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The use of humour in television advertising is common in Ghana and all over the world. Researchers 
and advertisers alike are divided on the effectiveness of humour in advertising as some see the use of 
humour as risky because it may affect recall of product attributes and comprehension. This study 
sought to explore the role of humorous television advertising in viewer persuasion and why humour is 
used. Questionnaires were administered to a sample of 100 and 350 respondents from advertisers and 
television viewers respectively. Two hundred (200) television viewers responded representing 57% 
responds rate. Self-selection and convenience sampling methods were used for advertisers and 
viewers respectively.The study revealed that advertising practitioners use humorous television 
advertisements because they believed it was better at achieving communication goals. Situational 
factors like product features, media placement as well as audience factors were very important 
considerations for effective humorous television advertisements. There was also a positive relation 
between humorous television advertisements and persuasion. However, certain conditions must be 
met. These include ensuring product features, audience factors and media through which 
advertisements are placed are appropriate for humorous advertisements. Practitioners must know their 
target audience very well to be sure if particular humour treatment will be effective or not. Objectives 
for any particular advertisement should be clear so as to use humorous television advertisements 
appropriately. 
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INTRODUCTION 
 
The use of humour in advertising, especially in the 
electronic media is very common Stern, (1996).  At least, 
50% of the US television commercials in the 1980s were 
found to be humorous (Speck, 1991; Weinberger and 
Gulas, 1992 cited in Stern, (1996).  

Practitioners are divided on whether or not humour 
advertisements are effective in eliciting positive consumer 
responses Fugate, (1998). Again, the use of humour is 
seen by many as risky in the sense that it may affect 
recall of product attributes (Madden and Weinberger, 
1982 cited in Stern, (1996). Further, individual and cross-
cultural differences may influence the determinants of 
what is funny. It is unclear whether humour 
advertisements are superior to non-humorous 
advertisements in achieving the advertisement’s intended 
purpose. Even if humour is superior, on what 
circumstances are they superior to non-humour in 
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advertisements? The study sought to find out about what 
motivate the use of humour advertisements in television 
commercials in Ghana and to find out from practitioners if 
humour fulfils its intended communication purpose. The 
study also sought to find out the viewer perception of 
humourus television advertisements and to investigate 
factors that influence viewer persuasion in humorous 
television advertisements. 
 
MATERIALS AND METHODS 
 
The research relied on both qualitative and quantitative 
approaches to research. The study was conducted in 
Greater Accra and Ashanti Regions with both structured 
and semi-structured questionnaires to elicit the required 
responses. Ashanti region was chosen to represent 
Northern Ghana while Greater Accra represents 
Southern Ghana. Two sets of target population were 
used in this research. Advertising practitioners including 
Creative Advertising Agencies, Outdoor Advertising
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Figure1.  Reasons for using humour advertisements. 
Source: Data field, 2013 

 

 

Table 1.Level of importance of audience factors 

 

  Frequency Percent 

 Most 
important 

34 34.0 

    
Important 62 62.0 

 
Unimportant 4 4.0 

 
Total 100 100.0 

 
 

Table 2. Level of Importance of Product Features 

  Frequency Percent 

 Most important 42 42.0 

 
Important 44 44.0 

 
No difference 14 14.0 

 
Total 100 100.0 

 

 

Table 3. Do humorous television advertisements  
enhance message comprehension? 
 

  Frequency Percent 

 Strongly Agree 20 20.0 

 
Agree 54 54.0 

 
 Neutral 6 6.0 

 
 Disagree 16 16.0 

 
Strongly Disagree 4 4.0 

 
Total 100 100.0 
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Table 4. Do humorous television advertisements 

increase persuasion? 

 

  Frequency Percent 

 Strongly Agree 26 26.0 

 
Agree 42 42.0 

 
Neutral 22 22.0 

 
Disagree 4 4.0 

 
 Strongly Disagree 6 6.0 

 
Total 100 100.0 

 

 

Table 5. Do humorous television advertisements  

enhance liking of products and services? 

  Frequency Percent 

  Strongly Agree 14 14.0 

 
 Agree 56 56.0 

 
 Neutral 24 24.0 

 
 Disagree 4 4.0 

 
 Strongly Disagree 2 2.0 

 
Total 100 100.0 

 

 
 
Companies and Advertising Media Buying Companies 
were studied.  The second set of the target population 
are the television viewers in Accra and Kumasi.. The 
population of Accra is estimated at 2.269million and that 
of Kumasi is estimated at 1.773million (CIA World Fact 
book, 2009 est,). Sample from the Advertisers 
Association of Ghana was taken from 100 practitioners 
who were registered members as at December 2012. A 
total of 350 participants were selected from television 
viewers from Accra and Kumasi. Preliminary interviews 
as to whether they owned and watched television were 
conducted to screen potential participants to ensure their 
qualification for this survey. 200 participants from viewers 
completed their questionnaires, thus representing 57% 
response rate. Non-probability sampling technique was 
used in this research. Self-selection sampling method 
was used to select at least one representative from all the 
advertising agencies registered with the Advertisers 
Association of Ghana.  Convenience sampling method 
was used to select respondents from the television 
viewing public. Respondents were selected from all the 
eleven administrative districts of Accra metropolis and the 
ten administrative districts of Kumasi. Information was 
also gathered from academic journals, books, newsletters 
and published articles about humorous television 
advertisements. Data analysis was done by the use of 
Statistical Package for Social Sciences (SPSS). 
Pearson’s correlation analysis was also performed to 

measure the relationship between humorous television 
advertisements and persuasion to purchase.  
 
 
RESULTS AND DISCUSSION 
 
Reasons behind usage of humorous television 
advertisements. 
 
The study brought to the fore some of the main reasons 
why advertisers use humour content in television 
advertising in  Ghana. Two main reasons were that 
humorous television advertisements in general are better 
at achieving communication goals and the fact that it is 
used in order to achieve instant awareness for products 
and services being advertised. With humour’s 
comprehension goal, a study by Stewart and Furse 
(1986) cited by Weinberger and Gulas (1992) found 
humorous content to increase the comprehension of 
advertisements. However, the findings conflict with that of 
Weinberger and Gulas (1992) cited in Fatt (2002) that 
found 64 percent of advertising executives believing that 
humour has either no effect or a harmful effect on the 
comprehension of message in advertisements. From this 
study, practitioners also generally agree on humour’s 
persuasive effect since 68% of them either strongly or 
generally agree to that effect. This agreement is backed 
by Fugate’s (1998) assertion that people in good and  



 
 
 
 
positive moods induced by humour appear to be 
receptive to communication stimuli more favourably than 
their counterparts in neutral or negative states. This study 
which has 96% of practitioners agreeing to humour 
advertisements attention grabbing abilities, agrees with 
that of Weinberger and Gulas (1992), that found 94 
percent of advertising practitioners seeing humour as an 
effective way to gain attention.  Studies have confirmed 
that humour has a positive effect on viewer attention 
Sternthal and Craig (1973) listed advertising goals which 
included comprehension, persuasion, attention etc. and 
the impact of humour on each of these goals.   
 
 
Perception of humorous television advertisements 
 
Humorous television commercials have a very favourable 
perception with practitioners and viewers alike. Both say 
they prefer humour advertisements to serious ones. Most 
of the respondents representing90% of the viewers see 
humour advertisements as effective and majority also do 
watch humour advertisements. Roman and Maas (1976)) 
as quoted here supports this finding. ‘Everyone likes 
funny commercials. Creative people like creating them. 
Advertisers are pleased to be running them. The 
consumer enjoys them…’  
However, viewers believe that bad joke  may offend 
consumers. 
 
 
Determinants of effective humorous television 
advertisements. 
 
Practitioners believe product features is very important 
consideration for an effective humorous television 
advertisement. Majority said they would use humour for 
products and not services and 96% said they would use 
humour with low involvement products and services than 
with high involvement products and services. This agrees 
with views of many humour researchers. The nature of 
the product being advertised affects the effectiveness of 
the use of humour in the advertisement Weinberger and 
Gulas, 1992; Fatt, (2002). Certain product types are 
perceived to be less appropriate to the use of humorous 
advertising than others Fugate, (1998). Low involvement 
products such as consumer non-durables (foods, 
beverages, snacks) seem more suitable for humorous 
advertising treatments as against intimate, serious or 
high involvement products Fugate, (1998). Practitioners 
also considered audience factors as very important, and 
that level of education, cultural background as well as 
ages of target audience should be taken seriously into 
consideration for an effective humorous television 
advertisements. Of the respondents, 68% which were 
35years and below said yes to liking humour which 
indicates that the youth have affinity for humour 
advertisements. This   finding   goes  to  confirm  that  of  
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Weinberger and Spotts (1989) that concludes that 
humour has been found to be superior to younger 
audience. An advertisement placement was also 
considered as important to effective advertising. 86% of 
practitioners believe advertisements placed in a 
humorous programme will do better than when placed in 
a serious programme.  
 
 
Communication goals/ roles of humorous television 
advertisements 
 
Practitioners as well as viewers were unanimous on the 
role of humorous television advertisements. Humorous 
television advertisements were found to enhance 
comprehension, liking for product or service and 
increasing persuasion. Both practitioners and viewers 
gave high marks to humorous television advertisements’ 
attention grabbing role and its ability to enhance product 
recall. On persuasion however, practitioners were not in 
agreement with viewers since majority of viewers did not 
vote for that. In essence, majority of the respondents 
disagree to humour advertisements persuasion role. 
Chattopadhyay and Basu (1990) investigated the effects 
of prior brand evaluation and the impact of humour. They 
found no direct effects of humour on brand attitude, 
purchase intent or choice. However, it is generally 
believed by advertising practitioners that humour 
enhances attention, and therefore, it is quite possible that 
in natural settings, humorous appeals are more likely to 
be persuasive than serious versions of the same 
message. Many of the respondents did not see humour 
advertisements to increase source credibility. This is not 
surprising since results of studies on humour and source 
credibility are mixed Weinberger and Gulas, (1992). 
There is a significant positive relationship [r=0.25, n = 
200, p<0.05] between humorous television 
advertisements and persuasion to purchase.  
 
 
CONCLUSION 
 
It is not uncommon to count many humorous 
advertisements in a single commercial break in a 
television program in Ghana. Humorous television 
advertisements attract attention. Humour does not harm 
comprehension. Humour does not appear to offer an 
advantage over non-humour at increasing persuasion. 
Practitioners believe that humour enhances persuasion; 
viewers on the other hand do not believe they are 
persuaded to buy just because of humorous television 
advertisements. Humour does not enhance source It 
appears humour may harm source credibility instead.  
Humour enhances liking for products and services 
advertised with humour. Audience factors affect humour 
response. Special emphasis is on age, level of education 
and  cultural   background  of   target  audience. What  is  
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funny to a certain ethnic, gender or age group might 
necessarily not be funny to others with different 
characteristics. The nature of product affects the 
appropriateness of a humour treatment. Humour is more 
appropriate for low involvement products than high 
involvement products and also with product than with 
services. It is important to state that humour can be very 
effective in some situations and not others. It is 
imperative that advertisers are aware of the 
contingencies that define humour’s effectiveness 
beforehand before attempting to use humorous television 
advertisements. 
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