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The objectives of this research were: 1) to study advertising creativity view of
advertising creative personnel, 2) to study advertising creativity view of consumers, and
3) to compare advertising creativity views between advertising creative personnel and
consumers. Pre-experimental research (One-shot case study) was utilized in this study.
Fifteen print advertisements were randomly selected to be used as instrument for the
research. The experiment was conducted with 120 participants, which were divided into
2 groups: 60 advertising creative personnel and 60 consumers. The hypothesis of this
research was “Advertising creativity view of creative personnel is different from
advertising creativity view of consumers.” There were 3 dimensions judged for

advertising creativity: novelty, proposition, and style.

The results showed that both advertising creative personnel and consumers
rated style dimension highest. However, advertising creative personnel and consumers
had different advertising creativity views in that consumers rated all dimensions of
advertising creativity significantly higher than creative personnel which confirmed the

research hypothesis.



