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In Italy and in Switzerland the idea of humor in the advertising has become more fashionable only in the last few years, while I found american studies on the matter dated 1982 (and maybe there are some previous ones).

Why are we so late? 

Are the reasons for this related to the marketing only?

In the paper I'll limit myself to considerations which do not correspond to conclusions (yet).

Why do corporate use the humor in advertising? 

In our society, overstocked by communication in all its forms, it is no more sufficient to communicate the existence of a product or to give information about its skills, but it is necessary to communicate a specific identity to confront the standardization of goods and services, always more uniform and interchangeable and so always less interesting.

What is really happening is a transition from the brand which shows a perfect lifestyle, in which the consumer identifies himself, to the one which shows the consumers' precise way of thinking. Jacques Lacan maintained that "by products we acquire some images of ourselfs, of our personality, of our skills even of our past or of our future ". As a matter of fact, today we buy our present.

How does the humor advertising propose the product?

The semiotics and the linguistics state the growing of importance of the nonmaterial-component of the consumer goods represents an incentive to consider a goods consumption as consumption of its meaning.

This lead Pierre Martineau to state that “Markets deal with messages and not with products".

Marketing is above all a struggle among perceptions.

Even the role of the advertising agents changes. 

To increase the involvement, the advertising doesn't represent the most hidden desires anymore, but common people who plays in everyday's scenes. Brands have the main purpose to communicate us that we belong to the same world!

It is commonly thought that humor language is explicitly used to reach young people, to buy their agreement.

However this has not been confirmed, but humor is an universal language, although it must be adapted to the reference target encyclopaedia.

Which humor is used?

Commonplaces, puns, situations humour?

Is there a particular type of product for which does humour speech work better than for others?

With reference to the humour of Achille Campanile, Umberto Eco said that in the comic strategy more than a general theory it is possible to propose some mechanisms which produce different effects. Likewise, this is the most elegant conclusion even for a survey like ours.

