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Abstract

In the past two decades, creativity has always been widely discussed in various fields.
Although there are some researches on print advertisements, most researchers are from the
corporate management and marketing backgrounds. Thus, this study uses the perspective of
designers to analyze creative advertisements, in order to understand the design content and
form of outstanding advertisements. It further compares award-winning advertisements with
non-award-winning advertisements, in order to understand differences in methods of
illustration by designers, and in turn, provide the analytical results to learners for reference.
This study adopts the content analysis in four steps: 1) collect literature relating to design; 2)
collect the design elements considered by 30 designers when creating print advertisements; 3)
discuss with experts to ascertain design content and form; and 4) conduct content analysis.
The result shows that award-winning advertisements are different from non-award-winning
advertisements in terms of design content and form, and have different design methods. In
addition, award-winning advertisements are more diverse in the usage of design forms
compared to non-award-winning advertisements, such as “splash-ink” and “point” drawing
style effects, and perspective methods such as “exaggerated perspective,” “combination of
different types of spaces,” *“top-down relationship,” as well as “non-saturation”
color-matching, to exhibit visual images that are more variable than non-award-winning
advertisements. This findings is consistent with Ang (2007) and Smith et al. (2007) that
creative advertisements require novel and differentiated features, so that designers need to
adeptly use different design elements to create variability in the visual image of print
advertisements, and to conform to features of creative advertisements.

keywords - creative advertisements - illustrative advertisements + content analysis
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