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 :ـالملخص

اٌغشض ِٓ ٘زٖ اٌذساست ٘ٛ فغص حأر١ش اٌؼٛاًِ اٌّخؼٍمت باٌؼ١ًّ ػٍٝ 

اٌؼلالت ب١ٓ الابذاع الاػلأٟ ٚخٍك اٌّؼٕٝ. حسؼٝ اٌذساست ئٌٝ حغذ٠ذ و١ف١ت حأر١ش ٘زٖ 

اٌّخغ١شاث ػٍٝ ئدسان اٌّسخٍٙه ٚاسخضابخٗ ٌلإػلأاث. حُ حطب١ك ٘زٖ اٌذساست ػٍٝ 

ئػلأاث ِخخٍفت ٌخم١١ّٙا  6ئػلأاث إٌّظّاث اٌخ١ش٠ت فٟ ِصش، ع١ذ حُ اخخ١اس 

 اسوًا، بالإضافت ئٌٝ اسخخذاَ حص١ُّ بغذ ٚصفِٟش 656باسخخذاَ اسخب١اْ شًّ 

 ٌخٛص١ف ب١أاث ٚخصائص ِخغ١شاث اٌبغذ.

فٟ حغ١ًٍ اٌّخغ١شاث.  (SEM) اػخّذث اٌذساست حم١ٕت ّٔزصت اٌّؼادلاث ا١ٌٙى١ٍت

وّا احبؼج اٌذساست حغ١ًٍ ِضّٛػاث ِخؼذدة ٌخغذ٠ذ اٌخأر١شاث ب١ٓ الإػلأاث اٌخم١ٍذ٠ت 

، ِٚٓ أصً  HTMTاخخباس صلاع١ت اٌخ١١ّض باسخخذاَ ئعصائ١تٚالإػلأاث الإبذاػ١ت. حُ 

ساح١شر٠ٛج. -ئصشاء اٌّماسٔت ِخؼذدة اٌّضّٛػاث غ١ش اٌّؼ١ٍّت، اسخخذِٕا اخخباس ٠ٍٚش

حإوذ إٌخائش أ٠ضًا أْ خٍك اٌّؼٕٝ ٠خأرش بىً ِٓ الابذاع الاػلأٟ ٚاٌؼٛاًِ اٌّخؼٍمت 

لأوزش أ١ّ٘ت. ب١ّٕا، ٌُ حؼًّ اٌؼٛاًِ باٌؼ١ًّ، ع١ذ واْ حأر١ش الابذاع الاػلأٟ ٘ٛ ا

اٌّخؼٍمت باٌؼ١ًّ وّا واْ ِخٛلؼًا ٌُٚ حخٛسظ اٌؼلالت ب١ٓ الابذاع الاػلأٟ ٚخٍك اٌّؼٕٝ. 
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 اعذاد وّا الخشط حغ١ًٍ اٌّضّٛػاث اٌّخؼذدة أٔٗ ب١ّٕا ح١ًّ الإػلأاث الابخىاس٠ت ئٌٝ

ث اٌخم١ٍذ٠ت ِٓ ع١ذ دسصت حأر١ش أوبش بشىً ٍِغٛظ ػٍٝ خٍك اٌّؼٕٝ ِماسٔتً بالإػلأا

 .الابذاع الاػلأٟ ٚاٌؼٛاًِ اٌّخؼٍمت باٌؼ١ًّ

حض١ف ٘زٖ اٌذساست أ٠ضًا ل١ّت ئٌٝ اٌّؼشفت اٌّٛصٛدة ِٓ خلاي حغذ٠ذ ئبذاع 

الإػلاْ وّخغ١ش ِشحبظ ِباششةً بؼ١ٍّت بٕاء اٌّؼٕٝ، ِّا ٠ٛفش ٌٍمشاء ٚصٙت ٔظش أٚسغ 

لأاث. حشًّ ٘زٖ اٌّماسبت ِفا١ُ٘ ٔظش٠ت عٛي و١ف١ت بٕاء اٌّسخٍٙى١ٓ ٌٍّؼٕٝ ِٓ الإػ

 ٚحٛفش صٛسة شاٍِت ػٓ حغط١ت الإػلاْ. حصالاث اٌخس٠ٛم١تِٓ أبغاد الإػلاْ ٚالا

بسبب الاوخشاف اٌّفاصئ اٌّخؼٍك بؼذَ حٛسظ اٌؼٛاًِ اٌّخؼٍمت باٌؼ١ًّ اٌؼلالت ب١ٓ ٚ

الابذاع الاػلأٟ ٚخٍك اٌّؼٕٟ بالإضافت اٌٟ اٌخبا٠ٓ اٌٍّغٛظ ب١ٓ الإػلأاث 

الابخىاس٠ت ٚاٌخم١ٍذ٠ت، ٠فخظ باباً اٌٝ اٌخٛسغ فٟ الأبغاد اٌّسخمب١ٍت فٟ فؼا١ٌت الإػلأاث 

ب١ٓ الابذاع الاػلأٟ ٚخٍك اٌّؼٕٝ ػٍٝ احضا٘اث اٌؼّلاء ٚ  ٚدساست حأر١ش اٌؼلالت

 ٔٛا٠ا ششاؤُ٘. 

، اٌؼٛاًِ اٌّخؼٍمت باٌؼ١ًّ، خٍك اٌّؼٕٝ، الإػلاْ الابخىاسٞ :ـالكلمات المفتاحية

ّٔزصت اٌّؼادلاث ا١ٌٙى١ٍت، حغ١ًٍ اٌّضّٛػاث اٌّخؼذدة، الإػلأاث الإبذاػ١ت، 

 الإػلأاث اٌخم١ٍذٞ

Abstract: 

The purpose of this research is to examine the impact of 

customer related factors on the relationship between advertising 

creativity and meaning creation. The study seeks to determine 

how these variables affect and control the consumer's perception 

and response to advertisements. This study is applied on the 

charity organizations advertisements in Egypt, 6 different ads 

were selected to be evaluated using a survey of 356 participants 

as well as A descriptive research design was used. 
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The research adopted structural equation modeling (SEM) 

technique in the analysis of the variables. The study followed a 

multi-group analysis to determine the effects between the 

conventional and creative advertisements. Discriminant validity 

was tested employing the HTMT statistic and in order to perform 

the non-parametric multi-group comparison, we utilized the 

Welch-Satterthwait test. The findings also confirm that meaning 

creation is affected by both advertising creativity and customer-

related factors with the impact of advertising creativity being the 

greater impact. However, customer-related factors did not act as 

one was expected and did not mediate the link between 

advertising creativity and meaning making. Multi-group analysis 

also suggested that while creative advertisements tend to exert a 

significantly greater impact on meaning creation over 

conventional advertisements in terms of the degree of advertising 

creativity as well as customer factors. This research also adds 

value to the existing body of knowledge through identifying 

advertising creativity as a variable directly connected to the 

construction of meaning, offering readers a broader perspective 

on how consumers construct meaning from the advertisements. 

This approach comprises theoretical notions from advertising 

research and marketing communications and provides a 

comprehensive picture of the advertisement covering. This is the 

case due to the surprising finding concerning the non-

significance of moderation and the variations seen between 
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standard and novel advertisements, the discovery of which 

should guide and expand future research in the advertising 

effectiveness as well as studying the impact of the relationship 

between advertising creativity and meaning creation on consumer 

attitudes and purchase intentions. 

Keywords: Advertising creativity, customer-related factors, 

meaning creation, structural equation modeling, multi-group 

analysis, creative advertisements, conventional advertisements 

 :ـالمقدمة

ٚالإبذاع ٚاٌخىٌٕٛٛص١ا، ٠بذٚ أْ ٕ٘ان فٟ ٘زا اٌؼاٌُ سش٠غ اٌخطٛس ِٓ اٌؼٍَٛ 

فضٛة لا حضاي لائّت فٟ س١اق الإػلاْ. لا ٠ضاي ٠خُ اسخزّاس ِباٌغ وب١شة ِٓ اٌّاي فٟ 

ئٔشاء الإػلأاث، ِٚغ رٌه، غاٌباً ِا حفشً ٘زٖ الإػلأاث فٟ حغم١ك ٘ذفٙا. اٌؼذ٠ذ ِٓ 

سبت أٚ غ١ش ِخٛافمت ِؼٕٝ أٚ حٕمً سسائً غ١ش ِٕا ٚالإػلأاث ئِا حفخمش ئٌٝ ِغخٜٛ ر

ِغ اٌضّٙٛس اٌّسخٙذف. ٔخ١ضت ٌزٌه، حصبظ الإػلأاث غ١ش ِفِٙٛت ٚحفشً فٟ 

 .حٛص١ً سساٌخٙا، ِّا ٠ضؼٍٙا بلا فائذة

صذ٠ذة، ِٚغ رٌه، غاٌباً ِا حفخمش  اٌخٟ حغًّ افىاساً ٕ٘ان اٌؼذ٠ذ ِٓ الإػلأاث 

ٌلإدسان؛ ٚحشى١ً  ( أْ "اٌّؼٕٝ ٘ٛ ٔخ١ضت3106ئٌٝ اٌّؼٕٝ. أٚضظ فش٠ذِاْ ٚص٠ّش )

اٌّؼٕٝ ٘ٛ ِضّٛػت ِٓ اٌخطٛاث ضّٓ ػ١ٍّت الإدسان." ٚفماً ٌّٙا، لا ٠ّىٓ إٌظش 

، بً ٠ضب اػخباسٖ ئطاسًا ٚصف١اً ٠ؼاًِ AIDA ئٌٝ خٍك اٌّؼٕٝ وّٕٛرس حسٍسٍٟ ِزً

( اٌّؼٕٝ بأٔٗ ِفَٙٛ ٠صبظ ِز١شًا 0891اٌّخٍمٟ وّٛضٛع. ٚصف ١ٍ٠ٚاِسْٛ )

 .بً ػٍٝ ِا ٠ؼ١ٕٗ إٌّخش ٌٍّسخٍٙه اٌخضاس٠ت،ٝ اٌّؼاٍِت ٌلا٘خّاَ لأٔٗ لا ٠شوض ػٍ

لا حخغذد فمظ بضٛدحٙا، بً حخأرش الابخىاس٠ت ِٚغ رٌه، فاْ فؼا١ٌت الإػلأاث 

اٌضِٕٟ  الإطاسأ٠ضًا بشىً وب١ش باٌؼٛاًِ اٌّخؼٍمت باٌؼ١ًّ. حشًّ ٘زٖ اٌؼٛاًِ 

 .اٌظشفٟ ٚاٌس١اق
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، ٚخاصت أبؼادٖ اٌّخّزٍت فٟ الابخىاسٞالإػلاْ ٘زا ٠ضؼً ِٓ اٌضشٚسٞ دساست حأر١ش 

اٌخبا٠ٓ ٚاٌصٍت، ػٍٝ خٍك اٌّؼٕٝ. وّا ٠ضب دساست اٌؼٛاًِ اٌّخؼٍمت باٌؼ١ًّ ٚحأر١ش٘ا ػٍٝ 

خضّٓ س بأحباػٙا س١ضٚدٔا بطش٠مت٘زا إٌٙش ٚخٍك اٌّؼٕٝ.  الإػلاْ الابخىاسٞاٌؼلالت ب١ٓ 

 .ِغ اٌضّٙٛس اٌّسخٙذف ّاش٠ٚٝخ ٗ بشىً فؼايالإػلاْ ٠سخط١غ اْ ٠ٛصً سساٌخأْ 

Introduction 

In this rapidly evolving world of science, creativity, and 

technology, it seems like there's still a gap in the advertising 

context. A large amount of money is still being invested in 

creating advertisements, yet these ads often fail to achieve their 

goal. Many advertisements either lack meaningful content or 

convey inappropriate or non-resonant messages that don't match 

with the target audience. As a result, the ad becomes 

incomprehensible and fails to convey its message, making it 

useless. 

There are many novel advertisements, yet they often lack 

meaning. Friedmann & Zimmer (2013) explained that „Meaning 

is an outcome of perception; meaning formation is a set of steps 

within the perceptual process.‟ According to them creation of the 

meaning cannot be seen as a series model as AIDA for example, 

but rather as a descriptive frame of reference that treat the 

receiver as a subject. Williamson (1987) described meaning as a 

concept becomes interesting because it does not concentrate on 

the transaction but on what the product means to the consumer. 
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 However, the effectiveness of creative advertisements is 

not solely determined by their qualities rather, it is also 

significantly influenced by customer-related factors. These 

factors, which encompass situational context and time frame. 

This makes it crucial to study the impact of advertising 

creativity, especially its dimensions, which are divergence and 

relevance, on meaning creation. also studying the customer-

related factors and their impact on the relationship between 

advertising creativity and meaning creation. This approach will 

equip us with a formula to guarantee that the advertisement 

effectively communicates its message and resonates with the 

target audience.  

2. Literature Review:  

2.1 Advertising creativity:  

In the contemporary business market, industries of various 

fields operate in a clutter (Fulgoni et al., 2017). Thus, advertising 

is a vital tool for competition in the 21st century (Belch and 

Belch, 2018). Companies use creative and appealing 

advertisements to ensure that consumer‟s attention is captured 

and to lure consumers to patronize their brands (Wilson et al., 

2015). According to Terkan (2014), advertising plays not only an 

informative role but also a persuasive role through creative 

advertising appeals to convince consumers to make a purchase.  
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Creativity is a fundamental component of advertising. 

Marketers invest their resources, including time, money, and 

labor (Benoit and Miller 2019), to create innovative and effective 

advertisements (Baack, Wilson, and Till 2008; Smith, Chen, and 

Yang 2008; Smith et al. 2007). The concept of creativity has 

been extensively studied in the fields of organizational behavior, 

psychology, and marketing (Sasser and Koslow 2008).  

Creativity is highly acknowledged for its ability to capture 

attention and to present information in an entertaining or exciting 

way (Fulgoni et al., 2017). Prior researchers concluded that ad 

creativity is determined by divergence (the extent to which an ad 

emphasizes elements that are original, novel, different, or 

unusual) (Smith and Yang 2004; Kotler and Armstrong, 2017).   

 Creativity has been recognized as one of the most significant 

concepts in the design and development of effective advertising 

(Baack et al., 2016; Smith & Yang, 2004; Yang & Smith, 2008; 

Lehnert, Till & Ospina, 2014; West et al., 2008; Maniu & Zaharie, 

2014). Broadly speaking, advertising effectiveness measured by the 

ad ability to brand recall and its likeability (Hartnett, et al,. 2016). 

Accordingly, creative advertising enhances recall, brand/product 

attitude, and purchase intent, which are defined as ad effectiveness 

(Till & Baack, 2005).  
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2.2 Ad creativity dimensions 

In the Marketing and Advertising literature, creativity has 

been examined from multiple perspectives regarding its 

definition in the context of advertising. Most studies have been 

categorized into two distinct groups. The first perspective views 

creativity as divergence, while the second asserts that divergence 

additionally requires relevance. 

According to the reviewed literature, creative advertisements are 

characterized by their divergence, which includes originality, 

aesthetics, representation, novelty, and distinctiveness, as well as 

their relevance, which encompasses meaningfulness, usefulness, 

value, and connections to both the consumer and the 

advertisement's creator. 

2.2.1 Divergence 

Divergence in advertisements is defined as “the extent to 

which an ad contains brand or execution elements that are 

different, novel, unusual, original, unique, etc.” (Smith, 

MacKenzie, Yang, Buchholz, & Darley, 2007, p. 820). 

Historically, creativity was defined as novelty and newness in an 

ad. The creative advertisement was considered to convey the 

same message but in a different way (Dahlen, Rosengren, & 

Torn,  2008). Divergence also covers the aspects related to 

novelty; thus, it is defined as the extent to which an ad contains 

elements that are novel or unusual. Divergence is also considered 

to be the most fundamental element of creativity in advertising as 
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it contributes to the unusualness of the ads (Smith & Yang, 

2004).  

As literature takes into account the novelty, 

imaginativeness, originality, and unexpectedness as features of 

creativity (Ang & Low, 2000; 2007; Kover et al., 1995), the 

definition of divergence ultimately incorporates all these 

elements as part of the divergence (Smith et al., 2007). 

Experiential, transformational or hedonic appeals discussed in 

the context of advertising effectiveness in emerging markets 

(Chiou, 2002; Zarantonello et al., 2013) also may be covered 

under the divergence in ads. Divergence in marketing 

communication is also reported to create a differentiation for a 

brand amongst the clutter (Stuhlfaut & Windels, 2015). The 

dimensions of divergence, according to Smith et al. (2007), are 

consumers‟ judgment on fluency, flexibility, originality, 

elaboration, synthesis, and artistic values in the advertisement 

(Stuhlfaut & Windels, 2015).  

2.2.2 Relevance 

The second characteristic of creative ads prominent in the 

literature is relevance to the consumer. While divergence is 

central to any definition of creativity, the ad must also be relevant 

it must be meaningful, appropriate, and valuable to the audience. 

This can be achieved in two ways; Ad to consumer relevance and 

Brand to consumer relevance (Smith et al 2007). Relevance in 

advertisements is defined as “the extent to which the ad or brand 
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elements are meaningful, useful, or valuable to the consumer 

(Smith et al., 2007, p. 820). Relevance captures the usefulness, 

meaningfulness, and appropriateness part of the ad creativity 

(Smith et al., 2007). The ad elements like informativeness, 

informational appeal (Chiou, 2002; Zarantonello et al., 2013) 

may also be covered under the umbrella term of relevance. For an 

ad to be creative, its unexpected component must have relevance 

(Ang & Low, 2000).  

Relevance echoes “advertising value” defined by Ducoffe 

(1995, p. 1) as “subjective evaluation of the relative worth or 

utility of advertising to the consumer.” Thus, consumers‟ 

expectations from a product may be extended to their 

expectations from its advertisement (Ducoffe, 1995). Consumers 

seek advertisements that are inform them about the possible 

product alternatives (Ducoffe, 1996). Thus, consumers‟ judgment 

regarding the divergence and relevance in an ad collectively 

determines the consumer‟s perceived ad creativity.  

While conceptualizing the relevance as a dimension of ad 

creativity, we consider the “Ad to consumer relevance” and 

“brand to consumer relevance.” The ad will be relevant for the 

consumer when he/she relates to it or when the ad is targeted 

toward the appropriate customer (Smith et al., 2007; Smith & 

Yang, 2004). The brand shown in the ad will be relevant when 

the ad shows the brand to be used in a situation similar to the 

situation in which the consumer uses the brand (Mishra, Umesh, 
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& Stem, 1993) reported by (Smith et al., 2007; Smith & Yang, 

2004). In the case of the emerging economies, given the limited 

buying power of most of the consumers to attract them, 

advertisers are expected to highlight utilitarian benefits and a 

better life (Tse, Belk, & Zhou, 1989). 

2.3 Meaning creation 

Meaning creation is derived from the marketing action by 

the consumer on individual level, and is being influenced by a 

group of factors unique to an individual consumer (Finne & 

Grönroos, 2017) It is essential to acknowledge that these factors 

are structured and touch upon individual psychological, 

sociocultural and behavioral characteristics of an individual 

recipient of the marketing/business communication. Therefore, if 

these individual factors have indeed impact on the meaning 

creation process by the recipient of the message and can be 

grouped together within a structured theoretical framework it is 

logical to suggest that from a marketing perspective it might be 

possible to incorporate these factors within communication 

process and relationship building with the customer.  meaning 

creation, is unique to an individual consumer and attempts to 

answer what happens to consumer‟s vision of advertising 

(McCracken, 1986, p. 121). 

However, while this process is cognitive and unique to 

every individual, Finne and Grönroos (2009, p.180) state that 

“marketing communication should focus more on the receivers 
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and the meaning created by the receivers in the communication 

process”. This approach marks a fundamental divergence from 

the traditional viewpoint, as customers actively engage in 

understanding the firm‟s communications rather than only having 

passive involvement in the communication process. Customer‟s 

perception or assessment of the firm‟s communications facilitates 

meaning creation and leads to mutually shared benefits and the 

establishment of a long-term relationship. 

The meaning creation process is an intricate relation 

between information and knowledge, how information is the 

catalyst for knowledge, and how knowledge can effect 

information, while emotion is the flavor of information and 

knowledge, respectively (Sørensen, 2016). 

 

2.4 Customer- related factors 

From Finn &Gronroos (2009), customer related factors 

which they are internal, external, historical (experience) and 

future expectations are the first building block. They suggest that 

some or all of these factors may influence the consumer‟s 

creation of meaning out of marketing communication messages. 

Customer has access to numerous types of media and can 

communicate with many of these at the same time, selecting or 

dismissing sources, receiving and sending messages and being at 

the same time active in some media and uninvolved in others.  
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In addition, the customer is affected by a few types of social 

media and, as shown by relationship communication, by a host of 

other factors, like situational ones that are external and internal 

and temporal ones as past experience, and future relationships, this 

change in customer activities has turned out to be more articulated 

in recent years. Today, a company has to listen to customers, find 

touchpoints where they actually match with their customers and 

understand them, in this way perceiving customer contexts and 

changing messages to address customer meaning and value (Finn 

&Gronroos, 2017). However, regardless of these positive changes 

in customer activity, the media structure and marketers‟ access to 

more customer-specific data,  

the creation of new theoretical approaches, concepts and 

models of marketing communication have not been on the same 

level. 

Consumer related factors are very important to be included 

in the IMC message. In the literature, there are four categories of 

factors which are historical, external, internal and future factors. 

Padgett and Allen (1997) discussed historical factors in their 

analysis, while McCracken (1987) and Stern (1996) took into 

consideration external factors in the analysis of message, Scott 

(1994) studied the message taking into considerations the internal 

factors. However, future factors are not included explicitly in any 

research (Finn &Gronroos, 2009). While, the impact of future 

factors can be found in the relationship marketing literature 
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(Ojasalo 2001). Thus, building on concepts from both marketing 

communication and relationship marketing research, Finn 

&Gronroos (2009) created a marketing communication 

framework (relationship communication) that contains all the 

four factors mentioned above as an integration of customers‟ 

meaning creation. That model has a wider approach than the 

other models that are focusing only on the outgoing messages. 

The following table shows the different factors of 

consumer and the elements of each factor. 

Table 1. Customer related factors 

Customer Related Factors 

Dimension  Variable elements of variable 

 

Temporal 

Internal attitudes, identity, personal interests & capabilities 

External traditions, trends, economic situation, the family 

and alternative choices 

 

Situational 

Future goals, expectations, hopes & visions 

Historical personal history, memories & past experience 

Source: Finne and Gronroos (2009). 

Research Hypotheses: 

H1: Advertising Creativity has a significant impact on Meaning 

Creation. 

H2: Customer- related factors moderate the relationship between 

Advertising Creativity and Meaning Creation. 

H3: Creative advertising creates stronger meaning. 
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Figure 1. Conceptual framework 

 

Source: Developed by the authors 

3. Methods 

This research aims to test specific hypotheses and examine 

the relationship between the independent variable "Advertising 

Creativity," along with its primary dimensions "Divergence" and 

"Relevance," and the dependent variable "Meaning Creation." As 

well as to examine the moderating effect of customer-related 

factors, specifically "situational context" and "time frame," on 

the relationship between advertising creativity and meaning 

creation. The most appropriate research design for this study is 

"conclusive descriptive research."  

       Also, a quantitative study was conducted as a supplement to 

qualitative data and it‟s necessary when the aim is to generalize 

through statistical analysis (Malhotra, 2004). Furthermore, 

quantitative research gives the opportunity to answer the 

proposed hypotheses and draw clear conclusions. 
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3.1 Research population, sample size and technique 

The target population for this research is the individuals who 

watch TV. The population is indefinite, in other words, it is large 

and geographically dispersed.  since the given population size is 

greater than 500,000 individual, the optimal sample size based on 

an easy sample program is 384 individual at a 95% confidence level 

and a 5% margin of error.  

As for the sampling technique, a river sampling method 

was used in data collection as data is gathered in real-time from a 

continuous flow of information, similar to how a river flows. 

This method is often employed in streaming data environments, 

where data arrives continuously, such as social media feeds or 

real-time sensor data. This approach ensures that the sample 

reflects the dynamic nature of the data source (Bifet & Gavalda, 

2007). Online questionnaires were distributed through Google 

forms and social media platforms as “Facebook, WhatsApp, 

Twitter / X and other platforms”. 

3.3  Data Analysis 

In order to achieve the purpose of this study and to test 

hypotheses, the SPSS and SmartPLS Structural equation 

modelling (SEM) statistics package programs were used. With 

SPSS, A "descriptive statistics" analysis is going to be conducted 

to analyze the results of the preliminary test and to find out 

demographic. 
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Characteristics of the sample ("Mean" and "standard 

deviation" for the main model variables). "Cronbach's alpha" for 

testing internal consistency reliability of used multi-item 

measurement scale, as Saunders, Lewis, & Thornhill (2020) 

stated that Cronbach's alpha is the most regularly utilized method 

to "measure internal consistency", Using SmartPLS SEM, 

confirmatory factor analysis is going to be conducted to prove 

the validity of each instrument, while the structural model was 

evaluated through test of the hypotheses underlying the proposed 

research model. The causal model was investigated through a 

path analysis conducted with the SMARTPLS SEM software. 

4. Results 

Descriptive Statistics 

As to study the further impact of advertising creativity on 

meaning creation, deeper insights should be sought after the 

sample. In case certain demographic patterns emerge, this may 

show the reasoning behind the further analysis results. Therefore,  

Table 2. Frequency table for demographics for the study 
Variable Categories Frequency Percentage 

Gender 
Female 175 49.16 

Male 181 50.84 

Age 

16-21 209 58.71 

22-27 13 3.65 

28-33 16 4.49 

34-39 58 16.29 

40 and above 60 16.85 

Education 

Graduate 120 33.71 

Postgraduate 25 7.02 

Undergraduate 211 59.27 

Source: Calculations based on 356 respondents using SPSS 26 
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The results as in table 2. shows a nearly balanced gender 

distribution, with 175 females and 181 males. The age 

distribution indicates that the majority of participants are 

between 16-21 years old (58.71%), followed by those aged 34-39 

(16.29%) and 40 and above (16.85%). Only few respondents fall 

within the 22-27 (3.65%) and 28-33 (4.49%) age ranges. In terms 

of education, the majority comprises undergraduates (59.27%), 

while graduates represent 33.71%, and postgraduates make up 

only 7.02% of the sample.  

Testing two independent populations 

Table 3. Mann Whitney and two independent T test for the 

meaning creation between conventional and creative ads 

Test Mann Whitney test 2 independent T test 

Value 
Test 

statistic 
P-value 

Test 

statistic 
P-value 

Advertising Creativity 19020.0 0.067 -1.891 0.059 

Divergence 18923.5 0.070 -1.796 0.074 

Relevance 18079.0 0.079 -1.926 0.055 

Customer Related 

Factors 
18894.2 0.087 -1.840 0.063 

Meaning Creation 17645.5 0.093 -1.743 0.082 

Source: Calculations based on 356 respondents using SmartPLS3 

Table 3. shows the results of the Mann-Whitney test and 

two independent T-tests show statistically significant differences 

in various factors between respondents exposed to conventional 

and creative advertisements. For advertising creativity, p-values 
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were lower than 0.1 for both tests. This indicates that there is 

significant difference between the two groups. Similarly, for 

divergence and relevance are consistent, with p-values lower than 

0.1, thus, confirming the significant differences between the 

groups. Likewise, for customer-related factors, both tests show 

significant difference between the two types of ads since p-value 

is lower than 0.1. However, for meaning creation, the results 

show that the Mann-Whitney test has p-value of 0.093 and the T-

test has p-value of 0.082. They both approach significance, 

indicating a potential difference in meaning creation between 

those who viewed conventional versus creative ads, since the p-

value is less than 0.1. At 90% confidence level, there is a 

significant difference in meaning creation such that conventional 

advertisement is relatively lower in meaning creation compared 

to creative advertisement. These findings suggest that there are 

clear differences in customer-related factors, meaning creation, 

advertising creativity, divergence, relevance between the 

conventional and creative advertisement.  

Confirmatory Factor analysis 



 
 

Examining the effect of Customer-Related Factors on the Relationship Between … 
  Mennatullah Mohamed Elokka 

 

 0202أكتوبر  -المجلد الخامس عشر                                                                 العدد الرابع 
0000 

 

Table 4. Reliability and Validity analysis measures of the 

variables 

Variables Items Loadings 
Outer 

VIF 

Cronbac

h Alpha 

Composite 

Reliability 

Average Variance 

extracted 

Customer 

Related 

Factors 

CR1 0.68 1.624 

0.877 0.901 0.504 

CR10 0.768 2.423 

CR11 0.649 2.099 

CR2 0.666 1.833 

CR3 0.719 1.978 

CR5 0.72 2.151 

CR6 0.757 2.498 

CR7 0.735 2.113 

CR9 0.689 2.047 

Advertising 

Creativity 

D1 0.772 2.706 

0.924 0.936 0.57 

D3 0.79 3.044 

D4 0.699 2.24 

D5 0.718 2.065 

D6 0.652 1.918 

D7 0.824 3.434 

R1 0.772 3.977 

R2 0.709 3.513 

R3 0.782 1.934 

R4 0.809 3.322 

R5 0.76 2.452 

Meaning 

Creation 

MC10 0.764 3.009 

0.933 0.942 0.539 

MC11 0.689 1.932 

MC12 0.581 3.362 

MC13 0.752 4.14 

MC14 0.783 2.645 

MC15 0.748 3.93 

MC16 0.684 2.853 
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MC17 0.744 2.849 

MC18 0.823 3.368 

MC3 0.672 2.449 

MC5 0.813 2.286 

MC6 0.761 2.681 

MC8 0.75 4.585 

MC9 0.671 3.542 

Source: Calculations based on 356 respondents using SmartPLS3 

Observing the reliability of the dimensions from Table 4.  

it was found that all Cronbach alpha measures were greater than 

0.7. This implies internal consistency. On the other hand, all 

dimensions had composite reliability greater than 0.7 and average 

variance extracted greater than 0.5. This shows that all 

dimensions are valid. Since VIFs are less than 5 this shows how 

multicollinearity is not an issue in the model. The loadings of the 

statements are all higher than 0.6, thus, the statements are 

considerably important. Some statements were eliminated due to 

affecting reliability of the construct. 

Table 5. Heterotrait-Monotrait Discriminant Validity analysis 

 
Advertising Creativity 

Customer Related 

Factors 
Meaning Creation 

Advertising Creativity   
 

Customer Related Factors 0.617 
  

Meaning Creation 0.828 0.712 
 

Source: Calculations based on 356 respondents using SmartPLS3 

As shown in table 5. The Heterotrait-Monotrait Ratio 

(HTMT) is a measure of similarity between latent variables. It is 
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used to assess discriminant validity in structural equation 

modelling. Some researchers recommend using a more 

conservative threshold of 0.90. If the HTMT value is below 0.90, 

discriminant validity has been established between two 

reflectively measured constructs. Observing the above values in 

table 14, it is shown that discriminant validity exists between 

variables in the study. 

Structural Equation Model 

 

Figure 2. Structural Equation Model for first level analysis 

Source: Calculations based on 356 respondents using SmartPLS3 

As the structural equation model was built, the 

relationships between meaning creation and the advertising 

creativity and customer related factors. It was observed from the 

figure how much variation is explained by model and the 
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loadings of each statement accompanied with the effect of each 

independent variable on the dependent variable. The moderation 

results are also investigated. 

Table 6. Path coefficients of the structural equation model for 

first level analysis 

 

Original 

Sample 

Standard 

Deviation 

T 

Statistics 
P Values 

Advertising Creativity -> Meaning Creation 0.621 0.032 19.385 0 

Customer Related Factors -> Meaning Creation 0.304 0.035 8.809 0 

Moderating Effect 1 -> Meaning Creation 0.018 0.016 1.085 0.278 

Source: Calculations based on 356 respondents using SmartPLS3 

As shown in table 6. At 99% confidence level, advertising 

creativity and customer related factors have positive significant 

impact on meaning creation. Although, the results show that 

advertising creativity have a significantly higher effect on the 

meaning creation in the minds of the respondents more than the 

customer related factors. However, there was no enough evidence 

that customer related factors play a significant role in the 

relationship between advertising creativity and meaning creation 

at 0.05 level of significance.  
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Table 7. Model evaluation metrics of the structural equation 

model for first level analysis 

 

R 

Square 

R Square 

Adjusted 
SSO SSE Q² SRMR NFI 

Meaning Creation 0.691 0.689 4984 3189.248 0.36 0.1 0.694 

Source: Calculations based on 356 respondents using SmartPLS3 

Table 7. shows that the model explains about 69.1% of the 

variance in the meaning creation. The SRMR value suggests an 

acceptable model fit, although it is slightly above the ideal 

threshold it is still equal to 0.1. The NFI value indicates that the 

model fit the data particularly well, however, it still suggests 

room for improvement. The Q² value is greater than 0 

demonstrating that the model has predictive relevance. The NFI 

shows a level of 69.4% which is an acceptable value showing 

how the model is a good fit for the data. 

Multi Group Analysis 

As different advertisement types might have different 

effect of advertising creativity and meaning creation, multi-group 

analysis may show these significant differences. Since, there was 

no proof that the normality assumption is satisfied, the non-

parametric Welch-Statterthwait test can be used. 
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Table 8. Welch-Statterthwait test for first level analysis to compare 

between those watched conventional and those watched creative 

advertisements 

 
Path Coeff-diff T Value P Value 

Advertising Creativity -> Meaning Creation -0.202 1.957 0.026 

Customer Related Factors -> Meaning Creation -0.129 1.912 0.057 

Moderating Effect 1 -> Meaning Creation 0.009 0.288 0.774 

Source: Calculations based on 356 respondents using SmartPLS3 

Observing results from table 8.  there was a significant 

difference between conventional and creative ads in terms of 

effects of customer related factors on meaning creation at 90% 

confidence level. At 0.1 level of significance, there is a 

significant difference between those types of ads in terms of 

advertising creativity on meaning creation. However, there is no 

enough evidence that there is a significant difference between 

advertisements types regarding moderating effect of the customer 

related factors on relationship between advertising creativity and 

meaning creation. 

Table 9. Bootstrapping results for first level analysis to compare 

between those watched conventional and those watched creative 

advertisements 

 
Β (1) Β (2) 

St. 

Dev.  

(1) 

St. 

Dev. 

(2) 

T 

value 

(1) 

T 

value 

(2) 

P 

value 

(1) 

P 

value 

(2) 

Advertising Creativity -> Meaning Creation 0.567 0.769 0.048 0.045 11.879 17.089 0 0 

Customer Related Factors -> Meaning 

Creation 
0.245 0.374 0.046 0.05 5.3 7.529 0 0 

Moderating Effect 1 -> Meaning Creation 0.023 0.014 0.024 0.021 0.96 0.65 0.338 0.516 

Source: Calculations based on 356 respondents using SmartPLS3 
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As shown in table 9. For conventional ads, the advertising 

creativity has a strong positive impact on meaning creation at 

99% confidence level. For creative ads, there is a stronger 

positive effect on meaning creation. This would suggest there is a 

significant difference between the advertisements regarding the 

effect of the advertising creativity on meaning creation. At 99% 

confidence level, customer related factors have positive 

significant impact on meaning creation for conventional 

advertisements. Regarding creative ads, the customer related 

factors had positive significant impact on meaning creation at 

99% confidence level. It is noticeable that, creative 

advertisements had significantly higher effect of customer related 

factors on meaning creation compared to conventional 

advertisements. At 0.1 level of significance, there was no 

significant moderating effect of customer related factors on the 

relationship between advertising creativity and meaning creation. 

4.1 Discussion 

The current study significantly supports the notion that 

advertising creativity creates meanings and builds on previous 

research. Advertising requires creativity, as discussed in the 

literature (Benoit & Miller, 2019; Baack et al., 2008). Our 

findings support the premise that advertising creativity positively 

impacts meaning creation (β=0.621**).  

Our study defines creativity as meaning production, which 

has been understudied. This relationship allows creativity to be 
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interpreted beyond consumer attitude shifts to include ad 

meaning construction.  

The operationalization of advertising creativity adopted in this 

study, covering both divergence and relevance, aligns with the 

definition provided by Smith and Yang (2004) and further 

elaborated by Smith et al. (2007).  

Our model demonstrates that advertising creativity impacts 

meaning creation, suggesting that in order for the ad to be creative 

it should contain both divergence and relevance elements  

Overall, our findings indicate that the ads within the middle zone of 

the novelty and consumer relevance are most helpful in enabling 

meaning creation. the findings of our study showing the highest and 

a significantly positive influence of customer-related factors on 

meaning creation (β= 0.304, p<0.01) can be linked with the 

suggested by Finne and Grönroos (2017) theoretical concept. The 

finding empirically supports the claim that factors such as personal 

history, future expectations, and situational context affect how 

consumers create meaning from marketing communications. It adds 

value to this existing line of research by  quantifying the 

relationship between these two variables and identifying it as a 

significant element beside advertising creativity.  

As previously discussed, meaning creation depends on a 

combination of message characteristics, advertising creativity 

dimensions, and customer-related factors. The findings of this 

study mean that advertising creativity has a positive and 
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significant impact on meaning creation, but the effect of 

customer-related factors as a moderator is not there, which 

surprised us, given what the literature suggests. This affirmative 

result benefits the area as it brings challenging beliefs about how 

these factors intertact. This is a finding of interest as it implies 

that it may be valuable to look at creativity and customer-related 

factors as two sets of factors more independent in meaning 

creation than in previous research has suggested. Moreover, the 

new direction connected with the multi-group analysis of 

conventional and creative advertisements is very useful.  

The greater impact of both advertising creativity and 

customer-related factors in the creation of the ad meaning for 

creative ads than for conventional ads is another new 

contribution to knowledge that explains how consumers further 

process different forms of ads. This contributes to the literature 

by demonstrating that the effectiveness of creative advertising is 

not just a matter of degree, but potentially involves qualitatively 

different cognitive processes. Our study makes several important 

contributions to the field. Theoretically, it provides empirical 

support for the relationship between advertising creativity, 

customer-related factors, and meaning creation, integrating 

concepts from advertising research and relationship marketing. 

This integrative approach provides one that conceptualizes 

meaning construction in ads more broadly than the existing 

advertising effectiveness framework. 
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In an applied sense, our results confirmed the relevance of 

creativity in advertising especially for meaning making. The 

stronger effects obtained for creative ads indicate that a spending 

on creativity may confer tremendous gains in terms of how the 

consumers interact and make sense over ads. Also, an 

appreciation of customer-related factors should compel 

advertisers to discern the personal circumstances and 

backgrounds of the audience. Thus, although our study builds on 

and is generally consistent with much of the current literature on 

creativity of advertisements and its impact on consumers, the 

current work contributes to the development of this field by 

connecting these constructs with a process of meaning making. 

The unexpected findings regarding the lack of moderation and 

the differences between conventional and creative ads open new 

avenues for future research, challenging researchers to refine our 

understanding of how consumers interact with and derive 

meaning from advertisements in different contexts. 

5. Conclusion 

This study aimed to investigate the relationships between 

advertising creativity, customer-related factors, and meaning 

creation in the context of advertising effectiveness. The findings 

provide valuable insights into the complex process of how 

consumers derive meaning from advertisements and the factors 

that influence this process. 
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Our results demonstrate that both advertising creativity and 

customer-related factors play significant roles in the meaning 

creation process. Advertising creativity emerged as the stronger 

predictor of meaning creation, highlighting its crucial role in 

effective advertising. Customer-related factors, while less 

impactful than creativity, still showed a significant positive 

influence on meaning creation. Interestingly, contrary to our 

initial hypotheses, customer-related factors did not moderate the 

relationship between advertising creativity and meaning creation. 

Furthermore, our multi-group analysis revealed that creative 

advertisements have a stronger impact on meaning creation 

compared to conventional advertisements, both in terms of 

advertising creativity and customer-related factors. 

This study makes several important contributions to the 

academic literature on advertising and consumer behavior. 

Firstly, it provides empirical evidence linking advertising 

creativity directly to meaning creation, extending our 

understanding beyond traditional measures of advertising 

effectiveness. This connection bridges the gap between creativity 

research and meaning-making theories in consumer behavior. 

Secondly, our research integrates concepts from advertising 

creativity literature with the relationship communication 

framework proposed by Finne and Grönroos (2017). This 

integration offers a more holistic view of how advertisements are 
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processed and interpreted by consumers, considering both 

message characteristics and customer relater factors. 

Thirdly, the unexpected finding regarding the lack of 

moderation by customer-related factors challenges existing 

assumptions in the field. It suggests that the influence of 

creativity and customer-related factors on meaning creation may 

be more independent than previously thought, opening new 

avenues for theoretical development. Lastly, our multi-group 

analysis comparing creative and conventional advertisements 

contributes to the ongoing debate about the effectiveness of 

creative advertising. The stronger effects observed for creative 

ads provide empirical support for the value of creativity in 

advertising, while also suggesting that creative ads may engage 

different cognitive processes compared to conventional ads. 

From a practical standpoint, this study offers several 

valuable insights for marketers and advertisers. The strong 

influence of advertising creativity on meaning creation 

underscores the importance of investing in creative advertising 

strategies. Marketers should prioritize the development of 

advertisements that are not only novel and attention-grabbing but 

also relevant and meaningful to their target audience. 

The significant impact of customer-related factors highlights the 

need for a deep understanding of the target audience. Advertisers 

should consider the historical, future, internal, and external 

factors that influence their customers' perceptions and meaning-
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making processes. This may involve more comprehensive market 

research and customer profiling to create advertisements that 

resonate with the audience's personal contexts and experiences. 

The stronger effects observed for creative advertisements 

suggest that the benefits of creativity extend beyond mere 

attention-grabbing. Creative ads appear to facilitate deeper 

engagement and meaning creation, potentially leading to more 

effective communication of brand messages and values. This 

finding provides a strong argument for allocating resources to 

creative development in advertising campaigns. 

While this study provides valuable insights, it also has limitations 

that point to directions for future research. However, due to the 

cross-sectional data that we have used, causal conclusions cannot 

be drawn. It would also be possible to conduct longitudinal 

studies to get more dynamic pictures of how meaning creation 

takes place through time when people encounter advertisements 

more than once. 

The absence of moderation by customer-related factors as 

observed is discussed below as very surprising. Further research 

could consider conditions under which the current relationships 

are no longer applicable or other models that might offer a more 

accurate account for the relationships between advert creativity 

and customer factors or meaning creation. 

Finally, our study was based on generic measures of ad 

creativity and customer factors. Further research might examine 
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Creativity within the given framework in terms of some of its 

dimensions (such as originality, flexibility or elaboration) or 

some of the Customer Related Factors (such as past experience 

or future expectations) for a more detailed insight into how they 

influence meaning creation. In sum, this research contributes 

knowledge about multiple mediated interactions between 

creativity of advertisements, the customer factors, and meaning 

creation. In so doing, it fills a theoretical and practical gap in the 

advertising and consumer behavior literature in synthesizing the 

existing ideas to allow for the crafting of better ads with growth 

in media technologies. 
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