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Abstract

Advertising is persuasion. activity, carrying concept
to the aimed target through non-personal media.
This study concerns on the very concept. Its
meaning, their relations and strategic position in
advertising. This study tried to clarify concept of
concepts used as various meanings and set up
making-concept method.

Accordingly, this study begins with surveys of
product concept, advertising concept and creative
concept. And then tried to clanfy their relations and
strategic position in advertising.

On the ground of the above achievements, this
study set up the effective making-concept rules
through TV commercials case study.

Key Word

Product Concept, Advertising Concept,
Creative Concept.
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