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Abstract 
 
 

The integration of different instruments of the marketing decision variables, i.e., the 
marketing mix, is one of the major pillars of a sound marketing strategy. This integration also 
applies to the various instruments of the promotion mix which plays a critical role in 
emerging developing markets.  This mix plays a significant role in business since it helps to 
familiarize consumers with products and services, as well as providing consumers with the 
necessary information for making decisions on what to buy, where to buy it from, and how to 
purchase.  

This paper examines the possibilities of applying integrated marketing 
communications as an overall strategy by companies in the Turkish economy. Our research 
question is to determine the relationship between crises and practice of an overall marketing 
communication strategy (Kitchen & Eagle, 2000)  as a marketing tool- the influence of crises 
on the strategy, techniques and observable patterns of behavior that companies choose to 
employ. After probing these general inquiries, we will make an empirical analysis on the 
usage of humor in advertising by advertising agencies - particularly during crisis periods. 

The empirical findings are consistent with the theories and confirm the fact that 
humor advertising increases the attention of target audience particularly during crises periods; 
however, the findings about its impact are uncertain. Either humor’s influence on audience 
behavior may be multifaceted or operationalization of impact factors and measuring the effect 
of humorous advertising is a rather complex issue. Although the findings contribute to the 
research concerning strategic usage of IMC and humorous advertising in a developing 
country, there is a need for further empirical research on both topics. 
 
 

Keywords:    Humorous advertising, marketing communication strategy, advertising   
managers and culture      (Strategic Management Stream) 

 
 



I. Introduction 
 
One of the latest developments in marketing communications, and in marketing is integrated 
marketing communications (hereafter will be referred as IMC).  This paper examines the 
possibilities of applying integrated marketing communications as an overall strategy by 
companies in the Turkish economy. Our research question is to determine the relationship 
between crises and practice of an overall marketing communication strategy (Kitchen & 
Eagle, 2000)  as a marketing tool- the influence of crises on the strategy, techniques and 
observable patterns of behavior that companies choose to employ. After probing these 
general inquiries, we will make an empirical analysis on the usage of humor in advertising by 
advertising agencies - particularly during crisis periods.  

 
We will address hypotheses such as: whether the advertising spending is decreasing or 
increasing and whether humor advertising is preferred or not in a developing country-
particularly during crisis. Humorous advertising may be defined as an appeal created with the 
intention to make people laugh, irrespective of the fact that the humor is successful. Further, 
advertising managers in Turkey have generally assumed that humor enhances advertising’s 
effectiveness and often encouraged the usage of humor. The aim of this study is to examine 
the understanding of the attitudes towards humor in advertising among advertising managers 
in Turkey. 

 
In the qualitative exploratory analysis, we will look into the application of strategy and 
practices of techniques conceptually in Turkey. In the empirical analysis, we will narrow our 
focus on selected advertising agencies and the humorous advertisements in order to reveal if 
humor increases attention span of the target audience and enhances persuasiveness of 
advertising message as the literature suggests. In  a country that has been found to be mostly: 
with a high power distance, a high uncertainty avoidance and with a low long-term 
orientation, a high social identity based collectivism (Hofstedte, 1980), we will identify if 
humor helps to overcome difficulties such as taboos, censorship etc. in this study. 

 

II. A Strategic Marketing Tool:  Integrated Marketing Communication  

Marketing, communication and even creative briefs have to be strategic nowadays.  
Competitive positioning in the context of different markets and industries, at different stages 
of the life cycles, has become the focus of much interest. Moreover, at the very core of 
marketing communications, there has been a shift in emphasis from the individuality of 
advertising, sales promotion, personal selling and public relations towards integrated 
marketing communication (IMC). Furthermore, questions have been raised concerning the 
organization itself as a brand, rather than the individuality of each brand in its own right 
(Eagle and Kitchen, 2000).  Integration is   about speaking with one voice; and it is about 
better management of the marketing communication process so that all messages about a 
product to which a customer is exposed are coordinated and controlled in a holistic way. It is 
about assuring consistency of messages at every contact point where the company and its 
brands meets clients, customers and consumers.  
 
Integrated marketing communications offer a complex and all-included view on processes 
and elements of marketing communications. They contain all activities of sending and 
receiving marketing messages from various channels and media. Marketing messages are 
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those, which include information, directly or indirectly related to supply or demand in the 
market and are recognized as such by customers (Eagle & Kitchen, 2000; Reid et al, 2001).  
 
Companies - by definition - are employers and creators of formal marketing communications. 
These are planned or un-planned activities by which information about products and 
company are communicated. Activities are performed at three different levels namely: 
company level, marketing department level, and marketing communications level. Sources of 
information stem from the companies. Personal or non-personal activities are executed on all 
levels of a communication context (Fill, 1999). Productivity of communication depends on 
organizational variables and environmental factors of the business. The quality of information 
received depends on the situational context of receivers and on the message design and 
transmission processes.  
 

   All of the above statements and factors are indicative of the new trend in the world of 
marketing -combining different communication instruments (advertising, public relations, 
sales promotion, personal selling, and Internet communication) in terms of a solid integrated 
campaign. Communications should become more effective and efficient as a result of the 
consistency and synergistic effect between tools and messages. In other words, IMC has an 
added value when compared to traditional marketing communications (Pelsmacker et al, 
2001). IMC does not only inform buyers on available goods but also helps the companies, 
their new products or brands  entering the market, leading to economies  of scale in 
production, marketing and distribution, which may lead to  lower prices and accelerate the 
acceptance of new products and even give support to the  rejection of inferior ones (Sudar 
and Keller,1991). 

    
   Formulating marketing strategy is a dynamic process as continuous planning is required in 

the middle of intensive competition. Promotional activities are an important component of 
marketing strategy, and marketers have to take special care to see that they interlock with the 
longer-term brand objectives. An important element of marketing strategy is the promotional 
plan and marketers have to carefully plan promotional activities taking into consideration 
time, and the synergy of singular elements of the mix, i.e., advertising with other promotional 
elements such as sales promotion, point of purchase posters, event triggers, and even personal 
selling. 

    
   While advertising receives a considerable degree of attention, brand managers have to focus 

also on what the brand aims to achieve through a campaign over a specific time period. Lack 
of attention to promotional linkages may affect the brand in the long run. In a number of 
product categories such as soft drinks, cosmetics, soaps, apparel, and consumer durables 
continuous visibility is required, though bout of intensive promotion  may be required  during 
specific periods, to keep the brand in the mind-set of consumers. While the brand’s objective 
may be to reach several households to spark off trials (usage of the product),  careful analysis 
of the perception of consumers is required in such a situation.  Promotional elements are 
supposed to be oriented towards building up traffic at retail outlets.  

    
   Point-of-purchase posters at several outlets explaining usage of the product  also help. TV 

commercials should create awareness about the product and if the brand is a known one, 
though new to the category, advertisements could also reassure consumers based on the trust 
associated with the brand. While certain approaches have been suggested for formulating 
promotional plans, there is a need to explore the perception of consumers associated with 
product categories and brands before deciding on promotional strategies. Advertising, linked 
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with several other promotional elements would provide a strong value for marketers 
especially during times of ‘down-trading’ by consumers across product categories.  
 
Integrated marketing communications would not have been so popular if it did not provide 
various interest groups with tangible benefits. The principal benefit derived from the 
integration of marketing communications is of course synergy. By bringing together the 
various facets of marketing communications in mutually encouraging, enhancing and 
complementary ways, consequently, the whole becomes more than the simple sum of its parts 
(Pickton and Broderick, 2001). Regarding customers, the main benefit is that they will 
receive better service from the organizations with which they choose to do business.  
 
According to Shimp (2000, p. 20), integrated marketing communications should start with the 
customer and then work back to the brand communicator in determining the most appropriate 
and effective tactics through which persuasive communications programs ought to be 
developed. This approach begins with the value being created for the customer as the unit of 
analysis and organizing the firm’s activities around the customer, instead of starting with the 
product or the business. That is why, customers receive more personalized, customized and 
targeted messages that might be associated with their interest rather than huge amounts of 
irrelevant information (Armannsdottır et al, 2004, 29-37).  In short, the success of IMC 
involves all the key players to collaborate as equal partners for the development of the best 
strategy to achieve marketing objectives. The challenge is that this strategy incorporates the 
best of all disciplines- particularly  in  main principles, if not in application. 
 
Marketing communication process is based on the source that encodes a message by 
translating the idea to be communicated into a symbol consisting of words, pictures and 
numbers. The message is transmitted through television, print media other media that are 
selected for their ability to reach the desired audience in the appropriate way.  Noise, 
distractions, distortions or even too many other stimuli in the environment may prevent 
transmission to some of the target audience. When a receiver sees or hears a message, it is 
decoded. The aim is, of course for the receiver’s decoding to coincide with the source’s 
encoding process. The challenging issue is often marketing planning meetings are not 
highlighting messaging across multiple media channels despite the fact the need for IMC 
agreed upon, but not applied most of the time. 
 
Marketing communication in developing countries often results from misreading of its nature 
and the possibilities of its application  in a rapidly changing scenario. Marketing planning 
across various media channels and IMC strategy is even more  vital  to overcome the 
intervening noise or stimuli.  Although the theories and the academic research are universal, 
their implementation is rather differently in the context of various countries (Gian et al, 2003, 
151).  Therefore, managers should take into account cultural and socio-economic differences 
when planning IMC strategy particularly in developing or newly industrialized countries. 
Marketing managers mostly use advertising and price-oriented promotions such as coupons, 
rebates, and price discounts to increase sales and market share, entice trial, and encourage 
brand-switching (Alden, 1995). Advertising, coupled with several other promotional 
elements, would often provide strong value for marketers especially during times of ‘down-
trading’ and trade discounts by consumers across product categories. 
 
The efficiency of communication marketing in the context of the current Turkish economy 
depends on the adoption of domestic and international marketing strategies. This is connected 
to the adoption of a clear marketing communication policy by Turkish firms. This policy 
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depends on multiple factors. The role of the economic system adopted the adaptation and 
reactivation of an economic information system and the reinforcement of integration between 
the private and public sector. It is possible to say that, in developed countries the most 
popular marketing communications tool is marketing public relations and it manages other 
communications tools. On the contrary Turkish firms generally use advertising which 
manages other communications tools. 

    
   As we are now witnessing a recent global crisis, we might state that developed and 

developing countries show different reactions to economic downturns which may manifest 
itself as a recession. Demand saturation in the domestic market and reduced product sales  
decrease demand and ultimately investment and production. In such situations, companies  
should aim to increase their  market share with marketing communication tools, especially 
with advertising and sales promotions.  This is because developed countries such as the USA, 
the United Kingdom, France and Germany tend to have more faith in their economic systems 
which encourage business to invest in marketing and promotion. Business  in these countries 
has a propensity to believe and trust that at the end their economy will improve. However, in 
developing countries such as Turkey, Russia and Romania economic crises where the capital 
markets are more volatile, there is a more dramatic deterioration of business confidence. Yet, 
the  root causes for such crises and the reasons behind them   are often rather different  in 
developed countries.  

 
  Although similarities seem to have increased with this last crisis of 2008, still in developing 

countries, trade deficits, the  need for foreign exchange, currency inflation  have a tendency 
to cause society to panic and due to this psychological fear, earnings go down. Then, the  
disparities  and gaps in income distribution increases along with corruption.  As a 
consequence demand declines because of lack of confidence in the financial system. Firms’ 
production slows down or even stops altogether with this decreasing demand.  Under these 
circumstances, inflation, lack of foreign exchange and decreasing demand can lead to  
increasing raw material prices coupled with a sharp reduction in  sales. For that reason, 
increasing sales with advertising and building a brand image is perceived to be risky since it 
would cost too much.  

 
   Because of all these above reasons, businesses in a developing country  generally follow  the 

strategy of downsizing and reduction of all costs. They decrease personnel and  purchases of 
raw materials and withdraw resources from all promotional activities. As a general rule while 
developed countries also emphasize downsizing and cutting costs, they often increase their 
promotional activities with the anticipation  of  sustainability of the system. However, in 
developing countries investment and almost all promotional activities are shrunk during 
crisis, since  priorities have been changed for survival  during the economic crisis.   

 
   As a developing country at crossroads, economic changes and developments in Turkey have  

an important impact  in supporting and affecting the promotion of  private sector as well as 
the privatization process. The improvement of private participation in the infrastructure and 
the promotion of small and medium enterprises (SMEs)  may be related to the  efficiency of 
the marketing function in Turkish firms. There are national and the international factors that 
emphasize the importance of marketing and marketing communication in Turkey.  Turkey 
naturally follows the latest improvements in information and  communication technology, on 
the one hand.  There is an increasing interest in, and importance of, sustainable small 
business development  and the preference of  new university graduates are changing from  
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being employed in  well-established large business towards these small entrepreneurial 
companies, on the other hand.   

 
The Turkish advertising industry is not large by national standards and its contribution to the 
total GDP is less than 1% in 2006. Yet, advertising sector has been one of the first to adopt 
the standards of the General Agreement on Tariffs and Trade. Still, advertising has also been 
one of the country’s most fragile industries during economic downturns. The contraction of 
the advertising spending to its half in the year 2001 (from $1.06 billion to $504 million) was 
the lowest downturn. 
 
On the whole, this brief description of the changing background suggest that an opportunity 
window exists for developing new methods of marketing instruction that will aid both 
graduates and small business to gain added value from both the marketing and marketing 
communication strategy. In the advertising and communication sectors, over 40% of new 
employees graduated from relevant disciplines, which is a recent phenomenon in Turkey. 
Despite the upturns and downturns of the economy, as Turkish economy grows, to be able to 
compete more effectively both in the domestic and international markets, Turkish companies 
and their managers will use more integrated communication strategies in the long run. 
 

III.    Humorous  Advertising as a Marketing Communication 
Strategy During Crisis  Periods in a Developing Country   

 

In recent years a growing number of promotionally minded firms have turned to humor as a 
primary ingredient in their marketing communications. Humor is often used in print and 
television media (that is much more expensive than internet or mobile phones as media) to 
sell products or to attract consumers through the brands. In the perspective of effectiveness, 
although some authors and practitioners find no differences between the humorous 
advertising and the non-humorous advertising, some of them find humor is very effective on 
the consumers. 
 
 In Turkey, humor must be used properly in advertisements and customer insight about 
delicate topics (e.g., gender, religion, nationalism) and what target audience prefers should be 
at the crux of the textual and visual aspects of an ad. If advertiser uses the humor improperly, 
the incorrect usage of it makes the advertisement unsuccessful. In some situations, humor 
may not be appropriate or effective when advertising certain types of products . The type of 
product can also determine the best execution style, how to best communicate a message and 
how effective television commercial will be measured by recall, comprehension and 
persuasiveness (Catanescu & Tom, 2001: 94). 
 
When deciding whether to use humor, therefore, it’s important to think about your audience, 
your message, your medium, your product and the type of humor. Catanescu and Tom’s 
study shows that humor is used more frequently in television commercials than print 
advertisements (Catanescu, Tom, 2001: 92). In Turkey practically, humor is used  more in 
television commercials than print advertisements. According to Hofstedte, the main 
characteristics of Turkish culture are: a high power distance, high uncertainty avoidance and 
with a low long-term orientation, a high social identity based collectivism (1991). Due to our 
high context, preference for indefiniteness and harmony-seeking nature of our culture 
according to Hall (1991), our culture is somewhere in between femininity and masculinity. 
While these are the main features found in organizational culture, these characteristics also 
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determine the Turkish advertising style. Turkish people are sociable in their daily life. Humor 
is used by advertisers commonly for entertaining people and rising above traditional  taboos.  
 
In societies, where there is “spiral of silence” due to censorship, the easiest way of talking 
about taboos is to use humor. This is one of the main reasons as to why  we use humor in 
advertisements. Turkish advertising style is for engaging consumers, but their message 
should be convincing rather than confusing. If we want to give some examples from Turkey, 
in prior crisis period of 2001, finance sector had used humor.  In recent crisis years,  
automotive sector use humor in their advertisements.  For instance, Toyota Yaris, Fiat Palio, 
Kia Spectra, Mazda 6, Ford Mondeo, Renault Kangoo, Renault Clio, Ford Sportska 
advertisements  may all be categorized as such. According to Catanescu and Tom there are 
seven categories for humor (Catanescu and Tom, 2001: 93). Here is how they defined each of 
these terms:  

• Comparison: Putting two or more elements together to produce a humorous situation.  
• Personification: Attributes human characteristics to animals, plants and objects.  
• Exaggeration: Overstating and magnifying something out of proportion so that the 

meaning is lessened.  
• Pun: Using elements of language to create new meanings, which result in humor.  
• Sarcasm: Sarcastic comments or situations are classified as silliness and ironic 

responses or situations.  
•  Silliness: It ranges from making funny faces to ludicrous situations.  
• Surprise: Includes all advertisements where humor arises from unexpected situations.  
 

This classification may be also employed during the crisis period in Turkey.  
• Comparison: A television advertising for a shampoo brand called Rejoice. A couple 

sitting on a bench  is filmed from behind. The boy caresses his girlfriend’s hairs and 
his hand tangles into her hair, as the girl does not regularly use Rejoice. While the boy 
exerts to take out his hand, a humorous situation arises.  At the second scene, another 
couple sitting on a bench and the boy caresses her girlfriend’s hair and this time, his 
hand slides through his girlfriend’s hair.    

• Personification: A television ad of beverage which is called ayran (drink made of 
yoghurt and water looks like buttermilk but tastes different) and the brand name is 
Sutas. The Holstein cows play in a football match and they act like human beings.   

• Exaggeration: Cola Turca’s commercials make use of exaggeration as American 
people who drink Cola Turca suddenly start speaking and acting  like Turkish people.  

• Pun: A crisps brand Doritos uses pun in his ads with humorous words special to 
Turkish language.  

• Sarcasm: Television advertising of a lighter brand Tokai used sarcasm to produce 
humorous situation. A White man shows to a black primitive tribe how to light fire 
and the chief of the tribe takes out a lighter and  light the fire. 

• Silliness:  Again Sütaş which is also a milk brand used in his ads famous basketball 
players’  faces with milk on their upper side of their lips on the billboards.  

• Surprise: Television advertising for Toyota Yaris car. A man is hanging at the balcony 
of the building and a Toyota Yaris is parked below the man. The woman who sees the 
man, gets out of the building in a hurry and takes the car and parks to another space to 
prevent the man from falling on the Toyota Yaris. 

 
We have  analyzed the above  example of Cola Turka more since it  actually uses various 
categories simultaneously (such as exaggeration, pun, silliness, comparison, and surprise in 
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advertisement series). Besides,  it was high point in advertising in a highly sensitive context 
of “rising nationalism” during the on rising protests against "coca-colonization" that  have 
often taken the form of consumer boycotts against all goods perceived as American during 
the Iraq war.  However, a new form of protest has proliferated in the last few years: anti-
Coca-Colas.  Cola Turka suggest the construction of a civic identity in the cultural public 
sphere  through consumption practices. 
 
A new cola-flavored soft drink, Cola Turka is launched  with a thought-provoking and yet 
humorous advertising in Turkey in the middle of 2003 just after the US-led invasion of Iraq.  
Its marketing strategy, described as "light and positive nationalism" started a public debate 
over the politics of consumption and transformation of citizens as consumers in contemporary 
Turkey.  The advertisements reflected somewhat  a shift away from  a state-centric 
development frame towards market-driven economic growth. In other words, "positive 
nationalism" of the ad agency is an idealized representation of how nations ought to conduct 
themselves vis-à-vis other nations in a world order predicated on the ideology of neo-
liberalism.  Hence, humor is employed here to achieve social goals within a delicate context 
in a successful manner (Yüksel, 2008). 
 
Cola Turka was a new brand of soft drink made by Ülker, Group is widely known for its ties 
to Islamist capital and politics, and specifically, to Turkey's ruling Justice and Development 
Party.  Ülker itself, however, never projected an Islamist public image; by looking at its 
advertising, one cannot distinguish Ülker's corporate identity from that of any other company 
perceived to be secular sensitivity of the public. The initial Cola Turka commercials, shot in 
New York City and recorded in a mixture of Turkish and English, featured the popular 
American comedian Chevy Chase.    
 
In the one ad, a perplexed Chase encounters signs of Turkish national culture as he goes 
about his day.  A car full of Turkish men, wrapped in their national flag, drives through 
Times Square celebrating a soccer victory; then a cowboy at a coffee shop counter speaks to 
Chase in Turkish slang after drinking Cola Turka.  In the another advertisement of Cola 
Turka, Chase arrives at his suburban home to discover his wife preparing a Turkish meal; the 
guests at the table stop singing "Take Me Out to the Ball Game" and start singing a popular 
song associated with Turkish national independence.  Chase, his wife and their children kiss 
the hands of the grandparents when the grandparents leave the house, and the wife hurls a 
bucket of water into the street behind their car "to make sure their trip is safe and easy like 
the flow of water"—both well known Turkish tradition (Ibid). 
 
By and large, top executives in Turkey – those having responsibility and power to influence 
the scope of advertising – have a positive attitude towards the humor advertising in all 
aspects. A great majority have positive attitudes towards the need for humor advertising. In 
addition, in most cases they did not have negative attitudes towards social and ethical aspects 
of humor in advertising. It is important to consider the type of humor when making a 
management decision about a whether or not to use humor in the execution of 
advertisements. For example, presenting the message using silliness may be well received by 
the target audience, whereas sarcasm may be offensive or condescending.  In using humor 
during  crisis period, it is important to think about the target audience, the message, the 
medium, the product , the type of humor and its appropriateness.  
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IV. Findings  about Advertising Managers: How They Perceive 
Humor Advertising During Crisis Periods 

 
Since the main purpose of this study is to understand how managerial decision makers use 
humor most effectively by considering various types of humor available to them in crisis 
periods, we have chosen twenty members of Advertisers Association by convenience for our 
face-to-face interviews. In- depth interviews are made with these advertising managers  who 
are working for the advertising agencies and their attitudes are coded about humor in 
advertising. Inspired from the literature related to the humor advertising and marketing 
communications, a list of ten questions was prepared. Data were collected during the 
structured interview.  Based on our observations, records, codings and classifications, 
managers’ views about humorous advertising are evaluated at the end of this  empirical  
research. 1  

 
Duncan examined humor in advertising with sales effects, communication effects, attention, 
comprehension, attitude change and retention as a behavioral perspective (Duncan, 1979: 
287-290). We have looked at humor with the same factors from the perspective of advertising 
managers. The factors that we examine are defined below: 
 

• Sales Effects: Advertising managers have commented on the problems of measuring 
the impact of advertising on final sales. The unique sales impression made by any 
single advertising  change, such as a shift to humorous copy, is often obscured by the 
influence of other promotional activities. Similarly, it is difficult to isolate the sales 
contribution of advertising of any type from the effects of other marketing inputs.  

• Communication Effects: The contribution made by the addition of humorous 
advertising can be more directly examined by focusing on the pre-purchase cognitive 
responses of message recipients. This communication effects suggests that 
promotional objectives and performance evaluation may be stated in terms of changes 
in the receiver’s cognitive position in any of the intermediate stages leading the 
purchase.  

• Attention: The addition of humor results in significant increase in interest ratings 
when the basic message is perceived as dull but not when it is initially regarded as 
interesting. According to advertising managers humorous advertising have to use in 
order to attract attention.  

• Comprehension: The infusion of humor into a message presentation may interfere 
with the audience’s grasp of communicated information. This effect is likely when the 
form of humor utilized (e.g., satire) is not recognized or fully understood by a large 
portion of the audience. 

• Attitude Change: Under certain circumstances the task of advertising is not so much 
to attract or inform consumers as it is to reinforce existing product loyalties or alter 
prevailing brand preferences. The introduction of humor increases a message’s 
capacity to persuade.  

• Retention: Humorous advertising has also maintained that amusing commercials are 
recalled long after less creative communications have disappeared from memory. 
Therefore, consumers who are exposed to persuasive material before they are 

                                                 
1 ORCE principle in face-to-face structural interviews is an acronym standing for observe, record what you see 
and hear, classify and code and evaluate them all. 
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prepared to buy will retain and use that information longer if the ad is perceived as 
humorous.  

 
The advertising managers’ opinions and preferences about the effects of humorous 
advertising in Turkey are as follows: 
 

• Majority of advertising managers claim that humorous advertising is a good business 
tool in introduction of new products. 

• Majority of advertising managers say that their company benefits from humorous 
advertising particularly during  crisis periods. 

• A great majority of managers consider that humorous advertising is necessary as a 
good business tool for effective competition. 

• None of the advertising managers consider the humorous advertising as a waste of 
money. 

• Most of the advertising managers say that humorous advertising oriented to children 
should be controlled. 

• Majority of advertising managers consider that the repetition of humor in 
advertisements do not decrease consumers’ attention and interest toward the product. 

• Majority of advertising managers, think that when need for information content and  
cognitive aspect is low, the presence of humor in an ad positively influences 
persuasion and also they say that when need for cognition is high, humor has less 
influence on persuasion. Persuasion is likely to be influenced by the strength of 
advertising arguments.  

• Some of the advertising managers consider that the effect of humor on attitude toward 
the brand is mediated by attitude toward the ad.  

• Advertising managers believe that television is a more effective channel to use humor 
than other media channels. 

 
According to majority of advertising managers in Turkey, the most preferred humor 
advertising type is comparison/personification since the first makes the message clearer, 
while the latter enhances  emotional appeal. However, we have to keep in mind that surprise 
humor is often the type of humor chosen in TV advertising, while comparison is preferred 
more in print ads and personification is more advantageous as a reminder for products, not to 
inform about them or launch a new product.  

 
An experiment was conducted to investigate the effect of individual differences in need for 
cognition on humor’s influence on persuasion in advertising. Results indicate that the effect 
of humor in advertising is moderated by levels of audience members’ need for cognition. 
Advertising humor is more effective in influencing audience members’ responses to an 
advertisement when audience members’ need for cognition is low rather that high. Results 
also suggest that the effect of humor on attitude toward the brand can be mediated by attitude 
toward the advertisement. 
 
The issues surrounding the use of humor in advertising have been debated over the past few 
decades. In Turkey, critical to the practice of employing humor in advertising is the premise 
that humor can help persuade the audience to change their attitudes and behaviors toward the 
advertised product or service. 
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V. Concluding Remarks  
 

In a nutshell,  we can state that despite the fact that  IMC can be considered as an effective 
strategic marketing tool with somewhat universal application, more qualitative approaches 
are needed regarding several important issues that can determine the rate of integrated 
marketing communications adoption and its future development in emerging markets.  The 
efficiency of integrated marketing communications in the context of the current Turkish 
economy is connected to the adoption of an unambiguous marketing communications policy 
by Turkish companies. At present, use of IMC in Turkey is still in its very early stages of 
development and operationalization and measurement of IMC practices are even harder.  
 
The findings of this study may have implications for advertisers and their agencies who want 
to employ humor in their advertising messages. For example, instead of trying to determine 
whether humor works all the time, an advertiser has to ask under what conditions  and for 
which target audience humor may work better. Predictions about potential humor effects in 
advertising should be based on understanding of target audience characteristics because the 
mere presence of humor in an advertisement may not necessarily guarantee its success.   

 
The results of our research support that advertising managers believe that television is a more 
effective channel to use humor in terms of both cost-effectiveness since it reaches a large 
audience and even if there is a  possibility that  a TV ad may not reach a member of the 
household due to conversation, ringing phone etc., still  over time it will reach most 
household members. We have found that using humorous advertisements has a positive effect 
on attitude and purchase intentions and it also helps consumers to make better decisions. 
Another important point is that the humor in advertising is necessary for an effective 
competition. 
 
Although the use of humor in advertising represents millions of USD a year in spending, the 
efficacy of humor as a communication device remains uncertain in Turkey. The use of humor 
in advertising increases particularly during crisis periods in Turkey due to its superior impact 
on the target audience since they attract, interest, raise awareness and create attitudes, desires 
and even support in achieving social goals. From the perspective of Turkish advertising 
managers, these findings on the communication effects of humorous messages should be 
regarded as useful, but tentative.  
 
Such studies that are preliminary inquiries do contribute because they question the 
conventional wisdom and confirm the fact that creative and humorous advertising affects 
audience even during economic downturns. Whether humorous work sells or not is not that 
certain both because of complicatedness of measuring impact as well convoluted nature of  
perception of humor  by target audience. 
 
Humor does not in all cases increase attention, and amusing commercials may not always be 
remembered longer. The absence of consistent outcomes suggests that humor’s influence on 
audience behavior may be a complex one. Advertisers must understand this complexity if 
they are to administer humor effectively. In future research, distinguishing which type of 
humor is best suited for television advertising particularly during crisis might be interesting. 
Finally, as a food for thought, making comparative analysis of the usage of different types of 
humor in a range of countries during crisis periods might pave way to remarkable findings 
with respect to perception of crisis and humorous advertising, since we think sense of humor 
in itself is rather culture-bound and context-specific. 
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