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Question 6

Topics:

a. Identify a television commercial that uses humorous appeal and then interview five people not enrolled in your class and measure their:

b. Awareness of this commercial

c. Recall of the brand advertised

d. Recall of relevent information

e. Preference for the product advertised

Then evaluate your results and assess the level of communication that has taken place in terms of these five consumers’ exposure, attention, interpretation, and preferences for this product and commercial

Members:

Hong Guang Yuan

Hong Ying Yu

Shen Xin

Tang Yao Yao

Zhou Yan Lai

To induce the potential customers, the sources need to use communication as the unique tool to persuade them in a desired way.

Communication takes many forms: it can be verbal, visual, or a combination of the two.

Communication can evoke emotions that put consumers in a more receptive frame of mind, and it can encourage purchases that help consumers solve problems or avoid negative outcomes.

Often, a company’s marketing communications are designed to:

· Induced purchase

· Create a positive attitude toward a product

· Give the product a symbolic meaning

· Or show that it can solve the consumers problem better than a competitive product (or service) can

In the communication process, the most expensive & effective part is advertising.  Therefore, whatever the marketers to do, they want to reach the consumers.  That means that they must make the audience

· Understand the marketer

· Know about what the meaning of the ad

· Understand the profit of the product in the ad

· Remember the ad & product

Humor is succeeding in getting audience’s attention, in a short time.  Whether it helps consumer easily understand the product is decided by the design of the advertiser.

To find out how the humor in ad can reach the consumer, we asked five persons from different class too do the questionnaires from different groups.

The first one, is a young office girl, she likes to watch TV in the evening, so between the play, she saw the ad The melody with the funny words of the ad Song attracts her, so she easily remembered the ad Belonged to BK.  Though she at last told us, she didn’t like the product of BK, but the ad reaches her actually.

The second one is a primary school student.  He saw the ad Because when he was having supper, he likes to watch cartoon.  He remembered the product, because he like fast food like any other child, he even sangs the song, and told us he like the hamburger very much.  No wonder all the fast-food stores like children.

The third one is our lecturer.  However, he didn’t see the ad, because he never watches TV.  How can the marketers reach this group of “TV hater”?  Maybe some humor element in newspaper or radio will be efficient.

Simon is a worker, he finishes work at about 8, has dinner at home at about 8:30, the ad Is shown during his dinner, so he saw the ad & remembered the ad Of its funny song, “It’s about some kind o fits fish, the brand name is BK.”  He replied to us.  He hates fast-food, that’s the reason he doesn’t like the product.

Rose is the last one who did the questionnaire.  She is about 35, a 5-yesr boy’s mother.  When we asked her about the ad  she laughed, “Yes, I saw it, my son forced me to see the ad, because he want me to bring him to eat it.”  Then we asked her feeling about the ad  “The song drives me laugh,” She said “I remember when I was young, I heard about a song was very like it, but the words is about a girl why her boy friend chose 

[image: image2.jpg]



[image: image3.png]



[image: image4.jpg]




[image: image5.jpg]



[image: image6.jpg]




[image: image7.png]



her.  And this song is about BK choosing salmon to make the new hamburger.”  Nearly finishing the conversation, she said “I don’t eat fast-food, you see, there’re too much calories, & I’m diet.”

From the above five questionnaire, we can easily find that this ad Gives almost every person who has seen it a deep, impression, especially to those who like hamburger, the ad Can reach its audience.  I believe humorous ads are often among the best know & remembered of all the advertising messages we see &/or hear & are generally the most talked about.  In fact, my classmates & I kept singing the song of BK’ new product for few weeks.  And when we try to find the ad which most influence us, everyone speaks of a funny ad

For example, the ad of singnet, it’s about two boys wooing a girl.  One boy tried to make a date with the girl fact to fact, but failed & is beaten.  The other boy used singnet to make the date & succeeded.

Another ad is about “Yahoo”.  The ad of marigold’s fruit juice… so & so.  When I start talking about them, if you have seen it, you’ll fast respect to it.  It indicates that you remember the ads very well.

There’re many reasons why an advertiser might choose to user a humorous message.  Humorous messages are often more effective in attracting & holding consumers’ attention & interest than are serious advertisement.  This can be very important to advertisers, given the vast number of messages that compete for our attention every day.  Humor can also enhance the effectiveness of a message by putting the consumer in a positive mood.  Positive mood states not only may result in increased affect or liking of the ad itself but might also enhance the receiver’s feeling toward the product or service.  When you hear the song of BK’s new product, will you like to sing along?

It has also been suggested that humorous commercials are effective because the humor can cut as a distraction & thereby reduce the likelihood of the receiver’s counterarguing against the message.  For example, maybe you don’t like some product because if it’s packaging or some reason, but the humor in the ad may alleviate his opposed mood to the product.

Television consultant Harry Wayne McMahan contends that humor is a potent selling technique & is “invaluable in reaching the under-33-year-old mass audiences of TV”.  He points out that humor does best when it comes from human interest, not from gags or wisecracks that may shorten the life of commercial.  He cites as cases in point the Robert Morley ads for British Airways where British wit & understatement helped make it No. 1 on the New York to London run and the humorous Dr. Pepper ads which pepped up sales 15 percent a year between 1975 & 1980.  Others good examples are Xerox, using humor to tell business people how fast its machines could make copies and Lanier, using humor to remind people how convenient its “Pocket Secretary” is.

Although humor in ads is the efficient way to get audience’s attention, there are still some pros of using humor in ads.

First, to be effective, humor must convey product benefits.  An example is the American standard advertises.  The picture of a child in formal attire standing on a toilet seat combing her brother’s hair is an attention-getting device that also conveys the key benefits of sturdiness and good design.

However, if humor is too dominating, it may have a negative effect on message comprehension and may fail to communicate product benefit.  A good example of the ineffective use of humor was the “Where’s herb?” campaign for Burger King, cited earlier.  The focus on Herb was attention getting but did not convey any particular message regarding the product.  Second, many feel that while humor may be effective in drawing attention to the ad, it is often done at the expense of the message content.  There is concern that humor can distract attention away from the brand and its attributes and toward the humorous situation or person depicted in the ad Also, effective humor can be very difficult to product, and the end result is often a message that is too subtle to be understood by mass audiences.  This, many advertisers prefer to use hard sell, rational appeals that emphasize product attributes and essential selling points rather than attempting to induce persuasion through a humorous appeal.  Third, attention must also be given to what type of adverting appeal or execution style will be most effective in each market.  Emotional appeals such as humor may work well in one country but not another because of differences in cultural background & consumer perceptions of what is or is not funning.  While humorous appeals are quite common in the United States & Britain, they are not used often in Germany, where consumers tend to be more serious & do not respond favorably to humor in adverting.

What’s funny to one person isn’t to millions of others.

After analyzing several scientific studies of the use of humor in advertising, researchers Brian Sternthal & C. Samuel Craig concluded that there is no clear evidence that a humorous version of a particular copy approach is necessarily more effective than a serious one.  They did, however, suggest the following generalizations:

1. Humorous messages attract attention

2. Humorous messages may detrimentally affect comprehension

3. Humor may distract the audience, yielding a reduction in counter-argumentation.

4. Persuasion is usually no greater that than that of serious appeals

5. Humor tends to enhance source credibility

6. Humor should be related to the target audience

7. A humorous context may increase liking for the source and create a positive mood

8. Where humor is used to reinforce attitudes the audience already accepts, it may increase the effectiveness of the message.

Name: Amy

Sex: F

Age: 18 – 25

Occupation: Clerk

1. Have you ever seen the ad?

Yes

Reason: She wants to see the play after the ad

2. Do you remember the ad?

Yes

Reason: The melody of the song sounds very familiar

3. Do you remember what the ad shows us?

Yes

Reason: Some product from Burger King

4. Do you like the product?

No

Reason: She doesn’t like Burger King’s food

Name: Simon

Sex: M

Age: 23

Occupation: Worker

1. Have you ever seen the ad?

Yes

Reason: I was having dinner when the ad is showing

2. Do you remember the ad?

Yes

Reason: The funny song

3. Do you remember what the ad shows us?

Yes

Reason: Some fish burger of Burger King

4. Do you like the product?

No

Reason: He hates fast food

Name: Jimmy

Sex: M

Age: 8

Occupation: Student

1. Have you ever seen the ad?

Yes

Reason: I was having dinner

2. Do you remember the ad?

Yes

Reason: Jimmy sang the song to us

3. Do you remember what the ad shows us?

Yes

Reason: Salmon fish burger of Burger King

4. Do you like the product?

No

Reason: He likes to eat fast food

Name: Ng Boon Kwang

Sex: M

Age: Above 60

Occupation: Lecturer

1. Have you ever seen the ad?

No

Reason: He never watches TV

Name: Rose

Sex: F

Age: 35

Occupation: House wife

1. Have you ever seen the ad?

Yes

Reason: Her son asked her to see it

2. Do you remember the ad?

Yes

Reason: The song drivers her laugh

3. Do you remember what the ad shows us?

Yes

Reason: Burger King’s salmon fish burger

4. Do you like the product?

No

Reason: She is diet

From the above research, we can easily find the profit of using humor in advertising.

· Attracts attention

(Almost everyone saw the ad of BK are attracted)

· Does not harm comprehension (In some cases it may even aid comprehension)

· Enhance liking (like Jimmy)

There’re still some problems in using humor in advertising:

· It must relative to the product, not humor itself

· Different people have different understanding of humor

· The design of the copy must be simple to understand drive people laugh

Humor is actually a good method to make the ad attractive.

However, marketing is to match consumers need.

Even your ad is very funny, you have no way to sell the product to someone who like the ad but don’t need the product.
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