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ABSTRACT10

11
Aims: This study examined the different types of humorous advertising on attitude toward
advertising and brand in order to analyze the effect on brand recognition and brand recall.
Study design: This study focused on three types of humorous advertisings: cognitive,
affective, and social orientation, and used an experimental method to understand the
influence of humorous advertisements on advertising attitude and brand communication
effects.
Place and Duration of Study: The study was conducted in companies in the city of Taipei,
Taiwan, between May and June 2012.
Methodology: This study used a 4 (affective, cognitive, social and non-humorous
advertising) × 2 (low and high degree of advertising involvement) between-subjects factorial
experimental design and the group of non-humorous advertisings as control groups. A total
of 268 subjects were randomly and equally assigned to one of the four ads. Removing 28
copies of unusable questionnaires because of incomplete answers, 240 copies of the
questionnaires were usable, resulting in a response rate of nearly 90%.
Results: Findings indicate that humorous advertisings do promote brand message
comprehension, and superior to those of non-humorous advertising.  In addition, the results
indicate that different types of humorous advertising have different effect on brand
recognition and brand recall.
Conclusion: The different types of humorous ads have statistically significant differences on
various dimensions of brand communication. The humorous advertising of affective has
greater brand recall than those of the humorous advertisings of social and cognitive.
Furthermore, presenting an advertisement with humorous elements can transfer the
consumers’ positive perceptions on the advertising to the brand itself, thus achieving
effective brand communication.
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14
1. INTRODUCTION15

16
The media environment has changed dramatically in recent years. Traditional advertising17
media such as TV, magazines and newspapers are losing their power on catching18
consumers. Instead, online advertising, such as web banner, social media marketing, mobile19
advertising are gaining power and growing rapidly. With the power of internet connections20
and ubiquitous mobile devices, advertisers are forced to rethink and create on-line21
approaches practices to be shared virally by many people. Websites, on-line ads/videos, and22
blogs/bulletin boards are three on-line media often being used by marketers [1] to23
communicate their brand message. Humorous advertising are good tool to use in internet24
and mobile environments for virally sharing. When advertisement makes audience laugh,25
they are more likely to want to share it with friends. Thus, humorous appeals are the means26



by which marketers attempt to inform, persuade and remind consumers – directly or27
indirectly – about the brands they market.28

29
Examination of broadcast and print advertising suggests that humor is a widely adopted form30
of commercial appeal and general election debate [2, 3]. Underlying this popularity is the31
belief that humor can increase the effectiveness of advertising. The use of humor in32
advertising has its origins in the early days of the business. Studies have shown that33
audiences are more open to a humorous message, because humor lowers audience34
defenses, making them more receptive to the message [4]. Funny communication messages35
are more memorable and also be shared more frequently than more serious messages [5].36

37
Previous studies have indicated that adopting humor in advertising can enhance consumer38
concerns and interest them [6], increase the degree of favor toward advertisements or39
brands [7, 8], and maintain longer lasting memories of advertisements [9]. In contrast, some40
studies speculate that humor in advertising may lower message comprehension and found41
humorous commercials to be no more effective than comparable serious messages [4, 10].42
Thus, serious questions can be raised about the generalizability of these results. Cantor and43
Venus [11] point out that previous studies failed to demonstrate the effective of humorous44
advertising, because they didn’t manipulate the type of humor and also not control the45
degree of how much humor as perceived by the respondent. Clearly, the literature needs46
distinguish among the conditions under which humor effects may vary. However, few studies47
have addressed the difference of various types of humorous advertisements, but they48
ignored the humorous message processing would influence audience’s affect and cognition.49
Information processing theory assumes that consumer will follow the steps of acquisition,50
integration, and evaluation of information to make a decision [12]. In general, humorous51
advertising communications can serve as a stimulus-as-coded in the mind of the consumer,52
thereby achieving advertising effectiveness as relates to cognition. Helson's adaptation-level53
paradigm argues that stimuli will attract attention when perceived as different from previously54
established stimulus norms [13]. Thus, when messages are passed on to consumers by55
humorous ads, consumers will pay more attention to the information that triggers their56
interest. This study re-examines humor's influence by focusing on type of humor and the57
effectiveness of humor in accomplishing brand communications.58

59
Previous studies considered the impact of humor only on low-involvement products, but not60
on high-involvement products [14,15]. This study proposed that humorous advertising61
influences both high- and low-involvement products on audience, but only influential paths62
vary. The humorous ads for low-involvement products easily produce emotional transfer,63
whereas those for high-involvement products trigger consumer cognitive models to generate64
emotional transfer [16], because humorous advertising communications can serve as a65
stimulus-as-coded in the mind of the consumer. When humorous messages are passed on66
to consumers by ads, consumers pay attention to the brand. The main purpose of humorous67
ads is to communicate effectively, meaning that the information can be remembered, thereby68
changing consumer attitudes. Voss [17] even suggests that presenting negative69
consequences in a humorous way can be effective.70

71
High-risk, high-function, and high-involvement products are often involved in consumer72
complex buying behavior [18]. Consumers pass through a learning process characterized by73
first developing beliefs about the product, then attitudes, and then making a thoughtful74
purchase choice. Thus, marketers of high-involvement products should employ humorous75
advertising to relieve the individual emotional tension of consumers engaged in complex76
buying behavior, because humor lowers audience defenses, making them more receptive to77
the message.78

79



This study proposes that the relationship between attitude toward an advertising (Aad) and80
attitude toward a brand (Ab) play crucial roles for high-involvement product on brand81
communication, and an effectively humorous ad can enhance the Aad, as well as strengthen82
the brand cognition. Humorous advertisements can attract more consumers and increase83
Aad, which is a crucial antecedent of brand attitudes. This study focused on three types of84
humorous message content: cognitive, affective, and social orientation [7], and used an85
experimental method to understand the influence of humorous advertisements on86
advertising attitude and brand communication effects.87

88
This research has relevant implications for both academics and advertising practitioners.89
From a theoretical perspective, this study expands the domain of humorous ads affecting90
brand communication. From a managerial perspective, this research explored the rationale91
of why humorous appeal has an effect superior to that of conventional creative strategies,92
and why adopting an optimally humorous ad creates brand awareness and brand93
association.94

95
2. LITERATURE REVIEW AND HYPOTHESES96

97
2.1 Effects of Humorous Ad Types on Advertising Attitude98

99
Weinberger and Spotts [19] found that humorous advertising is more attractive than non-100
humorous advertising and increases the brand memory of consumers, making consumers101
feel good by being persuasive. In addition, Speck [7] believed that different types of102
humorous ads lead to different psychological reactions and produce various advertising103
effects. This study used a method proposed by Li [20] to classify humorous ads into:104
affectively humorous ads, cognitively humorous ads, and socially humorous ads. The105
affectively-oriented humorous ad can effectively induces audience’s strong emotional106
reactions; the cognitively-oriented humorous ad can activate audience’s mental process107
leading to the perception of a situation to be funny; the socially-oriented humorous ad108
shapes the audience has the dominant position in the way of attack, satire, ridicule,109
contempt, and mockery to increase the difference between social status of different groups.110
MacKenzie and Lutz [21] also found that attitude toward an ad affects consumer brand111
attitudes and purchase intentions. Spotts et al. [18], and Catanescu and Tom [22] have also112
considered the type of humorous advertising to be one of the main factors that influence113
advertising effectiveness, and Aad is one of the indicators used to measure the level of114
feelings in advertising effectiveness. That is, Speck [7] believed that humor can draw the115
audience's attention and increase their favor. Humor helps audiences strengthen positive116
attitudes and promote the ad purchase intention [20, 23]. Therefore, humorous advertisings117
are more effective than non-humorous advertisings regarding advertising attitude.118

119
Affective message appeals are a popular method of drawing attention to any type of120
advertising [24], whereas cognitive message appeals are typically more useful for improving121
brand recognition [25]. This study suggested that cognitively humorous advertising122
generates humor by contending with and resolving contradictory or inconsistent messages.123
Therefore, the process for solving inconsistent messages requires further cognitive effort to124
engage deliberative information processing activity, generating a persuasive effect [26]. By125
contrast, affectively humorous advertising generates humor by virtue of the evoked emotion,126
which causes the viewer's emotions to run high and become soothed while watching ads.127
Furthermore, the viewer may focus more on the ads themselves and ignore information the128
advertising product conveys. Therefore, the affectively oriented humorous ad generates129
persuasive effects based on affective associations or simple inference ties to peripheral cues130
occurring in ads. However, the purpose of the socially humorous ad is to create a verbal131
attack, satire, laughter, spite, or deception, which might lead to higher levels of irritation that132



carelessly produce the discontent in some viewers and listeners; hence, this type of133
advertising attitude is the least favorable. Therefore, this study proposes that various types134
of humorous advertising have different effects on advertising attitude. The hypotheses are as135
follows:136

137
H1: The cognitively oriented humorous advertising invokes a more favorable advertising138
attitude than the socially oriented humorous advertising does139

140
H2: The affectively oriented humorous advertising generates a more favorable advertising141
attitude than the socially oriented humorous advertising does142

143
2.2 Effects of Humorous Ad Types on Brand Communication144

145
Lutz et al. [16] studied Aad mediation effects and confirmed the relationship among Aad, Ab,146
and intention to purchase the brand (Ib). This model suggests that Cad (ad cognition) directly147
affects Aad, and Aad influencing Cb (brand cognition) and Ab. Therefore, two obvious sources148
affect Ab. The first is the direct effect of Aad, and the second is the indirect impact of Cb [27].149

150
MacKenzie and Lutz [21] revealed that advertising attitude influences Ab and Ib. Humor is151
frequently used in advertising because the audience harbors a positive attitude toward152
humorous ads. Humor presented in an ad enables consumers to own a positive attitude153
toward advertising [23, 28], thereby facilitating the transfer of a consumer’s positive attitude154
toward Aad into a positive attitude toward Ab [29].155

156
This study proposes that the distinct types of humorous ads have substantially varied157
influences on various dimensions of the brand communication effects of both brand recall158
and brand recognition. Brand recall is the ability of consumers to remember the brand’s159
name, facilitating the classification of a group of products [30]. Brand recognition is the ability160
of consumers to verify a certain brand when a line of the brand claim is provided [26].161
Humorous advertising may be a valid strategy for attracting attention, similar to provocation162
advertising that can enhance brand awareness [31]. However, Vézina and Olivia [31] found163
that provocation appeal seems to lead to negative reaction to a brand. Based on relevant164
research, whether or not humorous advertising affects Ab negatively is uncertain.165

166
Speck [7] used the elaboration likelihood model (ELM) to explain the consumer information167
processing route toward a brand while watching a humorous advertisement. A consumer168
focusing on the main message of a product or brand involves the central path of the169
information processing route; by contrast, if the main message is associated with the170
background of an ad, it involves the peripheral route. Therefore, the cognitive humorous ad171
has characteristics of cognitive thinking, causing the audience to pay more attention in-depth.172
The link between humorous ads and brand communication is represented by Aad→Cb→Ab. It173
is also relatively easy for customers to associate ads with brands and products. Furthermore,174
after deliberate thinking, the link between humorous ads and brands increases175
understanding of the brand message. Therefore, the audiences’ ability to recognize a brand176
is greater when given brand-related messages or clues. Therefore, cognitive humorous177
advertising can attract viewers to spend more time attending to the message of product- and178
brand-related advertising, thereby obtaining more brand recognition.179

180
The purpose of the affectively humorous ad is to generate the audiences’ curiosity, thus181
placing the focus on information related to advertising. The affective reactions to advertising182
regarding brand attitude are attained by Aad→Ab. Thus, we know that the association with183
the product-related message is low. Therefore, when given more than one ad message, the184
audiences frame perception, enhance experience, and organize memory [32, 33], thus185



giving them a greater ability to recall the brand. Finally, the socially humorous ad generates186
humor mainly via attack, satire, laughter, spite, or deception; therefore, the socially187
humorous ad might carelessly produce discontent in some audiences. Consequently, we can188
infer that audiences have a lower ability of brand recall and recognition. Therefore, this study189
infers the following hypothesis:190

191
H3: The humorous advertisement of affective orientation creates greater brand recall than192
other humorous advertisements do.193

194
H4: The humorous advertisement of cognitive orientation produces greater brand recognition195
than other humorous advertisements do.196

197
3. METHODOLOGY198

199
This study suggested that humorous ads can affect the Ab of the public for high-involvement200
product. Therefore, we chose cars as research products. In addition, advertising201
involvement is one of the vital factors that influence consumers’ judgment of advertising202
information and measure of advertisement effectiveness [34]. Laczniak, Muehling and203
Grossbart [35] proposed that the advertisement message is the incentive that triggers the204
follow-up involvement process. This study used a 4 (four types of advertisement) × 2 (both205
low and high degree of advertising involvement) between-subjects factorial experimental206
design on the humorous advertisement of affective, cognitive, and social orientations, using207
non-humorous advertisements as control groups.208

209
As for brand selection, this study chose the medium-level-popularity brand, Hyundai Motors,210
as a measurement subject because consumers have a high level of brand awareness and211
positive advertising attitude toward high-level-popularity brands, resulting in a less obvious212
effect than those for medium-level-popularity brands after watching humorous ads [36].213

214
3.1 Design of Advertisements215

216
Humorous ads are selected according to the definition of three types of humorous ads that217
previous studies [18, 20] have proposed to determine if the ad matches the classification of218
advertisement. In this regard, researcher has attempted to control degree of humor, using219
panels of Judges (researchers or advertising professionals) to select the three types of220
humorous commercials employed in this investigation. Manipulation checks are made to221
ensure that three humorous treatments are rated as funnier than the versions of control222
group, and the three types of humorous commercials classification are based on Chen’s [37]223
five questions. To reduce the study error, the subjects in our study were asked whether they224
had seen the chosen advertisements; most of the subjects had never seen them before.225

226
(1)Affectively Oriented Humorous Ad227
The protagonists of this advertisement are a married couple, who trap each other in the228
house by whatever means necessary to drive the car parked outside the house. The229
advertisement shows the secretive and hilarious expressions of the husband and wife who230
just woke up in the morning, as well as a series of funny pranks during their preparation for231
work, and the husband and wife do not forget to pop their heads to see the car they love232
outside below. The purpose of this advertisement is to evoke consumers' driving desire.233
Considerable human nature and emotion are projected in advertisement, which causes234
people to feel empathy toward the content of the advertisement after laughing with the funny235
couple and the exaggerated plot.236

237
(2)Cognitively Oriented Humorous Ad238



In this advertisement, the hero is a knight riding a motorcycle. When the traffic light turns red,239
he stops between two cars. Two beautiful women in a car to his left car seem to make eyes240
at him, which pleases the knight. When he turns to the car to his right, he realizes that the241
women are actually interested in the man in this car. At the same time, the man and women242
in the cars all look at the knight and laugh. The motorcyclist continues cycling with a lonely243
look in his eyes. He then realizes that many beauties pass-by all adore those men who are244
driving cars of the same brand on the street. Suddenly, the motorcyclist spots a large245
advertisement billboard of the same car standing erect alongside the road. He takes out a246
knife and later, the audience sees the motorcyclist driving a car, which he parks next to a car247
whose driver is beautiful. She ogles at him. When the camera angel turns, the audience248
finds out that the motorcyclist is still riding his motorcycle, but with a large advertisement249
billboard of that car’s brand in his left hand. Ending with humor, the advertisement makes the250
audience understand that the original appeal is "standing upon one’s dignity for men".251

252
(3)Socially Oriented Humorous Ad253
The actress in this ad is a beautiful woman, who is walking elegantly among a crowd. All254
passersby are following her with their eyes; all of the drivers in the cars on the road nearby255
are looking at her with adoring eyes. One of the drivers bumps into a car ahead and a tree256
on the side of the road. However, she is unmoved and continues walking forward elegantly.257
At this moment, a car is driven to the beautiful woman's direction, and at this time she keeps258
staring at the car, hitting a lamppost on the roadside. The image of the woman falling causes259
the people in the crowd to smile knowingly.260

261
(4)Non-humorous Ad262
The advertisement of the control group is based on a non-humorous advertisement, which263
emphasizes the functions of the Hyundai Motor Company.264

265
The measurement of "degree of humor" in the ads adopts the six-point scale measurement266
of Zhang [38], including five items- not humorous / humorous, not interesting / interesting,267
not funny / funny, not laughable / laughable , boring / not boring; 1 point means strongly268
agreed; 6 points refers to strongly disagreed. As the chosen products, cars are expensive269
and high-involvement products; the selection of nominees was based mainly on people who270
possess a job and purchasing power. The mean of each advertisement is Maffective = 5.01,271
Mcognitive = 5.02, Msocial = 4.96, Mcontrol = 2.59. The degrees of humor of three types of272
humorous ads are greater than those of the non-humorous advertisement of the control273
group. Therefore, all of the advertisements are humorous, except for the advertisement of274
the control group.275

276
The method of humorous advertisement classified by Chen [37] adopts six semantic points277
of advertisement association levels and five questions to measure the subjects’ level of278
association and thought toward the advertisements they are viewing. If the level of279
association and the thought required additional effort, the ad close to the cognitively oriented280
humorous advertisement; otherwise, it close to the affectively oriented humorous281
advertisement. 1 point means strong disagreement; 6 points represents strong agreement.282
The average scores of thought and association level for each advertisement are Saffective =283
14.81, Scognitive = 20.94, Ssocial = 18.78, Scontrol = 13.61. The average score of the cognitive284
group is significantly greater than the average score of the other three groups. Based on the285
score of affective advertisement, which is less than those of the cognitive and social groups,286
this ad can be judged to be an affective orientation; the total score of social advertisement is287
between those of affective orientation and cognitive orientation.288

289
3.2 The Selection and Arrangements of the Filled Ads290

291



The subjects may have been aware of the purpose of this study while watching the292
humorous advertisements, causing an error in the results; hence, the other filled ads were293
selected and display to subjects. In this way, the effect of different types of humorous ads294
can be examined. Therefore, the subjects in each group were given a different humorous295
advertisement to watch. The ads were arranged as follows: one filled advertisement, one296
humorous advertisement, and two filled advertisements.297

298
3.3 The Level of Advertising Involvement299

300
The various humor types and processes described by Speck's taxonomy are linked to301
consumer involvement and motivation [39]. Therefore, this study adopted the level of302
advertising involvement as an independent variable for analysis. The primary scale of303
advertising involvement is PII [40]. The advertising involvement was divided into two groups304
with cluster analysis. When the number of cluster from the second to the first group, the305
agglomeration coefficient increased to 0.966; hence dividing the involvement degree into two306
groups was more appropriate. There was a significant difference between the high and low307
degree of advertising involvement (Mhigh = 4.02 > Mlow = 2.68, P <0.05); therefore, this result308
was consistent with the needs of experimental design of this study.309

310
3.4 Measuring the Dependent Variable311

312
3.4.1 Advertising Attitude313

314
Brackett and Carr [41] presumed that the entertainment, information, irritation, and certainty315
of an advertisement influence a consumer's evaluation of advertising attitude; therefore, the316
forms of measurement were revised according to the measurement of the advertising317
attitude that Atkin and Block [42] performed. The forms of measurement are listed as follows.318

319
3.4.2 Brand Recall320

321
Following the approach of Malaviya, Kisielius, and Sternthal [43], this study examined322
whether subjects were able to recall the brand name of the car in the humorous ads after323
watching all of the ads, by listing all of the associations that they could remember in the324
targeted ads. A score of one was given for any subject who could correctly write "the brand325
name of the targeted car and correctly choose the association of the targeted advertisement".326
Furthermore, half point is awarded for subjects who have only one correct answer from the327
two items.328

329
3.4.3 Brand Recognition330

331
These forms of measurement are based on the method proposed by Malaviya et al. [43],332
which asks the subjects, after watching all of the ads, whether they are able to distinguish333
the brand attributes of the targeted humorous ad (three items) from the total ads (12 items).334
The rate of correct answers is the measurement of scores that determines whether the335
subjects are able to select the brand attributes of the targeted car in humorous ad. As for the336
list of brand attributes, advertisement practitioners were requested to view the targeted and337
filled advertisements, and then separately list the brand attributes that the targeted338
humorous ads mention (brand attributes), the attributes that the filled advertisements note339
(filled attributes), and the attributes that are not noticed in all of the advertisements (virtual340
attributes).341

342
3.5 The Design of the Questionnaire343

344



The questionnaire of this study was divided into seven parts: brand recall, brand recognition,345
the degree of humor in an advertisement, the level of association in the advertisement, the346
degree of advertising involvement, attitude toward the ad, and basic demographic347
information. In addition, the questionnaire had four versions of questionnaires according to348
the four types of ads. In each questionnaire, only brand attributes of the ad, in the brand349
recognition part varied; but the other parts were the same.350

351
3.6 Participants and Experimental Procedures352

353
This research was conducted from May 1 to May 25, 2012. Ads were arranged just like TV354
commercial and played on a computer. First, the subjects were asked to watch preparatory355
ad films; they were then asked to complete the questionnaires. The survey time in each356
group lasted from 25 to 30 minutes. The survey was administered mainly at the following357
locations in Taipei City: Chunghwa Telecom, Yuanta Bank, Kuang Chuan Dairy Co., Yes358
123 Job Bank, and Insight Brand Consulting. All subjects had jobs with purchasing power. A359
total of 268 subjects were randomly and equally assigned to one of the four ads. Removing360
28 copies of invalid questionnaires because of incomplete answers, 240 copies of the361
questionnaires were usable, resulting in a response rate of nearly 90%.362

363
4. RESULTS364

365
In this study, the effective sample size was 240, of which women accounted for 57.5% of366
subjects, while men make up to 42.5%; distribution of age 40 to 31 accounted for 58.3% as367
the majority; as for the marital status, the married accounts for 61.1%; have accounting for368
80.8% by the persons who own driver’s licenses; speaking of the educational degree, the369
university (junior college) level accounts for 80.4% as the majority; in the industry leaves,370
financial and insurance industry take mostly up to 51.3%, followed by services sector371
accounted for 25.4%; the general staff take the most part of the positions accounted for372
67.9%; for the part of the monthly income, the payment from $ 50,000 to $ 30,001 accounted373
for 46.7% as the majority, followed by $ 50,001 ~ $ 80,000 accounted for 34.2%.374

375
The scale of this study demonstrates a high level of internal consistency, with the376
Cronbach's α values being greater than 0.84 and the variance extracted being higher than377
0.65 on its respective dimensions. The item-total correlations range from 0.5 to 0.93 and the378
factor loadings range from 0.62 to 0.96.379

380
4.1 Manipulation Test381

382
The experimental ad is divided into four kinds: three different types of humorous383
advertisements, and a non-humorous advertisement; joined with the level of advertisement384
involvement, which totally reaches up to eight groups. The test indicates that the three385
different types of humorous advertisements have no significant difference (F = 1.945, P>386
0.05) on degree of humor; to compare with the control groups, the means of the degree of387
advertising humor of the three different types of humorous advertisements are significantly388
higher than the ones of the control groups (Maffective = 5.07, Mcognitive = 5.24, Msocial = 5.05,389
Mcontrol = 2.62). Accordingly, on the extent of the degree of advertising humor in this study is390
successfully manipulated.391

392
The study wants to see whether the level of thought and association have differences by393
judging the type of its types of humorous advertisements. The test results show that the level394
of thought and association of each advertisement has a significant difference (F = 4.595, P395
<0.05). Furthermore, this study find out that the level of thought and association of cognitive396
orientation is greater than the affective orientation and the non-humorous advertisements of397



the control group (M affective = 2.76, M cognitive = 3.26, M social = 3.00, M control = 2.70).398
Consequently, on the extent of the types of humorous advertisements in this study is399
successfully manipulated.400

401
4.2 The Analysis of Variance on Advertising Attitude402

403
In table 1, the study uses the advertising attitude as the dependent variable, along with the404
usage of the types of advertisements and advertising involvement as independent variables405
to do 2-way ANOVA. There is no 2-way interaction effect in this model.406

407
Table 1. Analysis of variance of advertising attitude408

409
Source sum of square df Mean square F test Significance
Types of ads. (A) 15.27 3 5.09 11.20 0.000***
Advertising
involvement (B) 19.08 1 19.08 41.97 0.000***

(A) * (B) 1.89 3 0.63 1.39 0.25
*** P <0.001410

411
Table 1 lists the types of advertisements that have a significantly main effect (F = 11.20, P412
<0.05) on advertising attitude, which also shows that different types of humorous413
advertisements are statistically significant at the .05 level on advertising attitude. According414
to the post hoc paired comparison, the significance of the cognitively oriented humorous ad415
is higher than those of socially oriented (M cognitive = 4.21 > M social = 3.82, P <0.05), which416
shows that the cognitively oriented humorous ad has a more favorable advertising attitude417
than that of the socially oriented humorous ad. Therefore, the hypothesis H1 is supported.418
Socially humorous ad and affectively humorous ad are below the significant differences in419
advertising attitude (M social = 3.82, M affective = 4.01, P> 0.05). Therefore, the hypothesis H2 is420
not supported.  Furthermore, three different types of humorous advertisements are421
significantly higher than the non-humorous advertisements in advertising attitude (M control =422
3.52, P <0.05).423

424
4.3 The Analysis of Variance on Brand Recall425

426
In Table 2, the study lists the brand recall as the dependent variable, along with the usage427

of the types of ads and advertising involvement as independent variables to conduct a 2-way428
ANOVA. Table 2 lists the types of ads that have a significantly main effect on brand recall (F429
= 3.63, P <0.05), showing that different types of ads have a significant effect on brand recall.430
Additional information from the paired comparison indicates that the significance of the431
affectively oriented humorous ad is greater than that of the cognitively oriented humorous ad432
(Maffective = 0.73 > Mcognitive = 0.60, P <0.05), meaning that the affectively humorous ad has433
greater brand recall than the cognitively humorous ad. Furthermore, the significance of the434
affectively humorous ad is greater than the socially humorous ad in brand recall (Maffective =435
0.73 > Msocial = 0.60, P <0.05), showing that the affectively humorous ad has greater brand436
recall than the socially humorous ad. Therefore, hypothesis H3 in this study is supported.437

438
Table 2. Analysis of variance of brand recall439

440
Source Sum of square df Mean square F test Significance
Types of ads. (A) 0.68 3 0.23 3.63 0.014*
Advertising 0.32 1 0.32 5.18 0.024*



involvement (B)
(A) * (B) 0.29 3 0.10 1.56 0.201
*P <0.05441

442
4.4 The Analysis of Variance of Brand Recognition443

444
Table 3 lists the types of ads that have a significantly main effect on brand recognition (F =445
13.76, P <0.05). We concluded that the different types of advertisements have a significant446
impact on brand recognition.447

448
Table 3. The analysis of variance on brand recognition449

450
Source Sum of Square df Mean Square F test Significance
Types of ads. (A) 2.31 3 0.77 13.76 0.00***
Advertising
involvement (B)

0.07 1 0.07 1.23 0.268

(A) * (B) 0.23 3 0.08 0.35 0.26
** P <0.01; *** p <0.001451

452
Using an additional paired comparison, this study found that the brand recognition of the453
cognitively humorous ad is statistically significant greater than that of the affectively454
humorous ad (Mcognitive = 0.86> M affective = 0.75, P <0.05). Furthermore, the brand recognition455
of the humorous ad of cognitive orientation is statistically significant greater than that of the456
humorous ad of social orientation (Mcognitive = 0.86 > Msocial = 0.70, P <0.05), showing that the457
cognitively humorous ad has higher brand recognition than that of the socially humorous ad.458
Therefore, hypothesis H4 is supported.459

460
Moreover, the three different types of humorous ads are significantly higher than those of the461
non-humorous advertisements in brand recognition (Mcognitive = 0.86, Maffective = 0.75, M social =462
0.70, M control = 0.58, P <0.05); that is, the humorous ads have higher brand recognition than463
those of the non-humorous ads.464

465
5. CONCLUSIONS AND IMPLICATIONS466

467
The three different types of humorous ads are significantly higher than the non-humorous ad468
in advertising attitude. Thus, the humorous ads have a high advertising attitude. Attitude469
toward the ad is a crucial antecedent to brand attitudes [21]. Hence, humorous advertising is470
more attractive than non-humorous advertising and increases the brand memory of471
consumers, thus makings consumers feel good more easily persuaded. In another respect,472
the results also suggest that humorous advertising can translate into a valuable473
segmentation strategy, because younger people, among others, show more positive reaction474
towards humorous appeal. Therefore, humorous appeal has a superior effect to those475
produced by conventional creative strategies.476

477
5.1 The Effect of Different Humorous Ads on Brand Communication478

479
Different types of humorous ads for brand communication effects have a significant impact,480
which agrees with Speck [7], and Weinberger and Gulas [2]. The humorous ad of cognitive481
orientation has more favorable brand recognition effects than those of the humorous ad of482
affective orientation and humorous ad of social orientation. Specifically, the ELM suggests483
that the likelihood of message elaboration occurs as a function of separable elements of a484
consumer’s motivation and ability to process information. When a message receiver is both485



motivated to process message content and has the ability to process the content, the central486
route to persuasion is hypothesized to occur. These conditions of motivation and ability can487
foster message-relevant thinking, activate cognitive responses, create changes in cognitive488
structure, and eventually lead to an enduring impact on a consumer’s attitudes toward the489
communicated topic. The humorous ad of cognitive orientation draws more attention to490
thinking and the message component; hence, it achieves a greater level of brand recognition491
effect.492

493
Based on the results of this study, the different types of humorous ads have statistically494
significant differences on various dimensions of brand communication effects. The humorous495
advertisement of affective orientation has greater brand recall than those of the humorous496
advertisement of social orientation and cognitive orientation. Furthermore, presenting an497
advertisement with humorous elements can transfer the consumers’ positive perceptions on498
the advertisement to the brand itself [29], thus achieving effective brand communication.499

500
5.2 Managerial Implications501

502
A favorable advertising effect helps people remember the brand as well as the ad. The key503
lies in the associations the advertisement arouses regarding the product or brand, so that504
the consumers feel impressive. Thus, humor is one of the elements that allow the505
advertisements to attract people’s attention; with proper strategy, humor can increase506
advertising effectiveness. Joshi and Hanssens [44] found that advertising spending has a507
positive, long-term impact on a firm’s market capitalization and may have a negative impact508
on the valuation of a competitor of comparable size. This study also proposed that humorous509
ads influence high involvement products, but influential paths vary on low involvement510
products. The humorous ads of low-involvement products easily produce emotional transfer,511
but those of high-involvement products must trigger the consumers’ cognitive models to512
generate emotional transfer. The main purpose of humorous ads is to achieve a state of513
effective brand communication, meaning that the brand could be recalled and recognized,514
thus changing the attitude of consumers.515

516
According to the results, different categories of products associated with different humorous517
ads create various types of advertising communication. Aad and Ab of the humorous ad of518
cognitive orientation elicit responses from consumers and achieve the most favorable519
advertising results; the humorous ad of affective orientation causes the audience to recall520
the brand easily, creating a desire to purchase that product; the humorous ad of social521
orientation has a poor communication effect because it may cause discontent in some522
audiences. Therefore, we recommended that business owners should use advertising humor523
effectively, to generate resonance and positive association with the product and brand image.524
Persuasion mechanisms induce the consumer to incorporate both cognitive and non-525
cognitive elements in his or her attitude toward a brand when using humorous elements.526

527
While designing a marketing strategy, the business owners could segment the targeted528
markets, as well as develop an appropriate strategy for the targeted customers and purpose529
of the advertisement. To raise brand awareness and brand associations, business owners530
could focus on the symbolic part of the brand and adopt the humorous ad of cognitive531
orientation; to awaken the positive recognition of a brand, the business owner could532
effectively use the humorous ad of affective orientation.533

534
5.3 Study limitations535

536
Because the brand and product in this research already existed on the market, the subjects537
may have established preconceptions of them. This study did not account for the previous538



brand attitude, and the subjects were likely be affected by experience with the brand. Future539
studies may benefit from conducting research on different product categories.540

541
Based on literature review, three critical factors influence advertising effectiveness:542
advertising-related, consumer-related, and situation-related factors. This study considers543
only advertising-related and consumer-related factors regarding types of ads and advertising544
involvement. The situational factors are the most difficult to identify because of the vast545
variety with which they exert influence on human information processing. Future study can546
examine the effect of brand communication on target brands when a particular ad with a547
good or poor brand image displayed before the ad of target brands. Future studies could548
attempt to combine various types of products with distinct media and make a comprehensive549
comparison of distinct types of brand communication.550
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