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A Case study on Creative Strategy Types for

Well—Being marketing advertisements

—Mainly on TV advertisements of Food, Clothing, and Housing—
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Abstract

Many people living in this modern society, benefiting by
industrialization and economic growth, have more desire to
pursue the values of life. With this as a momentum, a lot
of changes have been brought about to the values of life.
The concept of ‘Well—Being, appeared as a socio—cultural
trend, has resulted in a variety of changes in our daily life.
This new trend of well—being has developed into a means
of marketing and has become one of the most important

issues, permeating into our daily life with related products



such as Well—Being appliances, well—being food, and
well—being apartments. The desire for Well—Being matched
up with the modern lifestyle in pursuit of affluence and
happiness. Even in the field of advertisement which is
known to mirror our lifestyle and society, the concept of
well—being has become a topic of vital importance.

This investigation started with a question as to what type of
creative strategy would be the most effective for
Well—Being marketing advertisements.

For this reason, creative strategies are classified into
different types in this paper through the related case study
analysis. First, well—being marketing advertisements are
divided into three classes including food, clothing, and
housing, and then, creative strategies are categorized into
seven different types, which this study intends to objectify.
While investigating, it was found that approaching with more
than one strategy that are mutually complementary was
seen more often in advertisements rather than using just
one type of approach. It was also revealed that emotional
strategy types are very much diversified and are showing a
tendency to increase. I hope that this study on the analysis
of the creative strategy types, applied in well—being
marketing advertisements, will be a good precedent for that
of new social trends to come in the future, and that it will
be of help for further investigation into different types of

creative strategies shown in ever—changing advertisements.

Keyword
Well-Being Marketing, Advertisement,
Creative Strategy Types
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