,
)

44 H27199) REAZAY

v o L

re o°*'
-

, 123t (2012). 191

Agof ek AT Ve E AG A A F

Ao Zi7srIZ 236), 53-8L.

k2], o3 (2012). Al 2/-F1LY o|w|R]| FH

Falo] sgare] digh ghibdat g 14 Ul

= %‘f%} 2H|A}F A& 2 - BIE F4
o7 ZustyZ 235), 215-233,

¥ &, A9, (2005), FxA A EA ®E A

T 1993W-20034 U] WAL TE ditoz,

FI 2 66, 239265,

FIIEH 5410l T2

axs} o e)

FOISZ 18(2), 153—184.

QA (2010), B2k
BRI, Al ?ﬂ%‘ﬂo}%\% 1%’\}.

A, (2004). 747 B vl7Y Fh), A& BalElof,

Q. (2013), FL %@"391 A4t Rl gt
A Aot Fa dloj(7h) o) S T4
o2 FIPRY ioj—;” A3), 3567,

A, 494l (2005). HIFHY] 7IHELYA P 7E
R RN ECEEEEREE
o942 16(3), 219-250.

§59. (2003), A2Xx=ZAEE HYUZ 7|85 FI1E o
A Az A7 7, Al R S F
HOR, BIefel7 14(5), T3,

Felst. (2011), FaL ofET|HE o] e o] Qe
At zZAFOJ Ao A= 3k At oJulYH
E uH7H]:l:] _% ZA]OE .L}_‘ZOLO#_F 22(5)
147-172,

40 Zoldut F2(0f0[E[=0l| 2Et At ST Y

SR, BB, AR, A, olsk (2000, F1
Folel T4 W Ale fele] B3t AT B

. (010, g 2efeel el st v 343
i

an delﬁo, B3 (2008). 20006 HE] 200774
‘%1‘5?9} Fag o] A w=iof gt
. ZUsrdZ 194), 185-198,
ol%, 7aH, ‘o%*d (2003), ¥h=t ] Fare]
AR Akl Tal 9t 6He wAjR] Agm
Qo] AL ZEFdL 14(5), 285-307.
oy FE< (2007). FA H|FAY}; shu]o] L2
HARE BEHAFE. ol/ErelR] 2HjR)E g
7 89), 235-257.

ol&L, (1998). FL £=A I HIME o] it o
ofsha] X A B YL 40, 125-145,
oldH, FH, o]FF. (2005). TR HB Aol Pl

ato] TSt A AR AP AFFFH =

AEWNE 208 ZHPslodZ 341), 167188,
o]3]Z, (2006). F& Fal H=90] L2 EA: 50t

ppze zXog FUsrdZ [75), 267-280,

N|

AAd, A HdEA (2013). Creative Differences
among Korean, Chinese, and US Public
Service Advertisements, B9+~ 99 3866,

714, (2012), FuEHA] F0H) tiARl: Bojwo o
2 dololRel Holo| B AT FTHIR
252), 125149,

e, (Q010). 2y: ofojjols) BE ] EaoH
g Mg AdETAL

A2 B, AN o, (2005), OfefriolE = B
goAE ﬂTr"]?ﬂon"T~

ZH=F (1991), g ol Aofo|e Y] /o) wit

-

13
o

257HRE(2014A 1124302 97



A 17k 2 o] ffst QRS SAlL
2, Fuste~ 2 21-39,

223k (2003). Fa AFUA 0] HoJoke] o]EF
SO 2P AT ARFIE SHOE, 4/
ZIRFoleFel2 14(1), 8399,

. (011), B]t]o] Fejojole|r: ofu|2Ew} ofu]
Aol ARYAN H8S FHOR FE
ZEHEH 153), 177-208,

A6, (019, TV Zolgm WEUE BAL:
e maol Pazo] T 24 @ LA/ X

15 SHER, Fu37 2403)
g, (

BN
o
e

[e]

1A}

=.

Ba)
o
jus)
==
e

2010), F71919] ke Bk Ak

2
1o
4
=
&
o
m
£
1o
i
2
=
ﬁv‘
rlr
of
o
oy
k| r

oy

Foi2 216), 57-80.

2008). )]l Far ofolrio] BEAR o3

L e, ol AE, oA, A-d, 1AW,

3] (2008). Bzgsuw5 3ojE ni
Zopztn]. 143-188,

AEs, (2010). B2 F27] oforjo] 73 T WptETh

A<, vpgu]. (2012), TVEIL Ag]oolglH Qo
gl 48R} §hE- AT TVCF.cokre] a1

= B4S FAHOR, P ugHEsiE 144),
99-140,

2, FAA. (2009). FarRR1L HIEY oju]A] a4
7} AH|2} e FAJof| mixl= Gl st ASH
AT, FFRFIESIEIER] 141), 422-435.,

Z|YUE, (2005), FL vj7ere] EAJo] HallE o]n]%]
of mX= F3F o FEE EAAE FHe
2 g s EslE A2), 35-T2.

HUe, &0, HAF, (2014), F2-E2+2] S (scale)
HE}7} QAo vX = F3F 24 Hsl] 2

HIHEEG) &4 AEEATE FHeRE, Fuery

52 25(5), 63-80.

olg4 (2014), FHIAF 259 YEEA:

1990 A7FE HE] 2014 258 53 71A] 9] Y&

AT} AG-EeF BazeldA 258), T-33.

A, (2003), F1L ST, Fal 719 W Far Feof
olejulg] 7] A A FwHE 144),
233-256,

G, (TSI ot E) A, o]Zol o, (2008). ofo/

d

i
%
Y

OE Jl‘ﬂ: —~

o

il

98  ZTBIO The Korea Joumal of Advertising

ojo] gry ol B AL HdE,

LIRSt (o)uto| 2| 8| 2ol| 1994). DL Lt
ZATE H 2= R

LIRSt (oluto| &n] F|Rol7] 1998), Hob oz =
SRTAEEE T F—x 2K,

Altsech, Moses B, (1996). The Assessment of Creativity
in Advertising and the FEffectiveness of
Creative Advertisements, Unpublished Doctoral

Dissertation, Pennsylvania State University,

Altstiel, Tom, & Jean Grow, (2006). Advertising
Strategy. Creative Tactics From the Outside/In,
Thousand Oaks, CA: Sage,

Ang, Swee Hoon, Siew Meng Leong, Yih Hwai Lee, & Seng
Lee Lou, (2014), Necessary But Not Sufficient:
Beyond Novelty in Advertising creativity, Journal
of Marketing Communications, 203), 214—225,

Ashley, Christy, & Jason D, Oliver, (2010), Creative
Leaders: 30 Years of Ideas, Journal of
Advertising, 391), 115-130,

Baack, Daniel W,, Rick T Wilson, & Brian D, Till,
(2008). Creativity and Memory Effects. Journal
of Advertising, 374), 85—94.,

Baker, Stephen, (1979). A Systematic Approach to
Advertising Creativity, New York, NY. McGraw—
Hill,

Bengtson, Timothy A, (1982). Creativity's Paradoxical
Character: A Postscript to James Webb Young's
Technique for Producing Ideas, Journal of
Advertising, 11(1), 3-9,

Bergh, Bruce G, Vanden, Leonard, N, Reid, & Gerald A,
Schorin, (1983). How Many Creative Alternatives
to Generate? Journal of Advertising, 124), 46—
49,

Blasko, Vincent J., & Michael P, Mokwa, (1986), Creativity
in Advertising: A Janusian Perspective, Journal of
Advertising, 154), 43-50, 72,

Burke, Raymond R,, Arvind Rangaswamy, Jerry Wind,
& Jehoshua Eliashberg, (1990). A Knowledge—

Based System for Advertising Design, Marketing
Science, 43), 212—225.



Caples, John, (1983). How to Make Your Advertising
Make Money, Englewood Cliffs, NJ: Prentice—
Hall, 23-37.

Chamblee, Robert, & Dennis M, Sandler, (1992).
Business—to—Business Advertising. Which Layout
Style Works Best? Jowrnal of Advertising Research,
546), 39-46,

Chamblee, Robert, & Lawrence Soley, (1987). Does Layout
Affect Industrial Advertisement Performance? In
Proceeding. Conterence of the American Academy
of Advertising, Las Vegas: American Academy
of Advertising,

Cheung, Ming, (2011), Creativity in Advertising Design
Education: An Experimental Study, /nstructional
Science, 396), 843—864,

Childers, Terry L,, Michael J, Houston, & Susan E,
Heckler, (1985). Measurement of Individual
Differences in Visual Versus Verbal Information

Processing, Journal of Consumer Research,
1292), 125-134,

Csikszentmihalyi, M., (1988). Society, Culture and
Person: A Systems View of Creativity, In R,
J. Sternberg (Ed.). The Nature of Creativity,
Cambridge, UK: Cambridge University Press,

Dass, Mayukh, Chiranjeev Kohli, Piyush Kumar, Sunil
Thomas, (2014). A Study of the Antecedents of
Slogan Liking, Journal of Business Research,
6712), 2504—2514,

Davis, Judy Foster. (2013). Beyond Caste—Typing?:
Caroline Robinson dJones, Advertising Pioneer
and Trailblazer, Journal of Historical Research
in Marketing, 53), 308—333,

Eberle, Bob. (2008). Scamper. Creative Games and
Activities for Imagination Development, Waco,
TX: Prufrock Press,

El-Murad, Jaafar, & Douglas C, West, (2004), The
Definition and Measurement of Creativity:
What Do We Know? Journal of Advertising
Research, 44(2), 188—201,

Ensor, John, Angela Pirrie, & Christine Band, (2006),
Creativity Work Environment: Do UK Advertising

ok

0 Aol Salofolel=ol BB ST Safnt Ry

Agencies Have One? FHuropean Journal of
Innovation Management, 43), 258—268,

Feasley, Florence G,, & Elnora W, Stuart, (1987),
Magazine Advertising Layout and Design: 1932—
1982, Journal of Advertising, 162), 20—25.

Franzen, G, (1994). Advertising Fifectiveness, Oxfordshire,
UK: NIC Business Publication,

Frazer, Charles F. (1983). Creative Strategy: A Manage—
ment Perspective, Journal of Advertising, 144),
36—41,

Gordon, Wendy. (2006), What Do Consumers Do
Emotionally with Advertising? Journal of
Advertising Research, 46(1), 2—-10.

Haberland, Gabriele S, & Peter A Dacin, (1992). The
Development of a Measure to Viewers Judgments of
the Creativity of an Advertisement: A Preliminary
Study. Advances in Consumer Research, 141),
817-825,

Haley, Russell I, & Allan L, Baldinger. (1991). The
ARF Copy Research Validity Project, Journal
of Advertising Research, 51(2), 11-32,

Higgins, Denis, (1965). The Art of Writing Advertising:
Chicago, IL: Advertising Publications, Inc,

Hill, Railton, & Lester W, Johnson, (2004). Understanding
Creative Service: A Qualitative Study of the
Advertising Problem Delineation, Communication
and Response(APDCR) Process, International
Journal of Advertising, 233), 285—307,

Jewler, A, Jerome, & Bonnie L, Drewniany, (1998).
Creative Strategy in Advertising (6th ed.).
Belmont, CA: Wadsworth Publishing Company,

Johar, Gita Venkataramani, Morris B, Holbrook, &
Barbara B, Stern, (2001). The Role of Myth in
Creative Advertising Design: Theory, Process
and Outcome, Journal of Advertising, 302),
1-25,

Kilgour, Mark, Sheila Sasser, & Scott Koslow, (2013),
Creativity Awards: Great expectations? Creativity
Research Journal, 252), 163—174,

Kim, Byoung Hee, (2012). Creotaxis in Advertising: A
Migratory Response Elicited by Creative Adver—

257E8E(2014H 11€4302) 99



tising, Proceedings of the 2012 International
Advertising and Integrated Marketing Communi—
cations Conference, Anaheim: CA, 46—49,

Kim, Byoung Hee, Sangpil Han, & Sukki Yoon,
(2010). Advertising Creativity in Korea: Scale
Development and Validation, Journal of Adver—
tising, 392), 93-108,

Klebba, Joanne M., & Pamela Tierney, (1995). Advertising
Creativity: A Review and Empirical Investigation
of External Evaluation, Cognitive Style and
Self—Perceptions of Creativity, Journal of Current
Issues and Research in Advertising, 172), 3352,

Kover, Arthur J,, Stephen M, Goldberg, & William L,
James, (1995). Creativity vs, Effectiveness?:
An Integrating Classification for Advertising,
Journal of Advertising Research, 556), 29—40,

Kreshel, Peggy J. (1990). John B, Watson at J, Walter
Thompson: The Legitimation of Science in
Advertising. Journal of Advertising, 19(3), 49—
59,

K bler, Raoul V., & Dennis Proppe, (2012). Faking or
Convincing: Why Do Some Advertising Campaigns
Win Creativity Awards? Business Research, A1),
60-81, 86,

Laskey, Henry A,, Ellen Day, & Melvin R, Crask,
(1989). Typology of Main Message Strategies for
Television Commercials, Journal of Advertising,
181), 36-41,

Lehnert, Kevin, Brian D, Till, & Jos Miguel Ospina,
(2014), Advertising Creativity: The Role of
Divergence Versus Meaningfulness, Journal of
Advertising, 433), 274-285,

Marra, James L. (1990). Advertising Creativity:
Techniques for Generating Ideas, Englewood
Cliffs, NJ: Prentice Hall,

Mayer, Richard E, (1999). Fifty Years of Creativity
Research, In Robert J, Sternberg (Ed.).
Handbook of Creativity, New York, NY:
Cambridge University Press, 449-460,

McStay, Andrew, (2010), A Qualitative Approach to
Understanding ~ Audience’s  Perceptions  of

100 =X The Korea Joumdl of Advertising

Creativity in Online Advertising, 7he Qualitative
Report, 1X1), 37-58,

McQuarrie, Edward F., & David Glen Mick, (1999).
Figures of Rhetoric in Advertising Language.
Journal of Consumer Research, 224), 424—438,

McQuarrie, Edward F., & David Glen Mick, (2003),
Visual and Verbal Rhetorical Figures under
Direct Processing versus Incidental Exposure
to Advertising, Journal of Consumer Research,
29March), 579-587,

Moriarity, Sandra E,, & Bruce E, Vanden Bergh, (1984).
Advertising Creatives Look at Creativity, 7he
Journal of Creative Behavior, 183), 162—174.,

Mueller, Barbara, (1992). Standardization vs, Specifi—
cation: An Examination of Westernization in
Japanese Advertising, Jowrnal of Advertising
Research, 32(1), 15—24.

Nelson, Roy Paul, (1980). Design of Advertising (3rd.,
Ed.). Dubuque, I0; Wm, C. Brown Co,

Ogilvy, David, (1983). Qgilvy on Advertising. New York:
Crown Publishing,

Oliver, Jason D,, & Christy Ashley, (2012). Creative
Leaders Views on Managing Advertising
Creativity, Journal of Marketing Theory and
Practice, 2003), 335—348,

Osborn, Alex F. (1953). Applied Imagination, New
York: Charles Scribner’s Sons,

Pavio, Allan, (1986). Mental Representations. A Dual
Coding Approach, New York, NY. Oxford
University Press,

Reece, Bonnie B,, Bruce G, Vanden Bergh, & Hairong
Li, (1994), What Makes a Slogan Memorable
and Who Remember It. Journal of Current
Issues and Research in Advertising, 162),
41-57,

Reid, Leonard N,, Herbert J, Rotfeld, & James H,
Barnes, (1984). Attention to Magazine Ads as
Function of Layout Design, Journalism
Quarterly 61(2), 41—439,

Reid, Leonard N,, Karen Whitehill King, & Denise E,
DeLorme, (1998). Top—Level Agency Creatives



Look at Advertising Creativity: Then and
Now. Journal of Advertising, 2742), 1-16.

Rohrbach, Bernd, (1969). Kreativ Nach Regeln—
Methode 635, Eine Neue Technik Zum L sen
Von Problemen, Absatzwirtschaft, 1419),
October, 73-175,

Rosengren, Sara, Micael Dahl n, Erik Modig, (2013).
Think Outside the Ad: Can Advertising
Creativity Benefit More Than the Advertiser?
Journal of Advertising, 424), 320—330,

Sasser, Sheila L, (2006). Creativity, Innovation and
Integration in Global Advertising Agency Channel
Relationships: Creativity in the Real World, E7D
Collection for Wayne State University, paper no,
AAT3218294, Wayne State University,

Sasser, Sheila L, (2008), Creating Passion to Engage
versus FEnrage Consumer Co—Creators with
Agency Co—Conspirators: Unleashing Creativity,
Journal of Consumer Marketing, 253), 183—186,

Sasser, Sheila L., & Scott Koslow, (2008). Desperately
Seeking Advertising Creativity: Engaging an
Imaginative 3Ps Research Agenda, Journal of
Advertising, 574), 519,

Simon, Julian L, (1971). 7he Management of Advertising:
Englewood Cliffs, NJ: Prentice—Hall,

Smith, Gerald F. (1998), Idea—Generation Techniques:
A Formulary of Active Ingredients, Journal of
Creative Behavior, 342), 107-133,

Smith, Robert E, Jiemiao Chen, Xiaojing Yang,
(2008). The Impact of Advertising Creativity
on the Hierarchy of Effects, Journal of
Advertising, 374), 4761,

Smith, Robert E,, Scott B, MacKenzie, Xiaojing Yang,
Laura M, Buchholz, & William K, Darley.
(2007), Modelling the Determinants and Effects
of Creativity in Advertising, Marketing Science,
26(6), 819-833,

Smith, Robert E,, & Xiaojing Yang, (2004), Toward a
General Theory of Creativity in Advertising:
Examining the Role of Divergence, Marketing
Theory, 41/2), 31-58,

ok

0 Aol Salofolel=ol BB ST Safnt Ry

=2

Stapel, J. (1998). Recall and Recognition: A Very
Close Relationship, Journal of Advertising
Research, 38(4), 41-45,

Sternberg, Robert J., & Todd I, Lubart, (1999). The
Concept of Creativity: Prospects and Paradigms,
In Robert J, Sternberg (Ed.). Handbook of
Creativity, New York, NY. Cambridge University
Press, 3-15,

Stewart, Julie M, & Marilyn K. Clark, (2007). The Effect
of Syntactic Complexity, Social Comparison, and
Relationship Theory on Advertising Slogans, 7he
Business Review, 71), 113—118,

Stone, G., D, Besser, & L, E, Lewis, (2000). Recall,
Liking, and Creativity in TV Commercials: A
New Approach, Journal of Advertising Fesearch,
403), 7-18,

Stuhlfaut, Mark W,, & Chan Yun Yoo, (2013), A Tool for
Evaluating Advertising Concepts. Desirable
Characteristics as Viewed by Creative Practitioners,
Journal of Marketing Communications, 192),
81-92,

Stuhlfaut, Mark W., & Kasey Windels, (2012), Measuring
the Organizational Impact on Creativity: The
Creative Code Intensity Scale, International
Journal of Advertising, 5I(4), 795—806,

Taylor, Ronald E. (1999). A Six—Segment Message
Strategy Wheel, Journal of Advertising Fesearch,
396), 717

Terkan, Remziye. (2014). Importance of Creative
Advertising and Marketing According to
University Students” Perspective, International
Review of Management and Marketing, 43),
239-246,

Thompson, Valerie A., & Allan Paivio, (1994). Memory
for Pictures and Sounds: Independence of
Auditory and Visual Codes, Canadian Journal
of Experimental Psychology, 483), 380—391,

Throsby, David, (2008), The Concentric Circles Model
of the Cultural Industries, Cultural Trends,
173), 147-164,

Throsby, David, (2014). FEconomics and Culture

258520144 112302 101



Cambridge, UK: Cambridge University Press,

Till, Brian D,, & Daniel W, Baack, (2005). Recall and
Persuasion: Does Creative Advertising Matter?
Journal of Advertising, 34(3), 4757,

Toubia, O, (2006). Idea Generation, Creativity, and
Incentives, Marketing Science, 25(5), 411-425,
550,

Verbeke, Willem, Philip Hans Franses, Arthur le
Blanc, & Nienke van Ruiten, (2008), Finding
the KEYS to Creativity in Ad Agencies: Using
Climate, Dispersion, and Size to Examine
Award Performance, Journal of Advertising,
374), 121-130,

Wang, Guangping, Wenyu Dou, Hairong li, & Nan
Zhou, (2013), Advertiser Risk Taking, Campaign
Originality, and Campaign Performance, Journal
of Advertising, 441), 42-53,

West, Douglas, Albert Caruana, & Kannika Leelapanyalert,
(2013), What Makes Win, Place, or Show?:
Judging Creativity in Advertising at Award
Shows, Journal of Advertising Research, 533),
324-334,

White, Alisa, & Bruce L. Smith, (2001), Assessing
Advertising Creativity Using the Creative
Product Semantic Scale, Journal of Advertising
Research, 41(6), 27—34,

White, Gordon E, (1972). Creativity: The X Factor in
Advertising Theory, Journal of Advertising,
1), 28-32,

Windels, Kasey, & Wei—Na Lee, (2012), The Construction
of Gender and Creativity in Advertising Creative
Departments, Gender in Management, 278),
502-519,

Young, James Webb, (1975). A Technique for Producing
Ideas, Lincoln, IL: NTC Business Books,

Zinkhan, George M, (1993). Creativity in Advertising:
Creativity in the dJournal of Advertising.
Journal of Advertising, 242), 1-38,

102 s The Korea Joumdl of Advertising



The Korean Journal of Advertising, Vol.25. No.8(2014), http: //dx doi.org/10.14377 /KJA2014.11.30.71

op.71~103 | ISSN 1225-0554

03

© 2014 KAS

The Trends and Perspectives of
Research on Advertising Creativity
and Creative

eByoung Hee Kim*
Ph.D, Professor, Dept, of Advertising and PR, Seowon University

I this research, the research trends on advertising creativity and creative were overall
n analyzed. The subordinate research issues are classified by ten topics. These specific
topics were categorized as follows; the concept of advertising creativity and affect factor,
the evaluative criteria of advertising creativity and scale development, the verification of
advertising creative effect, the creative strategy of advertising, the advertising copy and
rhetoric, the advertising design, the idea generation technique, the people in advertising
fields, the advertising production industry, and the application of creative elements. In this
research, the previous research results according to the subordinate topics on advertising
creativity and creative were analyzed, and further research perspectives were suggested in
research result and discussion chapter. This research will suggest the theoretical basis on
advertising creativity and contribute revitalization of creative research field later on.
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