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1, M2

F10] A= &AL g dish o5
71&ole IgRE ARRECL & 4 Qe Baa
I} 3-8 ks YAAL R (remote control
model)of] &J5HH, Faranrt Uehtr] flsiAl=
WA A|REo] Fate] 2015 71&olof sh, £
o] ZIA FEAE =S dfof FthRossister,
2008). 19| Fart ARAER stolg =5
B 517] Sl Faa=e] dAde] w4l
718h =g olojof FeH(QR2m]- o, 2011),
o] t}E W& "ol WshH Ao)ido] glojof
gk ooy, ARjFloz g gasiait A
AR FatolA] Aol (creativity) WS- %
faiths Ae 23 H7HZinkhan, 1993)
2 ‘Ae]ofole| B} glol= Fart 24 4= ¢

of 17 Wk Aol @ 7Zu|(Ogilvy, 1983)= ‘=2

s =
Zlofole| 27} gl s 2t Wl Hle £
S 913 22 o] thy A0} Aok A A
=2 oA Folde g gre Aol
ok o et oA HolAe Faue] 2

2000), ZA]AE|(Rossister, 2008)= Fi1a 3}
7 el Slshae e aliagel wl
Qofujof sk e, A7) ofolxl
1oy el ATES P RO WA A

AS(13, 2006c; AH3-gt
&, 2006; 7*83]- M, 2008), FFo|#IQl of
oft]o] 3} Wl ¥t A 3], 2002b;
Hirschman, 1989; Kover, 1995; West, 1999),
Aol o] Ejel T AT(RLE Y
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E- 9, 2004; Ang, & Low, 2000; Kover,
Goldberg, & James, 1995; Till, & Baack, 2005)
Soll 2Fo] BHEolA Queth 1| o] =gt A1)
A5 B, FarolA e AoldS vl Ak
02 o]Rojx|i= Zlo] ofe} that 2= o) F
oA U5 & o ITHAAEE, 20005 735
A¥Z 2006; Marra, 1990; Haberland, & Dacin,
1992), 8] Felgo] el Tz ololR

= o B oS B ui= oA

(o] d9, 1999), B Uoprl Akl 2R o] F

oA Hel W7lael & ol Ao] o Fasii
815 Q7 Tholof sl Sof that A %
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%, B e B el wet Bt g

A 5= 7] w2o] Agshe B7peES e
= A A7 23818 oS Wéfske 8.910]
I Qlek, o] whie] Fagut FaL ARARE
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AJ0] ] =tHEpstein, Lipson, Holstein, & Huh,
1992), € Uol7} 37 Fe]4el et Kol
AT Weke 7o) Sl ohet A
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Algt 4 gich, et ek B Rl S Al
U 2ol ol ZipH 0w Blet 4 ol ol

o] wjolthZ¥ 3], 2006a), dFA|GF oK 7}A]
g B ARRS 0] Far Aol AL Ak
o2 BN 5 gl TS AAY 71 58
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B s S e A ) Rt Sy BB Ry B PA RS I SR
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b i B4
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2, olzx Hi7 Y ATEH

1) LD KoIM IO BB O]

(Sternberg, & Lubart, 1991, 1995, 1996; ¢+
u]-oH ¢, 2011 A1), FaloAE Ao
o> SHH QI A o 7 AREE|TL Q) O LK White,
1972), LHk Aold Ad e HasHAl thEntal
3 5 QIR 20020), B SHEES B
Aol jell o @) BRAS ZHslEAl
= H7ho] 71429 G AHek ek Blasko,
& Mokwa, 1986; Klebba, & Tierney, 1995;
Walston, 1990; Callahan, 1991), 142 il
Foldo] F7HE ARSAA 4 fle A 9
ofl 3t Bk ofuje} Ajele] o)Lt <) it
2l M Asirh B2 thzolthZ 3], 2002a).
ot TA ol Etotal W SHRket AFAlE
<= 3L A B IRt g s A

ol Sieha- -0, 201, 1 A
A} ol B BeE TARRE AIEE
Sl ol Hoge THSE 205e v
ey Wizl =) tol,

WA o2 (Marra, 1990)= #9419l 317} A
P 58 22 0 47| I

Z- 8- (adaptability), F<Ad(durability), =2
(newness), ?_]'"E!/\gl(oneness), B A (relevance),
71214 (memorability), <Al (simplicity) 52
|0 AekaL e Tesls sl

o} ob#((Haberland, & Dacin, 1992)2 53]
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(originality), 2]"]*d(meaningfulness), 7}ZA
(reformulation), ¥4=*J(condensation) %5 47}
A 2ol 1671 a2 Fal o] B7F Aew
AAg e B (Feltham, 1994)2 Jtf <=AFS}H
AEof vlEE & AEGEZEE2(PDI: Persuasive
Discourse Inventory) &2 o|E(ethos), 21!
~(logos), TE(pathos)2] 37l 821 177l 3=
of s o)y BAAHES AN A
[ 0|ZS- 2014), AH|A-A-9K(Smith, Chen,
Yang, 2008)-2 a1 #FoJAJ-S- kA (divergence)
T} HAA(relevance) AFPO R LA SXRAJS T
Al B3] (originality), 504 (flexibility), dnl
X(elaboration), £ (synthesis), &3] 714]
(artistic value) =, FHA]S Fa1el Anjrjele]
P W Bgeol Auiele] BRIYOE Lieolt

SHH, el A= 2000 0] Far el
B7HE 71 AA] R S f1Rt A7t 11

o] g} 9R(2000)= EEFL AMKSH o
=3 7o S ,

A, snixpe] FaA 52 B Ao 74 8l
o= st gk, e el A
X B1EE AW SRHolm AA KR el
sfo] AAaE AL 718](20060)9] HpAFSHEYe
Holeka & 4= 9l Zlolch. W 820060
“19) upAaLg] = Rel A HaE, Fusl Al
A e Aoz B el BrhE gie 4

O

=2 g, SHACERol/ 8ol
g oleh/ BEstch, AR wl%rm
ST/ AU T R AT A 2 RSl

I R
2 27k i, BAYGAH HR7} Gl



1 Yoty AIRel diy SR &4

AZ2] seo] ok AlEe] 442 LSIth 5 4 T Foll &b, AA| Farefa oA el
N 88l 157 5 AAR. At o) 2lo|A] ok2- A2 BEsHA FEsh |17t
A2 AFdol| A= Far Zeld 17 7S Al offth. ti5o| Fal oS AAIAE B
AIRE Z1o] Qlet, FaLsAl FWFH|F(Young & SHA stefEl= 7ol ofw, A A=A
Rubicam) & TeAfsimplicity), Abicredibility),  SAIEAE oo} Aslo] ofehgol Slek. o 1}
Exw(Ol“lglnahty), A/ (relevance), 7H70] op7t Fal Ae)de Hrkske= L AA7E oln]
empathy) 5 57K 122 W GO BAY] BOIE Aekski HAlo] SElch F4 A
Fo 2 4kl Qlon(Norins, 1990), T TR a1 71=)aL QQek(o] A4, 1996). wheka] Far Aol
S|AF Yty R|Y =RY(DDB Needham)-&- ROI & 3% of et A=Al BrPlEs AERit= Aol
A (relevance), =34 (originality), F443 e fA)7F G E], 2002b).
(impact)2 F11 Zold Hrp|Eo & AAskaL
Qltt, 7halgtolg wWHHEE(Bernbach)+= =44 2) AHPSt 1 XtolM 17t
(inventiveness), "&lXJ(attractiveness), H&|3+
(cleverness)2(Higgins, 1965), 22%(Osborn, A F7A] ol ZojAof et A4S B, o
1958)} 1] A(Norins, 1990)%= 1] ofolclojrt o] o T4 Aolo|ut BKRES st
Q) FRTAVE Pk AEBO] ol 9l ol WET] $h2 % Hhacle] Faw}
Lot ANSH Ret AES Aot Mol BIAE Ao B AT A2 ojRojx|x]
Al=Vdol =7 ke A Ao BrbIees Al QT AR FaLEE ofu e} B JRofollA] A
AYeH R - 2 - o], 2014), e Ao r FrIgths AL v gty
oJA Y SHA| B2 A ZplollAf FaL Ao ZQlole}, st Arold Apal o kst
= Bk AxE EsAY 7 vEee o gl A 990l &3] wieolt, 19
o] A& o] gy, ShA|UE AojAfo] tixl= 7] ol FaL Aol Fag Far ARk}

ARt 22 FA(EE) WpE
Marr(1990) MM (adaptabiity), S(durabilty), AHE%(nevmes;?, =M (oneness),
AN (relevance), 7 124 memorability), haA(simplicity)
Haberland & Dacin SR originality), 2J0 A (meaningfulness), 7HEAd(reformulation),
(1992) Q=4 (condensation)
DDB Needham 2HMrdlevance), =2 (originality), £23impact)

CheMsmplicity), A28 (crediblity), S2H(originglity), 22A(relevance),

Young & Rubicam 250 2 empaihy)

UzoleL STR000) | SE R TRy PRI
SEP(2000) =S5t Molet izl gofet
A S(2000) S&N S TRKY FTo| ezt MU ABIKlel T2
" MRIPSS AN HRAp} Helet
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x0,
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17| wlZo|tHEpstein et al., 1992). o]2|3t W]
2ol 711 3](2006b) = Fa ZojAlS ek

e P Ao o] &

o= WY 4
Q3}char st Proudlove, 1998).

A7) g Ao)do] Tigk 7= TR
7i4e] oIt 2ol ofEste] ofe] ek 5
Alof| Tk(simultaneous decision—making) 3=
WS o]83)) YIthDyer, & Forman, 1991), 71
2 oleiat B7R= Wb M4, A, 71
Wz ely} tiete] 2 53]:4.‘ ZA E A
FEsIo] o] oLk, et B A A
Qboll o2 Hieke SAlell 7193t H7Ishe Hle
A7} Qltk(Miller, 1956). AHP:= HlZ o]zt
FAIS Fatdoln el on At 5 YES
okl 7]eleh, vl WAL} ste] Al
(Saaty, 1980) WZ=of 2J3]] 7dtE] AHP= ARE
o] ofgl eltagolt HERS T A9 B/} Tl
o TSl WA AZ TS AR, Aid F0
= Z?ﬂo]—ll] =g|z] A3k SR Zo] gAE
{ﬁ‘rL 7%1] 2Rksto] AAlE B7F irEeltt
(A Y- 7 Alof- 2L 2013), AHP7} 7129] W
HeEs iPtéﬁPﬂt e o] F7hdidES

e

rr r_\; o o{ﬂ

(pairwise comparison)S E3d}o] Atf&d Q%
O} 944918 sfefsichzt] 9ltkSanty, 1990),

ARPE QMo Tlgu 2 BABS
AAA ek, WA AR S ARt B7Re o]
o), oA el F7F a2 Tidshe A
oft}, H7ka A SH S YWk o HeRIAEY
(brainstorming) W& #A o]Fojit}, He
AsEre Hole) BES Helal sf Bl
B F0 QS 23] 919} vl Sl
He2= e A MRS GASH: FAgolth
(-9 o, 2019), AHPEAIA 3
048 BYT e 2 24F0) 45 B

|7

(independence)©
o A Aolol Sl vgo] A2 @
o] glojof FhrH o] - a-w1A], 1994), H7}
847F SFRIEH 1 UES B AES 2SS
E(ultimate goal), B7}7]|Z(criteria), O]-—H-lﬂ
7V7|&(sub—criteria) 502 o] A= F
22 Sslof Fe, oln) Azl Reas Bt
f450] ¢ FA|skEojof gt ERE §F A5
B7kaglSe] Ui o H AH|iE 5177} of
A BR 7Rt 7t Y AS Wl B7PIE
& NS EA Y= Aol Fth(Saaty, 1990).
A7 e W ok SAE 4 AIS
off 245 5k 8IS AT H]JJ-OP‘ “WH]"’
FEe T Hok of7]A Ae]a
Ee A A A71E e 31% &
=g oujsh=d], AHEl(Saaty, 1990)= AtH]
A HEe] WIS 1-97b4) B A WYL 9]
o Hwe] A UL ofeh G 2 2.
AR} 00 335 5
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A(Trade off) S 23k 2x A Lo}l 7
W) A slol Set 2 ke Wle) 58
Al ZBIH R, 2005). H7FALo]
b B S g Al
7+ vjasyH o] U HZ(consistency test)S

o
AR G A dilAeR AW viE

o o T
=?l_’.‘
Z"i:
=
Bl

L
filo

(CR: consistency ration)< AMESH=T], o]= o
A X|4=(CIL: consistency index)E H-52H]
Z)4xRI: random index)Z Uss Froltt 44
HE{(CR)410] 0.1 ooz U 3% SHAES A
oelitr} el e 2L Qo] ALzl
thl & 4= itk g A5 Fol Sl =2
2 o] qlrk Tl 7]51E 1 (geometric
mean method)< 0|85t -FHA= <8l Al
£ ol B8 B F 2 4 k)
7S oM EltK(Saaty, & Vargas, 2001),

L 91 Ao} o W AR 4 o
the e Z=rth(Davies, 1994). dybz o=
B Al o] of e #opol| gk 3
72 S B 49 eela wehmat o A,
A7 2Eal A7 = FHsHAl e A 5

(0]

[e:

fr

X

(H 2y AHP 2Mo| X LIiZ

1 Yoty AIRel diy SR &4

(Couger, et al., 1993)-& a1 AFoJA)S Hrsh
L gl 2

z3|
5 o =
Hr} 252 3

3) AF=2H

QrollA] A A A e Whale
w5 sl ofs) AXIEle] kKl g
2006; 932, 2000; A4l S 2002; Marra,
1990; Haberland, & Dacin, 1992), &= o5 ¢
T Foll= o)y Wt A AN A9 o)
B, Hme] 4riH FREE ANG A% 9k
g 3]-2dE(2006) 9] A Aol Aol o
3 QIR R 5 B9 7 291
2(;]‘

A= g 9 2 8

1 20| £23 o) @40t &£ Zo| EQsitin HHls=s 32

3 Rt B8 Ol 5 R40| ZREVtCI2 QAR O =CiT HHms Z2

5 ) s Ol= 3t 240] ZREI} T2 R4RCH 48t xloP} AR HHe= 22

7 dgs| a8 Ol §t @47} CI2 ARt SHSH| ZR5iCn HHE: 22

9 oz S98 Ol= B R4} LIE RALCt Moz Seoitiu HHs= 32
2468 et ol B7RE= et Z90l A8
f1o] A 2t 249t L2 Q4R E28t F?, SXl0] SREE Al SR HWSIH 1 99| g2 1Y

Xt Saaty & Vargas(2001).
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29l OfE| Leht=rl?

S| 1 Loz ZSIAE
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Qo] i ERE 3 PARRRIE Ofwet X0 US7F?

3. Ay

1) el A%

Az R AP Rsslg 1 4gsh)
SHFEIT R, 2010, SRR BR A4
7} Aol At RS Ao n A
oA gk AMES (purposive & judgmental
sampling) ¥} -3HAREL] 5 WO HA] 350 o
£ W= 298 ME (snowball sampling)
b8 SReaICWimmer, & Dominick, 1994).
SHAEY 54e HulHd, WA P
785 A 3778(74.0%), 1A} 13%(26.0%) 21U
oF APz HH, 50t o} 3%(1.67%), 40

o

o5

o] A= FaF, PP A YUEE e R off 20%(40.0%), 30t 19%H(38.0%), 20tf 8%
AR SYStTh. BUF 50, BABAF50E (16,07 o= UERdr] BTl A 20
T EE 1008 OR AHP HEZAE A4 d o4 58(10,0%), 204 I 104 o)A 297
SloiTt, LREAQl AEAre] 7 w4 AT 4l (58.0%), 109 m|TF 16H(32.0%) 522 YEF
2 9 Fod SHE Qe I A7 ole] & o}, FargjAake] 9= JAF 277H(54.0%), ARk
S da s sk AHPEAS -SHAe] i 2374(46.0%) 019011, AH2> 50t o] 17
T =eld ddo] AAEE B Eol A7ls (2.0%), 407 1478(28.0%), 304 23'8(46.0%),
EAI7F EA] Gh=tho] A, 2007), el AHP= 20tf 12'4(24.0%) solct. Fayd oJF 49
3 o) AR AR ok B S B 2 209 o4 2W(4.0%), 209 WIR 104 o4}
S 4= Qs JRdEGl oY 2ol vl 3 254(40.0%), 10\d 1|9t 23 (46.0%) 2= 1
(2 3) SEXRI EY

(2%
T 2 gnx Z3|AL
SeRt AM=100) 50 50
=N 37 (740) 27 (54.0)
P!
< of A 13 (260) 23 (46.0)
20ch 8 (16.0) 12 (24.0)
30cH 19 (380) 23 (460)
il
40cH 20 (40.0) 14 (280)
50CH O 3(1.67) 1(20)
104 opt 16 (32.0) 23 (46.0)
4 105194 29 (580) 25 (40.0)
20 ol 5 (10.0) 2 (40
7f2fo |E - 17 (34.0)
ESpS cixjo | - 25 (400)
PD - 8 (16.0)
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EhdL, A5 shuletolEl7} 178 (34.0%), IR}
oy 25%(40.0%), PD 8%§(16.0%) 5|t}

= 5
¥ ol8e) Al HES A ok 1)
(2006¢)7} 7t A=E ARRH olf= 4714 &
Q1 1570 o] Ao} ZA| weke] 77.03%= A
w3, A4 AZ|%E(Cronbach’s @)% 911620 %
o9 = A UeR7] dizolch E3E o] HmES
e B, 7191 B, 39 B, |5 B
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N e
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1 Yoty AIRel diy SR &4

0
0

Qs T Sk wheoll & ¢ltofAl il
2 Agsls et gk wey] gl

ARPEAE Qa4 BrkgSo] 2254 7
S5} 190L sfof Shd], B QT 783
(2006¢) 7} 7HeRt A= 5 4714] 891 13} 7}
71#(criteria) &2 3}al 157l =S 22} 1Y)
H7}71&(sub—criteria) 2 T}, 12} B &S
AL 1A R4S SR, A, WRA,
WY Solth, AL Turel ‘HAHA,
Aol SES 5 47 Yoz T4

of QL A AT} AlFo] ol A

(e 5 ’ ’
oF, ‘W8S S Ut 5 47 o), A
32 AR ARIE QI AIE FFo] ey,

YL o], 2014). o] FFEES AST
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e

785 olct

se8jct
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3) MEX| A gl YN 7

-
1o
e
Mo
>
rlr
11
z
2
Zi
m
Jhu

H] S

A r’-ﬂoﬂ/‘i Al get, 225 vz

SO ANES 7|5} dH(geometric mean) S
o] g3 TAFSH F AHP A& L2129 expert
choice 11:% ©]-§3al A3},

1) (ALEH| 1

y B2
AT FRE 24

2 A (Al DollA

Aoy Hteolo)

L 3y 3ol 1

N LI (e} o O

B2 90 SHES W 2, 4,5, 8 5 2 7h 809 AU Fa% L 491} ol
& o) FUAER Bad A9 AGHER P Uepirle dohumg gk o2 98 Ba
o} oloh e wWlo® BTt WEA, BAA & -Su 50 U Buslt SuRt 50 5 R
I A, AR BaEA, AT B 10099 SHAE vsEEe R Bgstel
HEAT BEA 270 A nmstelch SR BAEkch SRS Seduh dekiel 9l
gz Eoleh w0 Au|IE 3 Hldl XS ohuy] 9Ja) WA Arjuli gEEE
7V, S 51 B NS b e W UT USS AAIREL L 23 1 A Eo
o Baslm, ofo] HFH, WRA, WY Sk A CRO] 0.1 oAkl S} 8, 274 Aty
NFEEE sYe S B8l 45 "ot R =34 F=olA 67, A/ollA 57, ¥
(& 4) Mrh Hlw Al M= of

W= 9| 8| 7| 6| 5| 4| 3| 2 2| 3| 4| 5| 6| 7| 8] 9 Ttsls

=44 Xy

=2 Haa

=504 By

3 g=d

SR 2d

o=y ety
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[ R=Xe]
=21

=/0A 1278, BRAgolA 9 i To=, o
-5 dee FAs | 37 ‘IHTOH 71513
Wi o A AFT

NS A EE, 13 AE7E] e 53
73(0.537) 2] 4] S2%=7t 78 A et S
o, olo] AgHA(0.226), HEAI(0.132), WA
(0.105)9] =o.& UEsiTh, 22} A7)l
399 739 "HESIF(0.359) 9] A Fa w7}

7 =8 Ao g eRFon ojo] ‘T=Hkel(0,254),

Aot (0.200), HAIZRT(0.186)9] =0&
Urepdth, A9 9= w3l AlEo] of&e
+£(0.301), & TR='(0.263), WEEAER-(0,247),
AERE(0,189) o0& A T =2 Al
2 Uit gaAde A9 olals] 48
(0.495), ‘7rA2F(0.276), ‘B85 (0.144), ‘W&

1 Yoty AIRel diy SR &4

e glon L}E}%} Peo] A9 AE S
o] QIeF(0.448), “TAZIQ AR} SIeF(0.355),
AL B % Q¥ (0,197)9] 0= Al %

LE7F 2 202 YER

1X} A7 | 23} o3} ey |28 Tala] 8t B35t
Z9wE B "E=ESIF(0,193), “5=HE(0,136),
73 &o|et (0.107), "EAIHI(0.100), "FEHAT} A
Fo] o}2e=(0,068), ‘olalElr] $1e-(0,065),
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Thi S manuscript examined relative importance of ad creativity evaluation factors

employing Analytic Hierarchy Process (AHP). In order to construct AHP model,
fifteen sub-factors were identified based on four high-level factors, Originality, Suitability,
Clarity, and Relevance developed by Kim(2006). Fifty clients and fifty practitioners were
recruited for survey. For the first level test, Originality was the most important factor
followed by Suitability, Clarity, and Relevance in order. For the second level test, Uniqueness
was the most important followed by Unexpected ness and Indlividuality. For clients on the
first level test, Originality was the most important factor followed by Switability, Clarity, and
Relevance, but for practitioners both of Suitability and Clarity were the most important
followed by Originality and Relevance. For the second level test, clients considered that
Unexpectedness was most important followed by Unigueness and Innovativeness; whereas,
practitioners considered that Understandable is the most important followed by Satisfactory
and Well-made.
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