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• Find the most original ideas, even those that
seemingly are outrageous.
• Identify “the strategy that underlies each idea.”
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And, in support of that theory, the paper counsels, “Creative
ideas do not speak for themselves; presentation is crucial.”

***
The Journal of Advertising Research is a peer-reviewed publication
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While the use of comedic violence is growing in advertising, its

* * *

use must be approached carefully in that such practice could have a

As the Journal of Advertising Research continues to grow and evolve,

negative impact on consumer brand perceptions if improperly used.

as always, I welcome your feedback.
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