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EFEREEE (WWF) RN R A GRE VRS R T - DIHRAFRG TR EES
BRI - AETAOREELREL L - Q2 DIAIEE BR T - R0 - BSEAISA RS S REH a8l
MRRRIF R HE EEH - S E Rl A IR EERAY Y - MG R A ECR - ARG IS
TEME— S HuPRTE « AWITESHEIFESIRAFE RS AR E o A TRRAITESRAERE | SEfTRIGHA - 35l
BRI ~ IR RO DUREN IR ¢ BRI R R - Hobe e M B T ORI - TR IR
WWF [ & B RIS E B B SO et i Lt - Rt E AR RN WWEF [ 2 8 5 10
BRI R e AR ~ B DR R A A RAT SRR 5 )L (R E RIS RS
9 WWF 5/l - AR B RIS - 738 BB RRAIRE RIS - WWF BRI 508
NEMEE - AR S H A E Rl ATt G ER R ~ (BN IRRE - HARETTENMG DU R
R e SRR T B AT H R A 2 S S AR - R - BHERRERT S - EARRERIR K2 RE
e AR R B SRS - B S AR R AT RN B IR B A B E I (R ) -

S : BESAIEE © TRATTER - WWF 57 ARG - AR
BT ¢ A A (2013) © HREIAIE S @ WP BHR A SIS A AR BT
AR 18 (2) > 7191 »

— RAFARAH

A IWT 58 BIRTAE AT T R Ty Montague B 1 Effie B RIERR IR K © AIE 2
IMETERR TP (Moriarty, Mitchell, & Wells, 2011) - EEEEEES AEHE (1998) Fhy © BRifiiE%
AT BB T R M LAY DR - (3RS R & ARV ER S B RV AT - RIRBIRE R 258l
= Hi (Cannes Lions: Festival of Creativity ) & " BIECER | 5 eEiel - HMEEREILE (5 "Al=
3K JFRIE SRR 20% 58 ik 30% ) A 2011 FEIERERN T BIE R HE( Creative Effectiveness Awards ) e
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BEAh - FHEE A EE R ATA 2B E TR EZ BRI S T H B AT atas (iR » 2012) -
FOERT R TAIESUR | S Sl R ik BRI TR RIS AIEE - dak TAIE ) 5 —RAE
HERTEEIRR (fresh) ~ FFME (unique) ~ JFEIME (original) ~ Fr#FRK (novel) ~ FHi#k (interesting) FIf
i (unusual ) ZE7 8 /FR#AE (Till & Baack » 2005 ; Zinkhan » 1993 ; BRfT » 2001) 5 SR » WFeHaHy -
2P S R B A A R A B BT L A ARG ARSI R AN S B RE R U R L 2S B E AR
BERIER » LUERIRERE SR (Ang & Low, 2000; Ang, Lee & Leong, 2007; Zinkhan, 1993) -

R E R E 4 @( World Wide Fund for Nature, WWF I~ 1961 429 H 11 HEq 56/ %1 Morges )
/INH » BB TN HEE R IRV SRR ~ TR AT A B AREIRIIRAE A - IRIBRHEEREETHLL
FAUEIREIHEA T Ry - RN Rl B B IR IR B ERE - WWF ReHEs) Balteiex - it A8
FREHERIVERIR R - I WWF R Amact S r B S saRatst - K2 UAIEES R T » )7 HE
Tl » HZ ORI St I HRBEOEW « HEDUESHRE SR R R AR A S - MEE AR -
B EF AR E MG LA S SR EE - Hrh—RIDUR BRSNS - SmUKE R
FeBLah - SRR MRS R ARG ORI TS, - SEEEHR L T —HEHE 0%
REZKEL o BRat B A ERELUEYIRR R ERE » SENEIE 047 O BT - MRS UG B B T YA
HEWEERR - S—REERE TIREHEK ) S22 AEIE - AERCKEA S IEYIB T —&
MW - EEEBDRNEFENTERE - BACEBGE—RHNHC - [CRMPHEE HER < ERE
TEEIIENIB EMEERS - H—365 - S ASERANRIYET - mEAHEERAYSER - mtERRETZ
BIESRE - IR e Bt R RE PR Y I E IR 8 - AT " <TREHUER - RFEERE ) Ky TR -
%8 WWF B EIREDE R anE Lk - 2 BAERIERAE B [RasEn a3 - AAm - HelER
RS EARTREE T H i R - HGE AMRIE BRI EIEE R » DUERREINEESOR -
(B CRRE R (15 B S e T 7 e B PR AR S B ERET -

SYh RN ST S + B B A5 T3 PR ERIRS » K038 2SI KI5 T4 » Peter
Storkerson (2006) Z2 ks A {FIIREAIRE R I LUEPHEI R A4 (SIS0 - 51 (T (TS -
ORI —FE B NIRE RIS RSB ) Bl - B — R R K RS R sty - R ~ AR SR R
R F ARG - SEERHIRN R SCRBART R § 58 gl — PR « A2 — NS BRI G E
BRIEEE - RO EAURS RS - SRR AIEE RSB « R R R S — B B e
EHERI RBERAEE A R — o 223 Cacioppo I Petty (1982) #i& T#El |, HUAEEERATFEAITK (need for
cognition ) » fffTHEHI AMTAIEH EF VR ~ BUR RIS HRIF BRI - F R Rl
KRB A A BB B B0 ARSRFE — JRRIME A TE SR LIRS BSOS SR EE - H A e BB 5%
52 (individual difference) o &5 RS —HPRFHRAGIRAG - B SETAIREI TSRS R R - Bk
e e A R A X g ABBOR B B 8 A T Ry » JT REARERMA E IR B R R =X - B 5 — g ey
LRV BIE T EDY - BB R AR - HAREAFE KEEEREN S - WEDEERER
BiRs T » NSGRITREE WWF BEETPa - HANFRBIERBNGGE S GReT [FEE R - HEim IEmE
Blf SRR SEENERVEE - B EEREHEREA BLANIUERE - 5 BB EmEES
NIRRT S S BRI » 2 7 PRI A 222 ST i i R G e 2+ ISt TIFEEEA
e o AREE Llhfroes s BB nER e - AT H RS, -

L. BEORCE A TP SRR AR R 5 < B B R AR 2 HER -

2. WWF B R B S AIERA 2 RS R B TR L B S ~ 2 i sabigmE &
iR~ B DR ]
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3. WA AR R R A B T OR L AE ~ B ~ B2 @R 5 ok ~ B
B LU S S

4. BEE AR GE 2 R EERAR R R e A BAHRE -

= RBRHH
2-1 RERIBZHF

AT B Ry T A (creativity) | ZHEERY ~ AR SIAINY - ST EEHFCE R RERIA
SR > TR | RS RE PR i EAYMA, (Baack, Wilson, & Till, 2008; Koslow, Sasser &
Riordan, 2003 & 2006) ° ZFEHEEA] - RECTERNER =8 - 25— TAIE ) A5 S —HELUSTEE 1Y
W HA AR BT R BT Ry R EE LA e B 55 B B ik » 28— RS AIEE R 2R L% T
M DRI TR e i R HEE ; 5= FRESAIEESA BRI - SIS
NBIR GRS EGEIE 2L (Hocevar & Bachelor » 1989 ; Mumford & Gustafson, 1988 ; Van, 1987 ;
BROCES » 2000) - 7 Rl - @S TR S - BUEE A H 280y - HEmE 2ERbrysi s -

TR G "&EA ) R RICEREER BT ST - BVBE 2 EER 2Pk - B AR e 21 Hids

K5 B BAAR 2 F AT AlGE SR H ARELILES - SRENR A RE SRRSO » EIF5eiid ioRs
o3 FeWidE : 55— BUE DABIEA T o o 32 BIANERET S 5 B B[R E B 1B (Ang, Lee, & Leong, 2007; Koslow,

Sasser, & Riordan, 2003, 2006; McQuarrie & Mick, 1992; Pick, Sweeney, & Clay, 1991; Pieters, Warlop, &
Wedel, 2002; Stewart & Furse, 2000; Till & Baack, 2005) ~ #a% (Pick, Sweeney, & Clay, 1991) -~ EF5KE
B E S =L (Ang, Lee, & Leong, 2007; Koslow, Sasser, & Riordan, 2003 & 2006; Kover, Goldenberg, &
James,1995; McQuarrie & Mick, 1992; Smith et al., 2007) ~ SfHEERE (Ang & Low, 2000; Goldenberg,
Mazursky, & Solomon, 1999; McQuarrie & Mick, 1992; Smith et al., 2007; Till & Baack, 2005) - xHEE =[E

(Kover, Goldenberg, & James, 1995; Smith et al., 2007 ) - [AEWZ %8 EEN L  BE5EHE - FHESRS
T CE TR T - FSTRER 2 BT R AR e v I B B R IR B ER A - HRE e SR R R Bl
Bl - 58 T REHI DI B R A OR ~ EGEARAYISE - BIANEE SRR T ~ Bk - PEESEFE (Smith
etal., 2007 ; Pieters, Warlop, & Wedel, 2002 ; Till & Baack, 2005) - ERHIFE H LT R EMSEE S HEE
Bk WH9ERE RS E TR S SR g (BB n a7 - H s im B aR S DU ARG i s S B
FERSCRRERE R IR R E 1 -

P sl SOgkIESS h » #22% Smith ~ Chen B2 Yang (2008 ) ~ Smith 25 A_(2007) ~ Smith B Yang (2004 )
RSB T HEII e Rt A HELEGE - M 7 — SRR S - FRuAaE - FERE - 3%
AHEUENE B BAEAEANEERT - mAIEAENEE - 85 - EERRA - BEEREE -« SReE R
B HRE - el S RIS HaE (divergence) EiAHEAME (relevance) FHIERYASARE
f& (DxR) - [fATEERIERC B 2 B T4 5 fEmA : (1) RAME (originality) : BEERNARE
AR BEEHNEIEER 00 0 (2) FE M (flexibility) : FIFARIIEZ A » A74 A M)
REAVE EEAFRIAIRI T3 5 (3) FLEUE (elaboration) : fE AMMMIBVERIEEATCRIFAL (A » 5l HIE
SRR SR E - SRR E AR B ZER] » (4) BEAME (synthesis) : BRI S HERTRTSERY
ik B b - FIRFHAMERF SRR KRR STEY: » DU (5) B45EE (artistic value) : HEEHE
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He s [FEEERR EDER R ~ JEREEGRITA IR SERIERE - S541 - MRS B P TR A E 5
TR (meaningful) ~ FHHIAY (useful) DURAHTEER (valuable) » HASRRF G & M2 A AR B
nmR AN F AR MR A R 2 e - [RIE - RBIFSE DR AN R 545 o — SR M B AR R AR 22
OfE e - FDUr R WWEF R BIEUKYE (WF9EER—FEB) -

& 1. EERIBTEA MBS

B/ e ~ £ FEBHR CiEi¥aReS
B IEHESGCIE  Pick Sweeney, & Clay (1991) BT & AE R DHRIEAO TS B
22 Stewart & Furse (2000 ) T - G g IR et
i Till & Baack (2005 ) R
R= McQuarrie & Mick (1992) P

Pieters, Warlop, & Wedel (2002)
Koslow, Sasser, & Riordan (2003, 2006 )
Ang, Lee, & Leong (2007)

P Pick, Sweeney, & Clay, 1991 ) F—EEREEREE - fIEE Bk
AR E AIREA

EREE L, Kover, Goldenberg, & James (1995) AURE RIS RERE (5 Bk

pasgriz  McQuarrie & Mick (1992) BUERFIHE) R

Smith et al. (2007 )
Koslow, Sasser, & Riordan (2003, 2006 )
Ang, Lee, & Leong (2007)

SRR RE Goldenberg, Mazursky & Solomon ( 1999 )  Alli& SR L fE AR BEE
Ang & Low (2000) *RIE ST S TR L R

Till & Baack (2005 )
McQuarrie & Mick (1992)
Smith et al. (2007 )

A= Kover, Goldenberg, & James ( 1995 ) ey A= N L
Smith etal. (2007) *RIE A iR s R
H R Pieters, Warlop, & Wedel (2002 ) BIEE G [ S e
it Till & Baack (2005 ) BEk
B Smith et al. (2007 )
Foom Smith etal. (2007) B AU | AR BT R
gﬂ;%\ E% £
PEAPEH  Smithetal. (2007) BES AR s B
HEE

IR ST R ENEE - BRERIE © 3% Smith, R. E., Chen, J., & Yang, X. (2008). The Impact of Advertising
Creativity on The Hierarchy of Effects. Journal of Advertising, 37(4), Winter, 47-61.

2-2 EERIBERBR

[ SRR B P 3 fy =K« BRERTEHE (FERCR )~ B rharab B S (SERER) -
S g Y R A B B A R A e 3 S e 5 USRI L B I - R E BT BB R 5 U
HYFm L PR | Lavidge 1 Steiner (1961) A2 HHiAYE S0 (hierarchy of effects) » fEJEA
BEEIARA] (unaware ) ~ FIBE (awareness ) ~ 7835 (knowledge ) ~ ZE#L (liking) ~ fRiF (preference)
EfS (conviction) FFARIIIEE (purchase) LENER - 1 McGuire (1968 ) RIlKEEE E 0 REEAIZR AL
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TR RS - PR ENHE T S - ENEEEIRE EHER - BATEER IrEHEA eSS [fE
IHEEIE - EmESZE - K - McGuire £2H! 7/ ERS B HECR » JREIE8 (presentation)
FE (attention) ~ FEfiE (comprehension) ~ JEf¢ (yielding) ~ {R¥ (retention) FIfThs (behavior) -
BN LSRR - B ER N B BN R Tk - R A = RS B S - SR — IR B Ry
(cognitive stage) -+ ELFERIBEELZEER - JBRELMERERAY OBIRGE ¢ 58 " FEE R TERK (affective stage) -
FFEEIFERLT - BRI IBREO O BIRRE ¢+ DU =REB R TTH) (conative stage) + HAE(SARELEE -
JEHNERTR TR D EEIRRE (Assael » 1992 ; Barry & Howard » 1990 ; Demetrios & Tim» 1996 ; Smith et al., 2007 ;
Smith & Yang » 2004 ; $AGLEE ~ #55HRH » 2008) ° 554p » #3% Smith ~ Chen 1 Yang (2008) Higt# 8=
B ROR B G R R - $EH U FP AT E 7 S o S FERY THI ) - B FGSLAR IS (brand awareness )
IhfEE7E (brand learning ) ~ #2357 B R ES 5 3278 (accepting / rejecting ad claims ) ~ fif#E4F (brand liking )
G E (brand intention) o AWFFERIDULIEL WWF BRSO M ERVERE - HEAWTFERERR
WWF EREGray B — LRy B S R EGETTHET - K Bt g S8R < T RS E TR 5 e ~ ey
BAE - g sdEeE S TR - S S E S ERE -

2-3 M

Cohen -~ Stotland FI Wolfe (1955) F8FsfHE AR =132 B IH RIS A s 2 8 AR 72 52+ iR
s T RBHAIFER (need for cognition) ; ° Cacioppo ~ Petty 1 Kao (1984) HfgH: " 3841, 2 AZERE
HEBHES S TEENEER - KRB SR 2 HA AR - #E 2 - HEARGZET
G EEBIERARA ¢ A HEEEEAHRTT - ARG E A NEREE (Levin & Gaeth, 1988) -
Andrews ~ Durvasula f1 Akhter (1990) th¥gH| - &8 A AT KAYTE R sp B8 A P s e 15 AU OBk - W
FEARAMER - mMHEMREHERR « SR AR EESERIT " RESHE . (center route) AYEHE
FrIE 20 Rt R B E R RN B SRS R A S B HE AR » SR ARy
FRIERE R § RRERIE AREEZRIERAT T i8FEP&ER 5 (peripheral route) HYERERRE = - HREEEHIZ
RS MR PE T ANRAS (communication context) HRRYBELEEARTE (cues) - BN & AR ARG IR MERTR
B~ REFEEE R T - BTG ESRE AT - BREG R — e R HE R T2 B
A NELES - HARSHEERENAEE 3RS - HREAIAIEHUE B 7 R A BRI - R - =gl
HIFE RE B P n A e TR BB B - MR R U I RRE - HRETE R i s
1SIE ;5 MG - AKERENTE SKE B T2 AV A S AR AR BT - M b B S R g R -
WRRRENEHRTET ~ BMl - HEAYEEHIEREM - AR5k TIRENEEK L Y B BTE » DRSS IEE
A REEARERE N E S A EREER -

Z RS IER SR
AT R R TRl BT T » BB —FE B Tyt WWF EE RIS /K TR EEE - #EhE NG
P Em T R EEREREREY) S PSR RIS E S - PRI KRB SR 2 tHE M - RIDAREE A2
ZEALHE T AT IR RS R, WWF BRSO o IS Tk BT BRI T -
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31 F—PEE C WWF E&RIETE

1. FEEfTEG

BB S HIEEE N B2 A S B AR L E B RS - AR e G R Bl A Bl ik e
( Amabile, 1982 ; Flandin, Martin, & Simkin, 1992 ; White & Smith, 2001 ) » AFEEEEEVUA BB
(EEIA et LAF RS20 DL EIERETE - BB MBS i T U1 TR R M ahERs Rkt
VE R A0 FIB I ORI 72 BEERIY) - E e iEWWEF'E J5#fduh  Googlel&l fr » DURER ~ S5
KRG HHRES P EEWWE ARSI & - W TR S H B R L B @ DUR I TR - HrhE
AT EEANME ~ BRI IR DA S R 8 T DAMIER » R RE R B & & I ERFERE RS - e
19 EF AEBIYIIR B B S DU 1 20 R e BB e o B3 1R LU AR -

2. HEAERG

AWFFELASmith FIYanghe iy S AR E A (divergence) BAHBAME (relevance) HHIERYAE T RFH
fR( DR ) R B Em LR - WHSE T HEE MY B &1 &3%( Measure the key components of ad creativity ) |
TER A SRR WWERES SRR AKE - AIMT8R1 - RIS EIE=EE80T « 55800k " HiklE: , 3F
& SEEES S T EEEAANE ~ FrE - R AR - L TESFIEARENEE A T4

ol AT HEMY B ZE B AN AR - ,\%ﬁékﬁ'ﬁ?ﬂ%mﬁz&mﬁqj AR AN P TR RS R - 3
SMEARERARZEMN -~ T EESEAMRIMA RS E ST - Em RS EEGT o T E

SRS AN ERREE - ]]fﬂtﬂ%_ FFEEEEHEM - 5 3 5800 Ry T AHBAME 5 3V - MEEESRZE T
HIEHAEER, ~ TEEIFRESEE, /\m%ﬁ%ﬁéﬁﬁﬁJ T ESEEEEN,  B=E0 ks
FRAGEVEE o EHE RS RS T RBR I E R N C R R, - BEREEMESGE T irER
& AR Taks TRE RS (7-point Likert scale) » & {lE A B AT EGRER G T TIFHERRE (7) 5~ TH
B (6) 5~ THEEE (5) 4 > TEE (4) 5~ THEREE (3) 5 > TAREE (2) 5 F TIR
WARE (1) 5 - 28EE - BRI R
3. EIREFE SR
ARBTEIE  FR R A8 BT - AR AP AR B B F LU SR 2 72 FEAR R - A S SRR P AR )
VIR F RE B Ry 1.641 » FAZEE 0.188 » KIAFHE/KHE 0.05 5 SRARBMUARAR FUEE Ry 1.634 - #135
PE 0.195 » KIAFAZE/KUE 0.05 » 4105% 2 - Sz VR SR 8 Frator LR EE g
TR PN B - AU R E A R — A E N R AR - e 2 U
FALREERANEEND S B 288, | - REAMHERREN—2E - Ktk - AT RERRA (48
YrEds i) HEICEI SR SRR A B BURARAIRR A - DU R i@t o s EERIY) -

K2 HEHMEFRREE CEFERFERYIN

TR HHE S 2= Ry il F &E R
A sl BAEY) Rt WA At R /ML BrEEY) KL
FHRT  456.776  300.229 3 3 152.259  100.076  1.641 1.634  0.188 0.195
FHA 6682.421 2694.583 72 44 92811  61.241
HEFD 7139.197 2994.813 75 47

BRI - AbFeas e
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4. HEWGHIFE A ERRTR
732 3 IS A B OR TR L TR ) B T ARRRYE ) AR R WS SIS
58.000 » SPETRERAR ZBRATs WS - PG5> 32.250 5 SRARENERE S H T iR ) B TAHRAME: ) RELE
SRR R R AN Ry C12 0 SPEE15) 53.500 » SPETBURAR ZBRAN Ry C7 » SP31557 41.000 © [T SRS
B RRAFTEITRUREER R A A - IR — ANk 4

& 3.31 hEAZERFTHRGLMET R

RERBMEBRA TR Bt FABYBRABRI Bl
BARST WA WIl REEE BEE  RARR RN BRIl SR BAEN
Cl 208 52.000  4.830 23333 W1 225 56250 5909 34917
C2 203 50750  10.500  110.250 W2 195 48750 4573 20917
C3 218 54500 6952 48333 W3 190 47.500  4.655  21.667
C4 201 50250 5252 27.583 w4 133 33250 6397 40917
C5 190  47.500 7594  57.667 W5 129 32250 3304 10917
C6 214 53.500 5447  29.667 W6 211 52750 8421 70917
C7 164 41.000 11944  142.667 w7 169 42250 10595  112.250
C8 166 41500  6.658 44333 w8 208 52000 6272 39.333
9 194 48500 10724  115.000 w9 230 57500 5196 27.000
C10 188 47.000  8.042  64.667 | WI0 179 44750  9.394  88.250
Cl1 195 48750 6702 44917 | WII 169 42250 4425 19.583
C12 214 53500  2.887 8333 w12 183 45750 11266 126917
w13 214 53500 5447 29.667
W14 181 45250  6.652  44.250
W15 232 58.000  3.162  10.000
W16 214 53500 4796 23.000
W17 225 56250  7.411 54.917
w18 158 39.500  9.950  99.000
W19 220 55.000  6.055  36.667

BRI - AbFea e

x4 ERFTE WWF REZERETRES W

FABMRERE S PIRm=EA WIS FABMREREE IR ERA WS

B e Tkt RRKTINAIR BT T2
o LT BT - Bt TR -
5 Rl NHIEEOIE, | CEE | Tk SCERIRERPIOA » AT KBS

= . TR FIEE FEGFIR T R S ;b
e RHGHRRRATRBEL - PR R DR ﬁéfﬁl R ﬁﬁ?ﬁ%%;iﬁ
. EMRREAFANREGT - Sk e EREA - L R

i SRS ARNG - R - %@’zﬁfﬂfiwﬁfﬁﬁé B N
B ME e MATAGIR - IR R
R memimam A Y FEL -

o LM R R S LS ¢ R
® [LkSHTHEH CFT i EEE EE
IS SARTISAMIGER  RARMEEE e i s A0 R 558 S

W ~ 25575 A RIS -




78 EHRAAEEEWWHRAAGESAESCR B S ER
£ 4. BRIE WWF RS ZEAREHNNG (R)
SRS VBRERA C12 SRR VBRI C7
We TR BRI ENKR  BRIEA B e BRI L - BRERCE R E A
g EMABEIEHATORKRES SO B RS SRR DT I A
RSNV LTSS R LR BRI - A A
L R - T B S ESIRAYTH - STBHB TR
L@ WATERITITAS i W RN BR D - RHIRINIE L SCE - RSB - 5
e ORZSHEERMAAIE RS e — (e - AUIEER EBAKORIEM: - K%
o ORISR E R R RN, (R OREER  SERIKT | SR

HEZH > 2R ! ARl MEFRRTFHIBIAER - A REeHEE -

® SEF TR ) FUBCREEER ARG EE @ REATLRNRE - AR R IS
B | iESEE R RS R RE  F A W - R TR - AR R
22 - {ESH =5k | G ES

[ (er QU P52

3-2 BTREE - MEFAEERLST

Foite— MR AR IS WWF B S AIRRBLZUR - DUR S 2 A RUIE A B 3 SR S Bl

BEAIE » B BRI ERIBE - AWHEHEE S RIS - RPN IRIATT -
1. BtgesEt

B REBRESANE - BATKEE IR RS E - R T EPESET - (—) Bl « RGEETE
TSR 35 @ - B =AaXE M FEATIE LA TR - beE RS IR — 2 5 () BRI
V) HREE IR © FHESEHE WWF ey T ikt o B TAHBAME 5 & (E/KYE » [RS8 —FE
Bfmak 5 (=) IEZUREH] : ARHFEEGR R 2 WWF 2555 DI RS Ry B - Mk BN 2 Ry g
JERRF - IR ER AR G FR st R B8R Ry Sl 5 5 (1Y) RN SKERA W 53 « 4K#8 Cacioppo ~ Petty
1 Kao (1984) ZREFHIESR | the short form of the need for cognition scale, NCS | REIE » 4K 1F[AIRETE
Bz [T R T2 RS2 50 Reren A K EUEERANFE K+ (7)) &R - 3#A] SPSS18.0 #f
SHIRES T TEORL T » heE S B R B M B A A A -

2. Wl

AWFFET 5P WWEF i o5 A [ ot BRI TR /K ME B AR R BB TR SR AR B 3 o i R s 3 - AL -
HBIEARE Ryl AR (7R DXR > DxR) BERAIRE K (75~ (K) - MEEE R 5 0R (B IeE
R ~ e R R RS  TTENEIED - 206 3 TR © Mt L BFEREER Ay

H, : BEEAE (DxR) HESSRPEE -

Hi, : mbn B S AR R E RS AR - S & o = g -

H, & SRR RS B S R R -

Hy, ¢ RRBAIR K ~ ARSERITK - SR SR s B -

H; : EEHAIE (DxR) BEERPAIR R AN - BB SR R -
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il
/B 1
- L H1 -~ Hla
B memE
=t
L W
= 3viaTu =1

H3

d Bz eiEiEEE s Rk

=59 .
| R
o =Ly
BN 1B H2 - H2a

L. RAREHSRE

3. B EREE

T AR K L B Ty H % > H 2 Cacioppo » Petty Al Kao (1984) Aira&a HVFEAIFE K Z " the short
form of the need for cognition scale, NCS | » #[I}ff$% 2 #EITRIEGHE - WERITE 18 HEE  HERE
vk 7 BE&ESR (7-point Likert scale)  FUAIFE KA EHRFTA ZHZ A8 (mean ) 7E Ky o3 58S »
DI ik (Meyers-Levy & Malaviya, 1999 5 Vaughn, 1986) {KF2EERE Ty T EaBARK 5 B

MARERAENTE K o WY - ST SR B Ak 2V E & e T RO FE S BT ~ IRAT A DR AR
A ERIEE SR — A THERRAIRT K& S B AINEUER ~ fRiFEEHE RS S
FRE - (ERTHE ~ il B B ES E i —REA - BRI RE NS B A IDIEER
frfr FREERS R - 780 ~ B AR E SR —REA -

JER I &

AW AR BRI T - B TREEEAE ,  TEEEE o TERREEeES R,
PEEEEL ) B AT RIS ) o TSR ) ZEMEAUE SRR S B B S AR - FEREATE
KL TEEERE ) LEHERUE R RN B E SRV - PR RSB BRI - T e
FiR ) ZIRPE R RSB ARSI - SOERREEYUE ; T RS EL ) CEERER RS
BRSO » TITRERE ) ZIRPAER B GRS RTT R - SHEHMRERs G

MR HEH - Dz riky 7 B R FGET TR R - 3% 5 RS i i i L AP R Al TR B H R -
& 5. AREMEAGERN—UR
WRIME  FERRE BHTH  3EEX
BRI 1. RS R FSERFLRE Smith, Chen, & Yang
2. SRR - EpRE  (2008)
3. BRI U
4. BACSPERE S -
WEE 1 EREENEREINE - R - 50REHE  Smith, Chen, & Yang
2. SERBR SRR ] - EE
3. SEIRME AR S AP -
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x5 FAARERRGHGEEHN—HR (])

WEME  EME BREUTE  2EBX

HEAEE 1. RGNS T Y - Z5k5-EH Smith, Chen, & Yang

BEEER 2 B REESEEESER - AR e (2008 )

B AT 1. SRS SEERTH - ZrifftfE  Richins (1997) - Smith,
2. E{Eggéﬁiﬁﬁﬁﬁ lu_iz:ﬁzﬁ%?% Chen,&Yang (2008) >
3. BB S S RENGHEA - Smith ot al. (2007)
4. WEBCEANE SR -

TR - BRI S RS TE R - LA TR il (2008) -

1
2. FREEFEICRRIE S R R EAIER S, - ERER PREEE ~ A5EIEH (2008)
3. BREEEC % - RSN OASBIAMERE -
4. FBFEREE S 1 TR b A S RS TR B
ik

BRI - ARreEsEt

- BERATH
AWFeRIE R SRR B R8I K 18 B ~ B AIE 4 B ~ BE5 5 3
s EAR 2~ S 4 DU B 4 7 0 HET 35 7 - K Cronbach’s o [FEERE » o HATH
0.802~0.965 » Bag 1 /NI L P —2E: - BERSEEGT LR A ATEE - Kbk - MERFREE S BT
WE > AN IEEMEE - 550 - WHERREE TR SRS A TR in AR R R S -
BRBANEYE - @& - ERCHTH bgo 8 2 SO B Ik S8R vh 25 BF SE A8 1T AH B AR B R
0.692~0.890 » BEURFTEMGHREEE -

. PRI R ESR

SHETIEEIIRE NCS B kAl B S A R T 5% AR TS IR BB e ST RN K -
iffR{E Anne (2007) FRALFEHIRIIRETiE » AWFFEHE 2 HERA > RermnBAITE R3E 78 i BLEEEAIR K
H2247

- T

FIRES EREITHET Tk Ry (1) DEEES 2 iesE H1 EHAIE (DxR) ANfarsg 8 &R
H2 GRS RAMAS B 5 0CR) 5 (2) DI 3 R iTiesE H3 BES AR (DxR) BERAIRE R
BRSO AN 5 (3) DUENIBEA ¢ B0 Hla & ~ {RATE S EAM 28 S S ORAE SR - LL
K H2a 15 ~ ARERRIFR RAMA 28 5 R A= 5 -

- BOARKGE
B R MRS B B - H A B M B AR & AR R R AR o s o JHRE S [ IRy
1B > SCARHFSEER F BRI iR - DASH RS S TER 118 RIER A4 Tutail 42 - REMIFR A R 1% -
ISR 100 17 5 MEETHE AR EICR Ty 84.75% » fliEt A=y 0.049 -
. BREEENE
B AR T TR AR - ELFIF] SPSS18.0 #fiE H B Er TRt AT - SHEFFE R A LA Cronbach’s
o (ERRBEE A — B - SERSRA RIS L Cronbach’s a {E/MAI R & AIBE a=0.854 ~ FEEEH o
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=0.890 » ELETIE a=0911 - FEEHITF a=0.933  fEEEE «=0.950 » Fi{EF%HE > Cronbach's a {HEF
0.7 DL BERERER 0=0.974  fE RS RN VR BRI RHS A RAFAIRES—20E - AoE T
SREAIESR | B T AR SO EER ) 2RO IRE R MR RS 0 BERAMER
FERIRAANE o TR Feibm e & s ~ B2 - B IR - B EL - B ERE AR REA R
0.766~0.874 » ¥EFIMFH AL - BEEEARRRE T FERSUERBRNE < HLAh - AIEtE— 2 s
ForNTE B R CR B AR 35 HMISRETE AR - A DA EiE (principal axis factor) Y743
BT o $EREURE— I H NSRS B E HMEI AR 0.630 » HEE R i s i e s i 248 i
BERE TRy 76.74% » FBHILEREA RIFRYEY -

W R REHD
4-1 WWF REZAIES - BREZE  eHREXMRZEHE

BEEOR (ESRS0) MR SR « B « B alidiiea s 1R ~ B e DU T R ] 11
Rl E - AR TR TR A B A% - 25 F R R AT 1S P B AR M 25 R AR 6 P

N fEER 6 15 B AR L Am e B SHAEERNMESEAIE-E - s B AR T
H E e NNME A B BTEAR S - LB SR HE S B AR R A A — BB -

x 6. BEHTREBAEZHELIIERIIERER

R eyl EEEE BEEEER EEET B E
AR EEAE M Su M Std. M Std. M Std. M Std.
- = 5183 0926 5.132  1.098 4.840 1205 4.869  1.165 4913 1.197
=

{lig 4234 1.153 3.692 1286 3.635 1.436  3.865 1.299  3.955 1.352
= 5295 0.826 5500 1.145 4.841 1.357  4.989 1.243  5.034 1.027

{liv
1% 3750 1.354 3.288 1248 3.205 1.445  3.261 1.103  3.523 1.295

AWIFELEHERHTRRE HI @ TWWF JE&5AIE (DxR) B a2 | B H2 © T3040
SRR TR A AR GG RS | WERFZE IR - FELUH P e Hia s T EAlE (DR)
FHESLEAIE (DxR) fERE SRR AR EEE P E 2 R | B H2a : TSR R R 5 )
TR ETE E rh B B | - 1 40Est H1 B Hla: 1855 7 540 SRR S HARE (DxR)
BRSO AR EEE SRR TR, F A 32.129 » FIERE (R 0.173 5 TSR | FiH
56.623 » FIEREL (R?) 0.269 5 " Hzeliff@EE 0k | FH 32.237 » FIERE (RP) 0.173 5 TjREEE
B | FA{H 25.798 » HISE(REL (RP) 0.143 F "7 R0 | F {5 21.959 » FIERE (R) 0.125 - LT
RS p <01 WIBEEKYE > AR T AR © 340 » (RERANT R ZE HEE LA (DR) B SR
ZTEkEE E AR T RS AIE | F E 20.887 - FISEMRE (R?) 0332; MREEEEE | F{H 37.528 > #
TERRE(RY) 0.472 5 T 2Bk Ef@ R 5 R | F {E 14.991  FIE(REL(R?) 0.263 ; T BE5 4T | F {H 23.767 »
HISEFREL (R 0361 Je T{ThuiilEl | F {E 18.385  FIE(RE (R®) 0.304 » ML TiERE T~ SR p <.01
HOSEE/KYE » 2 7 o FIASREUR ¢ RS CRTUEAEIE E rheg TSR ST SRR
o TR S R ) B TS A A B TR A, TREEERE - T Eedl
MRS TREEEELE ) K TTRER ) ZREE S R R
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7. ARHESHREAEMTRRER

AR B SE B B R’ F t
i 0.949 0.167 0.415 0.173 32.129%* 5.668%*
[ 1.440 0.191 0.518 0.269 56.623%* 7.525%%
[ VSIE=RN [ TR 1.205 0.212 0.416 0.173 32.237%* 5.678%*
B BT 1.003 0.198 0.379 0.143 25.798%* 5.079%*
1T Ry ElE 0.958 0.205 0.353 0.125 21.959%* 4.686%*
i T 1.545 0.338 0.576 0.332 20.887%* 4.570%%
B 2212 0.361 0.687 0.472 37.528%* 6.126%*
(EEAVSIEEPR e R 1.636 0.423 0.513 0.263 14.991%* 3.872%*
[ BT 1.727 0.354 0.601 0.361 23.767** 4.875%*
1T Ry 1.511 0.352 0.552 0.304 18.385%* 4.288%*
*p <05, ¥* p< .01 + [ ki ET R

BFILHEE (2000) FRREE V- EE SR - P B R Ry 2 8 > Hrp g 70-80% ARl S iz # -
MR HRIEEH T 2L 0.3 B - BEE 2 AERBIEEER - KAHE 1 BRIBRIRERIL © RN
PRI SERER 5 (BB TR » o o Py SE e /R HE B AR KAV B AE - RSB G v] DURI SR R e
71 SRS LR AlE R A SEIP S AR AR A K S e (= AR Moriarty,
Mitchell & Wells, 2011 ; FF228H ~ BE5EH » 2002) - AEFFELUESEAIE (DxR) & ~ (RA0E Ry BE F
W — BEEA e <R (H1) BEEEfRE (Hla) - EEBIIARAR « e rAE ~ K
FOAIFRT - AEHRE SRS - 8275« 1R - EirDU SR R e DR AR ER - HESE]

B (DxR) 1yE ~ (BB SR I8 LR R > TR EATE (DxR) R AR A 55K
% RAEAE (DxR) B S RBOREEE R RAEAE (DXR) - B{IEHEEEE Eﬁ?ﬁ’*ﬁ?%ﬁﬁz L3
IR E WWF S AL 26 T IRRAEHE « AR - S R G sl 2o =R )
fEdnh > BEEEZE B REEL A ~ BMIEE DU 55 AR GIRSE 5 EMEaE WWF Ed UL@&F&%@B’\J
REE a\% » RSP B SRR RIS 5 ATUE, BN ~ Eoihkes - ERsRZ AR A
DGR - 52 - WFYeREe HI B Hla S E M E = -

4-2 BEMNZEHNIEKER » 78H WWF BEBRERER

P& am H2 MREeEL H2a (3% - 1026 8 19401 W EAIE (DR) S HIFHRAIE KR B &
WO FAR E T E Sy T RS AN | FE 0.222  FISE(REL (R?) 0.002 5 T EE&EE | F{H 0.062 »
HISERREL (R®) 0.001 5 T HESZsiiRf@EE SR o F {8 0.944 > FIERE (R 0.010 5 TEHEEIF, F H
0.288 » ¥IE(RH (R?) 0.003 2 T 1Bk lE | F {E 0.229 » F5E (28 (R) 0.002 » [ Fi RS i R p<.01
(IR /KHE - 4136 8 DR © 41 » (RAWEAIEE (DxR) 2325 HaB AT R e (R 2 TR
SEERERR ¢ TSR, FE 2.159  FIERE (R®) 0.022 5 TREEEET | F{H 2.167  FIERE (RD)
0.022 5 T HESZEIRMERE SRR | F {5 2.198 » FIE(REL (RP) 0.022 5 TREEELF | F{H 2.875  FISERRE
(R*) 0.029 k¢ M7 hwiElE o F{H 1.891 » HISE(RE (R?) 0.019 - BLFERE S 2RE p<.01 WEHEKHE -
% 8 R o LS REUR - SRAIT R B T, TSRS - TSRS
%J\r%%ﬁﬁj&rﬁﬁaﬁjzgmﬂ%ﬁxﬁ%%%%
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AWFFELASZHIB HIRBAIR KA R FAIH . - WIFeR R RRR AT R B 5 WOR LS R R
B - AFERBAIFE RIEEE RS2 B AR 5 AN ~ B2 ~ Besedldbidfe Bk ~ BES =0 ~ 175
EEAGRE=SMEAESRENEAE A RERE P - TR yeH R A e B AR 72 TR
WIERH - 1 Cacioppo B Petty SRRAITRKEEREIRGIMT L5 » AR RIEEEH T A S TEE - T
WA Ty BB SRR TR QB > TR ~ B - WWF R & R A LI BRI
AR Rl - R B IEAF AT SRR KRR R HUREIA] 5 FHECH - BESRERANT KRR 3 IRl atE.
Bl - A EE A - B WWF ESRRIUE A L ki 2 - B2 WWF B @R A
RIFREE TS - DAARRRE R — RO R H AR T A R - A SR B R N A
IR B T i B AERE, - AN AR A A RIREBA I ST R BB SO E G B - 2 - iifse i H2
B H2a JEANRILIY -

RS RABRYEEHRAARERSHEER

AR B SE B B R’ F t
i T 0.003 0.006 0.048 0.002 0.222 0.471
[ -0.002 0.008 -0.025 0.001 0.062 -0.250
e E AR R 0.009 0.009 0.098 0.010 0.944 0.971
& BT 0.005 0.008 0.054 0.003 0.288 0.537
TRy ElE 0.004 0.008 0.048 0.002 0.229 0.479
i T 0.013 0.009 0.147 0.022 2.159 1.469
i 0.013 0.009 0.147 0.022 2.167 1.472
EAERE [ AR 0.015 0.010 0.148 0.022 2.198 1.482
B BT 0.015 0.009 0.169 0.029 2.875 1.696

17 Byl 0.013 0.010 0.138 0.019 1.891 1.375
*p <05, ¥ p<.01 » FEEURRIAITEK -

4-3 EERIRHEEMBRER R EEREEYN WWF REBRERTE

ARHFIEHE 35 LA K TS AT BUEE (DXR) BRRBAIS RALHE I 5 R L AT ST 1
FIZI - P EZR O A1 TSR S F {2700 > p=0.101 THESEE | F I 3.571 > p=0.060 ; "%
ORISR ) FIE 0886 0 p=0348 : TIEEUF ) F {3,016 - p=0.084 J " TR EElH | F {1667 »
p=0.198 » BT AHETIRITEIE 28 (AUEDTRATRR) HAGE p<.05 HOBTEKE © S - FIRIAEIE &
SRS LI - WWF (6 RIUE 0 BN R - SO0 » 542 David (2008) f
BRI ORI ) ERR R R TR ORI & S - PR
P LA YRR RSBRIRE FL S, IR OO LB TFE TR - PRI - TR 13 R 7 <
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RI. AIREBRBIEESHRZERHIMNBRR

B SS df MS F Sig.
[
flE (A) 53.375 1 53.375 47.320 0.000™
PHIFTER (B) 1.182 1 1.182 1.048 0.307
AXB 3.055 1 3.055 2.709 0.101
R 221.081 196 1.128
e e
BIE (A) 114.445 1 114.445 80.028 0.000""
PRAIFEK (B) 0.012 1 0.012 0.008 0.927
AXB 5.106 1 5.106 3.571 0.060
R 280.292 196 1.430
[ EiR
BIE (A) 69.276 1 69.276 38.453 0.000""
IR (B) 1.578 1 1.578 0.876 0.350
AXB 1.596 1 1.596 0.886 0.348
AR 353.106 196 1.802
[ E AT
BlE (A) 63.968 1 63.968 42.894 0.000"
R (B) 2.010 1 2.010 1.348 0.247
AXB 4.498 1 4.498 3.016 0.084
AR 292.296 196 1.491
1T RyElE
AlE (A) 52.333 1 52.333 33.238 0.000™
PHIFER (B) 0.834 1 0.834 0.530 0.468
AXB 2.624 1 2.624 1.667 0.198
R 308.597 196 1.574

<05 **p< .0l

5~ g

UTERZRE - SRS SR [RIEE HR 32 1 BRI B RSB 5 [y o S » B ARt 7 AP AEes /5
o R EE FEREE R R A nt & - ENERRIND - SRR e AR ARG - B
IS BRI IR A R B o B RS e T8t - A H BB R i a5 e e B AR L E - AT 525
HUpA i S E AR R By (WWEF) BRORA G SRS H S 5 AR B i Sl S R < BRI - DU A A
PRI RELEEH WWF B S CRAVRE S - W0 MafRE BGEET T - 5 — RSB LB R st TS WWF
B EE TR ~ RAE RS AR AR - DUERUE SRR EHIRASL - HREE RS R AR
RIIEES - (ER B RIRET 0T B o AR B A SR AR M TR - 2R BB R B E s R AL R
A SAHEETE 118 A~ [ AR 100 17 - A A S FEER DY « 58— Rl AFERITE K
REEAH - B AR S SR A EEE A R E S E AR N OB » MFSTRE RIS
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1. REFEHFTREE SRR Smith R Yang B 5 B S A BRI MEAHSRAYAS A BRFR (DXR) B
#fiy + B Smith ~ Chen F1 Yang FifEmin) (B E5A8E B2 B aliEfi & 1ok « S S4rieT
Rl ) IAIE R SRR BRI B AT KA o Horb iAo SHE RIS S im0 (1)
JF A (originality ) ; (2) @& y5 M (flexibility ) 5 (3 ) #5003 (elaboration ) 5 (4)#&E&1: (synthesis ) ;
Dl (5) EffiifE{E (artistic value) o 535b - HHRHMEAIH EHERLE fa S TR TTRAHA EHRIEN

(meaningful) ~ HHMY (useful) DI EEER (valuable) -

2. {5 RIS SRR B B B ORI BRI - AR /K ERE B2 R -
2 - B AR E R E SR M E SR - RS AR WWF B S Eam A Ry
At RBFAIME ~ BIETE - R ORUE » RGBS B E TR [ L SRR E - DURREM A2
AR AR IE R AR MR E - IR (AR TR B H R S A ~ 227
AR T R B DR R R A A A SR A R E SOR.

3. FHECHE - BERBAIEAYER WWE B ELL 2RI R DR B DG - ey B Gy
RANA RALERE M FER B MR EAERR Y] - O R A AL I o TS RMERE R T R Fir £ 1
B+ AR A U BT 7 SR R - R B P EARRAERR M - USRI R
R Gl o PRI TR AR AR - B T IR e BRI Iy B [ LR 2 B
BRER 5 A RENERSH A RCE — R AUR - HIREES 7 i il S o o el R A BE AR AC TR, ~ (3 N =
P RE - S A AR R T R BB E R - N RS AR E BRI AR - H AR e A A R AT IR
REJEE Bl T Ry T N S E

4. BRBIRE AR RIVEZ LI = - #R1% Cacioppo ~ Petty 1 Kao HIFRATRE K G - = {KERAIREREE
AR B F A ERRAIR AR R - AR ZEEa8aIme KB B PURFEAITR K B AR HER
BIAFRIRARER 5 IR FCRUR 8 N IRRRIR R A RA G E SRS RIS E S 3GE s - B
S AR BRI R A B 2% - JEHRA] > WFFI AT REE AT TE (S S B — ST 3 -
MR EARESE 2 HATRA - BN I FBUR BRI R AR - FEE — (8BRS
oL SHARY R logo 5 1T WWF BEE B AEE T - AR S HEY R At & iiE
IR ~ fREN AL - WDV BA TE IR - Mg Lemtie B AP H R A i S S AHRRRY - (Rl
BRSNS - SRS AR T E S RO 7 ERREA -

5. EEit e %ot « ML EEEZ AR S e NS B LR BB SR AT
T ROM A RN B | REGERE ~ IR - i A A BB EIEE - 3t a A Ta e R
RETHREE o DSBS RANERGZETT Ry fRaRat 3R LT DI R R IEsh B A AT AR - B AM
A TEFEERTEM - 8 ERERERK (emotional appeal ) FYRBUZ BB AL - DB EANE -
5 REBUREHE © AL EREERERYERR R E S BN G RS S R G BRI /R
e E N R BRI WWE S5 E AR RS B A IR R BB A TR I - SRANFIR 4
HEREEHIFABEIRE (WI5) BEEEE (WI12) MRS R - RETaIE nT DUER S
TERR DS E S IRIE -

6. ANTFFCHARE Bk B E f BEH E  E R E A B i Aein R B AR S d (WWF) B—fRE
1TI5E - WA R AE RS B A RN B 2 - BRI ST nT B SO 2 BB AN IS B HE E 2 » LUK
U % e bR IR R S BRI PR AT SRR R S A 22 8 - BRItz oAb - AES S8 KA
HERERVGR L - A TR PRE R 5 T o [RIBL - ARERIFSE T [ TR pa 2 s B R SR B
PR FRBR SRR -
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Measures of Divergence

Originality

The ad’s ideas are rate, surprising, or move away from the obvious and commonplace.
The ad was “out of the ordinary.”

The ad broke away from habit-bound and stereotypical thinking.

The ad was unique.

Flexibility

The ad had different ideas and shifted from on type of subject matter to another.
The ad contained ideas that moved from on subject to another.

The ad contained different ideas.

The ad shifted from one idea to another.

Synthesis

The ad combined or connected normally unrelated objects or ideas.

The ad connected objects that are usually unrelated.

The ad contained unusual connections.

The ad brought unusual items together.

Elaboration

The ad provided numerous details. The ad finished, extended, and detailed basic ideas so they become more
intricate or sophisticated.

The ad contained numerous details.

The ad finished basic ideas so that they become more intricate.

The ad contained more details than expected.

Artistic Value

The ad had striking visual and/or verbal elements.

The ad was visually/verbally distinctive.

The ad made ideas come to life graphically/verbally.
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Mfék 2 © Short Form of the Need for Cognition Scale

£
Jo

1.
2.
3.
4,

16.
17.
18.

#kHE Cacioppo, J. T., Petty, R. E., & Kao, C. F. (1984). The efficient assessment of need for cognition,
urnal of Personality and Social Psychology, 48(3), 306-307.

I would prefer complex to simple problems.

I like to have the responsibility of handling a situation that requires a lot of thinking.

Thinking is not my idea of fun.

I would rather do something that requires little thought than something that is sure to challenge my thinking

abilities?

. I try to anticipate and avoid situations where there is a likely chance I will have to think indepth about

something."

. I find satisfaction in deliberating hard and for long hours.
. I only think as hard as 1 have to.
. I prefer to think about small, daily projects to long-term ones?

. I like tasks that require little thought once I've learned them?

. The idea of relying on thought to make my way to the top appeals to me.

. I really enjoy a task that involves coming up with new solutions to problems.

. Learning new ways to think doesn't excite me very much?

. I prefer my life to be filled with puzzles that I must solve.

. The notion of thinking abstractly is appealing to me.

. I would prefer a task that is intellectual, difficult, and important to one that is somewhat important but does
not require much thought.

I feel relief rather than satisfaction after completing a task that required a lot of mental effort?

It's enough for me that something gets the job done; I don't care how or why it works?

I usually end up deliberating about issues even when they do not affect me personally.
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The Advertising Creative Effect and Viewer’s
Cognition Need to WWF Ads

Ching-Jung Fang* Wan-Li Wei
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Abstract

World Wide Fund for Nature (WWF) is now recognized as the most influential environmental
conservation groups in the world. Most picture compositions and presentation skills of WWF’s ads and
posters are primarily designed by means of creative images. Nevertheless, it is crucial whether the transfer
mechanism of visual creativity could induce viewer's need for cognition and attention. Therefore, further
exploration on awaking people to care about the Earth and get the best communication effect are really
worthy for design researchers. In this study, the questionnaire survey for the young is implemented to
know their perspectives of “quality of advertising creativity "and" the degree of need for cognition”.Then,
the regression analysis, two-way ANOVA and ¢ test are manipulated to investigate the impact of
advertising effects,. The results show that the creativity quality of WWF ads will affect directly the
advertising effect: high-quality advertising creativity brings into good communication on advertising
awareness, advertising learning, acceptance or denial on the advertising proposition, advertising preference,
and advertising intention. Conversely, the viewers can’t agglomerate consensus on this issue with
low-quality advertising creativity. Furthermore, in terms of the degree of viewer‘s need for cognition,
WWEF creative advertising is for the public. The purpose of public service ads is to evoke the care on social
issues, promote the public interest, and act on solving the problems which are severely related to people's
daily life. Therefore, for the young, these individual differences among the need for cognitive will not
affect creative expression in advertising and other advertising effects. Simultaneously, there is no

interaction between advertising creativity and need for cognition.

Keywords: Advertising Creativity, Need for Cognition, World Wide Fund for Nature (WWF),
Advertising Effect.
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