
CONTENT

INTRODUCTION............................................................................................. 5

1 Theoretical basis ...................................................................................9
1.1 Creative production of media communications (digital and print) 

in communications agencies and group synergy............................ 9
1.2 Significance of creativity in the education of future experts 

in the field of marketing communication......................................10
1.3 Sense and significance of creative marketing communication 

(ambient, guerilla and event) and its role in the educational content 
for future marketing communication experts.............................. 15

1.4 Possibilities in the development of creativity, principles,
procedures and their impacts.............................................................. 20
1.4.1 Impacts of creativity development programs on creative

abilities........................................................................................ 25
1.4.2 Impacts of creativity development programs

on other variables....................................................................... 27
1.5 Conclusion - summary of the theoretical section ..............................29

2 Empirical part............................................................................................. 31
2.1 Research aims and research problems................................................ 31
2.2 Methodological framework - research strategies ................................32
2.3 Methods................................................................................................ 33
2.4 Self-designed program for the development of creativity - 

Holistic-Oriented Approach to Stimulating Creative 
Competences..................................................................................38

2.5 Research sample and implementation plan........................................39
2.6 Results - analysis and interpretation ....................................................41

2.6.1 Changes in the creative abilities of test subjects after the
implementation of the program .................................................41

2.6.2 Relationship between creative climate and creative
performance................................................................................46

2.6.3 Self-assessment and creativity.................................................... 56
2.6.4 Qualitative indicators of creativity.............................................57



2.7 Discussion.............................................................................................59
2.8 Limits.................................................................................................... 62

CONCLUSION.................................................................................................65
REFERENCES.................................................................................................. 68
INDEX OF AUTHORS................................................................................... 94
ABOUT THE AUTHORS..............................................................................100


