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The objective of this research is to study the.techniques for
generatﬁng creative ideas, sign &‘signification and marketing background as
the sp%cific variation in advertising creativity. The study is conducted
by usin% qualitative research method. The research is based on the concept
of Advbrtising Creativity by James L. Marra, and Semiotic Theory by Roland
BarthesL The findings are concluded as the followings.
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i 1. Creativeman uses creative strategy as a specific variation

1
for geberating creative idea. Beéause creative strategy is depending on
marketibg analysis, therefore marketing background may be seen as specific
variati%n in generating advertising creativity.
' i 2. The Level of Signification can be separated into two levels.
The fikst level is Denotation, when the meaning of Sign stays unchanged in
every Lontext. The second level is Connotation here the meaning of Sign
varies idepending of it’s context and receiver'’s experience, norm, culture
and et%. Moreover, there are two types of signification, one is Metaphor
and the|other is Metonymy.

{ 3. The study of techniques for generating creative ideas in

_adverti#ing state that creative idea is resulting from the connection of
|

specifi¢ variations and general variations. The relationship must be new

]
and rel?ted to marketing background.
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