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Can consumers really assess the 
creativity of an advertisement?

Whose perception of creativity should

matter the most?

Do advertising agencies have a clear
definition of how they think about

creativity?

Key Questions



”How do advertising professionals’ and 
consumers’ creativity ratings correlate 

with consumers’ attitudes toward the 
advertisement, attitudes toward the 

brand, and purchase intentions?”

Research Question



Three dimensions of creativity
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Working Experience
• 63.5 percent had more than 10 years
• 25.4 percent had five to 10 years,
• 6.7 percent had three to five years,

• 3.3 percent had one to three years, and
• 1.1 percent had less than one year
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• Ad attitude?

• Brand attitude?

• Purchase intentions?

Study 1



Factor analysis
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Correlation with ad effects
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Rating of dimensions



Can participants (nonprofessionals) 
spontaneously assess the creativity of 

the ads?

Study 2
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Conclusions

• One third of consumers do assess  
creativity spontaneously

• All consumers are able to rate it when 

prompted to do so

• Consumers place less emphasis on 
originality 

• Appropriateness and execution has more 

weight in consumers’ assessments

• In advertising development, consumers 
should be invited to offer their 
perspective on the creative


