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ABSTRACT 

This study will focus on the effects of humorous 

advertisements in the television medium and its impact 

on viewers . 

Research has established to the 

humorous advertising i n the business 

importance of 

world and the 

e f fect that it has on consumers' consciousness . 

Humor in advertising is seen as an important 

factor in the purchaser ' s process . Also, it i s a tool 

that companies use to create a positive attitude toward 

the brand . 

At this time, humor in commercials is the heavy 

attribute that gives viewers often pleasures . However, 

some c u rrent uses of humor i n commercials do not 

achieve this purpose . 

Some commercials create a nega t ive attitude in 

viewers t oward the brand, because they were made 

without a deep investigation about the needs of 

consumers before they were produced . 

The purpose of this research is to inves t igate 

what makes a humorous commercial successful and another 

unsuccessful . It intends t o give students, professors 

and advertising professionals a good understanding of 

how humor works and how and when it is perceived by 

viewers in a positive or a negative way . 

This research will provi de some concepts about the 

appropria te use of humor in commercial s . These 



concepts can be applied to humor relating to the 

product , humor relating to the objectives of the 

company, humor relating to the message, humor relating 

to gender difference and humor relating to the price. 

Moreover , some successful and unsuccessful 

humorous advertisements were evaluated, nine successful 

and four unsuccessful . These evaluations and case 

studies help to understand why some advertisements fail 

in the market. 

The results of this investigacion has established 

considerable evi den ce that demonstrate that humor can 

be an effective cool to convey the message effeccively 

to viewers and a medium that can lead consumers to 

purchase a product (goods or services) . 
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Chapter I 

INTRODUCTI ON 

A. The Role of the Advertisi ng in t he Market Place 

Advertising seems to b e a part of human nature, 

e vidence d since anci ent times . The n eed t o adver t ise 

p roduct s and servi ces has been a widespread prac tic e 

Eor corn.~erce since for centuries . Today , the health 

of many busine sses depends on the generation o f 

effect i ve advertising . 

Advertisin g activi ty can be found in various 

mediums, such as, television, radio, n ewspaper, 

magazine o r di r ect mai l . "An Advertising medium is any 

paid means used to pres ent an ad to its target 

audience" (Arens , 12) . 

At this time , more companies around the worl d than 

ever before are using t h e advertising activity to 

promote their p roducts a nd services . .i\dverti s ing can be 

defined as follows : 

Advertis i ng is t he nonpersonal communication 
of information , usua l ly pa id f o r and u s ual ly 
per suasiv e i n natu re , abou t products (goods 
a nd s ervices) o r i d eas by i dentified sponso r s 
through various media . (Arens 6) 

For advertis i ng to be effective, consumers must 

have conf iden ce in it . I f a product does not live up to 

its a ds, dissatisfaction occurs . Any kind o f deception 



risks being as harmful to the adver tiser as to the 

buyer . 

For this reason, marketers know t he best way to 

sell their products is to appeal to genuine consumer 

needs and b e honest in thei r advertising message. 

Advert i sing of fers many social benefits to the 

company and the consumers. 

It encourages the devel opment of new products 
and speeds their acceptance . It fosters 
empl oyment , gives consumers and businesses a 
wider variety of product choices, and helps 
keep prices down by encouraging mass 
p r oduction. It s t imulates healthy 
competition between companies, and it raises 
t he overall standard of living. (Ar ens 66 ) 

Unforcunately , millions of dollars in advertising 

are wasted eac h year, because some advertising is 

wrongly designed, poorly written, a nd badl y produced. 

Somet imes, these results have caused declini ng sales 

and damage to the brand . 

Some research has demonstrated that most people 

detest certain commerci al treatments . 

2 

Albert c . Book says : "They don't like to be yelled 

at or treated rudely . The want to be respected" (Book 

1 9) . 

For that r eason, the creat i on of a good 

adve r t ising is a carefully process, in whi ch 

advertisers have to be aware of the objectives and 



nature of the product, so that the message can be 

communicated effectively to the consumers . 

B . Utilization of Humor Creativity in the Advertising 

The use of h umor is a common practice in 

advercising . Every year advertisers spend millions of 

dollar producing ads that try to be humorous in order 

to facilitate message acceptance . 

3 

"A study by Weinger and Spotts found that 24 . 4% of 

ads on Ame!'.'ican television contained humorous intent" 

(Weinberger l) . However, the use of humor seems to be 

an advantage for some companies and a disadvantage for 

others . 

Humor does not guarantee betters ads , but in many 

cases , it can help to achieve the objectives that the 

company seeks. 

1 . Communication Goals 

The nature o f the communication goal plays a major 

role in the effectiveness of the use o f humor. 

Some of the maj or goals of humor in advertising 

are c redi bility, comprehens ion, making a positive 

impact, persuasion, a nd attention . 



Humor and Source Credibili ty 

The effect o f h umor on source credibility can be 

described as mixed . Thes e mi xed resul t s appear to be 

due a number of factors, such a s the na t ure of the 

source or nature of t he humor . 

Advertising studies exploring source 
cre dibil ity h ave produ ced a smooth 
d i stributi o n of results . With three 
adver t ising studies reporting enhanced source 
credibility in humor conditions, fou r 
indicating neutral o r mixed effects , and 
three indicating a negati ve relationship". 
(Wei nberger 2) 

These inc onclusive studies indi cate, if nothing 

else , that humor's poten t ial i mpact on an ad ' s 

credibili ty is an issue that should be carefully 

weighed with each individual advertisement . 

There are two aspects of source credibility : 

Knowledgeabl eness and trustworthiness . Studies found 

that : 

Whi l e all s ources in the experiment were 
viewed as moderatel y knowledgeable, the 
sourc es of non- humorous ads were viewed as 
more knowledgeable than the humorous sources . 
However, trustworthiness of a sour ce was 
demonstrate d to be enhanced through the use 
of one specific humor type. (2) 

The type of h umor wi ll be discussed in a later in 

section . 

4 



In summary, s t udies indicate that it is unl ikely 

that source credibili t y is consistently enhanced using 

humor . The creativity team has to be aware of this 

factor for the success of the commercial . 

Humor and Compr ehension 

s 

The comprehension of the ad by cons umers is a n 

important element in effective advertising . The 

message mus t be communicated to the consumers in the 

best way po ssible. Humor doe s not always harm 

comprehension, but some studies indicate that a harmful 

effect may occur . 

Studies have indicated that "some humorous ads do 

better and some do worse than non-humorous ads on 

descriptive and message comprehension and that this 

differential performance was a ttributable to humor 

type" (Weinberger 3) . 

In addition , the type of product advert ised al s o 

appears to play a n important r ole i n the impact of 

humor on comprehen s ion . 

For that reason, adverti s e r s know tha t humor c an 

no t be used for all products or services , because all 

the products or ser vices are not the same, and the 

nature o f the p r oduce or service may demand d ifferent 

treatmen ts . 

The type of product is going co be examin ed more 

deeply later i n the type of product section . 



Hwnor and Liking 

Definitively humor enhances the association of a 

posi t ive identification with che source . "Studi es of 

tea.cher e ffect iveness have demonstrated that teachers 

who i n corpor ate humor i nto the classroom ra t e 

significantly higher o n cha racter scales and are seen 

as more l ikable than averagen ( 2) . 

Humor has been viewed as an important aspect in 

teacher effecti veness a no the use of humor by teachers 

was demonstrated to pos i t i vely influence student 

attitudes toward educational prog rams . 

6 

In adverti s ing , a similar positive response occurs 

when us ing humor. Humor incr eases both, t he posit i v e 

identificat i o n with the ad and the brand . Thus, i t is 

appropriate to say that humor have a positive influence 

on establishing a posicive identificat ion with the 

product in the minds of consumers. 

Hwnor and Persuasion 

Unfortunately, humor does not appear to offer any 

advantage when the goal is persuasion . "sternthal and 

Craig said that the distract ion effect of humo r may 

l ead to persuasion . However, they note that the 

persuasive effect o f humor is at besc no g r eater than 

that of serious appeals" (Weinberger 1 l . 
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Some studies indicate that humo r appears to be 

more persuasive for low involvemenc or fee ling products 

like beer , wine, etc; than high involvement or thinking 

products like fashion c l othes, perfume, etc. In this 

way, an advertiser must know what type of product being 

advertised and if it is appropriate to use humor for 

this produc t type . 

Humor and Attention 

Doubtless , humor attrac ts attention. "studies have 

shown that 94% of advert ising practitioners see humor 

as an effective way to gain a ttention" (Weinberger 2) . 

Mo reover , 55% of advertisi~g research execut ives have 

no doubt that hwnor is s uperior ~o non - humor in gaining 

attention . This is because, people like the different , 

the new, and humor fulfills this purpose. 

2 . Humor Type 

Humor can be divided into five humor types: Comic 

wit, sentimental humor, satire , sentimental comedy and 

full c omedy . 

Some studies i ndicate that significant 

differences exist in humor's effects between 

types . "For example, in measuring the effect of 

humor on overall attention , Speak found e ffects 

r anging from strongl y positi ve for full comedy to 



an essentially null effect for sentimental humor" 

(Weinberger 2) . 

On t he other hand, when attention i s the 

goal, some studies notice t hat all types of humor, 

most of the time , an effective . I n source liking, 

creating a positive impression, ana lysis indicates 

that sent imental humor is as s oc ia ted with li k ing 

while the more aggressive satire is not . 

All these studies indica t e that there is no 

one type of humor that has a positive or negative 

impact on the advertising. 

3 • Placement 

The type of media, t h e context in which an ad 

appears, and t he degree of repet i t i o n for humorous ads 

are all topics that have been studied over the past 

twenty years . 

The Weinberg and Gui as s tudy f ound that radio and 

TV were the media best sui t ed to the use o f humo r, 

while pri nt medi a were considered not well suit ed to 

using humor . 

Some resea r ch shows that in "the United State the 

30 . 6% of radio ads are i n t e~ded to be humorous , whi l e 

24 . 4% o f TV a ds and just 9 . 90 % of print ads have 

humorous intent" (Weinberger 2) . 
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Actual l y, humor i n the broadcast media seems to b e 

more effect i ve than humor used in print . It could be, 
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because in the broadcast media there are mor e action . 

Viewers can watch movements and hear s ounds. While , in 

print media it can apprecia te just f igures . 

However , t he company and the advertisers will 

choos e what media they going to choos e, or wha t media 

will be more e ffective to advertised the product or 

service. 

4 . Audience Factors 

"The majority of pract i t i oners bel ieve that 

humor ous ads are best suited to a target audience 

composed o f better-educated younger males" (Weinberger 

2) . Men appear to enjoy a ggressive and sexual humor 

more than women do . This d i ffers from women, who appear 

to have a better appreciation for nonsensi cal humor. 

However , these results are changing in a changing 

society . 

"The gender , rac e , and age , other audience factors 

may impact the effec t i veness of humor" (Weinberger 2) . 

Peopl e o f d ifferent c u l tures respond to humor 

differently , due to thei r h a bi ts of thought and mental 

attitudes . I n addi t i on, language impacts t he 

effect i venes s o f humor when l anguage the or i g inal 

l anguage i s r emoved jokes may no t be t ranslatable 

b e tween cultu res . 



Other audience factor that may also affect humor 

is the degree of conser vatism of the t a rget audien ce . 

"Con ser vatism has been shown to be a predictor of 

response to humor" (Weinberger 3) . 

When some conservative people are exposed to 

humorous advertising , they judge the humor . If they 

think the ad's h umor is too liberal, they wi ll think it 

goes against their con servative though ts . 

Thes e and other audience factors should be kept 1n 

mind in the design of humorous ads and future humor 

research . 

5. Product Factors 

The nature of t he produc t or s erv i c e i s another 

important factor f or considera tion . 

As mentioned before, there are two k ind of 

product : the low involvement or f eel ing pro ducts , such 

as, snack foods , beer, wine, etc ; a nd high i nvolvement 

or f eeling product , such as f ashio n c lothes , perfume, 

etc. 

Studies have demon s trat ed that humor appears to be 

an effec t ive tactic for low involvement-feeling 

product . Humor does not p r oduce credibil ity in the ad . 

For c. ha c. reason, advertisers know that the use of humor 

in advertising f or h i gh involvement-feeling p r oducts 

may be harmful for these k inds of products . Humor 

would b e more likely here to cause distrust about the 



quality that the product has and consumers won't have 

trusc when they want to buy these products. 

In addi tion, "studies have shown humorous ads are 

more successful for existing p r o ducts than f or new 

products" ( 1) . When people see an a d for the first 

time, they want to know about the product , it quality 

and bene f its . But i n many cases, humor does not a llow 

showing these detai l s . 

C. The Impact of Humorous Cormnercials 

11 

Television has become an important part of the 

American scene . "According to A. C . Nielsen 

statistics , the average American watches slightly more 

t han seven hours of TV a day" ( Book 97 l . This indicates 

that television infl uence s ociecies greatly . 

Te l evision combines sight, color, voices, mus i c , 

movement , sound, and v isual effects . With all this t o 

offer , companies have an advantage to promote cheir 

commerc i a l s ef f ect i vel y on consumers . Adver tising in 

television seems to be more r eal than pri nt or radio 

media and people are more exposed to the advertis ing 

and can evaluate better it . 

"In The United St.ates there are about 18 maJor 

advert i ser- supported cable networks and more than 100 

multiple system cable operators. ADnost one- third of 



United State homes have subscription to t he cable 

tel evision sys tems"(Boo k 100) . 
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At this time a n estimated of 5 0 , 000 TV commercials 

are produced in the United States each year, but 

unfortunately not all these commercials have achieved 

t heir goa l of capturing the at t e ntio n o f consume rs. 

The key to mos t successful commerc ials is 

creativity . For that reason, many businesses are using 

t he creativi ty wi ch humor as a means o f adver tising 

t heir products . 

Dr. Steiner defines creativity in advertising as: 

The ability t o produce and implement n ew and 
better solut ions to any kind of a p robl em- - to 
che writing of the copy , to the problem o f 
deciding where and when to advertise, to the 
problem of how t o organize a company . (Book 
2) 

A good commercial s hould express the creative 

s trac.egy in a h ighl y c r edible manner . I t should make 

the viewer f eel good a.bout the company thac ma kes the 

product . 

Today , Television comrnerc~als are getting funnier 

than ever a nd advertisers have discovered h ow impo r tan t 

humor is in getting the attention of c onsumers . 

The succ ess of many commercials has been the 

util i zat ion o f feature animals , instead o f company 

president and celebrities . 



Bears, dogs, pigeons, cows, a veritable 
zooful of fauna occupied key roles in ten of 
t he 25 top television campaigns last year, 
the Eirst time in the survey's 25 year 
history that a single approach had so 
dominated the list . (Fortune, 1) 

One example of thi s is the Anheuser Busch's ad. 
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I ts beer "Budweiser", produced by DOB Needham, has been 

r epresented by croaking frogs, ants and alligators. 

Three cute f rogs are sitting on lily pads , 
they appear to be croaking nonsense 
syllables . There is no hint of what's going 
on or who is sponsoring the ad . Toward the 
end, the order o f the syllables change: Bud ... 
Weis ... Er ... The camera pul ls back to reveal a 
Budweiser neon sign, whic h confirms the 
sponsor. The ad runs again later in the 
game, so people can verify the three frogs 
are indeed endorsing the King of Beer . 
(Finnie 1 ) 

This ad has impact on consumer, because it is 

funny . It attracts the attention on consumer, due to 

the use of animals, in this case frog . The success of 

this ad is due to viewers don't imagine to watch frogs 

in t elevision who want to get a Budweiser . This is a 

creative ad, and i t also has achieved its purpose 

effectively, attract the attention on consumers and 

make it memorable . 

"They had impacts, says David Vadehra, pres i dent 

of Vi deo Storyboard test, because of their sheer 

simp l icity" (Finnie 2) . 



14 

Anheuser Busch does not need to tel l people about 

the product, because they are familiar with it . 

Anhe~ser Busch simpl y need to remind consumer s , i n a 

creativi ty and original way, that it is, in the words 

of the company' slogan , the King of Beers . 

In addition, a recent l y produced Taco Bel l ads can 

be appreciated. Their originality and creat i vity use 

of Chihuahua and the use o f a f orei gn language has 

impact ed all USA viewers . 

11A bug - eyed little dog passes up treats and a 

possibl e fling with a trembling little female o f the 

species, al l i n his search for Taco Bell" (Advertising 

Age, 8). Toward the end, the Chihuahua finally finds a 

guy who is sitt i ng eating a taco . The dog looks at him 

deeply and s uddenly says "Yo quiero Taco Bel l ". 

This ad, as the Anheuser Bush' ad , has been 

positioned on consumers' minds i n a positive way . I t s 

little Ch ihuahua appeal s to consumers . The use of 

foreign language makes viewers repeat the phrase "Yo 

quiero Taco Bell" over and over again making it 

memorable . 

Also, chis ad has pos i tioned Taco Bel l o n the 

preference list of fast food. I t a l so has brought a 

cool image , an accomplishment in itself . 

Lee Cl ow , Chief creative officer of TBA Chiac and 

father of the Energizer bunny says : "Today we have to 
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entertain and not just sell, because if you try to sel l 

directly and come off as boring or obnoxious, people 

are going to press the remote on you" ( Robinson, 2) . 

As mentioned before, not all commercials are 

successful. Ar. example of an unsuccessful ad is the 

Miller Lite ad. 

This commercial has gone coo far and has become 

imprehensible t o consumers. ''These ads fea ture 

strikingly strange episodes that inc l ude cowboys 

singing about urination, and an old barfly losing his 

dentures as he tries to flip nuts into his mouth, and 

the previously cited armpi t scene" (Robinson 2) . 

Unlike the s imple and accessible Budweiser spots, 

these ads are mixed and insular, and sometimes they 

associate the beer with repulsive images. 

~he Miller ad, a l ong with those of Budweiser and 

Taco Bell are all examples of humo r in advertising . 

The s cyles and types of impact o f the humo r in each 

have been different between them. In this way the use 

of humo~ has been useful for .Zi.nheuser and Bush and 

harmful f or Miller Lite. 

D. Keys elements that make an advertisement funny. 

There are many elements that make an advertisement 

funny, such as surreal images, absurdity, talking 



animals, witcy use o f language , and cartoons, among 

others . 

These elements a r e appl ied according to the type 

of commerc ial or the t ype of product and service. 
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Th e p urpose of these e lements is to attract the 

attention of con sumers and make the advert isement 

memorable . Also by using t hese elemen t s , the advertiser 

creates a pos i tive attitude toward the brand and toward 

t he product. 

I t can be a ppreciated that many companies are 

using anima l s in t heir advertising to promote their 

products . Dogs, frogs, l izards and cats, are t he most 

popular animals . Also , the use of foreign language in 

some advertisements can be valuable. 

The native language of people in The United State 

of A..merica is English. For that reason a fore i gn 

language actually has a massive impact on consumers . 

Also the combination of foreign language wi th animals 

c reate a great e ffect on consumers , as is the case of 

Taco Bel l advertisement. 

The language and the us e of a nimal s wi ll be 

discussed later in t he third chapter of this research. 

E . Purpo s e o f the Pr oject 

The purpose o f this culminating project is to 

better understand what makes humor in television 



advertising more or less effeccive on consumers' 

consciousness . 

It will attempt to accomplish many of principle s 

of adverti s ing from up to date books and a rt icl es 

pertai ning to the subject of the study. Also it will 

examine studies realized about the i mpact that big 

companies have had by using humor in advertising. 

The project developed will be useful to 

advertisers who want i n corporate these ideas into new 

humorous commercials and students who want to know 

deeply about t his subject . 

17 



Chapter I I 

LITERATURE REVIEW 

This chapter conta ins al l the sources of 

information researched for the culminating project, 

including books, articles in magazines, and newspapers . 

Although, some of these sources of information 

were not completely related to the Impact o f Humorous 

Creativity in Television Advertising, they co~tain 

useful information pertaining to the s ubject that 

supported effectively the findings of this study. 

Book s 

The book , Emotion i n Advertising, written by 

Stuart J. Agres, Julie A. Edell and Tony M. Subitsky 

has good information pertaining to the subject of 

study . 

The p rincipal topic of this book, which is related 

to the findi ng, discusses a variety of approaches to 

studying the relationship between emotion and 

advertising. 

Is important to know how consumers process the 

brand information communicated in an advertis i ng . 

Robert Zajonc concluded that •affect and cognition 

inf l uence each other in numerous ways, and t hat both 

effects are ~mporcant in understanding how people 

respond to stimuli in the world" (xiii) . 

18 
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Humor is a practice that many advertisers are 

using to put emotion in their advertising . "Those 

commercia ls in which humor predominated achieved above 

average reca l l without simultaneously achieving high 

persuasion scores" ( 15) . 

Another important topic that thi s book e xamines is 

some structural aspects of the advertisement and how 

they relate to emotional response. Also i t examine how 

the emot i onal reactions of t he advertising affects 

consumer beha vior. 

The b ook, The language of Television Advertising , 

discusses the language of American advertising, 

focusing for the most part o n Television advertising. 

The author Michael L. Geis provides an examination 

about the respons i bilities tha t advertisers hav e in t he 

c r eat i o n of any advertising . He says in this study 

"Advertise r s should be held respons ible not only for 

what their advertisements asser t and enta il b ut also 

f or what they i mply" (xii ) . 

The author discuss how consumers interpret claims 

employing such l ogically weak words as the quantifie r 

"many"; modal verbs l i ke "may", "can" and "could"; and the 

v erb "help" . 

In addition this book examines t he ability of 

y oung chi ldren t o cop e with televi sion advertising . 
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Finally, an important point that this book 

discusses and that is related co the topic of study is 

how advertisers use language and how this usage is 

unders tood by consumers. It examines the special 

properties of television advertising and discusses the 

quesc i on of truth in advertising and che role of 

language in persuasion. 

Advert is i ng Management by David A. Aaker and John 

G. Myers, is a book for users and pot ential users, as 

well as for those who are preparing for a career in 

advertising . This book also has been used as the basis 

for t raining in ac least two of the top ten advertising 

agenc i es in the wo r l d . 

Advercising Management provides an approach to the 

management 8f advertising . It con tains theories, 

concepts, and research findings from psychology to help 

understand and manage the process. It attempts to 

integrate three r e lated disciplines such as behavioral 

science , marketing and adve~tising research, and 

management science. 

Basica lly advertising is communication and 

persuasion. For t hat reason it is very important that 

advertisers know how consumers perceive the message the 

advertis ing contai ns . 

"For t he messa ge to be important enough to 

process, the involved purchase decision needs to be 

imporcant or int eresting" (252) 



This book attempts to thoroughly information 

processing and atti t ude change. 

Wha t happens to information once it gets through 

the perceptual filter? How is it processed? And how 

does it inf l uence attitudes and beha vior? These are 

topics the bock discusses which a r e related to the 

subject of study. 

Another source of information found was the book 

Advertising- Creative communication with consumers by 

Harry Walker Hepner. 

This book offers t o advertisers and students a 

better unde~standing about the benefits of creativity 

in advertising . 
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It is very important to understand that when 

advertising is effective t he consumer is stimul ated to 

cons i der the produc t when making the purchase . "He 

also may be conditioned by means of pleasant imagery in 

the advertisement to be favorably disposed towar d the 

purchase of the product when the need for purchase 

arises in t he future" (4) . 

This book attempt t o carry out some 

recommendations on this topic. 

The book How to hold your audience with humor by 

Gene Perret i s a guide to disc uss the impo~tance of 

humor i n t he advertising message . 

Some advertisers feel fear when us i ng humor in 

t heir work, because they think i t might be a harmful 
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element . However, laughter has much more positive value 

potential than negative . 

The purpose of humor is to enhance the message and 

to get people to l isten to it more attentivel y and 

remember ic much longer . This book examines this i ssue 

and t al ks about how humor is used e ffectively to convey 

a message . 

Humo r is an excellent match between a speaker and 

his audience . Th e author of this book says : "A short 

joke, a quick laugh, can break the ice between you and 

the sea of strangers" (25) . 

At this time there a re many advert i sements that 

o:fend the audience and make viewers ~eject it and 

dislike the products t hat the companies are selling . 

This book discuss es this point and tells w~at forms of 

humor are dangerous for the advertising . 

Another important book that contained u seful 

information was Creating Effective TV Comrnercials by 

Huntley Balwin. 

The message a company wants to communicate in a 

commercial has t o be transmitted in the best possible 

way , wi t hout distortion and avoidi ng misunders tanding . 

For that reason, it is important to know how a 

coITL~ercial is crea t ed and what the s t eps are that 

advertisers should follow. 



This book describes the process of creating 

advertisi~g ideas and translating them into a 

commercial. 
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Also, this book is designed for anyone who works 

in marketing a nd advertising and wants to better 

understand how commerc ials are c reated, how they work 

and why they take so l ong and cost so much to make . 

The pri mary purpose of the book, The Radio & 

Television Commercial by Albert Book, Norman Cary and 

Stanl ey Tannenbaum, is to hel p develop effective radio 

and television advertising. 

This book examines and analyzes the technique s of 

current radio and television commercials format . Also 

i t o f fers to the makers and advertisers guides to 

produce and design effective commercials messages . 

Further, it helps to reduce the number of failures in 

the elaboration of commercials. 

Another important topic t hat this book refers to 

and support s effect i vely is the need for creativi t y ad 

an i mportant pare t he success o f any commercial . 

Humor is a tactic that many companies are us ing. 

This book explores this usage , and shows how sometimes 

the use of humor can be harmful for commercials and, in 

the other hand, how i t can be a good strategy f or 

success. 

Finally, the authors talk about what is a good 

commercial , how t o create a commercia l, how t o develop 



the idea , c h oosing the format a nd what structur e , s tyle 

and techn ique it i s going t o have . 

Another book r eviewed was Contemporary Advertising 

by Wi l liam F. Ar ens. 

The pur pose of this book is to p r e s ent advertising 

as it is actually practiced . It provides good examp l es 

of commercials and campaigns and provides examples of 

some of the best c ommercial s in the b us iness f rom t he 

last three y ears . 

Is important to know how commercials are produc ed 

and what is ~equired be successful when applying one 

approach or another . This book contains a special 

section that describes how a print ad and TV commercial 

were p roduce d from beginning to the e nd . 

Magazi ne 

The artic le called "The I mpact of Humor in 

Advertisi ng" from the maga zine Journal o f Advertising 

discusses how the use of hwnor has become a common 

practice i n advert i si ng at t h e present . 

Marc G . Weinberger and Charles S . Guias, 

authors of this articles , say : 

Humor is by no means a guarantee of better 
ads , buts its effect can be enhanced with 
careful cons i deration of the objec t ives one 
seeks to achieve as well as che audience, 
situation, and cype of humor . (1) 
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The preceding discussion make it clear that humor 

is a diverse concept that is affected by a variety of 

factors . 

This article examines what communica t ion goals are 

mos t likely to be a chieved through the u se of humor . 

What message factors are probably going to affect the 

outcome? It raises important ques tions that shoul d be 

considered , For what audience is humor most 

appropriate? and what product factors suggest the use 

o r non use of a humorous approach? 

This article proposes several findings about the 

use of humor . They are : 

1 . Humor attract s attention . 

2 . Humor does not harm comprehension of the message . 

3 . Humor does ~ot appear to offer an advan tage over 

non- humor in increasing persuasion 

4 . Humor does not enhance source credibi l ity of the 

message . 

5. Humor e nhances l iking of the comme rcial . 

In conclusion, t he articles e xamine the importance 

to understand th3t humor c an be appropriate and 

effective in some si t uations and not in others . Also 

this review tries to remove some of the doubts about 

the use of humor in advertising. 

One of t he mo st popular advertisements of 1 995 was 

the advertising of Anheuser Busch. 
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The article "Frogs - a br eakthrough campaign for 

Anheuser and Busch" from the St . Louis Business Journal 

magazine talk about thi s ad a nd the impact that it has 

had on consumers . 

Budwei ser advertis ements have bee!l one of the most 

attractive adver t ising in this year. Its use of ants, 

frogs and lizards has made consumers take a liking f or 

the product and f o r the brand . 

William Finnie, author of this article, "asked 

advertising and other marketing people for their 

thoughts on why "Frogs"was so effective and their 

responses are fascinating". ( 1) 

The Anheuser Busch Frog ad was an excellent 

example of how advertis i~g can affect the behavior and 

the consumer 's purchasing . 

The Article "Creativity i n advertisi ng" from t h e 

magazine Journal of Advertisina talks about the 

importance of using creativity i n advertising . 

The author of this article , George M. Zinkhan 

says, "The key feature o f successful advertising 

involves t hinking u p (dreaming up) new ways to present 

selling propositions" (ll . 

The original and unique selling proposition is 

well perceived by the viewer. Viewers like to see 

something t hat they never have seen before , something 

new and so~eching that attracts their attention . For 



that reason, c reativity is cruc i al for marketing 

decis i ons and planning . 
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This article t alks about creativity and other 

topics t ha t are related to the subject of the project . 

Another article found was "Frogs, Bears, and 

Orgasms" written by Edward A . Robin in Fortune 

Magaz i ne . 

This artic l e explo r es how television commercials 

a r e g ett ing s i llier than e v e r a nd how important humor 

is in get.t i ng the atten tion of the consumers . 

Also this a rt icle shows s ome examples o f up to 

date commercial s in the United St a t es and h ow these 

companies have achie ved an i mpact o n consumers . 

An important p art of this article that r e l ates to 

our main subject o f humor is the utili zation of 

featuring animals in advertising . 

Today more comp anies are us ing animals in the 

coIIu.~ercia l s instead of company presidents and 

cel ebri ties to gain the att e n tion on consumers. "A 

veritable zooful of fa una occupied key roles in t e n o f 

t h e 2 5 top televis i on campaigns l ast year" ( 1) . 

Adverti s ers know that , at th i s time, they have to 

entertain and not just sell . 

The experts say : "Compani es s houl d constantly 

redefine t heir image i n the marketplace to keep up with 

shift ing cons umer atti t udes" (3) . 



This ar t icle was for most part, a great h e l p to 

devel op t he subject o f study . 

The a:::-ticle "Generation X on behalf of the VW 

Golf" by Bob Garfield f rom l,dvertis i nq Age talk s about 

the best commer c i als f or 1997 . 

Thi s article shows that act ua lly simplicity is 

muc h more attractive than 1,0 00 words of a copy. 
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To do a good humor commercial advert i sers do not 

need to add a lot o f dialogue to do it more 

effectively . This article examines a good example of 

t his minimal verbage techniq ue . 

The appr oach can be apprec iated in the Vw Golf 

comme::-cial in wh ich c here is no dialogu e . 

This is an expressive and unders t andable ad . Two 

guys are simply drivi ng around in a new Golf and 

enj oy i n g each others company . 

Lance Jensen from Arnold Communications explain : 

"Th ese t wo guys , they maybe j us c graduated 
from col lege . They ' ve got maybe noth ing 
going on, probably parti ed precty heavily t h e 
night before , and Sunday t hey are j ust 
enjoying each other 's company, y ou know? 
I t 's that age when you have time t o do 
nothing" . ( S l) 

This ad has been successful, because it 

focused on a young man target and showed things 

that guys usually do in t heir free time . 



The highest computer technology in this spot 

resides i n the engine of the car being advertised. 

Alan Pafenbach, Exec VP-Creat i ve Direccor at 

Arnol d Communications, Boston says : "It's better to 
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say l ess and do less and let people fill in the blanks" 

(S1) 

In this way, this art i c l e contained good 

information about the subject of s tudy. 

"Give me more commercials" is another article 

found . This article was from Forbes Magazine and 

written by Nina Munk . 

When people watch television most go to the 

k~tchen during commercial breaks while others do r.ot . 

This article talks about the opinion of Nina Munk, 

a woman who loves to stay in her seat during commercial 

breaks and wa tch good advertisements , especially the 

Vol kswagen ad . She says : "I love th is ad . I wonder 

if I 'm mad . I E I am , I have company"(l) . 

This a r ticle hel ped to develop the subj ect of 

study and an opinion what consumers think about 

humorous commercials . 

The article "It's funny how humor can convey a 

serious message" from Nat.ion's Restaurant News 

Magazine , shows three examples of companies that used 

humor in their advertising . 
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This article discusses how the use of humor can be 

harmful fo~ a product i f it is used exaggeratedl y or it 

interferes with the message of the company. 

This articl e discussed how Little Caesars 

concentrated too much on style and humor and not enough 

o n the product.. 

Also in this article the Taco Time and Quizno's 

spocs show that humor can convey a serious product 

message very effectively . 

~~other example o f simplicity was found i n the 

article called "Taco Bell's odd little pooch" from the 

Advertisina Age. It shows how the ad' utilizat ion of a 

little Chihuahua dog exempl ifies the interest of the 

~.rnerican people in seeing this k ind of commercial . The 

creat ive element of using a foreign language helped 

reinforce t he ad 's unique and p l ayful tone . 

Finally, anothe~ source was "The sponsored life, 

ad, TV and American cult ure" by Leslie Savan. 

This book is based on eight years of col umns and 

articles that the author wrote about the r ole of 

advertising in American culture. 

"About all Ar:leric ans see approximacely 100 TV 

commercials a day. And, about 16000 ads f licker across 

and individual 's consc i ousness daily" (1) . 

. l\dvercising affects every l evel o f society . It 

affects consumer' behavior, purchases a nd attitudes. 
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For that reason 1s very important f o r marketers to know 

what the claims and needs of consumers so to make 

advertising more a ttractive to t hem. 

This book brings some example of the most popular 

adverci sing ever seen and how these advertisements have 

become so popular . 

The author also examines adver t ising credibility . 

He says: "Don't be shocked that ads lie, that is their 

job" ( 7) . 

All advertising tells lies. The viewers have to 

dis t inguish between the big lies and the lit t l e ones. 

However, Savan makes the imporcant and provocative 

point that actually to buy a particul ar product is l es s 

important than buying into the world tha t makes the 

product seem desirable . Thi s world of consumer needs 

and emotions is the world where advertising lives and 

flourishes. 

Finally another topic that this book discusses is 

about women and how advertising still aims primarily at 

them . 

The a u t hor does a good j ob of achieving i ts scaced 

goals . 

It provides a sense of how specific ad 
campaigns and marketing trends got to be the 
way the are, and lends s o me cumulative 
insight into the symbiotic relationship 
bet ween modern consciousness and adverti s i ng. 
(14) 
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In summary a ll the sources reviewed in this 

chapter contain informatio~ that helped to develop the 

subject of study. 

Some of the sources agreed that commercial s can an 

impact consumers and create as much a positive feeling 

about the product as a negative . For chat reason, the 

creation of a commercial is a careful and deep work 

that needs a lot of research and study to make the 

advertisement successful in the marketplace and 

agreeable by consumers . 



Chapter III 

SELECTIVE REVIEW AND EVALUATION OF RESEARCH 

Among all the sources of information reviewed, the 

following four sources were the most signif i cant in 

helping me comets terms with the subject. of s tudy. 

These sources are : The book s The language of television 

Advertising by Michael L. Geis, How to hold y our 

audi ence with humor by Gene Perret, Emoti on in 

Advertising by Stuart J . Agres, Julie A. Edell, a nd 

Tony M. Dubi tsky and Creating Effective TV Commer cial 

by Huntley Bal dwin . 

A. The Importance of Emotion in Television Advertising 

All advertising s hould make a member of the 

audience want to use o r b uy c.he product or service. 

Also it should help to create brand loyalty and create 

resistance co other competitive companies in the 

marketplace . However, it is not actually happening in 

the marketplace . Some advertising does not attract 

consumer' attention and does not make consumers buy a 

product or service, because it does not contain wha t 

consumers want to h ear or watch . 

Actually the needs and attitudes of the consumers 

have changed. • some years ago, we in the market and 

adver~ising community use to say : the consumer is 
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changing. And indeed we now use the term consumerism" 

{Agres 5) . 

Also the industry has changed. Something 

consumers do now is very different from they did years 

befor e and t he message itself is different too. for 

that reason, today the focus of most advertising i s how 

consumers process the brand information conveyed in an 

advertisement . 

This orientation leads to the question: What 

happens inside t he viewer in response to t he 

advertising that was just seen or heard? 

Emotional response produced by the humor in 

advertising is an important topic tha t is discussed by 

many advertising agencies. They believe that emotions 

produced by the humor are extremely important in the 

persuasion process. 

"Emctional response is recogni zed as the mediator 

of advertising effectiveness" See figure# 1. 
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Figure 1 

Communication Model of Advertising Effectiveness 

~ ~~--------=--

Content 
Of 
Ad 

Emotional 
Responses 

.... Attitude 
Toward 
The Ad 

.... Atlitude 
Toward 

The Brand 

It can be apprec iated in t his model by Holbrook 

and Brata that emotional responses determine the 

effect i veness of t he advertisemen t . 

On the other hand, a recent study analyzed a data 

base of 1 68 thi r ty second commercials t o ASI Market 

Research, a p r opr ietary copy tescin g service . The 

commerc i a l s in thi s study were coded in f our different 

types : 

1 . Humor predominati ng 
2 . Dyn amic emoti on (bringing the v iewer f orm 

one emot i onal s tate t o another by che e nd 
of the commercial ) . 

3 . Static emoti onal arousal (s i mple mood 
generat ing advert i s i ng) . 

4 . No l i kel y emot ional response (Agres 14) 

This study chose to look a t t h e r e call a n d 

persuasion score separately . 

Both of the emotional response-generating 
categories (dynamic shi f t in emotion and 



simple sustained mood) tended t o generate 
suppressed recall s cores (which require an 
assoc~ation of the brand name to the 
execucion, but only che simple mood category 
was unlikely to g enerate a high level of 
p e rsuasion. (Agres 15) 
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This study shows that those commercials that used 

hwno r ach ieved above average recall and a lso high 

persuasion scores . 

This study demonstrates that humor can be an 

excellent too l to attract s attention to the advertising 

and a pos it ive att itude toward the brand . 

1. Humor a ttracts the attention of the viewers . 

There is n o a udie n ce in the world that doesn ' t 

en joy to laugh a nd the res earch made in this study has 

p r ove d t hat humo r attracc t he atten tion o f viewers . 

In a speech , when speakers are ta l king about a 

subject in particu l ar , for two con tinuous h ours , the 

audience becomes visibly wearier . Bu t when a touch of 

humor is i ntroduce d, the audience is revitalized . 

The same principl e i s appl i ed in t e l evis i on 

advertis ing . Today there is inf i nity o f advertising in 

television and some of theses advertis i ng do n ot gain 

the atte n tion of consumers. 

It could ~e due to adve r tising made without a deep 

inve s t i gation about the r eal needs of the consumer . 

Such ads wi ll r.oc ach iev e che goal o f attracti ng 

audience attentio n . 



When advertising has a t ouch of humor , people 

usual ly cal k about it, because the ads different, and 

make t he viewers l augh . 

I n this way, humor has a positive effect of 

at tracting the attention of consumers . 

1 . Humor's audience 

The purpose of humor is to get a laugh from the 

audience and attract their attenti on. I f that is the 

pur pose , then advertisers should f i n d out wha t will 

make a particul ar audience laugh . 

"re i s pointless t o tell a j oke i n Denver , be 
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g reeted with silence and confused stares, and then 

berate che l istene rs bec ause t hat s ame joke worked lase 

week in Seactle" (Perre t 4 5) . 

Adver tisers mus t b e a ware t ha t the r e is only one 

carget . The y have to learn abou t ~he specific target 

that they wa~t to reac h . What is the t arget ' s needs 

and what do t hey wan t t o hear? In this way, the humor 

in t he advertising will work better . 

B. How Advertisers talk to the viewers 

" P.. d e terminat ion of the parame ters t ha t g o v ern 

wha t a speak er might say, h ow he or she mi ght say it on 

any given occasion , and how a listener will interpret 

what is said on that occasion ls an attainable 

goal " (Geis 15) . 
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"There are t wo parameters that govern what a 

speaker mig ht say are the cont ext which conversants 

f ind themselves in and the relative social sta t u ses of 

the conversant s " (Geis 15) . 

To understand any particular speec h behavior, one 

must appreciate four relevant aspects o f t he spe ech 

context : the physical context , the epistemic contex , 

the l i nguist ic con text, and the social context. 

"The epistemic context consists of the 
tangi b l e aspects of cont ext , including where 
the conversant are, what is present in that 
context, and what is going on i n t hat 
con t ext. The epistemic context consists of 
backg round knowledge shared by the 
conversant . The linguistic context consists 
of what has already been said p rior to any 
speech behavior in ques tion . The social 
context cons i sts of the social occas ion which 
brings the conversant t ogether ." (Gei s 15) 

To gain a bet ter understand ing of these conc epts, 

Geis provi des the f oll owing example . 

A group of people is together in a formal dinner 

party (social con t e x t) . Wh ile the conversant are 

discussing the pres idential e lect i o n (linguistic 

context ) the p e rson A is tying t o reach the salt b oat 

(physical co~c ext) . Perso r. A asks for the salt boat and 

person B recognize t hat people often add salt to their 

food at t he t a ble (epistemic context) and p asses the 

salt boac to person A . 

How conversants say what they say also reflects 

the social status e s of the conversant. 



An .l\rmy sergeant wants a private to pick up a 
cigarette butt while both are on d ucy. In 
this social context , the sergeant enjoys a 
sufficient social advantage over the private 
to issue and order, perhaps : Pick up that 
butt, private. (Geis 16 ) 
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However when t he sergeant and t he private are off 

ducy , the sergeant wo u l d be more likely to make a 

p o lite request, perhaps : Could you pick up t hat butt ? 

•~ow people talk to other can be factored i nto 

cons i dera t ions of s t yle (Which reflects the social 

context) and register (which reflects t h e social 

relationships) among conversant s" (Geis 16) . 

Adults employ a spec ial way of t alk ing to c h ildren 

(baby t al k, register ) . Physicians also employ a way of 

talking t o pati ents (the doctor-patient , register) . 

Adults who occupy a particular vocation often develop 

spec ialized vocabularies specific co t ha t vocation 

( that register) . 

Commerc i al s can b e divided into those commercials 

that talk directly to the viewers and those commercials 

i n which characters o n scree n t alk to each other . 

Actuall y, the commercials employ both types of 

elements . 

Commercials that talk d i rectly to the v iewers talk 

in an impersonal way . In this type of commercial an 

anonymous o r a celebri ty talk and looking the v iewer 

directly in the eye . 
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The cone and maturity of the wording has an 

importan t relation i n what product is advert ised, when 

it is advertised and how it is advertised . Fo r 

example , douches are promoted on television, but only 

at t imes young children are not expected to watch . 

1. Language and persuasion 

Th e goal o f any commercial advertising is to 

persuade consumers to buy produc ts o r service . 

Persuasion is : 

A process i n which a source presents a 
message to a receiver via s ome c ommun i cation 
channel in an attempt t o effect either two 
behavi oral chang es : For the receiver to 
believe tha t the message is true, or for the 
receiver to a ct upon that message . (Geis 20) 

There is another t e rm t hat might be used t o 

des c ribe t he means adver':.ise r employ to sell product or 

services. I ~ is manipul a t i o n . 

In manipulat ion people do not evaluate t he 

message . "There is n o conscious evaluation by the 

r e c e iver of the merits of the source ' s message" (Geis 

21 ) . 

The me ssage would be presented s ubl i minally , where 

there is n o conscious eva luat i on, or by the technique 

o f repetition , where the s uc cess of t he message doe sn' t 

depend o n t he r eceiver evaluation , but only on t he 

r eceiver's remembe ring t he name . 



The are six parameters of the process o f 

persuasion are : 

1. Sources must present t he message to the receiver . 

2 . Receiver mus t attend to the message . 

3. Receiver must comprehend the message. 

4 . Receiver mus t yield the message . 

5. Receiver mus t retain the message . 

6. If the source wants to cause some rea cti on, 

receiver mus t act on the message . 
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The advertiser can achieve the objective of moving 

th e consumer co buy a product or service simpl y by 

creating a positive feel i ng about the product. 

Again, Anheuser Busch' advertisements are a good 

example of this . These ads have crea ted a positive 

feeling abcuc the product . Its humor with the use of 

f~ogs and lizards is agreeable and it makes consumers 

take a liking for the product. 

I t is very important tha t advertisers know that 

language plays an important role in the process o f 

persuasion . It is, usually , the vehicle for conveying 

the message to conswners . I t also is a tool that 

advertisers use to attract the attention of consumers. 

In addi tlon, language is very impor tant in 

facilitating consumers' memory of the desirabi l ity o f 

the product or service being promoted . And also, 

language is cruc ia l in the reasoning process and how 

c o nsWT\ers come to yiel d t.o t'he advertiser 's message. 
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The cur~e n t Taco Bell advertising campaign 

provides excellent example to illustrate how the 

language can be p e rsuasive in a consumer's 

counciousness. 

Taco Bell p e rsuades the public with thei r phase 

"Yo quiero Tac o Bell". This is means "I want some Taco 

Bell" . I n this advertising campaign Taco Bell is 

persuading the consumer with t he ad ' s origina l ity is 

using a foreign language . 

Responding t o this ad, people repeat the phrase 

with o t hers a nd persuade each other to buy tacos at 

Taco Bell. 

2. Use of animal s to per s uade 

At this time the u se of animals in commer cials has 

achieved a high level o f accept ance by viewers . 

How people r eact to ads chac i n corporate animals 

is a t heme that many adver t ising agencies are taki ng 

into consideration. 

The use of animals can be a tool t ha t can a t tract 

t he att e ntion of the consumers and also i t can make the 

advert i sing more agreeable and memorable . 

A good example is the Sony-Handycam c amcorders 

c ommercial . In this ad , Sony i s introduci ng the new 

handycam camco~der, a camera that records in the dark. 

This humoro us comme r c ial sho ws t he produc t's f ea ture 



when a person surprises a cat and a dog , hugging each 

other on a sofa . 
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This commercial attracts the viewer by, at the 

beginning , c reating a suspenseful mini -drama . The 

viewer is i nc rigued by not knowing wha t is going to 

happen in the commerc ial, and ~elieved and entertained 

by an ending with a touch of humor. 

By t he ut ilization o f animal s many commercia ls 

have achieved their purpose: to attract attention and 

be memorable , like Anheuser Busch d id it with their 

frogs and lizards . 

C. Commercial Memorization Impact 

A lo t of commercials are occurring during the 

tel evision programming . But no t all of t h e s e 

commercials become memorable. 

E . Thorson and M. Friestad (1989) and M. E . 

Goldberg and G . J . Gorn (1987) have shown that 

emotional commercials are more l ikely to be recal l ed 

than those that do not rely on emotional appea l . 

"Commercials that c reate an emotional res ponse are 

more l ike ly to be ~ecalled sooner , due to their 

stronger traces , t han commercia l s that do no t create an 

emotional response in the viewer" (Agres 257) . 

Many coromercials are forgotten as a result o f 

exposure to other commercials. For that reason the 



goal of commercials is to c reate a trace that can be 

recalled £or later process i ng. 

"The ability to produce a scrong memory t race i n 

the viewer may depend on factor s in addi t i on t o 

em".)t iona l impac t " (Agres 2 57) 
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High situation involvement: Thi s factor refers t o 

the viewer paying mo re at ten tion to the product's 

quality . Consumers want to know more about the produ ct 

and about i t s q ual ity, because usually it is an 

expens ive product. For example , products such as cars, 

hou ses , and electroni c devices . With such high-t i c ke t 

items it c an be appreciated that: product c l a i ms are a n 

important e lement ; meanwhile t he emotional response 

caused by humor i s not as strong. 

Low situation involvement: Di fferen t to high 

situation i nvolveme nt, the low situation involvement 

pays more att ent i on t o source credibility . This 

p ertains , for example, to food, toiletri es, etc. In 

this t ype of ad emotiona l response is very strong 

e l ement of trace . 

1 . Humor helps listeners retain what they hear or 
see. 

"A speaker speak s to communicate and to convey 

information . He or She is passing o n knowledge . But 

why bother lecturing is a f t:er the audience open s the 

banquet r oom doors for a cof fee break, everything that 

was said f loacs o ff i n to the ether" (Perret 12) . 
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Images are more easy to remewber. This is because 

the mind seems to remember graphics much more readily 

than it does abstractions. Adverci s ing in television i s 

more effective becau se people can see images, movement 

and things that can be easier to remember. 

"Most memo ry systems convert abs t ract ideas t o 

familiar images, becau se ~hey a re impressed upon the 

mind more easily and are retained longer" (Perret 13) 

The app lication of humor i s an advantage , because 

it will help peopl e remember the message, t he brand or 

the company advertisers are conveying l onger and 

better . 

2 . Misindexi ng 

I ndexir..g is when "the brain c l assifies messages 

according to their tentat i ve meaning" (Balwin 10) . 

Misindexi ng differs from indexing, as when a me ssage 

about one thi ng (f l oor cleaners ) gets classified as a 

message about anot her thi~g (childre n) . 

overpower the product : This is a common type o f 

mis indexing . "The commercial or advertisement is so 

compelling i n i t self that it gets in the way of the 

message about the product it i s trying to sel l " (Balwin 

10 ) . 

As commercia ls get mo re soph istic ated and c rea t ive, 

more overpowering advertising appe a rs in the 

marketplace : Typically viewers respond by loving the 



46 

commercials which keep their atter.tion through the 

entire 60 second s , but af ter t hi s enjoyable experie nce, 

t hey f orget the products . 

Borrowed interest: This is another crime commit t ed 

o n consumers ' a ttention that does not a l ways achieve 

the ad's purpose. There a r e many thi ngs that are sure 

t o get ncciced by the viewers . for e x a mpl e women will 

notice babies and men will notice sexy girls. But will 

they really notice the product? "The thing that 

attracts attention should not l ead viewers minds o~f 

into non-produc e related areas . I c should l ead the m 

easily and na tural ly into the sal es message" (Balwin 

12) . 

Imitation: An i mitacion o f an innovator's style 

of adverti sing risks b eing misindexed as just another 

message about the innovator's b r and . 

There are two dangers t o watch for : First the 
danger of consc iously copying the style of 
anocher advertiser and second, t h e danger o f 
f a i ling co clearly separate y our bran d form 
other b rands that may be more firmly 
established in the consumer's mind. (Balwin 
13) 

3 . Humor VS Serious Message 

Hwnor is us e d well when it is used to convey 

effectively the message . Also it is used effectively 

to compel che viewer t o remember the message that the 

advertisers wa n t to communicate . As Perret p uts i t , 

"t he humor shouldn ' t overpower the message, but the 



impact of t h e message shouldn't rule out the use of 

humor". 
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Humor can be represented in various forms . It can 

be a word or words, a movement o r a facia l expression . 

For this reason, in advertising, the message can 

be conveyed to the viewers in different ways. Just a 

simple movement of humor can be f unny for the viewer 

and i t could result in the message getting remembered 

longer. 

It is important to know that "t he audience is not 

only a collection of people 's bodies . It ' s also a 

collection of people's mindsu (Perret 23). 

For a successful hwnorous advertisement, the 

advertiser has to know what his audience is thinki ng 

and what they want or need to hear , and t o convey che 

message in a unique and funny way . 

Actually there are advertising subject s f or which 

humor is total l y inappropriate, for example ads that 

advertise medicine products . Humor i n this case can be 

harmful f or the advertising message, because viewers 

want to hear or know about the qual i ty of the product 

c ompared with other products on the market . Al so in 

this case , a humorous approach can result in .:he 

product or service being perceived in a bad way or in a 

way in which the c l aim of quality is thought 

untrus t worthy. 



D. When to avoid Humor 

The advertiser 's goal is to get laughs from the 

viewers. Therefore, it i s good to get them anyway he 

wanes. 
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Humo r is a tool that is used to convey a message 

effectively and comedy helps the advertisers do that . 

Also, us i ng humor as a tool, adver t i sers can get people 

r.o listen becter and to do that they retai:i the message 

longer. 

All companies want to be liked or respected. 

People pay more atcention i f they like the company . 

"Humor is one of the tools than can get fo l ks to like 

you" (1 23) . 

Al l people like to be aro·.m::3. people that they 

like . "They don't even have t o be friends, just 

interesting acquaintances" ( 123) . 

The same occurs in tel evision advertising. People 

like to s ee advertising thac entertains them and are 

comfort.able with these advercisemencs. However, It can 

be appreciated that s ome t elevision advertising, 

unfortunately, doesn ' t fulfill chis purpose. 

The advertiser must be aware of using humor if the 

message will be dull, superior or r ude . 

Dullness in the message is one mistake of the 

advert ising. The message can be uninformative , but 

can't be uni!lterest ing if it wa nts to be successful. 
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Superior humor is also a bad decision. The 

message can tell abouc the quality and advantage of the 

product in a f unny way, but i f it ridicule or embarrass 

other products, it can cause dislike to the advertising 

and also to the brand. 

Finally, a message that is rude can be harmful for 

the advertising t oo . "Racial, etnic, sexist and off -

color gags fa l l into this category" ( 128) . 

I f advertisers wa nt the message to be dull, 

superior or rude, they must be very careful not to 

irrita t e listeners or their purpose is likely to be 

defeated . It is no t common bei.ng successful with these 

techniques. For that reason they are noc recommended. 

They have coo nuch dangerous negat ive potential . 

The use of insult humor will be discussed in the 

next section . Generally advertisers must know that 

humor is a tool to attract p eople, not to destroy the 

main object ive of the message with humor that irritates 

the audience. 

Once again, t he advertiser must treat the viewers 

as old fr iends and they should have no prob l em . 

1. How to use insult humor safely. 

Insulc: humor is a form that can be effective, but 

has tc be used appropriately. "Actually it is a warm 

and friendly f orm of humor wher. used properly" ( 185) 

If t~e advert iser wants co use this form, he has to use 
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it wisely. It is a powerful aid for an advertiser, but 

it can be very dangerous. 

Gene Perret talks about how insult humor can be 

used . He lists three rules that , if fol l owed, coul d 

lead t o i ts being used safely . 

1 . Kid about things t hat are fabri cated or 

obviously un t rue . 

2 . Kid about things that the audience kids 

themselves about. 

3 . Kid about things that are fabricated or 

obviousl y untrue (185) . 

Kid about things that are fabricated or obviously 

untrue. Coming too c l ose to a raw nerve is dangerous . 

It not only offends t he v i ct i m, but i t makes everyone 

else uncomfortable. "It ' s very difficult to keep the 

audience on your side after using insult humor with any 

venom in it" ( 1 86). 

Kid about things the audience kids themselves about. 

''when people k i d themselves the hurt has long since 

been removed" (187) . Applyi ng insult h umor in the ad 

recklessly knowi ng that it is dangerous, would be 

harmful not onl y for the product, but for the company. 

Kid about things that are of no consequence . "Don't kid 

about things that people don' t want to be kidded about " 

(189) . Here is aga i n the example of Miller Lite 

Advertising . This ad contains episodes that include 
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cowboys singing about urination and an old barfly 

losin g h i s dentures when he tries to flip nuts into his 

mouth. This risks offending beer drinkers or people 

with denta l problems, or anyone sympathetic to their 

feelings. 

Advertisers have to be aware of these rules when 

they using insult humor, because a simple mistake coul d 

be harmful for the product that they want to sell. 



Chapter IV 

RESULTS 

This chapter outlines the results of the study 

about the i mportance of humorous c reat ivity in 

television a dvertis i ng . 

I t will analyze current humorous commerci als, some 

successful and some unsuccessful, presented on t he most 

popular television networks. It evaluates t h e positive 

and negative impacts that they have had on consumers . 

I~ addition, this c hapter wi ll discuss the 

appropriate use of humor in t elevision advertising. It 

will explore where the adver t iser could apply humor and 

where should not be used . 

This scudy and its ~esu~ts can be used by 

advertisers Eo~ a bet ter a pplicat i on of humor i n 

commerci als . Al s c , t his study will help professors and 

st~dents unders tand how consumers process the 

information conveyed in humorous advertising . 

It is v ery importanc to s c~ess that many times the 

f ail ure cf a product or service of any company is due 

to bad communication with consumers. 

Advertising is a mass medium where consumers are 

made a ware of the product (goods or servi ces) . For that 

reason, if the advertisemen c is poorly designed or does 

not addr ess a consumers need , it simply will not 

succeed in che mar ket . 

52 
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Humor has been and will continue to be an 

excellen t tool to convey the advertiser's message to 

consumers effectively. Many companies are using 

humorous approaches because they are very effective 

with consumers, but humor has to be used carefully and 

correctly. Humor can not be used to promote al l 

products or services . I t should be used only after 

careful considerations of a variety of f actors. 

The nex t sec tion wi l l explain when humor is 

effective , and when it can be harmful for the product 

or servi ce, and for the company . 

A. Appropriate use of humor i n advertising activities 

Humor can make advertisements more interesting and 

attract g r eater attention . Thi s research examines the 

effect of humor in some situations. I t explores when i t 

can be harmful to t he objectives of the advertisement 

and when humor works better. 

1. About t h e product 

The product or service of the company is the mair1 

point o f the advertising . Advertising does not have 

reason to exist without this. For that reason, i t is 

very important to advertise the product or servi ce i n 

the best way possible . 
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If the goal of the company is to g enerally call 

attention to viewers about existing products, humor can 

be an excellent tool to do it . 

However , this study has proved that humor can not 

be used for all products or services . In high 

involvement products, such as f ashion clothes, 

perfumes, medicine, etc, the use of humor reduces 

credibili ty . 

Humor in this case, can mak e consumers laugh , but 

it does not mean that they will buy these kinds of 

produc t s . Consumers pay more a ttent i on to the quality 

of the product or service. 

On the ocher hand, the use of humor in low 

invol vement products, such as snack foods, beers, etc, 

is more appropriate. Consumers pay more attention to 

s ubstance of an ad when they are concerned with the 

credibility of the product . 

In addition, this study has proved that humor is 

more effective with exist i ng products, because 

conswners already are familiar with the product. For 

example, consumers want to know about its quality, its 

benefits and so on . 

IntroduciP-g a new product in the market is a 

difficulc challenge . Consumers need to know what 

benefits the new produ ct has that distinguishes it from 

other brands on the market . Humor is not the b e st 

means to achieve this purpose , because it does not 



produce credibility . Viewers want to know what 

benefits has the product advertised and how this 

product can satisfy their needs . 

2. The message as a goal 
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Humor can be used as a tool to help better convey 

the message to consumers . Fer e xample, if the company 

just wa nts consumers to r emember its products or 

services, the u t ili zation of humo r can be effect i ve . 

Humor can make con sumers remember the product or 

service l onger a nd better . If t he consumer feels good 

about the ad, the good positive impressi on is 

associated wi th the produc t . 

On the other hand, many considerat ions have to be 

reviewed when humo r is going t o be used in the message 

of the advertisement . 

When a company wants consumers t o know of a c hange 

made in the product , hwnor should not be applied . For 

example: When PaDpers e nhanced thei r diapers, they 

emphasized the c ha nge made to t he diapers wi th an 

informative message . The intent was to i nform consumers 

that Pampers was offering a better diaper . 

I f Pampers had u sed humor in the message to 

adve rtise their n e w diapers, it probably would not have 

been effect i ve . Consumers would not have trusted the 

p roduct ' s claims, because they had been made in a f unny 

way rather than a s erious way. 
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The style of the message is very important . Humor 

is used best to attr act atten tion, not t o ga in 

consumers trus t in t h e product or service . 

Also if t h e mes s age is serious and substantive the 

use of humor i s not appropria t e . For example : a 

commercial that gives advice to parents about how to 

talk with children a bout the use of drugs . In thes e 

kinds of messages, defini tel y , humor should not be 

used . 

3. Gender Differences 

It is very importan t to know what consumers think 

or how they respond in order to use humor 

appropriately . 

Th is research has found that men and women react 

different l y t o humor . For example aggressive and 

sexual humor i s more appealing to males than to 

females . 

"Response ba s ed on gender may depend on which 

gender ' s characteristics are the butt of the joke or 

whi ch gender ' s perspect i ve is represented by the joke" 

(Perry, 25) . 

Also this study has found that women are 

encouraged from childhood to be more expressive of 

their emotions t han men. 

Many p roducts are targeted heavily at a specific 

gender . For example , cars hav e been considered t he 
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domain of men, whi l e detergents traditionally have been 

targe ted at women. 

Different types of humor are going to have 

different effects depending on gender . 

4. Company's objectives 

I t is very important t ha t an adverti ser knows what 

the objeccive of the company is when she or h e designs 

a commercial . 

Somecimes advertis ing is designed without 

carefully cons idering the objec t ive that the company 

seeks . W:1en this h appens, they usually do not achieve 

their purpos e . 

If the object i ve of the company, for exampl e, is 

to increase their s ales, humor can be an excellent 

tool . 

Humor create~ an e ff ect i n the cons umer when t hey 

are expos ed to the advertising that i s something l ike 

being momen t ari ly hypnotized . In response, consumers 

remember the product or service when they are making a 

p ur~ha se and they tend to choose i t instead o f other 

brands on the market. If che advertising can get the 

prospect or c ustomer co l augh , ic can get them to buy. 

In addit i on, i E the objective of the company is co 

c hange its target or enlarge it , humor also can be 

used . Pepsi is a good example of this . Before, the 

company used to advert ise Pepsi to a mature t arget 
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audience. Now, they focus on a younger target . 

"Generation Next" is their logo , and some humorous 

advertising approaches can be effect ive in reinforcing 

this message when targeting this new audie nce . 

I t is very important to state that this strategy 

does not work with a new product, but with a new 

targec . Consumers know the product already, so 

advertisers just need to attract this new t arget . 

Adopting a funny means can achieve this end . 

On the other hand, if the objective of the company 

is co be perceived as the leader in the market, humor 

won't be an effective strategy . 

To be perceived as a leader in the market, the 

company has to convince consumers that the product that 

they are selling is the best product, one whose 

attributes exceed all other . In this case , humor 

unfortunately, does not produce the necessary 

c~edibility to achieve the desired end . For this 

reason, the use of humor is not appropriate when the 

objective is to be perceived as a leader. 

5. Considerations about the price 

Most of the time, companies do not show the prices 

of their product or service in television advertising. 

However, in those instances where the principal 

objective is to show the price of the product, it is 

appropriate to mention special pricing. 
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Humor can be used perfectly to advertise sales 

even ts . Humor won't harm the sale, neither the 

product . Ra ther , its impact can be to imprint the sale 

message in a positive, memorable manne r. 

Ano ther e xample c an be f o und in t he advertising of 

fast food restaurants . Some, l i ke Har dee's, emphasize 

the pric e in a funny way . Hardee 's advert ising attrac ts 

the a ttent ion of the c o nsumer with the use of humor, 

and t h en emphasizes Hardee's low prices. I n these two 

cases, the humor i s used appropriat ely. 

Evaluation of some current adverti s i ng presented in 
television 

The ads d i s c usse d below can be viewed on t he 

v ideotape inc luded as Appendix A. 

Advertisement# 1 
Budweiser Beer 

Thi s adve r t isemen t is one o f t he best 

a dvert iseme n t s made . Budweiser has been positioned in 

the consume r's mind as the bes t beer on the market. 

For t his reason, Anheuser Busch just has to tell 

consumers t hat Budweiser is still the best beer in t h e 

marke t. 

I t can be a ppreciate in thi s a d how Budwei ser 

at trac ts conswners wi t h i t s originali t y. A lizard t alks 

cont emptuously wi t h two l i tt le f rogs that jus t say Bud­

WE- IS - ER . 
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This study has established that t he utilization of 

animals is ef fective to attYact the attention of 

consumers . People like to watch or~ginal advertising, 

particularly advertising that makes them l augh. 

I n the Budweiser ad , viewers don't expect to watch 

a lizard and frogs talk ing . Also they don't expect to 

watch frogs that wish to gee a Budweiser or to chat i t s 

name . The element of surpYise along with the humor 

helps this ad t o achieve i ts purpose ; consumers 

remember the produ ct and create a pos iti ve attitude 

toward the brand . 

Advertisement #2 
Budweiser 

Th is is another successful advertisement of 

Anheuser Susch . Two lizards are seen talking about the 

f r ogs and making fun o f them . 

This advertisement , as in t he one just discussed, 

is successful in the market due to its originali ty . 

The viewer tends to b e surprised and delighted by the 

animal's antics . 

The ad impact s the consumer , because it is funny 

and makes viewers laugh. Its simple story, its 

perfect execut i on , and its hwnorous conclusion give it 

terYific "talk values", which is the decis ive 

e xp~ession of entertainment . 



Ads like this , prompt consumers to enl arge the 

enterta i nment by talking abouc it wi th others. 

Advertis ement# 3 
Budlight 
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The cheme in this ad shows what a person will do 

co keep h i s beer safe . The implication is thac the 

product is so good, t ha t he fears others may try any 

means t o get i t away from him . This funny advertisement 

cells consumers about the lengths that a person could 

go co get a Bud.light . 

This ad always keeps its focus on the main 

objective , the Budlig~t beer chat the viewer is 

i ntended ta remember . The advertiser does not 

overpower the advertisement with flashy or complex 

messages . It is simple and understandabl e . 

Advertisement# 4 
Budlight 

A group of football p layers are pretending to be 

injured by the complaincs of cheir coach. However , 

they are just waiting to drink a Budlight . 

As with the previous advertisement, this spot 

makes viewers laugh about its history . I t is very funny 

and origi~al . It holds viewer interest from beginning 

to en::i . 



Advertising# 5 
Jeep 

Even though chis study has proved t ha t humor is 

not usually recommendable for high i nvol vemen t 

products, this advert i sement is an exception to the 

rul e . 

~his commercial does not lose its principal 

objective which i s, show t h e power of a Jeep , d r ivin g 

on difficult roads. 
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The begi nning of this ad describes the power and 

comfort of the vehicle with a serious message, and then 

ends with a touch of humor showing Superman getting out 

from the Jeep . 

This ad uses humor without losing the s e rious 

message of the advertising . This comrnercial's humor 

makes consumers remember the produce better and longer . 

Advertisement# 6 
Snapple Juice 

This ad provides an example of an inappropriate 

use of humor. Th is incomprehensible ad shows strange 

episodes that inc lude a policeman peYsecuting a thief, 

a girl with her mouth open in a dentist's dispensary , a 

mental heath patient in a psychia t ry center , and a 

wrest ler applying a head lock to his opponent. 

With these complex episodes, this ad tries t o tell 

viewers about the energy that Snapple juice provides . 

However , with its particular features a r e so jarring, 



obnoxious, and corny, that the simple positive 

association is not achieved . 

Th i s ad overpowers the advercisement in a silly 

way. It is too complex f or some viewers . The powerful 

image of a girl with h er mouth open is memorabl e, but 

disgusting or otherwise offens ive . Thus, the 

association with the product is unlikely to be 

positive . 

I believe this ad does not succeed in conveying 

the message effectively to consumers . 
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This study has demonstrated that overpowering or 

overly complex advertis i ng can be harmful for the 

comprehension o f the message and can create a negative 

attitude for consumer s . 

Advert isement# 7 
Snapple jui ce 

This is another Snapple advertisement wher e t he 

use of humor is not effect ive. 

The ad contains episodes that inc lude a girl in a 

classroom and a teacher stealing the food o f one of his 

students . Humor in this ad seems to be s illy and i t is 

irrel evant to the product . 

If the purpose of t h is ad is to get the attention 

of young chi l dren , I believe thi s is not t he best way 

t o do it . Al so this ad is not a good exampl e for them, 

because they wac ch a teacher stealing food. 
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In addition this ad does not show any benefits of 

Snapple Juice or makes claims about i t s taste . 

In conclusion, i f an advertiser wants to use humor 

in any advertisement, he or she has to be sensitive t o 

not overpowering the ad, and convey the messag e the 

simpl est, most direct possible f or the consumer to 

create a good attitude toward the brand. 

Advertisement# 8 
Sony Handicam 

Thi s ad has been successful in the market, because 

ic h as created a positive a tt i tude toward the brand . 

The advertisement introduces the new Handicam recorder 

in a funny way . 

This ad starts by showing how the new handican can 

record in the dark . In chis part viewers watch the 

commercial wi thout knowing what i s goi ng t o happen. 

Finally, this ad ends with a t ouch of humor, wi th t he 

Handicam catching a dog and a cat hugging each other. 

This ad is memorable for consumers , because they 

do not expect to see a cat and a dog hugging each 

other . I t is ori g inal. It is agreeable to consumers 

and makes them l augh . 

Moreover , this ad never l oses its main purpose , 

which is to show viewers the technology of the new 

camera . Its humor makes the advertisement funny and 

memorable to consumers. 



Advertisement# 9 
Puppy Chow 
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This i s a cute humorous advertise~ent. I t shows a 

s trong lictle dog ca~rying a newspaper box when h is 

owner cell s him to go a nd look for the newspaper . 

Viewers , wh en wa tching thi s commercial , create a 

posit i ve att i t ude toward the brand. I t i s original and 

the l i ttle dog is r elevant co the p roduct adver t i sed . 

In addi tion , the computer e ffeccs used to create a 

newspape r box l ooks realistic . Al l these efforts make 

t he advertising more attraccive t o v iewers . 

Finally , it allows consumers to p :::-ocess its 

message e ffectively and memorably for a possible fucure 

purc hase. 

Advertisement# 10 
Lee Bunganeer Jeans 

This ad shows a doll wearing Lee Bunganeer Jeans . 

This doll i s take n a way by a tornado . In the end of 

chis commercial , c h e torna d o des t royed the neighborhood 

a~d the doll is found safe wearing the Lee Bunganeer 

Jeans . 

Un£ort unately , this ad has no t been successful in 

t.he market . It cont_ains an absurd epi s ode that t ries 

t o show viewers the strength of Lee Bunganeer Jeans. 

Its s cory is s i l l y and irrelevan t to the p roduct . 

Also viewers judge the ad , because they think its humor 

is nor: funny . 
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I believe that the creation of any adverti sement 

has to be a carefully worked out . If t he company wants 

i ts products to be s uccessful i ~ the market , they have 

to carefully choose a good advert i s i ng agency that can 

make the advert i s i ng effective. 

Advertising a product is a difficult work . If it 

i s not done correctly, it can be harmful to the product 

and subsequ ently can harm company profits. 

Advertisement# 11 
PETCO 

Thi s advert isement shows anima ls that want to 

e nter to a place wi t h t heir n ew PETCO card . 

The purpose of t his ad i s to inform consumers 

a:Oouc the new PETCO' card , in which you can savE: money 

on every purchase . 

This ad achi ev es this p urpose in a funny way and 

spots convey t he message ef:eccively . Viewers do not 

have any ki nd of misunderstanding in the message . 

I n addition , this ad relat es we ll the us e of 

animals wi th the product adverr. ised . The humor in t hi s 

a d , like the oth er successful humorous advertising, 

ma kes i t more agreeable to consumers . 

I believe t his ad achieves its p urpose and c r eates 

a positive attitude toward the company . 



Advertising# 12 
Hershey's 
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This is another success f ul advertise~ent. It shows 

t wo Hershey's kisses dancing a popular song from the 

BO'S. 

As mentioned before, the humor can be represented 

i n various f o rms, suc h as movement , music, wo rd or 

facial expression . I n thi s case, the hwnor of this ad 

is r epre sent ed by movements a nd mus ic. 

Two ~isses a~e don c ing in a funny way with a 

i nfect i o us ~usic that attrac t s consume rs when they hear 

i t . 

Viewers are attracted a n d entertained from the 

beginning unti l the end c reating a pos i t i ve attitude 

toward the brand . 

I n addi t ion, the effects u sed in t hi s 

advert i s e me n t , s uch as lights and movements, make it 

more orig inal. Viewers do n o t expect to watch two 

li t t l e kisses dancing and the resulting s urprise and 

del i ght is agreeabl e to them . 

Advertising# 13 
AUTO MART 

Thi s i s a good example o f badly des igned 

adve rtisement. 

Th is r esearch has demonstrated t hat imita t i on, n o 

ma t t er in wha t proportion, c an b e h armful for t h e 

adver t iser a n d for the product . 



In this ad , AUTO ~.ART informs v i ewers about its 

car sale. They offer an insta-credit to consumers who 

go to t his place and want to buy a car. 
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However, they choose the worst way to do it . AUTO 

MART tries to promote its sale by imitating the popular 

Taco Bell's Advertisement . 

AUTO MART can not compare it s products with the 

products of Taco Bell . Taco Bel l can promote their 

fast food with humor, because t hey are products that do 

not require a high monetary value decision . 

When a prospect wants to buy a car, he or she 

want s t o buy it in a friendly environment , because it 

is a high monetary value decision . I believe that AUTO 

M..~RT could be made simply . I t should b e a serious 

advertiseme~t c hat shows consume~s the advantages they 

have by buying a car from this c ompany . 

The ad doe s not produce trust and leaves a 

negative impression o n consumers . 

With these ex amples , it can be appreci ated how the 

use o f humor can be a good too l to create a positi ve 

attitude toward the brand and toward the compar.y , and 

get t heir atten t ion. And on other hand, how it can be 

harmful for the advertisement and f or its me ssage. 



Many companies 

Chapter V 

DISCUSSION 

have achieved success and a 

positi ve identificat i on wit.h the brand by c.he use of 

humor in their advertising . But, also some companies 

have elici ted a negative response from consumers by the 

improper use of humor . 

If adver tising does not satisfy the needs of 

consumers, a d ecrease in sales, and a negat i ve 

identification wic.h Lhe bra nd can occur . 

All the sources are in agreement that the use o f 

humor i n advertising c a n be an excellent tool to 

at.tract consumers and i n f l uence t hem to purchase t h e 

product. adve.:-tised . For this reason , many companies are 

trying to implement thi s tool into t heir advertising 

campaign. 

However, with all thes e effort s , 

considerations that s.dvertisers have 

there 

to be 

are many 

aware of 

whe~ they are designing a commercial to achieve success 

1n the advertisement . 

The needs of con s umers comprise one of the most 

impo~tant as~ects in advertising . Targeting these needs 

is necessary c.o develop e ffective advertising . Usually 

p eop l e s eek happiness , safety and beauty . If the 

company can satisfy these basic aspect s in a positive 

way , ttey wi ll achieve s uccess . 
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It is important to avoid any misunderstanding in 

consumers c a used by a poo rly designed advertisement. 

Every advert isement has to be addressed to consumers 

based on the object i ves o f the company . I f the company 

does not fol l ow i ts objecti ve, i t will not achieve t he 

desired goal . 

In addit i on , it is important t o say that the 

product is the principal e l ement of the adve rtisement . 

The product i s what the company is going to sell . 

For t hat reason , the humo~ dist.r aces from showing 

viewers t h e benefits o f the product , consumers won ' t 

know about its advantages. In this way, 

adve rtisement won't be success f ul. 

It i s recommended t hat the humor should not 

overpower the advert isement 's core purpose . It must be 

applied t o create a positive ac.ti tude in consumers. 

Mo reover , humor must be applied as a tool to make 

consumers remember the product {goods and s ervices) 

longer , and create a positive l inkage with consumers . 

Upon achieving this, companies wil l increase p rofits . 

P.. f urther investigation about consumer b ehavi or, 

particularly regarding the application of humor in the 

advertisements is strong l y recommended f or companies . 

People have d i fferent backgrounds , f eelings , 

act itudes and behaviors . For t.hat re::1son , it is very 

important co know well t he habi t s, attitudes, and needs 
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of the target audi ence t h at the advertising wants to 

attract . 

For some people , 

funny and for others, 

silly . The att itude 

positive, but with 

humor could be responded to as 

the same ad coul d be taken as 

associated wi th the former 1s 

the latter, the attitude i s 

negative . If the advertisernent does not c reate a 

positive linkage between consumers and the brand, they 

will prefer to choose ocher products instead of the 

advertised one . 

A. Humorous advertisements evaluated in the IV chapter 

Chapter IV shows some current successful and 

unsuccessful advertisements present ed in the television 

medium . 

We are now in a position to appreciate the impact 

and effectiveness that some of these have had on 

consumers. For example, the Anheuser Busch , Budlight , 

Jeep, Sony Handi cam, Puppy Chow, PETCO, and Hershey's 

advertisements all use humo.r- well. 

As mentioned before, these advertisements have hac 

success, because they do not overpower the 

advertisement . They used the humor as a tool to convey 

the message better to consumers and created a positive 

attitude toward the brand. 



In addition, 

objective presen t 

obj ectives . 
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they always keep their message 

and effect ively communicated t hese 

Moreover , t hese a dvertisement s used strategies to 

make the advertising more attract ive and ef fect ive, 

such as the use o f tal king animals and surreal i mages . 

By these hlL~orous tactics the advertisers comple~ented 

tr.e advert iseme nts' message and made them more 

agreeable to consumers . 

On the other h a nd, we are also in a posi tion to 

ap~reciatE the reasons for unsuccessful advertisements, 

as the cases of Snapple juice, Lee Bunganeer Jean and 

~.UTO M..Z\RT . 

Unfortunately , these advertisements were noc. well 

planned or implemented, consumers needs were not 

ef fectivel y addressed . 

AUTO M.2'.RT for example , preferred to imitate the 

successful Taco Bell advertisement , ins tead of using 

its own creativity . Thi s created confusion rather than 

imprinting a c l ear message and as s oci ation in many 

v.:.ewers. 

Snapple Jui ce used strange episodes t hat resul ted 

in a negative attitude by consumers , because consumers 

associate t hese juices wi t h corny situations . 

And L2e Bunganeer Jean used an episode that was 

irrel evant t o the message. 
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The creat ion of advertis ing i s not easy . It needs 

deep research to kr,ow the needs o f consumers, among 

oth e r aspects . 

The fo llowing guidelines may be useful to make 

advert isemencs mo re effect i ve on c onsumers : 

1. Never overpower the advertisement with humor . 

2. Keep the objeccives of t he company present. 

3 . Do not use irrelevant episodes . 

4 . Know t he target market perfectly . Their n eeds and 

their gender . 

5 . Consider t he characterist i c s of the product. 

6 . Do not imita t e other companies' ads . 

7 . Do not use insul t humor or humor that is offensive 

to morals of the peopl e . 

B. Limitations or weaknesses 

I encountered some limications in developing and 

elaborating this c ulmination proj ect. 

One of these limitations was the lack of sources 

about t he t heme of humor in television adver t i sing . 

Most of the sources found were related to other aspects 

of humor ; fo r example, humor i n speech, humor in 

consumer behavior, etc . 

I didn ' t find specific books that were rel ated to 

the subject of study . However , the sources found were 

applied and adapt ed to the humor in television 

advert~sing satisfactorily . 
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To do thi s project I had to visit differen t public 

and universic.y libraries. Some of these libraries had 

not enough sources relating to c.he subject of st udy. 

Also, some universities did not lend books to studen ts 

of other univers i ties . Thus, I was limited i n my access 

to information . 

Another limitation was the lac k o f time. I didn't 

have enough time to develop this culmin.:J.t ing project 

more deeply. In my case, I had to finish this 

cul mina ting project in a limited time, because I am a 

f o reigr. student and I had to go back to my country . 

However , this project does contain useful i nformation 

about humor in television advertising that can be used 

effeccively for any other investigation. 

C. Suggestions for future research 

As a result of this investigation , I suggest the 

foll owing topics that could be good themes for future 

researc h . 

The impacc. of humor in Radio and Print media is a 

topic that car. help companies to achieve advertising 

campa igns that are more effective and att::::-active to 

consumers . 

I sugges t chese themes because it is st ill the 

case t hat some people do not watch television. One 

case could be due to peopl e who work hard and they do 

not have time co wacch c e levision. Other case coul d be 



people tha t: do not watch too much 

television watchers simply mute 

com.mercials appear. 

t elevisior.. 

the sound 
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Other 

when 

In these cases, the effort of the advertisement is 

lost. 

Some people prefer listening t o the radio r ather 

than watching t elevision . For e xample, when people go 

to their work or they are at home, they usually turn 

t he radio on to be informed about the latest current 

events 0£ the country, such as economy, international 

conflicts, movie reviews, cul t ura l exhibits, sales of 

produc~s or just to listen to music . 

The same is true of the print media . Some people 

are mor e incerested in reading ne wspapers and magazines 

rather than watching televis ion or listening to radio . 

In this way, depending of the service or produc t, 

the company evaluates what medium is more effective to 

attra ct consumers or whac medium reaches more 

consumers . 

Also if the company wants a combination of media, 

they can choose which a r e the best for t he produc t. 

I recommend extending this n:?search and evalua t ing 

the f ollowing aspects in radio and prin t medi a that 

could be an additional help for advertisers, students , 

and p rofessors . 
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1 . A further investigat i on to find out which product is 

better suited for advertising in radio and print 

media. 

2 . An evaluation to conclude if humor is ef f ective in 

radi o and print media. 

3. An evaluat i on that finds out what type of person is 

influenced by radi o and print media. 

These recommendations mentioned above , among others 

could b e useful for a next research that would 

complement this thesis. 

The print and radio media were not included in this 

research , because this thesis was addressed only to 

televi s ion medium . 

D. Conclusion 

This thesis was developed to give students, 

professors, and advertising professionals a complete 

understanding about the effect of hwnor in television 

advertising and its impac t on consumers ' consciousness . 

A humorous advertisement has to be created 

according to t he type of product being promoted and the 

message objectives of the company . 

The use of humor is not recommended for all types 

of products (goods or services) . In some products, it 

may be an excellen t t ool to convey the message 

effectively to consumers . However in ocher cases, 
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humor can be a harmful strategy for promoting the 

produc t advertised . 

To creace a positive attitude toward che brand is 

a process chat involves many investigations . To sat i sfy 

the needs o f consumers in a creative way can secure t he 

succe ss o f the advertisement and t he loyalty of those 

who watch them. 

Today , t hose humorous commercials that are not 

prepare d c o give consumers good entertainment value, 

and ac the same time, to sat i sfy their needs, must find 

ouc what is che key t o success for cheir produc t in t h e 

world o f t he advertisement and apply thi s key to its 

commerci als . 



Appendix A 

Videotape 

Enclosed to this Culminating Project, is a 

videotape that contains current humorous commercials, 

some successful and some unsuccessful, presented in 

televis ion medium . 

78 



Wor k c i ted 

Books: 

AAKER, David A., a nd J ohn G . Myers . Advertising 
Management 3 r d ed . (1987) : 1-367 . 

AGRES, Stuart J ., J ulie A. Edel l, and Tony M. 
Subistsky. Emo tion in Adver tisina (1990) : 
3 - 369 . 

A,.qsNS, Wil L .am F. Contemporarv Advertisi ng 6Th 
ed . ( 1 9 9 6 ) : 12 - 6 6 . 

BALWIN, nuntley . Crea tive Effective TV Commercial s 
(1982) : 1-223. 

BOOK , Albert C . , Norman D . Cary and Stanl ey I . 
Tannenbaum . The Radio & Te levision Commer cial 
2nd ed . (1984) : 2-97 . 

G2I S, Michael!... . 
Advertisi:10 

The lancuaae of Television 
(1982) : 1 - 83 . 

PERRET , Gene. How to hold your audience with humor 
( .!..984) : 3 - 190 . 

SAVAN, Leslie . Sponsored Life (1 994) : 17 - 176 

WALKER H . , Harry . Advertisina - Creative Communication 
witn Consumers 4 r~ ed . (1990) : 3-371. 

Magazine: 

CEBRZYNSKI, Greg. "It ' s f:.inny how humor c an convey a 
serious message" . Nation's Restaurant News 
(March 16 , 1998) 

FINNIE, 't.Ji l l iam . "Frogs - a breakthrough campaign for 
-2'illheuser Bus h". St . Louis Business Journal 
(May 19, 1995) hccp : //www.epne t. com/bin/epwsat 
... s esion=xwJQKEn/ st=30/qn-=4/fttext 

GARFI ELD, Bob . "Generation X on aehalf of the VW 
Gol ~" - Advert i sing Age (May 18, 1998) . 

ROBINSON, Edward A. "frogs, bears, and orgasms" . 
Fortune (Jun e 9, 1 997) http: //web2 . serachbank . com 

79 



"The Best Awards ; Retail/Fast-food". Advertising Age 
(May 18, 1998) 

80 

WEINBERGER, Marc G., and Charles S. Guias . uThe Impact 
of Humor in Advertising" . ,Journal of Advertising 
(December 1992) http: //www.epnet.com/bin/epwsat 
... session=xwJQKEn / st=3 / qn=l / ft ext 

ZINKHAN, George M. "creativity in Advertising" . 
Journal of the Advertising (June 1993) 
http://www. epnet. com/bin/epwgargoy ... t/session=dssl 
wFv/ st=26/qn=2/ftext 



Vita Auctores 

Monica del Carmen Carrera Vergara 

DATE OF BIRTH: November 1 5, 1 974 

PLACE OF BIRTH: Panama, Republic of Panama 

ADDRESS : 

EDUCATI ON : 

6-3880, El Dorado 
Pana ma, Republic o f Panama 

Marketing Degree 
1992 
Santa Maria Uni versity 
Panama, Republ i c of Panama 

Master of Science-Mass Communications 
1998 
Lindenwood University 
St . Charles, Missouri 

81 


	The Effect of Humorous Advertising on Viewer in Television Medium
	Recommended Citation

	tmp.1670276702.pdf.MdnwI

