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CREATIVITY IN THE TELEVISION ADVERTISING MESSAGE AND ITS
EFFECTIVENESS IN ATTRACTING THE ATTENTION OF THE RECIPIENT

(A research drawn from a Degree thesis)

Declaration has become today has an important and active and influential role in the
recipient public lifec and are concentrated advertising on the creativity component
manufacture to attract his attention toward what to be announced from a variety products«
and is dominated by television commercials tempo and imagination¢ and display them a
variety of ways catches the attention and an impressive simulates the their senses of
hearing and sight« to influence in the receiver and the public paid for purchase.

Through it crystallization the subject of our research on the importance of creativity in
television advertising and effective for attracting the attention of the public towards the
receiver advertised products¢ and influences it and pay for the purchase.

This included the topic of our research on the importance of creativity in television
advertising and its effectiveness in attracting the recipient's attention towards the
advertised products, influencing him and pushing him to buy.

And the importance of the research emerges as it clarifies an important aspect in the
design of the advertising message, which is creativity. In addition, the aim of the research
is to identify the creative strategies adopted in preparing and designing the advertising
message.

This is descriptive research that describes media phenomena and the collection of facts
and information about them. It also reached that the advertising message that adopts
creativity attracts attention more than a simple, informative message.
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