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ABSTRAKT

Tato bakal#ska prace se zabyvéemi reklamami, které jsou tgny britské kultie a ve
kterych se objevuje zejména verbalni humor. Teckattast popisuje diskurs a jazykové
prostedky reklamnich sdieni, dale se zabyva vlivem humoru na efektivitkklamy a také
uvadi jednotlivé typy humér které se v reklamach pouzivaji. Posledasti teoretické
¢asti je britsk& kultura a jeji vnimani humoru. Jgdae demonstrovany rozdily jednotlivych
narodi britské kultury a jejich porozuéni humoru.

Cilem praktickécasti je analyza diskursu vybranych reklamnicBlesd. Analyza je
soustedna zejména na vliv verbalniho humoru v reklamagbha pisobeni na britskou

kulturu. Z poznati zjiStenych v praktick&asti je vyvozen zay.

Kli¢ova slova: diskurs, jazyk, reklama, humor, Britkk#ura

ABSTRACT

This bachelor thesis deals with three advertisesnevitich are determined to British
culture and in which especially verbal humour appe@he theoretical part describes the
discourse and language features of advertisenthets deals with the influence of humour
on the effectiveness of the advertisement and stisi®s the particular types of humour
which are used in advertisements. The last pattietheoretical part is the British culture
and its perceiving of humour. There are demongtréte differences among the individual
nations of the British culture and their understagaf humour.

The aim of the practical part is the analysis lmdsen advertisements. The analysis is
particularly focused on the effectiveness of verbamour in advertisements and its

specific aspects within the British culture. Frdme findings, there is conclusion deduced.

Keywords: discourse, language, advertisement, hunBritish culture
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INTRODUCTION

Although humour in advertising nowadays appearsemibequently than before, the
effectiveness of humour as a communication tostiikthe subject of debate. The theorists
argue that on one hand humour can create posideknfis and attitudes towards the
product or brand being advertised. On the othedhlumour might reduce the credibility
of the product or reduce persuasive means. Foe tteasons, this thesis is going to focus
on the analysis of humour in advertisements anpasitive or negative aspects.

The theoretical part will be devoted to the digsewof the advertisements in order to
understand from which point of view an advertisetrean be taken and how it could be
analysed. Then the language, which is typical ttwestising, will be described. The next
section of this theoretical part will concern tHéeets of humour on advertisements, the
principles of defining and creating humour and shetability of the particular style of
humour to the target customer. In addition, thei@aar types of humour often used in
advertising will also be examined. The last sect®riocused on the understanding of
humour by the individual nations that are globaihderstood as British culture. Although
the Irish are not officially considered as Britishey are discussed in this section too.

In the practical part, there is the analysis oé¢hadvertisements. These advertisements
have verbal humour in common, that is why the ersigh@ill be put on the analysis of
language features. Analysis of the humour emplayididalso be undertaken in order to
explore which type of humour is appropriate for ttish culture. At the end of the
analysis of the each advertisement there will ledfitral evaluation where the strengths and

weaknesses will be examined.
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1 ADVERTISING AS DISCOURSE

Analysing advertising as discourse is a complexkwboecause there are many components
of adverts which can be examined. It is challengiogundertake the analysis of an
advertisement. According to Cook (Cook 2001, 5) ynstudies concentrate on one or a
few elements of ads, and do not deal with the sther

The purpose of this thesis is to analyse verladalirse of humorous advertisements.
Therefore the main focus of the discourse analdisbe on language. But it does not
mean that discourse analysis deals with languageeallhe aim of discourse analysis is to
study all the parts of context and examine theticelahip between text and context. For
instance, the discourse analysis might study thetezd of communication such as
interaction between people, their relationshipgdoh other, where and in what situation
they are, etc. If music and pictures appear, weehtv consider these means of
communication in discourse analysis as well. (C2081, 3)

In view of the fact that language is always inteah it is important to take context in
consideration, there is a necessity to explain t#nis in detail in the following chapter.
(Cook 2001, 5)

1.1 Context

Language is a complex system, which needs to lskinseertain conditions that are shared
and understandable by both addresser and addrddsese conditions are known as the
context. Clearly, the participants of the commuticaneed to share a common knowledge
to be able to understand each othir.these cases, people make sense of what isbsaid
making a connection between the language and thesigdl context of utterance.”
(Widdowson 2007, 20) The meaning of linguistic eegsions varies within each context.
For instance, the expressioed winewhich indicates a red colour is different from tieel
colour indicated by expressioadhead (Cruse 2004, 13)

In communication, people make use not only of g, but also of paralanguage,
which is the behaviour accompanying language; acbhody posture, gestures, pitch of
voice, facial expressions, etc. Except from paglage, context also includes participants,
setting, co-text and intertextuality. (Cook 2001, 4

In the case of analysing the discourse of the rideenent, the important part of the
context are participants. They are significant tlveatising discourse because of their

knowledge, beliefs, feelings, attitudes which affetiole message of the advertisement.
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Participants of the advert are senders and reseivdre sender is not always the same
person as the addresser. The sender is an adwgrigency and the addresser may be, in a
TV media, an actor. Although the advertising agéngygal is to affect certain target group
to the greatest extent, the receiver is considerdze anyone who sees the advertisement.
(Cook 2001, 4)

1.2 Coherence vs. Cohesion

It is especially important in the advertising inttyghat a text should be written, or said, in
the way that is understandable for the reader ellistener. This comprehensibility of the
text provides cohesion and coherence. Halliday ldadan (Halliday and Hasan 1976)
claim that cohesion is a part of a language systethcreates meaningful links between
sentences. These links define what we call a Txt. main function of the cohesion is to
help the reader to connect the sentences togetezresure the comprehensibility of a text.
For that purpose, there are cohesive devices whitbhe elaborated in chapter 2.1.

Coherence creates the general unity and meaniting &fpecific text. (Cook 2001, 153)
In other words, if the text is coherent, the readedistener understands it. Although
coherence is almost always accompanied by cohesinch actually makes it possible to
derive a coherent discourse, it is not true tharyweohesive text must be also coherent.
(Widdowson 2007, 49-50) Cohesive but not cohemxttd¢an be seen on this example:

Her dress is goldGoldrush started in _CaliforniaCalifornia is one of the states in

the United StatesThe United Stateslaimed that the economic situation _is _bad

Badthings sometimes happen.
Even though the sentences are linked by the samidswepeating at the end of one
sentence and at the beginning of the other (see 2epetition of lexical items), the text
itself is incoherent. It does not have any meaing the reader does not understand what

the purpose of the text is.

1.3 Intertextuality
In chapter 1.1, the term intertextuality was memdid as a part of a discourse context. It is
one of the important parts in advertising commuioeaand it is this fact that prompts a
more thorough explanation.
According to Goddard (Goddard 2002, 5the termintertextuality refers to the way

one text can point to or base itself on anothén.'the case of advertising it means that the
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hearer of an advertisement text perceives it amigalg to another discourse. For instance,
as belonging to other advertisement, film, book, &he effect of the intertextuality might
positively affect the hearer. He/she might feel/eleif he/she gets the connection of both
texts. (Goddard 2002, 52)

But it is necessary to point out that it is alsoctal for the hearer to share a specific
cultural background or knowledge to be able toterélais association. A good example of
intertextuality is a printed advertisement promgtsuits for men. The photo depicts the
man sitting in the good-looking suit. Next to hitarsds the slogahegends of the Fall.
Every receiver of this ad will probably realise tthi@all represents that these suits are
designed for the fall season. But what he/she mmghtrealize is the fact thaegends of
the Fall is simultaneously referring to a dramatic film.igImtertext will appear just by
those people who share the knowledge of knowingrantembering that film. In addition,
the termFall for autumn, has context only within American, etthan traditional English,
so a Briton would not necessarily be expected tdetstand this. On the other hand
someone may take a risk that the Briton is awaréhefphrase, even though it is not
common currency in the UK, the gain would be thevetness connection outlined in the

previous paragraph.

1.4 Semantic Meaning vs. Pragmatic Meaning

When people communicate, it is their choice to cesgain words rather than others. The
choice of speaker's words varies according to gbnt&he speaker might change his/her
vocabulary according to some occasion, knowledgetlér's background, his/her current
physical or social situation, culture, educatide, &his is the nature of pragmatic meaning
(pragmatics). In other words, pragmatics studiesow speakers and hearers interpret
meanings in particular contexts.(Goddard 2011, 17) It may happen that the speaker'
statement is ambiguous without knowing the specifictext. If a newspaper headline says
that “The passerby helped dog bite victint’js unclear whether the passerby is helping a
dog to bite someone or is helping a person bityea thog.

The advertising agencies play with the pragmateamng a great deal. A good
example is the expressimugar freewhich is often very striking on the packaging of
certain products. The semantic, i.e. precise, nmgashows that there is no sugar in the

product and, pragmatically it implies that the prodis good for your health and therefore
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that you should buy it. That is a strategy thatemtisers employ to try to change our
purchasing behaviour in “an invisible” and “sublimal” way.

Pragmatics usually contrasts with semantics, wisithe study of the word's meaning.
The semantic meaning is actual meaning of the wehih can be found in the dictionary.
We might specify semantics into two categories xicld semantics and grammatical
semantics. Lexical semantics focuses on contentwofds like shamrock, giraffe,
irresponsiblerather than grammatical words like, the, toetc. The words, which are
studied by lexical semantics, are easy to undetsdad it's obvious what they mean. And
“Grammatical semantics studies aspects of meanifgchv have direct relevance to
syntax.” (Cruse 2004, 14). A good example is the meanivgood yellow. In the sentence
He wears a beautiful yellow coatellow acts as an adjective, whereas in the seafEhe
leaves yellow quickly in autumyellow is a verb in this positiorY.ellowvaries its meaning

according to distribution in the sentence. (Cru3e42

To sum up: semantics deals with words that arallysalear and easy to understand,
whereas pragmatics deals with words that can vargrding to the speaker or hearer and
the specific occasion (Goddard 2011, 17), i.ecthwext.

1.4.1 Humour in Semantics and Pragmatics
Both Cruse and Goatly perceive semantics and praggnas disciplines that mingle and
influence each other. Goatly works with humour #@sdinterpretations in semantic and
pragmatic meaning. Goatly (Goatly 2012) states thhatderstanding a joke involves
knowledge of the language code (a matter mosthgwfantics) and background knowledge
necessary for making the inferences to get the (@keatter of pragmatics).The purpose
of this chapter is to show how humour is createtliannterpreted in various meanings.

Humour is dependent on the defeated expectationghe receiver. For an
understanding of humour, it is crucial to createhsaxpectations which semantically and
pragmatically vary through context and co-text. Thmin attribute which defeats
expectations and create a humorous context is graay. (Goatly 2012, 23) The theory of
incongruity is further elaborated in chapter 3.2naarning principles of humorous
advertising.

Regarding the pragmatic meaning of humour, thgeisd humour has a function to

create social and interpersonal relationship. Huneawses the emotions which lead to
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laughter. Therefore, humour might generate theirfgedf intimacy and rapport. On the
other hand, humour can have a hostile functiohédase that the conversation is mildly
aggressive or over assertive, overly demeaninghéosubject or mocking. The hostile
function also appears when the intimacy betweendher and the receiver is destroyed.
This might be caused by not getting the joke byrdeeiver or receiver's choice not to
laugh at the joke. Briefly, the use of humour op#ms possibility for the creation of a
closer relationship, as well as the distance beaivibe teller(s) and receiver(s). (Goatly
2012, 130-131) Therefore it can be said that hunmable to promote one's (in this case

the advertisers) identity within the consciousr@dhie receiver, forming a bond.
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2 THE LANGUAGE OF ADVERTISING
Before we start an examination of the languagaifeatof advertising itself, it is necessary
to mention what cohesive devices are and what ifumetthey have, because these are

important aspects for understanding how languagé&snand is used in practise.

2.1 Cohesive devices
As stated in the previous chapter; cohesive devVioksentences. Various linking devices
are visible on this text:

1) This womah grew up in foster homes. Firstly, $heecame a modelLater on,

shé became an actre3sThis womahbecame a sex symbol and world-known star
in the 1950s. Butshé did not enjoy hérfame long. SH& died young. HeT name
is Marilyn'?,

The statementhis womans repeated in 1 and 6. This device is catkgktition of
lexical items because both items have the same lexical meamnitigre directly related to
each other. The relation between 3 and 5 is knanasense relationWordsactressand
model are semantically related by the meanihgman The next cohesive device
recognisable in the text anaphora which is implied in the relationship between 1 @&nad
The unitThis womarrefers to another unBhein the following sentenceCataphora is
similar to anaphora, just with the difference thataphora refers backwards. Number 12
refers back to the possessive pronoun Hllipsis is an omission of some unit which
appears in the previous sentence. In this testwtorld-known starIn front of this unit is
missing the phrasthis woman becam&hich is already mentioned in the previous phrase
and there is therefore no need to repeat it. Thiedahesive device amnjunctions. In
our case it is number 7, conjunctibat which links sentences together and gives them a

meaning.

2.2 Features and Techniques of Advertising Language
Although the contemporary advertising focuses @wikual aspects and image of product,
it is not correct to claim that language in adwentnents is not important. Actually, the
language of adverts is in some cases even morertampdhan the visual elements and is
the crucial part of advertising message. (Dyer 19309)
The advertisers indeed may decide not to use lgegatall. But they can create such

language that is interesting to the listener and@wert benefits from its use. They may
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decide to use bizarre and controversial language siraightforward one. They can play
with words, distort their meaning, create new omesse them totally out of a context. A
good example of this kind of language are the Migscra adverts from the mid-late
2000s. The wordsimpologyfrequently appears there and it is a blendinghef words
simple and technology. All the above mentioned némplies are used in order to attract
customer's attention and imagination. (Dyer 1999) 1

However, when attracting attention it is necessaryforce” a customer to remember
the slogan, the name of a product, or at leasaadoror that purpose it is convenient to
use catch-phrases, rhythm, rhyme, alliteration, dwnand so forth. (Dyer 1990, 140)

Each advertising agency should decide accordingheo type of product, target
demographic or specific culture, which languageoisvenient to use. But in general and in
most cases, the advertisers use colloquial languageder to appeal to ordinary people.
On the other hand, the advertising language dodshawe to be just simple and
understandable. It is not so rare to use the sficetérms and related statements such as
laboratory tests show.ar Bifidus Actiregularis Although the receiver of the advert might
not know what it means, it is generally known tklaé¢se terms impress audience and
support product credibility. (Dyer 1990, 146)

It is also possible to use a foreign languageceoesat, for instance French, to signify
“Frenchness” and to show that this wine is a Fregodduct. It will also give a hint that
this product is of high quality. And it does nottteathat a receiver of the advert does not
understand a word. He/she is able to recognisé-tlech language and that is the most
significant aspect of the advert. (Dyer 1990, 1T80¢ receiver is able to make associations
without any other explanation or translation of thessage.

The next typical language features in advertisirggshort sentences and abbreviations,
especially in TV commercials where it is necesdaryuse time effectively. The most
effective short sentences are created from impestineologisms, syntactic parallelisms
or metaphors. (Dyer 1990, 144) These aspects maksage catchy and interesting.

The advert can be based on a monologue of onerp&riso promotes the product. If
the person is furthermore famous and recognized bgciety, the effect is even greater.
The usage of a dialogue is common for promotingioneel various types of cleaners, or
washing powders. The dialogue often takes placéhéndomestic environment and is
played by ordinary people representing everyday [iDyer 1990, 145) Then the viewer

can easily imagine herself/himself in the positidmich is depicted in the advert. The main
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goal of this type of advert is to persuade the eethat if she/he buys the product, the

same pleasant situation will happen to him/her.

2.3 Figurative Language in Advertisements

As discussed above, advertising language is fulintéresting language features, the
purpose of which is to attract attention. If thevextiser decides to break the rules of the
language and use unorthodox language featuresalvthis language figurative. Actually,
figurative language is used in every day commuitoaand we do not even realise it. We
all know, the metaphor will eat my wordsEven though there is no semantic meaning,
speaker is able to transfer the waedt in the context of foodo another appropriate
context. And nobody takes this phrase word-for-watdis just a figurative use of
language.

“Copywriters like metaphors, because they allowe thight kind of emotive
associations to be linked to a produc{Dyer 1990, 152) In the slogan for candy products
It's what comfort tastes likthe purpose of thenetaphor is to give us the good feeling
about eating these candies. We believe that tmdycaan ensure us the relaxing moment
in every day stress and therefore provides usdh&@art. (Chron 2014) The other method
of creating figurative language is to usetonymy. Metonymy is based on contiguity
between the contextual and dictionary meaning.eams that the word or phrase has some
kind of association to another word or phrase. fidgl metonymical phrase is e.@own
for a king.In advertising, McDonald's Corporation uses metonymits logo symbolizing
golden arches. This kind of metonymy is a figurledesynecdochelt is a figure where a
part is representing the whole. So in the sent@iifee tragedy influenced the whole of
Hollywood, by Hollywoodis meant the whole U.S. film industidomonymy is very often
used because of the ambiguity that can provokataiteor give the message humorous
properties. An ambiguous statement using homonyrgreated by using the same word
with the same graphological and phonological fouhdyeates more lexical meanings. For
instance, the advert for cigarettes which are daWlere, the nam#&lore has two meanings.
One of them marks the quantity and another oneabggs that the product is in some way
more developed, have a new image or quality. Simygycan expect more from these
cigarettes. (Dyer 1990, 152-153)



TBU in Zlin, Faculty of Humanities 20

2.4 Parts of Speech Frequently Used in Advertisements
The key parts of speech in advertising industryaaljectives and adverbs. The advertisers
use them to evoke the senses of the product susmel§ look, taste or sound. If we use
words sheer, charming, floweryragrance, it is much easier for customer to madkeh
properties to the specific product and imagine i ifavourable light. The most frequently
used adjectives in advertising in general lagst, wonderful, greatesty connection with
food are applied words such dslicious, fresh, tastyn connection with cleanespecial,
fine, strongetc. The most favoured adjective, which appeatis all kinds of goods isew
It shows the customer that the product is bettan tthe other products or is somehow
improved from the previous one, so they should ibugnd try it. The product may be
bigger, nicer, have a better content, can work meffectively. New simply pique
customer's curiosity and people more likely bug ttmoduct. (Dyer 1990, 150)

Despite the familiar adjectives and adverbs, tssamon ones can appear. These are
not used in standard English and are created gughé specific occasion and the specific
product. E.gstrawberryful, the bananamostes, cookabiltyd so on. Even though they
cannot be found in the vocabulary, every speakereasily imagine their meaning. It is
also possible to create adjectival compounds phrhise radiantly-glowing skin, the go-
anywhere dress, show stopping pink, hand faod so forth. These adjectival compounds
are creative, appealing and give the uniquenestetproduct and the advertising message.
(Dyer 1990, 150)

The other device, which can create uniquenessattratt attention is to spell words
wrongly. A popular example is the slogan of thertizeBeans which is written likeleinz
Meanz Beanpr the names of the related products likelsh RarebeanZDyer 1990, 150)
By spelling wrongly, we can also play with the pbtmgical aspect of the word. If we label
a nail polish aRkeddy to Gait is obvious that the worReddysymbolises the red colour of
the nail polish and in connection withh Go gives us an information that this nail polish is

quick-drying and you areadyto go almost immediately.

2.5 Brand Names — Humorous Failures
When it comes to naming the company or the prodietyword or words promoter chooses
should reflect the nature, properties and featofethe product. It is very important to

create a name that is easy to pronounce, rememtes anique and simple. The main task
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of the product or brand name is to bring right agdmns to the customer's mind and
identify the product. This will help to create thght image of a product and sell it.

If the advertiser is planning to expand abroadsiinecessary to check the name
associations when translated into foreign languadégre are numerous instances of
product failure as a result of a negative connotatiassociated with the name in a different
language. In better cases, the inappropriate bramling created a humorous situation,
whereas in the worst ones, the customers were avaia to buy the product. This kind of
failure was experienced the Ford motor companyngduiis introduction of a car called
Ford Pinto in South America. People hesitated tpthis car because of the reason that the
word Pinto in Brazilian slang means tiny males g@si (HubPages 2014) Therefore it is
perhaps not surprising that in order to avoid suadpleasant situation, producers are
willing to engage expensive brand name consultg@isddard 2002, 61)

It is also important to check the right placemehthe advertisement. People may
sometimes spot two advertisements next to eachr athéhe ad in the wrong position
creating a humorous situation even without intentaf the advertiser to do so. The
examples of inappropriate advertisement's placesemAppendices IV, V and VI.

Although these advertisers did not intend to eeaich a humorous situation, many of
their colleagues put a significant effort to createhumorous message as possible. The
reasons why the advertisers decide to use humadteinadvertisements are elaborated in

the following chapter.



TBU in Zlin, Faculty of Humanities 22

3 HUMOUR IN ADVERTISING

Humour in advertisements appears all over the waddhe cultures are more sensitive to
humour and perceive it more positively than theecthHumour affects us from our TV

screens every day. The joke may sometimes seely megbpropriate, on other occasions
may amuse us a lot, but is there any negative tetiacthe brand and our purchase
intensions if the humour is bad? Does the positiveking about the brand and product
appear if the humorous advert is really amusing@sé&€hguestions will be answered in this
chapter, which tries to find out what the effechaimour used in advertising campaigns is
like.

3.1 The Effects of Humour in Advertising

The aim of advertising agencies is to attract cqusts to their product. Humour attracts
customers perfectly. Product managers assume timabur enhances effectiveness of the
advert and many of the most memorable ad campaigngunny. (Experience 2013) The
most successful advertisements using humour teihe tmore effective in TV media than
in the print. This is caused by the television'sitgbto use visual effects and sound
simultaneously.

According to a survey from 1989, approximately ang of five TV ads contains
humour. The exact proportion in the United State24,4 % and in the United Kingdom
even 35,5 %. (Alden, Hoyer, and Lee 1993, 65) Pauhterts are not so popular for the
humorous advertising because the impact of humaur lme neutralised through the
selective process of the customer. (Eisend 2008) tOother words, in print media it is
very difficult to achieve the understanding of humby the right target customer.

If the humorous message is presented in the viglyt and the recipient decodes the
message correctly, it has been proven that humosmeerts significantly support
customer's attention, enhances source liking, aseranemorability and affect positively.
Increase the intensity of humour causes a highsitipe impact on advertisement. (Eisend
2008, 191-192)

On the other hand, humour does not have just ipesédffects mentioned above.
Humour might reduce source credibility, which regipersuasion effects as well. Despite
the fact that these adverts are most liked, it sdm¢sautomatically mean they are effective
in terms of influencing brand attitudes and purehbshaviour. The reason is that the

respondents usually pay attention to the humor@us ¢ the message and therefore are
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preoccupied with the humour. The recipients reisulieing less attentive to other parts of

the message such as properties of the producediréimd name. (Eisend 2008, 193-198)

3.2 Principles of Humorous Advertisements
Eisend claims that the sufficient condition to proe humour is an incongruityTo
comprehend humor, it is necessary to revisit tloeysand to transform an incongruous
situation into a funny, congruous on€Eisend 2008, 193)

Goatly (Goatly 2012, 22) introduces the creatibmuamour in more detail and takes
the incongruity as a part of a joke structure. Simeplest structure of a joke is a set-up, an
incongruity and a resolution. The essential parthef structure is also a disjunctor. The
disjunctor is a textual element which forces totswifrom the set-up to the incongruity.
The last part of the joke's structure is a conmrestoch has a function of a bridge between
those parts and leads to the resolution of the joke

The authors (Alden, Hoyer, and Lee 1993, 66) glemt out that jokes produce
response by including contrasts between expectdduaexpected situation. The greater
unexpected deviation means the greater humourteffee other important criteria for the
production of a funny advertisement is assuringhtmour is appropriate to the costumer
and relevant to the product.

Very strong humour can be a weakness of the coymeamake a serious argument for
their brand. That is why the funny ads are morerofised with products that costumers
have to think the least about. These products suwally cheap, quickly consumed FMCGs
(Fast moving consumer goods) and the costumersttebdy these products quite often
without searching any detailed information abownth In this group of products we can
include for example alcohol, entertainment goodbatco or food. (Experience 2013)
Naturally, it is really rare to find a humorous\atdich promotes some luxurious good such

a watch or a high-class car.

3.3 Humour and Target Costumer
The important criteria for advertisers to consigdren using humour is that the funny
message does not have to be funny for everybodferBit things and situations are funny
to different people. The marketers have to constdeget market, potential model of
customer and his/her different cognitive abilitiegery time when are creating a new

advert. (Experience 2013) If advertisers do noti$oon costumer's expectations, the final
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effect of the advert may be unsatisfactory. Manksethave to consider many facts
influencing the perception of the ads by the ddfdrpeople; their culture, gender, age,
needs, attitudes, religion and many others.

“Comprehension of humor requires cognitive alelj which vary over stages of
cognitive development and therefore depend on agwel as on education.{Eisend
2008, 193) Demographic statistics testify thatitbenour works best for younger and well-
educated people, especially for men. (Eisend 2098) This opinion can be explained by
the different understanding of humour between gend&ccording to the content of the
advertisements, men prefer an aggressive and séxurabur while women prefer the

nonsensical ones. (Kadkova 2003, 25)

3.4 Types of Humour in Advertising

Humour in advertising can be divided into two typescording to the content elements and

according to the technical elements. In terms efdbntent, humour can be classified into

these categories: aggressive, sexual or nonsdfagicikova 2003, 24)

Humorous technical elements contain:

1) Pun is based on the reference of two well-known intetgtrons of a word.
Example of the pun is used in McDonald's advedissiogan Beware of
pickpacketsWord pickpacketsis connected to the packet of French fries in the
picture and it simultaneously refers tioe pickpocketsSo the final message is
trying to say that you should beware of your packdties and make sure nobody
steals them. (see Appendix I.)
2) Sarcasmis using someone's faults against her/him in algnitontemptuous
way. It means that the speaker says the complgiesdp of what he/she has in
mind. The sarcastic slogan in advertising mighthigestatemeriDon't buy it.
3) Juxtaposition is a technique when two or more elements are plsickdby side
to create the comparison, which produces humoroeissage. The advert which
promotes paper towel uses juxtaposition in the aslofsee Appendix II.) which
says:Cleans surfaces and faces.
4) Personification is a technique when someone assigns the qualiti@person to
something that is not human, has no human perspioaleven to something that is
not alive. The successful humorous advert basedeosonification was made by

Evian, promoting water. This TV ad shows babies p@icgonifies them into active
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young people. As a result, the personification teeg@ositive association between

youth and the product. The printed Evian adverteans placed in Appendix Ill.

5) Exaggeration or hyperbole: here the aim is to intensify soma&tuees of the

object. Hyperbole often appears in advertisingyses where the things or people

appear in an abnormal size. The case of exaggenagacan register also in slogans

such asT'he best in the universe, Army size paeket

6) Shock can either be positive in the form of a surprisénathe unpleasant form

of an unexpected situation. Many advertisers use shock to create product

association — buy this product and avoid this usgaet situation. (Like a Film Star

2013)

Each type of humour influences each recipientedsfitly. Each culture prefers

different type of humour and that is why there @ just one type of humour which has
generally positive or negative effect. Furthermoneye types of humour can be combined

together within one advertising message.
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4 BRITISH CULTURE AND ITS UNDERSTANDING OF HUMOUR

According to Warren and Fassett (Warren, Fassetl ,2@) “Culture ... is a system of
shared meanings and assumptions that draws peopgkether within a social context of
shared power.”This rule is not so valid for British culture. ©@burse, there is a shared
identity shaped by history, but in comparison tbheotcultures the British one is not so
unified as it may seem at first sight. Althoughe'tvorld' often comment on the British
sense of humour, we cannot definitely say that iBhgNorthern Irish, Welsh and Scots,
who are considered as one culture, use humoutytamathe same way and understand it
completely identically.

The wordBritish was just artificially invented for the purpose oififying these nations
into one country. You will never hedll: am British.” Every Englishman or woman is
proud to be English, although would not admit taagt this is“not British, or rather
English, thing to do”and not, for example, Scottish. Every Scotsmanhasiges he/she is
Scottish and that he/she has a different socialegbthan the other members of the wider
British culture.

Even though the British humour is globally peregivas the same, | have decided to
analyse perceiving humour by British culture beeao$ the differences among their
members. The following chapter will present howetintly the English, Scotch and Irish

use humour.

4.1 English Humour
English humour is pervasive and a typical featur&mglishness. Not just other cultures
perceive British humour as being different, evesm English themselves believe that their
humour is unique and in a way superior to everylaldg's. The English put value on their
specific humour, which is integral to their cultaed social life. Other cultures perceive
humour as a separate kind of communication, treeedpecific time for humour. On the
contrary, English takes humour as a pervasivegfdtieir every day communication. The
English can barely have a conversation without gusiny irony, mockery or
understatement. They do not take themselves orsthe seriously and are able to laugh
at themselvesFor the English, the rules of humour are the cu#tuequivalent of natural
laws — we obey them automatically, rather in theywe obey the law of gravity(Fox
2004, 61 - 62)
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The English do not understand and actually defioherican pompous, solemn, heart-
breaking speeches often made by politicians. Thetgmthem with amusement and cannot
figure out why the crowds believe this kind of nense. But to be clear, it is not just the
American culture which seems cynical to English. tAe nations who are deadly earnest
and sentimentally patriotic are treated with diaday the British. (Fox 2004, 62)

In simple terms, if you want to understand Englismmunication you have to be able
to recognise the difference between seriousnessalachnity and the difference between
sincerity and earnestness. If you are not ablenttetstand the difference between these
words (which might be a real problem for some aek), you will never feel comfortable
in conversation with the English, even if your Hslglis fluent. (Fox 2004, 62)

An inseparable part of the English humour is irang its forms; understatement and
self-deprecation. Irony is a top ingredient of Estglhumour, it is not just some addition in
the language, it is a pervasive element which igenaf quantity. Ever-present irony is for
many foreigners very frustrating because they nkmew whether English are serious or
joking. The English are always prepared for pabsilio use the irony. When you ask
them*“How is your brother?”, they are prepared for a forward refie is fine, thanks.;
or they go for an ironic answéte is great: helpful, honest.{Fox 2004, 65-66)

The English ban on earnestness requires the usedafrstatement. Instead of saying
“it was terrible experiencethey rather uséwell, not my cup of tea’or instead there it
was freezing”they say‘a bit cold for me”. Understatement is not laugh-out-loud funny
(not funny for other cultures at all), but it ressa slight smile. The other type of irony,
which is rather subtle and imperceptible than emély funny, is self-deprecation. It is
presence in language require the English rulesnfmdesty. In everyday life, it works like
this: John works as a plastic surgeon. If you askwhy he had chosen this profession, he
might reply that he had firstly studied law, bu¢nhhe found it is not a field for him so he
decided to do something less difficult. Well, yought not find John's response modest
(rather false modest). But you cannot blame himyag just being English. (Fox 2004, 69)

You might meditate if the type of humour varies@ding to social class. Unlike the
language, humour is understood and accepted isdime way in all sorts of classes and
overlap all class barriers. On the one hand thdigingumour is classless, but on the other
it is full of class issues, their funny habits, enrhssing social climbers and class system in
general. (Fox 2004, 71-72)
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4.2 Scottish Humour

As well as the English, Scots use humour is annargi part of their everyday life.
Although Scots have the equal tradition of Englisimedy, there are still big differences
between what these two nations consider funny.béses of English humour is evidently
middle class whereas the Scottish humour is focasasorking class and its difficulties to
fit in. In contrary to English, Scots have not iftwexl the vulgar or racial humour, possibly
because of lower number of immigrants. If theytstarlaugh at one another it is not on
racial lines but on sectarian ones. (The Guard#vp

The other feature which made Scottish humour diffeis the Scottish feeling of an
underdog and subordinate nation to England. Thahigtheir humour is self-deprecating
and self-declaring that they are outsiders. Sdotiismour is dry and often told in their
native dialect for the purpose of distinction froine “superior” England which influences
them a lot. (The Guardian 2007)

4.3 Irish Humour
Despite the fact that the Irish from Republic @lénd are not part of the United Kingdom
and therefore they should not be considered astaop®8ritish culture, | have decided to
include Irish in this chapter as well. They areasafed just politically, culturally are
actually very close to the nations of the Unitedddom.

Malone (Malone 2012) claims that Irish wit hasklaaf logic, charm of lunacy, is
frequently prickly with a sprinkle of darkness. Ekrdeatures sometimes lead to the joke's
ambiguity. Like many colonised nations, Irish humoebels against established beliefs
and institutions, criticises political situationdaalso other walks of life. The traditional
Irish jokes were gentler but nowadays have a spédkuelty and maliciousness in them
(Irish enjoy laughing at someone who slips on aabarskin). The Irish humour is simply
not so moral. The Irish enjoy the sort of jokes efthare not concerning them. The other
contemporary lIrish joke's trend is the usage otigerotifs. The example of typical Irish
sexual joke which was used in the ad is listed ppendix X.

Malone (Malone 2012) statés..that the main difference between Irish and Bhitis
humour is that Irish humour is in the telling whasethe British prioritize the punchline.”
It shows that not just the content of the jokeslifferent, but also the whole concept of

narrating them.
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Even though the nations analysed above have [§ligtitferent content and
understanding of humour, there is one thing whiekythave in common. They make fun
on one another. English might laugh at Irish, Seoéy have fun at English expense. By
using these jokes they are trying to prove thepesiority and national identity. It is very
unlikely that this rivalry will be changed one dagyd we will be able to consider British

culture as totally unified.

The theoretical part explains in detail the impnottaspects of advertising discourse,
advertising language, humour in advertising, Brittsllture and its perceiving of humour.
All these aspects are elaborated in order to crediasis for the practical part where the

advertisements will be analysed.
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5 FOSTER'S GOLD — DAN AND BRAD UK PARTY

For the purpose of the analysis of verbal humouadriertisements only TV and online
advertisements are examined. These adverts arelyntangeted to people who share
British cultural background and should prefer amdlarstand the same type of humour.
Therefore the chosen adverts appear in the tetev&ireens across the UK.

The other advertisement | have seen and did natleldo analyse differed in many
ways. The well-done ones, where the advertiserd haenour appropriate for the British
(the British commented on them positively), weresthoprinted or not verbal. There was
no dialogue, just the actors or animals playeddieeand created a funny situation by their
acting. The adverts also differed in the type ahbur used. It happened many times that
advertisers tried to be humorous, but they did mahage to be funny enough. Then,
people commented the whole advertisement as asdtygood at all or a failure. After the
extensive research, the advertisements concernételgritish as the funniest ones, were
chosen and analysed. One of them is Foster's @oketato which is devoted this chapter.

This online advertisement promotes Foster's Gdiathvis a beer brand brewed in the
UK since 1888. Although it has been produced byliEnginternationally it is known as
the Australian brand. Ironically, this beer is msoiccessful in Australia nowadays and is
widely promoted in the UK. All the Foster's advestsry humour and in most cases show
the embarrassing situations when the two cultucesad understand each other. The beer
itself is mostly “just” an accessory in the adv@tnent's spots and the focus on the beer is
shown at the end of each spot. The picture of & bt the end of the ad is almost always
accompanied by the slogéRoster's — Good Call”which has more intertextual meanings.
Firstly, the slogan refers to the content of theeastisement. In every Foster's ad there is
somebody who calls to Australian guy(s) for the ieglv Secondly,a good callis
considered by British culture as a good decisibis hlso a metaphor in sport. Umpires
makecalls on play.

| have chosen “Foster's Gold — Dan and Brad UKyPadvertisement because British
type of humour is showed there. We can also obsmiiteral clash between Australian and
English culture, their (lack of) mutual understargji their stereotypical reactions to
features of each other’s culture and last, butleast their different use of language. The

website link to this advertisement is listed in Apgix VII.
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5.1 The Content of the Advertisement

The advertisement depicts the party hosted by swrteof English lord who is obviously
rich and snobbish. The basis of the ad is the gisddetween the host and his Australian
guest Brad and the dialogue between Brad and hsdrdlian friend Dan. Brad is calling
Dan, who is currently barbecuing in Australia, amtelling him about his confusion. Brad
does not understand why the food is so poor whiebeer is great. He is just confused by
the lack of money spent on the food because ibisoois that the host can afford it. His
friend on the phone reassures him that the foab ipoor because the English friend has
obviously put all his money into buying Foster'®bé hat is why, at the end of the story,
Brad becomes very happy with his English host antsiclers him a great person because
of this.

5.2 Humorous Contextual and Linguistic Features of the

Advertisement

The aspect which carries humour is the clash betwee Australian and British culture. It
is given by the fact that the Australian friends wot share the knowledge that the
cucumber sandwiches are typical upper class Enflistd for high tea. The Australian
culture, depicted by the barbequing Dan, eats mandat at the parties and therefore they
understand cucumber sandwiches as a means tolsaveoney for the beer. This advert
undoubtedly shows the prejudice of Brits toward Australians. According to Brits, the
Australians would not understand because theyrawilised in the terms of ethics.

The next main bearer of the humour is languagpeaslly different accent and
vocabulary between British English and Australiargksh. Although the English and the
Australians officially speak the same languageehae significant differences between
them. The Australians use highly colloquial langeiagith a strong Australian accent,
which serves to emphasise the differences betweenwo cultures. For example, the
Australians use instead e&ndwich the dialectal wordganger.Other dialectal words are
ripper or matewhich are also stereotypical for Australian Englis

After analysing the language aspect of the adveis obvious, that this advert is
aimed at British culture or native English speak@sly to them the Australian English
can sound funny and they can feel the differencehé case of the worshngers,even
some native British speakers just guess from timeegd what this word means. Therefore,

non-native English speakers would probably not stdad this humour in terms of
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language. They could understand it in terms ofcivatrary depiction of the cultures, but
only if they know the historical background and thanners of both countries.

The next important component of this advert isggaphical and climate difference
between these two countries. The appearance @&uktalian girls in bikini by the sea on
the one hand and the men in the suits on the cdldels to the ad the feeling of an even

greater diversity of these cultures.

5.3 The Final Evaluation of the Advertisement
All the aspects discussed above form an effectv@ f@umorous story which perfectly
catches viewer's attention and shows that the Fo$d®ld beer is good enough for upper
class society and is also affordable for not solthvg@eople who are planning to have e. g.
a barbecue by the sea.

It is difficult to say without any research if theceivers of the ad remember the
product. According to the fact that the product waentioned in the dialogue and
presented in the spot as well as pictured at tideoérihe advert, we can assume that the
product has sufficient attributes to be memorahjehe receivers. Its disposition to be
memorable undoubtedly supports the name of theugtatself. The name Foster's Gold
works well for the product as well as for the comypaFirstly, there is a mention of the
companyfFoster'sso if the customer spots their different prodadhie shop, he/she knows
that this product will be probably the same quadit/the Foster's beer. That's why this
advert might work also for other products of thenpany. SecondlyGold refers to the
golden colour of a beer and might recall the feglihat this beer is something scarce
and/or valuable as real gold is.

In the theoretical part in section 3.2, it wascdssed that the humorous context can be
a weakness for the brand, because the company a&bleoto make a serious argument for
the product. It is not definitely the case of thvert. It is actually the other way around.
All alcoholic drinks have the same effect on peppieept of flavour and age of alcohal, it
is very difficult for advertisers to highlight purasing advantages in adverts. Therefore,
using humour for promoting alcoholic drinks is méproven and in most cases successful
strategy, which worked well also in promoting Fostbeer.

The type of humour chosen is appropriate for th@eustanding of humour specific to
wider British culture. The success of the humougiien by the fact that the funniness is

hidden in the whole plot of the advertisement,jost in the particular joke. Humour is not
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noticeable at the first moment, it is created bynynalements which perfectly work
together and produce an efficient message. In iaddisince it contrasts upper class

English stereotypes, it is accessible to all aspefcBritish culture.
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6 SCHNEIDER ELECTRIC WISER —AVERY HOT AFTERNOON

This humorous advert is focused on the promotiorthef Wiser heater controller. This
product is being sold by the global company Scherelitlectric which has a long tradition
on the market and is specialised in energy managene other words, the company
focuses on applications and building's equipmentkvansures saving the electric energy.
All their advertisements carry humour and havellainstructure of the plot. The plot
is always set in the family house and its surrongdind actors are children and their

mother(s). To watch the chosen advertisement, sperdix VIII.

6.1 The Content of the Advertisement

A teenage boy is surprised and obviously very glédsy his new attractive maths tutor
who comes to his house. During the tutoring he eftimg more nervous when that
appealing woman starts to take her clothes off lmxaof the heat in the house.
Surprisingly, later it is revealed that he is coling the heat in the house by the Wiser
application which is hidden in his tablet under takle. Later on, he is telling the story to
his friend and emphasising that he used this gapptication for his advantage. In the
closure of the spot there is a picture of the Wagmlication and its related gadget. There is
also a written slogan Wiser — Empower your hometrgy and the spoken slogdtis
never been easier to control the hea&t the very beginning, the logo of the company is

displayed.

6.2 Humorous Contextual and Linguistic Features of the

Advertisement

The carrier of the humour in this advertisemensegual humour. The funny situation
comes from a reaction of the boy to his attractiver. The boy's discomfort, curiosity,
distraction from studying, interest in the tutoft®ot” body and platonic love create
humorous situation. The boy's pleasurable feeliags emphasised by his silly facial
expressions. The boy's acting and behaviour isnapaaied by music, which is chosen in a
way to underline his actual feelings. When watchimg advert, every man can probably
imagine himself in a similar situation when he vaashat age and was so inquisitive about
women and acting the same way as the boy in th@zat is what makes this advert so

funny, especially for men.
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The joke is also produced by the unexpected siwmaivhich is revealed to the
spectator later. In the case of this advertisentbetunexpected situation creates the fact
that the tutor is not taking her clothes off beeaakthe natural temperature in the house
but because of the intentional raising of the tewipee by the boy.

In contrast to the previous advertisement, this does not carry type of humour
determined just for the British culture. Sexualetygf humour and humour created by the
unexpected situation is more or less suitable fiotha cultures all over the world. If the
receiver of the advert can speak English, we maglsume that the advert is coherent and
understood internationally. This is probably giu@nthe fact that the company offers its
products and services globally.

Regarding the spoken language, there are no d@wsatrom the Standard English.
The target customer is British upper middle cla$ss argument works on the presumption
that the actors speak with the British English ate@ad live in the house which is typical
for this social class. The advertiser also beamind the statistics that women are
nowadays key decision makers about the purchasesha household. That is probably
why in this advert and other adverts from this campwomen play the significant role as
wives and heads of families. So the advert is ustt frying to catch men's attention thanks
to a sexual humour, but also women's attentionkshémtheir role in the advertisement.

Although there are no special features in the spolanguage, we can spot an
interesting feature in the written title which appeat the beginning of the advert. The title
is written asWatt a family!'which leads to the ambiguous lexical meaning ccehtethe
homophonéWatt. So the reader can interpret the meaning into tltamationWhat a
family! Watt can be also interpreted as a unit of power whidierseto the electric
management in which the company is doing its bgsinAnd the last interpretation might
refer to the surname of the family — Watt family.eWhight also notice a connection
between the wordlVatt and the name of the product — Wiser. Both haves#ime initial.
Furthermore, the name of the product refers to wloed wise and creates a perfect

association and idea about the “cleverness” optbduct.

6.3 The Final Evaluation of the Advertisement
In all detail considered elements of this advertnpose an effective message that
persuades the customer about the product's adesntagt just in saving electric energy in

your house. On the other hand, there is one weakinethe advertisement. The whole
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product is displayed just once at the end of tha&.sp is quite unclear and difficult to
imagine how this product works, if the customerdse® possess his/her own tablet which
is shown in the advert or if it is the part of fw@duct. There is no sufficient information
how the product works in practise. Advertisers riglgue that there is no space for that
kind of information in the advert and if the custmhare interested in the product they will
find the sufficient information by their own reselar That might be true, but any
company's contact such as websites or telephonbearusimissing. It is almost impossible
to find any information about the Wiser productheitit any hint information in the advert.
To sum up, the advertisement is definitely vememtive and catchy but it is uncertain

if the advertisement ensured the aimed result kdrigustomer's demand and purchases.
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7 HARVEY NICHOLS — SORRY, | SPENT IT ON MYSELF

Harvey Nichols is a luxury department store chaihich was founded in 1831 and its base
is in London. Harvey Nichols business activity aliag fashion for women and men,
accessories, cosmetics, wine and food. They swdrnationally known brands such as
Saint Laurent, Lanvin, Versace, Marc Jacobs, Valenetc. Harvey Nichols runs also
several restaurants and bars. They focus on Eunapagkets and Asian markets.

Harvey Nichols regularly advertises at Christmad as a result of the fact that they
sell luxurious goods we would expect that theireats/will be serious. Surprisingly, all of
Harvey Nichols's adverts are humorous and do ratsfon advertising of certain products,

but on the advertising of their brand. The analysgvertisement is listed in Appendix IX.

7.1 The Content of the Advertisement
The advert spot opens with a black family, whiclsiting together and unwrapping their
Christmas presents. The father opens his presahtfinads elastic bands. He is very
disappointed because these elastic bands haveraleifor him. His daughter smiles and
thinks that it is a present which her father alwayanted. She is obviously so happy
because of her new luxurious court shoes. Afterbtaek family comes the white family.
Again, the family is sitting by the Christmas ta®d is opening presents. When grandma is
opening her present, she thinks it will be some&thaxpensive. When she finds the
paperclips in the present, she is trying to cowar disappointment by reminding herself
that her present is from Harvey Nichols store dretdfore, it is something special. The
next disappointed person in this advert is a yanag. His girlfriend gave him toothpicks.
She assures him that he loves toothpicks and shahy she bought them. It is obvious,
however, that she bought them in order to save gnémeher new handbag. In the last
family depicted in the advertisement, a small bpgres his present and finds a sink plug.
He does not even pretend his disappointment anchdiker does not even try to explain to
him why he got just a sink plug. She is busy witr hew dress. The slogan Harvey
Nichols, sorry | spent it on myself, the pictureaodift collection and the sayiri@ little

something for them, a bigger something for yolgses the whole advert.
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7.2 Humorous Contextual and Linguistic Features of the

Advertisement

The main bearer of humour is behaviour of peoplagh@ unexpected situation. It is
definitely meant to give the people, whom you obgiy love, something valueless. What
is also funny is that the gift-givers are tryingd#o be so sincere and generous and do not
admit that they bought a cheap present becausewheayed something expensive for
themselves. That is exactly what makes the adadlfunny. It is a mean behaviour of the
gift-givers. And that is also why especially theitBh like it. They love to be mean to
somebody. They enjoy if someone makes fun on sodyeb@ccount. To be precise,
according to the theoretical part, the mean typéuwhour is preferred and liked by the
Irish the most.

Concerning the verbal part of the advertisemdrdret is nothing exceptional. There
are some slight differences between the accerdaaf family but the social class of all the
people is very similar and that is why we cannosesbe any big differences in the
pronunciation or the vocabulary they use.

There is quiet and soft Christmas music in thkgamind, which supports the creation
of a traditional Christmas atmosphere. From thengeof the each room, it is obvious that
the target customers are people who celebrate t@lass They would not definitely use
this advert also for the promotion of their stonesSaudi Arabia, China or United Arab

Emirates where Harvey Nichols has stores too.

7.3 The Final Evaluation of the Advertisement

The positive thing about this advert is the faetttthe actors are also black people. They
are even the very first people you spot in thisTdds definitely gives the good impression
of the company. The presence of the black peogdlgusitively influence those customers
who are non-native British or British with a difét skin colour.

The advertisement cleverly hides the promotiotheir brand. Although they advertise
the certain product in the ad, they do not intemddll this particular product in profusion.
What Harvey Nichols actually does, is the brandiigey just came up with some
valueless product, promoted it in a humorous wag, mentioned their store and they got
the customer's attention.

On contrary to the Schneider Electric Wiser adsement, Harvey Nichols clearly

reports where the customer can find and buy théymto The information that the gift
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collection“Sorry — | spent it on myselfis available in store and online cleverly leads
potential customers to see other goods which HaNiehols sells. In other words, the
purpose of the gift collection campaign is to irage the purchases of the other much more
expensive goods in Harvey Nichols fashion stoestaurants etc.

What might be a small disadvantage of this adigeits length. Even though it is just
the small percentage of viewer's comments, theres@me who complain that the video is
too long (almost 2 minutes) and therefore they lgmed at the end. If the advertisers
excluded one of the families, the advert would lese any important information and
would be in a desired length.

It is obvious that Harvey Nichols's advertisemeas specifically created for the
British. Not just because of Christmas, primarigcause of the type of used humour.
Nobody can enjoy a dark sense of humour better thanBritish. This kind of mean
humour would not probably work in other culturesvgell. For other cultures, this type of
humour might be even cruel or offensive. Accordimgiewer's comments under the video
might be concluded that especially Chinese do iketthis humour. They report that this
makes them feel bad or sad.

All in all, this advertisement definitely came tipe expectations of the advertisers.
Harvey Nichols has proven that even the luxurioasdg can be promoted in the funny

way and catch the desired customer's attention.
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CONCLUSION

The present work proved that humour might be thength of the advertisement and can
positively influence the perceiving of product betbrand. On the other hand, there are a
lot of factors that advertisers must bear in mimareate really successful advertisements.
This research showed that nowadays it is very diitfi to produce a quality, funny
advertisement which would make people laugh, eaflgenake the British laugh.

The analysed advertisements have in common théhfaicthey are specifically created
for the British culture. But each of them works lwibtally different type of humour and
has different features.

The Foster's Gold advertisement works with théucal clash between the Australians
and British. Especially the different language aralues of each culture make this
advertisement funny. As a result of the speciéat@ires of the British and Australian
cultures, which are probably best understood bgeh®vo cultures alone, this type of
humour works just for the British (alternatively fine Australians) to whom this advert is
targeted. In contrast, Schneider Electric Wiseregiisement uses such a type of humour
that might work and be understood globally. Theestisers chose a sexual humour, which
especially men will appreciate. They also used huntbat is created by the unexpected
situation and works globally. The humour based len difference between expected and
unexpected situation is also used by Harvey Nighbig because of the fact that the
humour based on the unexpected situation is alsongganied by the “mean” humour, it
cannot be said that this advertisement will wor&bglly too. This “mean” humour is
unacceptable for instance by the Chinese cultuneréffore, the advertisement using this
combination of humours should be targeted justhHerBritish culture or the culture which
likes the dark sense of humour too.

Although the theory claims that the humour is nyossed in such advertisements
which promote the goods or services which are FMGRs is not the case of Schneider
Electric Wiser or Harvey Nichols advertisement. iB@romote an expensive products,
although in the Harvey Nichols advertisement is pinemotion of the luxurious goods
hidden behind the promotion of the cheap goodst iBhalso the main difference between
the Harvey Nichols and the other two adverts. Thetét's company and the Schneider
Electric company advertise the particular produetile Harvey Nichols company

promotes their brand name.
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From these findings can be assumed that it igpassible to write a universal manual
on how to create an effective and humorous adwarttlie advertisers. Each product,
service or brand needs an individual approach wih going to be advertised. However,
we can deduce two key points which the advertiseds to take into consideration when
creating an advert. First one is the creation chsaitype of humour which is suitable for
the product and the second one is the choice gbea af humour which is relevant to the

certain target group.
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APPENDICES

Pl PUN — BEWARE OF PICKPACKETS

Pl JUXTAPOSITION — CLEANS SURFACES AND FACES
Pl PERSONIFICATION - EVIAN

PIV  ADVERTISING PLACEMENT FAILS — STARBUCKS

PV ADVERTISING PLACEMENT FAILS — WHERE IS DADDY?

P VI  ADVERTISING PLACEMENT FAILS — TURKISH AIRLINES

P VIl  FOSTER'S GOLD
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APPENDIX P 1ll: PERSONIFICATION
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APPENDIX P IV: ADVERTISING PLACEMENT FAILS
STARBUCKS
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APPENDIX P V: ADVERTISING PLACEMENT FAILS — WHERE'S
DADDY?

APPENDIX P VI: ADVERTISING PLACEMENT FAILS — TURKIS H
AIRLINES

APPENDIX P VII: FOSTER'S GOLD

http://www.youtube.com/watch?v=6xEu9twBsfo



APPENDIX P VIII: SCHNEIDER ELECTRIC WISER
http://adsoftheworld.com/media/tv/schneider_eleciniser_watt_a family

a_very hot_afternoon

APPENDIX P IX: HARVEY NICHOLS

http://www.harveynichols.com/womens-1/categorieslApage=2

APPENDIX P X: IRISH JOKE USED IN ADVERTISEMENT
Gentleman requires first-class accommodation, fathard, in quiet
guesthouse, in seaside resort where he can puitbgis wife for the first

two weeks in August.



