
* Corresponding author

SEARCH Journal of Media and Communication Research
Online ISSN: 2672-7080

© SEARCH Journal 2021
SEARCH 13(2), 2021, 55-69

http://search.taylors.edu.my

Humour in TV advertisement: Its 
effects on the buying preferences 

of university students

Kemberly Ann S. Adalon
University of Science and Technology of Southern Philippines 

Mary Grace J. Bagsican
University of Science and Technology of Southern Philippines 

Charmine Marie A. Jamis
University of Science and Technology of Southern Philippines

Apple May G. Valerio
University of Science and Technology of Southern Philippines 

       *Ramir Philip Jones V. Sonsona
University of Science and Technology of Southern Philippines

ramir.sonsona@ustp.edu.ph

ABSTRACT

Advertising executives and marketers employ many strategies to encourage and persuade the 
audience to take action or even continue to buy certain products. One of the forms of advertising 
that is commonly applied in reaching a comprehensive coverage is humour. The primary purpose of 
this study is to identify the presence of humour in TV food advertisements and how it produces the 
desirable effects in persuading university students to buy or adopt products. Respondents evaluated 
the characteristics and features of humour content in the TV advertisements of food products. Findings 
reveal that the relationship between respondents’ daily school allowance and brand preferences 
of food products is significant. Funny or hilarious elements were found in noodle advertisements; 
and respondents were persuaded to buy these products due to their affordability, convenience, and 
quick meal preparation. When it comes to the humour content of these TV advertisements, silliness 
and exaggeration stand out as effective tools that marketing executives employ. Lastly, the buying 
preferences of food products is closely related to the ease of preparation and food culture of college 
students. Generally, they perceive and appreciate humour in food advertisements, and hence their 
motivation in availing these products is due to their affordability which they find to be inviting and 
satisfying their needs.
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INTRODUCTION

Food-centric information for the youth has long been the primary target of media and 
marketing executives (Austin, Austin, French, & Cohen 2018; Fagerberg et al., 2019; Goris, 
Petersen, Stamatakis & Veerman, 2010; Harris, Frazier, Kumanyika, & Ramirez, 2019; 
Kumar & Sharma, 2017; Nucci, Rabica, Dallagiacoma, Fatigoni, & Gianfredi, 2020). 
According to The Rudd Center for Food Policy & Obesity, for food-related advertisements 
from 2013 to 2017, the total amount that companies spent to advertise beverages,  
restaurants, and food on all types of TV programming declined by just 4% (from $11.4 
billion to $10.9 billion) (Harris et al., 2019). However, reduced TV viewing by children 
and teens resulted in a significant reduction in exposure to food-related TV ads: –28% 
for children and –43% for teens, overall. Despite this decline, the average child and teen 
continued to view approximately ten food-related TV ads per day in 2017. A study found that 
the proportion of food advertisements was the highest during children’s programs (43%) 
compared to general viewing (32%) and parental guidance (29%) programs (Nasreddine, 
Taktouk, Dabbous, & Melki, 2019).

With so many advertising media available, business owners might prefer the services 
of television advertising over other mediums (Rush, 2019). Rush also admitted that in 
reality, TV advertising offers many more benefits compared to other mediums, making it 
an effective use of advertising dollars. Nevertheless, the right purchase decisions depend on 
the information about the product and mainly on the various sources of information such 
as television, magazines, word of mouth, among others (Lumen, 2021; Srinivas & Naresh, 
2019).

In regard to humour, some advertisements contained 10% to 30% humour content 
(Abbas, 2021; Barry & Graça, 2018; Hoang, 2013; Ibraheem & Abbas, 2016; Wang, 
Cruthirds, Wang, & Jie Wei, 2014). Moreover, consumers regularly experience humour 
while buying and using products, procuring services, and engaging in various consumption 
experiences (Mamidi, 2018; Shimp & Andrews, 2013; Warren, Barsky, & McGraw, 2018;).

Several studies have found humour in advertising to be effective, highlighting that 
people enjoy funny advertisements. In fact, based only on humorous advertisements, 
people are ready to purchase products. Among primary persuasive techniques, “humour” 
is the most frequently used in all food and beverage advertisements (Nucci et al., 2020). 
Moreover, humour influences consumers’ buying decisions. When it comes to buying 
products, humour is more successful with existing and famous products rather than new 
ones. Lastly, humour is also more appropriate for low involvement and feeling-oriented 
products (Koneska, Teofilovska, & Dimitrieska, 2017). Similarly, advertisements are 
successful in creating awareness and changing the attitude of buyers (Ganjoo, 2020; 
Schiffman, Wisenbilt, & Ramesh, 2019). 

This study investigates the existence of humour in television food advertisements 
and how it produces desirable effects in persuading university students to buy and adopt 
products. The power of the youth as customers and influencers of choice is unfolding in 
the market today (Srinivas & Naresh, 2019).  A similar study on the effects of advertising 
on the buying behaviour of students revealed that advertisements primarily related to 
foods and cosmetics on the internet, significantly affect the buying behaviour of university 
students (Bardhan, Bhardwaj, & Bhattacharyya, 2019). This research aims to investigate 
how humorous advertisements produce the desirable effect of persuading consumers to 
buy and adopt products. 

The results of the study will provide baseline data on how humorous advertisements 
in television appeal to the effectiveness, particularly on the buying preferences of the junior 
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university students at the University of Science and Technology of Southern Philippines. 
Presumably, their age and year level presuppose good exposure to the humorous 
advertisements. Hence, they can realise the importance of proper intervention and guidance 
in adopting and patronising a specific product endorsed by the media.

LITERATURE REVIEW

Power of advertising
Advertisements possess the power to persuade consumers to avail and buy products in 
the market (Prasad, 2017). In the same manner, Prasad attested that advertising forms an 
integral and inevitable part of the business sector, where competitiveness is a hallmark 
feature. Thus, advertising should aim to be catchy and easy to remember.

In this perspective, advertising has a significant influencing power in increasing the 
purchasing power of a product or service (Aral & Kadan, 2019). Advertisements introduce 
a product to consumers or create awareness about it (Ganjoo, 2020; Lynn & Zolkepli, 
2019; Septina-Prastiwi, 2017; Tehria, 2016).

Ventakesh and Senthilkumar (2015) also vouched that advertising is the focal point 
of attracting more customers and has become a powerful communication force. Products, 
services, ideas, images, and many things can easily support advertising; it helps sell any 
product or service. Further, the evaluation of products or services is often primarily based 
on the immediate emotional response to the products or services (Mothersbaugh, Hawkin, 
& Kleiser, 2019).

Approximately, 90% of consumer decisions on purchase of services and goods are 
influenced by advertising (Ganjoo, 2020; Septina-Prastiwi, 2017). There is no one form 
of advertising; in fact, advertising is a large, and varied industry. However, all types of 
advertising require creative, original messages that are strategically planned and executed. 
The media primarily utilised for this purpose include television, print, radio and the 
internet, such as social media and websites. Although advertisers have employed humour 
extensively as the motivational basis for their appeals, relatively little is known about the 
persuasive effect of humour (Bardhan et al., 2019; Prasad, 2017; Srinivas & Naresh, 2019; 
Warren et al., 2018).

Television advertisements and humour 
TV advertisements have been the subject of much research to gauge their effectiveness on 
the buying public (Aley & Thomas, 2021; Fagerberg et al., 2019; Kawahara, 2021). Before 
the 21st century, the focus of these studies has been primarily on the effect of media, 
particularly on the youth and children as media consumers (Aral & Kadan, 2019; Bardhan 
et al., 2019; Fagerberg et al., 2019; Hatzithomas, Boutsouki, & Zotos, 2016; Srinivas & 
Naresh, 2019). 

A number of studies has tested models incorporating cognitive and affective 
mechanisms that help explain the different levels of perceived humorousness in advertising 
(Warren et al., 2018; Katrela & Augustine, 2019; Koneska et al., 2017). In this regard, 
advertisers and researchers have been interested in the subject of humour in advertising 
for more than a century (Jovanović, Vlastelica, & Kostić, 2017; Venkatesh & Sentilkumar, 
2015).

As an example, Lynn & Zolkepli (2019) examined online TV streaming on food 
advertisements and found that children are more susceptible to the emotional contents 
of advertisements (aspects that appeal to the children’s emotional desires) rather than the 
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sound quality of the advertisements (where the logic of health and nutrition claims are 
not salient concerns). However, the findings of other studies have been contradictory to 
these claims (Hudders et al., 2017; Wojdynski, Evans & Hoy, 2018). In a study involving 
students, it was found that students generally became more sceptical of advertising claims 
as they progressed through the school grades (Aral & Kadan, 2019). To expound, their 
level of scepticism on advertising increased and was positively related to a more mature 
understanding of advertising tactics. TV advertisements also play an essential variable in 
conferring brand values and establishing an image for the brand (Fagerberg et al., 2019; 
Zhang, Zhang, & Zhang,  2019).  

Perceived humour appears to be affected by social setting (Fagerberg et al., 2019), 
but not by another mediating factor, that is, frequency of exposure. Thus, children’s 
ability to decode and process advertising messages as well as to understand their intents is 
influenced not only by their cognitive abilities at different ages but also by their social and 
personal environments (Aral & Kadan, 2019; Prasad, 2017; Srinivas & Naresh, 2019). 

In this aspect, humour refers to the capability of laughing at things, or in other 
words, how one sees some things as entertaining, or the value of being funny. In these 
modern times, humour is generally used for publicity, be it on radio, newspapers, or TV as 
a part of regular advertising and communication campaigns (Chovanec, 2018; Kawahara, 
2021; Warren et al., 2018). 

In terms of attachment, for product brands, humour serves to connect with 
consumers in an authentic and light-hearted manner, which is usually a massive component 
in creative strategies (ANA, 2020). In the same respect, Carufel (2018) highlighted a report 
from a research firm, which stated that over half  (53%) of consumers admitted that they 
are most likely to remember and enjoy an advertisement if  it is funny. Several recent studies 
have also explicitly tested this aspect of humour, and the results are instructive. Despite an 
extensive literature on how humour influences advertisers’ communication goals, far less 
is known regarding humour appreciation and how it affects the likelihood of attaining 
various consumption goals, from getting pleasure to making better decisions in staying 
healthy and building relationships (Warren et al., 2018).

Moreover, many of the most memorable advertising campaigns to date have tended 
to be funny and thus influencing self-concept and behaviour. According to Koneska et 
al. (2017), advertisers use this strategy to attract customers to their products. Consumers, 
as a whole, enjoy advertisements that make them laugh. People will pay more attention 
to a humorous commercial than a factual or serious one; opening themselves up to be 
influenced. Studies found that brands of products that used humour in advertisements 
were found to be more effective in their promotion (Ganjoo, 2020; Jovanović et al., 2017;  
Lynn & Zolkepli, 2019; Warren et al., 2018).

Types of humour
Hoang (2013) attested that advertisements in various media and for different products 
also perform better with the appropriate type of humour. Studies have identified seven 
categories of humour: slapstick, clownish humour, surprise, misunderstanding, irony, 
satire and parody, while ridicule of work, emotional causes, taking advantage of distress, 
disappointing offers, tricks, flirting with women, exaggerating trivial things, giving 
fluctuating reasons and explaining unique things are considered as not making sense, and 
can result in serious legal ramifications (Anam, Wuryaningrum & Syukron, 2020).

The present study focuses on humour in advertisement, which is most frequently 
used in television advertising apart from other media (newspaper, internet, and others). 
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Similarly, humour relates to people in many other forms such as visual, sound, slapstick 
and comedic situations (Anam et al., 2020).

Throughout the world and human history, humour has always been an essential 
component of the social and cultural life (Warren et al., 2018; Mamidi, 2018; Shimp & 
Andrews, 2013). In other words, humour is considered individual rather than as a social 
phenomenon, despite considerable evidence to the contrary.

However, humour can be quite ambiguous because what is considered funny in one 
country may be considered stupid or misunderstood in another. In this regard, attitudinal 
effects elicited by the ambiguous cognitive/affective elements in advertisement humour 
become more pronounced among consumers who demonstrate a higher uncertainty 
avoidance. Theoretical and managerial implications stemming from the cultural boundaries 
of humour in advertisements have also been vastly studied (Anam et al., 2020; Kamel, 
2020; Mamidi, 2018; Shimp & Andrews, 2013; Warren et al., 2018). 

Benefits of humour in advertising
In his study, Hoang (2013) highlighted the benefits of humour in advertising which  
mainly centres on attracting attention. While some studies indicate that a harmful effect 
may occur, it is more likely for humour to have no effect at all. Some other findings posit 
that humour may even aid comprehension and enhance liking. The link between humour 
and liking is more potent than any other factors. The nature of the product affects the 
appropriateness of a humorous treatment. Although humour has been utilised for the 
promotion of many products, its use has also been more successful with existing products 
rather than new ones. 

WHAT TYPES OF ADVERTISING MESSAGES RESONATE MOST WITH YOU?

47%HUMOROUS
46%REAL-LIFE SITUATIONS

8%ATHLETE ENDORSEMENTS

12%CELEBRITY ENDORSEMENTS

13%CAR-THEMED

14%SEXUAL

16%SPORTS-THEMED

16%COMPETITIVE

18%PETS/ANIMALS CENTERED

20%SENTIMENTAL

20%KID-CENTERED

24%ASPIRATIONAL

27%HIGH-ENERGY/ACTION

38%VALUE-ORIENTED

38%HEALTH-THEMED

38%FAMILY-ORIENTED

GLOBAL AVERAGE

Figure 1. Types of advertisement appeals (Nielsen, 2013)

Despite the increasing number of humorous advertisements that may lead one to 
overestimate the importance of humour in advertising, it is crucial to understand that 
humour can be appropriate and effective in some situations but not in others. Nevertheless, 
millions of dollars have been spent on humour advertising in recent years (Kumar & 
Sharma 2017; Hatzithomas et al., 2016; Mothersbaugh et al., 2019; Warren et al., 2018). 
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Choice of food advertisements among teenagers 
Presently, no one theory or model sufficiently explains and predicts the full spectrum of 
food-choice behaviours (Fagerberg et al., 2019; Kawahara, 2021). Generally, there are 
multiple factors that influence the eating behaviours and food choices of the youth; two 
potent forces include television (TV) viewing and exposure to TV food advertising. In the 
United States, children and adolescents watch TV for almost four and a half  hours each 
day (Aral & Kadan, 2019; Vodinali, 2016). 

Food advertising accounts for half  of all the advertising time in children’s TV 
programs. One question that this raises is the impact on the youth. According to Lynn & 
Zolkepli (2019), there are many ways to include integrated marketing communications into 
food advertisements targeted at children to make them more susceptible to healthy food 
messages. In this regard, advertisements convey cultural values, consumption patterns, 
gender values, and ideologies to children (Vodinali, 2016).  

Consumer behaviour appears to be subsets of human behaviour as factors which 
affect individuals in their daily lives, also influence their purchasing activities. Thus, it is a 
given that audiences’ understanding of television advertisement texts is socially conditioned 
in their life (Aral & Kadan, 2019; Mothersbaugh et al., 2019; Srinivas & Naresh, 2019; 
Warren et al., 2018). 

THEORETICAL FRAMEWORK 

Theoretical models in general, are considered in the context of understanding factors that 
influence individual decisions and behaviour. In this regard, the present study is anchored 
to the effectiveness of humour in television advertisements in persuading consumers to 
adopt a product. Thus, two theories were selected as the theoretical foundation for this 
study : Social Learning Theory and Media Dependency Theory. Social Learning Theory 
(SLT) proposed by Bandura in 1977 (Learning Theories, n.d.) encompasses observational 
learning and modelling processes such as attention, where various factors increase or 
decrease the amount of attention paid, retention, storing or remembering what is being 
paid attention to, and motivation, having a good reason to imitate the behaviour that has 
been modelled.   

On the other hand, Media Dependency Theory (MDT), as proposed by Ball-
Rokeach and DeFleur in 1976 (Communication Theory, n.d.), emphasises that the more 
dependent an individual is on media to fulfil his or her needs, the more essential the media 
will be for that person. It predicts a correlation between media dependence and importance 
and influence of the media, but each person uses the media in different ways and vice 
versa. People use the media for many reasons: information, entertainment, and parasocial 
relationships, just to name a few. 

In the context of the present study, SLT relates to the interplay of effects of humour 
used in TV advertisements. In other words, SLT elucidates that the audience can learn 
the observed behaviour modelled in TV advertisements through wit, expressions, and 
readability that will consequently influence the action of the audience. Also, MDT explains 
the situation or condition, whereby the more dependent a person becomes on media to 
satisfy his/her needs, the more vital the media becomes to that person. In this aspect, when 
student respondents use media for varying reasons, the effects of TV advertisements may 
also differ. 
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RESEARCH OBJECTIVES 

The main objective of this study is to evaluate the influence of humour in TV advertisements 
on the choice of product and buying preferences amongst students at the University of Science 
and Technology of Southern Philippines in Cagayan de Oro City, Philippines. Specifically, 
the study aims to answer the following: a) What is the demographic profile of the university 
students with regard to gender and daily school allowance? b) What are the types of humour 
exhibited by the advertisements of food product brands? c) Is there a significant relationship 
between daily school allowance and brand preferences of food products? 

METHODOLOGY 

Conceptualisation of humour in TV advertisements 
To achieve the aim and objectives of this study, a literature review was conducted to identify 
and generate a list of humour types used in food TV advertisements. A total of seven 
common humour types found in TV advertisements were identified, as shown in Table 1. 
This categorisation was based on the works of Hoang (2013), Olsson and Larsson (2005) 
as well as Catanescu and Tom (2001).

Table 1. Conceptualisation of humour in TV advertisements
No Type of humour Conceptualisation
1 Comparison Putting two or more elements together to produce a humorous situation.

2 Personification Attributing human characteristics to animals, plants, and objects. 

3 Exaggeration Overexaggerating and blowing something out of proportion.

4 Pun Using elements of language to create new meanings which results in humour.

5 Sarcasm Tracing in the form of speech or writing which means the opposite of what is 
being said, including blatant ironic responses or situations.

6 Silliness Ranges from making funny faces to ludicrous situations.

7 Surprise Including all situations and conditions, where humour arises from 
unexpected situations.

Sample
The sampling units for this study were categorised into five major food categories: noodles, 
canned goods, biscuits, ice cream, and junk food — and from these, a sample of three 
advertisements per category was drawn out, which totalled 15 food commercials. The 
advertisements were selected from the Philippine national television channels, which  
were aired during the prime-time block (usually begins at 6:00 p.m., commonly 5:50 p.m. 
or 5:00 p.m. and runs until about 11:00 p.m. on weekdays, and 7:00 p.m. to 11:00 p.m. on 
weekends.)

Table 2. TV advertisements used in the content analysis by food category

Food category Food product brands
Noodles •  Lucky Me

•  Nissin
•  TekkiShomen

Canned goods •  Purefoods
•  CDO
•  Ligo
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Food category Food product brands
Biscuits •  Fita

•  Rebisco
•  Bingo

Ice cream •  Magnolia
•  Nestle
•  Pinoy Sorbetes

Junk food •  Chippy
•  Piattos
•  Tostillas

FINDINGS AND DISCUSSION 

To better understand the university students’ buying preferences, it is essential to establish 
their profile and their financial capability using their daily school allowance (DSA) as 
variables. Lumen (2021) presupposed that along with consumer choices, demographics is an 
essential set of factors that marketers should not overlook when trying to understand and 
engage consumers. The same source stipulated that demographics includes variables such 
as age, gender, income level, educational attainment, and marital status. These variables 
posit a strong influence on consumer behaviour.

Table 3. Demographic information of respondents (N = 100)

Variable Frequency Percent
Gender

Male 
Female

22
78

22.0
78.0

Daily school allowance
Below Php 50 
Php 50 to 100
Php 100 to 150
Above Php 150

14
64
18
 4

14.0
64.0
18.0
  4.0

*1 USD is 50 pesos   Total 100 100.0

As shown in Table 3, most of the respondents were female (78.0%), and the 
remaining were males (22.0%). Most of the respondents’ daily allowance ranged between 
Php 50 and Php 100 (64.0%).  In terms of sufficient daily school allowance for needs, 
females made up the bulk of this group. The results in Table 3 reflect the financial capacity 
of the university students, as their daily school allowance would be their primary means of 
buying the necessary food products as shown in television advertisements. 

           Consumer ethnocentrism is believed to be a predictor in food decisions and 
food safety, as it tends to be strongly affected by socio-demographics such as income and 
education (Hoek, Pearson, James, Lawrence, & Friel, 2017; Kilders, Caputo, & Liverpool-
Tasie, 2021). A growing number of studies have shown the importance of individual factors 
on food consumption choices, such as socioeconomic status/income. In particular, there 
is a significant strong effect associated with the intention to purchase products seen on 
television advertisements (Benedetti, Laureti, & Secondi, 2018; Azzini et al., 2012). 

Table 2. (con’t)
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Table 4. Respondents’ assessment of type of humour by food product brand

Food Product 
Brand

Comparison Exaggeration Personification Pun Sarcasm Silliness Surprise

F % F % F % F % F % F % F %

Noodles

Lucky Me 5 5.5 38 41.8 7 7.7 25 27.5 13 14.2 59 64.9 14 15.4

Nissin 9 10.0 35 38.5 4 4.4 9 9.9 12 13.2 18 19.8 37 40.7

TekkiShomen 14 15.4 31 34.1 14 15.4 13 14.3 10 11.0 33 36.3 16 17.6

Canned Goods

Purefoods 20 22.0 33 36.3 6 6.6 20 22.0 10 11.0 23 25.3 22 24.2

CDO 17 18.7 22 24.2 3 3.3 14 15.4 12 13.2 13 14.3 27 29.7

Ligo 28 30.8 24 26.4 7 7.7 10 11.0 13 14.3 29 31.9 21 23.1

Biscuits

Fita 12 13.2 35 38.5 6 6.6 13 14.3 18 19.9 19 20.9 30 33.0

Rebisco 12 13.2 27 26.4 8 8.8 12 13.2 17 18.7 31 34.1 28 30.8

Bingo 34 37.4 22 24.2 3 3.3 12 13.2 17 18.7 35 38.5 21 23.1

Ice Cream

Magnolia 17 18.7 29 31.9 3 3.3 19 20.9 14 15.4 38 41.8 22 24.2

Nestle 15 16.5 31 34.1 7 7.7 10 11.0 21 23.1 22 24.2 18 19.8

Pinoy Sorbetes 21 23.1 31 34.1 16 17.6 22 24.2 10 11.0 33 36.3 21 23.1

Junk Food

Chippy 8 8.9 44 48.4 11 12.1 18 20.0 11 12.1 46 50.6 16 17.6

Piattos 13 14.3 38 41.8 6 6.6 22 24.2 16 17.6 24 26.4 13 14.3

Tostillas 9 10.0 33 36.3 22 24.2 16 17.6 23 25.3 44 48.4 22 24.2

Table 4 presents the assessment of respondents in terms of type of humour by 
food product brand. Based on the results, the respondents rated the humour of Lucky Me 
(64.9%), TekkiShomen (36.3%), Ligo (31.9%), Rebisco (34.1%), Bingo (38.5%), Magnolia 
(41.8%), Pinoy  Sorbetes (36.3%), Chippy (50.6%), and Tostillas (48.4%) as silliness. 
Followed by Nissin (40.7%), CDO (29.7%), and Fita (33.0%) as surprise. Then Pure Foods 
(29.7%), Nestle (34.1%), and Piattos (41.8%) for exaggeration. Lucky Me was rated as the 
most humorous food product brand for noodles and Bingo for biscuits mainly because of 
silliness. Then Purefoods for canned goods, Nestle for ice cream, and Piattos for junk food 
which used exaggeration as a source of humour.

These results corroborate with Nucci et al.’s work (2020), which found that among 
the many primary persuasive techniques, “humour” was the most frequently used in all 
food and beverage commercials (14.3%). At the same time, the “image of the product/
packaging” was the second most commonly used persuasive technique. 

Moreover, a study reported that food commercials of non-core products utilises 
more clear and persuasive techniques compared to commercials of core products (Vilaro, 
Barnett, Watson, Merten, & Mathews, 2017). These persuasive messages focus on jokes 
and sketches. Given that food and beverage commercials are mostly targeted to the young 
population segments, the most used primary persuasive technique is the “premium/contest” 
of food commercials (Nucci et al., 2020). 

Consumers regularly experience humour when buying and using products, procuring 
services, and engaging in various consumption experiences (Warren et al., 2018).  College 
students or youths are not exempted (Ganjoo, 2020, Lyn & Zolkepli, 2019; Septina-Prastiwi, 
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2017; Shafi, 2021); advertisements primarily related to foods and cosmetics significantly 
affect the buying behaviour of university students (Bardhan et al., 2019). 

Humour influences the attainment of consumption goals by altering how 
consumers feel, think, or interact with one another. These affective, cognitive, and 
behavioural processes, in turn, influence consumers’ goal attainment (Warren et al., 
2018). Furthermore, humour is conveyed in different ways as advertisements, puns, jokes, 
short stories, etc. (Anam et al., 2020). The results of the present study reveal silliness and 
exaggeration as the most commonly type of humour manifested in advertisements. This 
finding is in line with that of Hoang’s (2013) work which found that among the seven types 
of humour found in advertisements, silliness is the primary type of humour, followed by 
personification, surprise and exaggeration. Advertisements imbued with humour were well 
received by the respondents because they attract the most attention. Indeed, humour serves 
many functions or purposes like amusement, breaking the tension in difficult situations, 
humiliation, teasing, ridicule, or simply creating fun (Abbas, 2021; Walsh, 2021). 

Further, Hoang (2013) also found that exaggeration is the most entertaining value in 
TV advertisements. Advertisements that have successfully executed these types of humour 
can capture audience’s attention, make messages go viral as well as make the product 
memorable and stand out amongst other competitor brands (Fuentes-Luque & Valdés, 2020). 
However,  Hoang also cautioned that humour can easily distract the audience’s attention 
from product information or the main message. Further, while the effectiveness of these types 
of humour might sound tempting, there is a fine line between amusement and ridiculousness. 
Personification usually is suitable for children products since its nature is closely associated 
with children’s animations or movies. Similarly, kinesic humour in literature is attributed  
to the experience of the audience; in such instances, shifts in rhythm, tonicity, and kinaesthetic 
intensity are paramount within perceptual simulations (Bolens, 2021).

Emotions can be manipulated to create favourable perceptions towards the 
advertised product, as well as influence purchase intentions and increase consumers’ recall 
of the product (Molenaar et al., 2021; Saha, 2019). 

The results, however, did not reflect a favourable response for pun, and sarcasm. This 
finding is congruent with the Vietnamese culture; studies have found that pun, sarcasm, 
and comparison are perceived as being not suitable for Vietnamese consumers, and does 
not create any significant impact (Hoang, 2013; Kamel, 2020). Conversely, sarcasm is the 
most popular form of humour used in magazines, while silliness predominates in television 
(Anam et al., 2020; Matwick, & Matwick, 2019).

On the other hand, surprise has been considered as a necessary, but not sufficient 
condition for humour in television advertising (Alden, Mukherjee, & Hoyer, 2013). In 
addition, Alden et al. (2013) found that surprise can be transformed into contradictory 
affective outcomes such as fear or humour depending on the presence of different 
contextual moderators. In this regard, humour is more effective in influencing audience 
attitude toward both the advertisement and brand when involvement is relatively low 
rather than high (Ventakesh & Senthilkumar, 2015). However, as consumers usually make 
an effective and attitude-based choice in choosing products, humorous advertising can 
have a significant impact on consumer’s recall when accompanied by suitable campaigns 
and product placement (Hoang, 2015). Humour not only encourages repurchases but is 
also appropriate for building a brand’s image and gaining consumer loyalty. Humorous 
advertisement messages also influence product memory, affective attitude, as well as 
cognitive, and behavioural aspects which in turn influence consumer buying behaviour 
(Koneska et al.,  2017; Maganti, 2020; Matwick & Matwick, 2019; Venkatesh & Sentilkumar, 
2015; Warren et al., 2018).  
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Table 5. Relationship between daily allowance and brand preferences of food products

Food product category Chi-square value p-value Remarks
Noodles 13.517 .036 Significant

Canned goods 3.236 .779 Not significant

Biscuits 5.071 .535 Not significant

Ice cream 2.316 .888 Not significant

Junk food 3.732 .713 Not significant

*Significant if  p – values ≤ .05; Independent variable = Daily allowance

Table 5 reveals that the respondents’ daily allowance correlates with their brand 
preference for noodles. Respondents with a higher daily allowance preferred to buy Nissin, 
while those with a lower daily budget preferred to buy Lucky Me. 

University students, in this case, face budget constraints and the allocation for 
food may be small due to other expenditure for their school projects, and living expenses. 
These limitations result in the consumption of noodles due to their affordability, and 
attractiveness as shown in Table 5. 

Instant noodles have become popular worldwide for their ability to provide meals in 
a convenient, quick, and affordable way (Marketwatch, 2018). In the United States alone, 
the purchase and consumption of instant noodles is often associated with the food culture 
of college students (Errington, Gewertz, & Tatsuro, 2013) as instant noodles is categorised 
as a low-priced food (Shim, Lee, Valentin, & Hong, 2019). These days, various types of 
instant noodle products have been introduced in the market to meet the diverse and ever-
changing needs of consumers (KATI, 2018).

The results also revealed that while respondents may be attracted to humorous 
advertisements, this does not offer any significant advantage in persuading or affecting 
their buying preferences. To further support this claim, respondents also testified that they 
were more motivated to avail these products due to their affordability which they found 
as meeting their needs. Nevertheless, when handled with care, humorous content in TV 
commercials can make specific consumption experiences more effective (Warren et al., 
2018). As a result, some products or brands will hold a stronger position in the mind of 
the customers compared to others (Maganti, 2020; Rahman, 2018). Creating laughter and 
amusement by breaking the tension in tough situations, or simply creating fun also helps 
consumers reach their goals (Abbas, 2021; Warren et al., 2018). 

CONCLUSION & IMPLICATIONS FOR RESEARCH & PRACTICE 

In summary, the study reveals that university students with a budget of Php 50–100 find 
noodle advertisements as funny or containing hilarious elements, and motivated them 
purchase these products due to their affordability, convenience, and quick meal preparation. 
When it comes to the humour content of these TV advertisements, marketing executives 
employ silliness and exaggeration as the primary humour type. Lastly, buying preference 
for food products is closely related to the ease of preparation and food culture of college 
students.

Advertising using appropriate marketing tools continues to pave the way for the 
dissemination of information to help consumers make proper purchase decisions. In 
the same way, understanding how people make decisions about what to buy and what 
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persuades them to buy products can greatly help advertising and communication strategies. 
Thus, sufficient and relevant information in this field is highly vital for the development of 
marketing strategies.

Open Access: This article is distributed under the terms of the Creative Commons Attribution
License (CC-BY 4.0) which permits any use, distribution and reproduction in any medium,
provided the original author(s) and the source are credited.
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