Saturday, 16:45-18:15

Sala Affrescata

Session: Cross-cultural Perspectives of Humour (Larry Mintz)
HERR OBER, THERE¹S A FLY IN MY SOUP: HOW UK ADVERTISERS USE HUMOUR AS A

DISGUISED SELLING PROPOSITION FOR GERMAN PRODUCTS

Oliver Haas, Napier University, 

Edinburgh, Esbank, UK

oliver@shawltd.demon.co.uk
Humour in advertising is mostly investigated in terms of its effectiveness. 

Is humour capable of positively influencing an adverts communication goals, such as attention, comprehension and recall, attitude towards the advert and/or the brand?

To advertise foreign products, it is often advantageous for advertisers  to tap into cultural stereotypes when these can be meaningfully combined with the sales message. Stereotypes immediately open a shared knowledge with the target audience and a platform for contextualisation. Humorous treatment of stereotypes can therefore be a very effective advertising tool.

This paper looks at how in the United Kingdom different advertising agencies have taken the same stereotypes about Germans and have connected them meaningfully with products as diverse as cars, beer, tyres and garden tools, crossing not only the boundaries of low- and high-involvement products but also of different media. It is shown with a variety of campaign examples from companies such as Audi, Gardena, Löwenbräu and Continental, how humour is made not only part of the advertising appeal but also an integral part of the cultural stereotype.

The paper will touch on issues such as integration and relevance of humour, its limitations and the risk of alienation, types of humour in advertising, humour references in relation to stereotypes and the appropriateness of humour for different product types.

