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1. Introduction
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1.1. Information integration in creativity judements
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1.2 Individual differences in judgments related to the creative ability of the judges
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1.3 Individual differences in judgments related to instruction
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2. Method

+ 3 OOFINFEMER (WA, FHEH OMAINEL ~VEIK, 3 D0 FEERRID & 2 Do InENER
UL & D MEIE L ~ kg, RS DY L ~ v kE) o EAFHHE
> RN, ZnALENEHIICEE L T2 02T 27201807z

21 Subjects
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2.2.1. Test of divergent thinking

+ ZNEDREMWDOREN %M 2 7-» 1, JLEIIEE 7 X + @ Torrance Tests of Creative Thinking
(TTCT; Torrance, 1976)ICHZELTH b o 72
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222 Construction of a set of advertisements to be evaluated
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2.3. Procedure
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3. Results
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> MBIEL RUAE TR B 2 BT E R I A B R BLE TR D #2137 Ao 7 (F(1,60)=.04 NS)
> ME—oFEARIENRILEOREICHET b0 o7k
> ANEMEREML, RS OMAIEDEVIZ E (F(2,120)=243.61, p < .001, partial n2=.802),
WY BT & (F(2,120)=3.80, p < .05, partial 1 2=.060) &> 7=
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Table 1
Results of the mixed factorial ANOVA
Effect Error
Sources df MS df MS F Sig.  Partial 17
Gender (G) 1 232 60 4.406 .053 819 .001
Raters Originality (RO) 1 162 60 4.406 .037 849 .001
Situations (S) 2 1.797 60 4.406 408 .667 .013
Advert. Originality (AO) 2 511337 120 2.099 243.610 <.001 .802
Advert. Appropriateness (AA) 2 3.781 120 .996 3.796 .025 .060
GxRO 1 16.772 60 4.406 3.806 .056 .060
GxS 2 5742 60 4.406 1303 279 .042
ROxS 2 6.208 60 4.406 1409 252 .045
GxAO 2 1370 120 2.099 1653523 I (1]
ROxAO 2 7.091 120 2.099 3378 .037 .053
SxAO 4 1.569 120 2.099 747 562 .024
GxAA 2 132 120 996 133 876 .002
ROxAA 2 193 120 996 194 824 .003
SxAA 4 2.641 120 .996 2.652 .036 .081
AOxAA 4 11420 240 1145 9971 <.001 .43 7
GxROxS 2 3356 60 4.406 762 471 .025 Advertisement
GxROxAO 2 151 120 2.099 .072 930 .001 = 6 ‘fg’_"’ll_’::fene" level
GxS x AO 4 533 120 2099 254 907 .008 § | 3 Medium
ROxSxAQ 4 2219 120 2.099 1057 381 .034 2 51 -0 High
GxROxAA 2 995 120 .996 999 371 .016 i
GxSxAA 4 408 120 .996 409 802 .013 S 4
ROXSxAA 4 1795 120 996 1803 133 .057 3
GxAOxAA 4 1.046 240 1.145 913 457 .015 Z 3
ROxAOxAA 4 564 240 1.145 493 741 .008 3
SxAOxAA 8 1159 240 1.145 1.012 427 .033 = 2
GxROxSxAO 4 3.715 120 2.099 1770 139 .056
GxROxSxAA 4 967 120 .996 971 426 .031 1
GxROxAOxAA 4 1455 240 1.145 1271 282 .021 Low Medium High
GxSxAOxAA 8 1.012 240 1.145 883 531 .029 Advertisement originality level
ROxSxAOxAA 8 1170 240 1.145 1.022 420 .033
GXROXSxAOXAA 8 779 240 1145 680 709 .022 Fig. 1.' Mean creativity judgmepts for advertisements of different levels of originality
and different levels of appropriateness.
7 4.50
Judges' ability to be original 425
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Fig. 2. Mean creativity judgments for advertisements of different levels of originality Fig. 3. Mean creativity judgments for advertisements of different levels of appropriate-
and judges ability to be original. ness and for different judgment situations.
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Hood (1973) 2R LT\ % X 5, Gl OB & A& o MBI L AR AR R - 7-
(F(2,120)=3.38, p < .05, partial 1 2=.053)
> L LTl R, ARGEMERHENIC)L S OIANED G 2 2 528 1, HRAITED & EHFE O
FBMEWEHIE X » b K& » o7z (Figure 2)
SNE OIRAITE & LS OBEYME DL A FRIZAE TRk d - 72 (F(2,120)=.19 NS)

SINEOANEE 5 Lzl Ic s\ Cdh, JAE 0BT WIGEE, PRESEVEAIC
R, REOMAMEICEEINS 2 L 2R LT

< JhHAIMEEREZ (F(4,120)=5.54, p< .001, partial n2=.156)

<> A E R (F(4,120)=4.89, p< .01, partial n 2=.140)

THEIE B, RIS <A S OMBINES G 2 2 81, 3 DOFHIRILCTEL L 7o 72
(F(4,120)=0.75 NS)
—75, JhEOBEYIE & FHIRAOBIC IIAE R AR R 67 (F(4,120)=2.65, p < .05,
partial n2=.081)
> ZoOXRAEA (Figure3) %, FL ¥ PO TE HICHETL 72
® EEANIFTICAENZIMIILTD & - 54 (RHQ), IhE 0@ E I LAl
EWEFHI 23 E W 2 k2R & L (F(1,60)=2.65, p< .05, partial 1 2=.042)
> HIERABEMR IR & o 72 (F(1,60)=.39 NS)
® EXELG X CANEMNEEIHEL Tb 5o 25E (RI®), #WIE - diiNBEGROm S 237
BETlRAaro7- (F(1,60)=.02NS; F(1,60)=1.13, p> .05)
o ALEMEICBhE T 3 BWECIHMIT 2 ML —= v 22T 258 CRIG), I - dhiiiy
Btg DM AREE 7= (F(1,60)=7.92, p< .01, partial n2=.117; F(1,60)=4.93, p
< .05, partial n2=.076)

4. Discussion and conclusion
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& BlEtE oM RRE A 2 5 2 FICEHEI S 2 &, BLETEIEYIE & ERE ZRBIfRICH o 7

> AlEtE BRI A 25 2 o W CEHIES 5 &, @EYITEIZANENE & ERIFR7Z - %

& ALEMRHEZ 2 DR CIHET 2l Z 2T 5 &, @UIMES ST E KT E v IAE S
&b ANENTH 5 LAl 2

Z DFEFIL, YO BIfEABLEERHMICBIfR L C v 2 aRetE 2 R L, Z O Iffi% i
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