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(Abstract)

This is a study for importance of creativity in
design. In the modern Industrial developments in
Korea has brought increase of consumptional
products, by this reason. we are interested in the
advertising industry for purpose of booming
currents. But Comparing with the development of
general advertising industry. it is not so long that
understanding of advertising design has become
important problm and spacially importance of
creativity. Therefore Acording as the usefulness of
advertisement is growing, we are concerned of the
study of advertising effects. Now creatived
expression is required without a moment delay
because of the point of discrimination about too
many advertisements. So, Advertising design has a
role of positive communication which is passed into
the life of modern man deeply. So for the effective
and impactive communication in the short time and
on the limit space against implicative message. the
study for importance of creativity in advertising
expression has common purpose contact floody
advertising everyday. Therefore this thesis try to
seek Strategies of creativity in order to effective

advertising expression.
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