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Sutem sa (mai) fim memorabili?







THAT'S TOOIMUCH
INFORMATION!




Dull ads don't work very hard

Share Growth per unit of Ad Investment
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Rational ads Fame* ads

*These are emotional ads that successfully inspire
people to share or talk about them

Image: The Cost of Dull with Peter Field
Source: IPA effectiveness databank, 1998-2022 cases, N=249, 215




The use of humour has declined
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The use of humour in advertising over time
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There’s no such thing



The most effective campaigns in the world
are funnier

Average
Percentile

Different to other ads 72%

Enjoyment

Tell others 69%

If saw online send on 65%

Involvement 65%

Brand appeal 55%

Think differently 55%

Believable 53%

Branding 53%

+12%

of Effies winners
were more likely
to use humour

Brand different 51%

Understanding 47%
Relevance 45%
Persuasion 42%
Uniqueness

New information

Source: IPA/Effie data, cited in ' What makes funny, funny?’, WARC, 2024




What makes content personally relevant

Q: In your opinion, what makes the content that you see on social media
and video platforms relevant to you personally?

55%

It uses humor that | find funny

Itis about a topic that | am
interested in

50%

Itincorporates my hobbies /
my passions

It introduces me to new topics | didn't
even know | was interested in

Itis shared among my friends
and family

Itincludes people with a
common identity to me

It showcases an experience/ life stage
| am going through / have gone through

It showcases a goal or something
| aspire to achieve

It aligns with my values and beliefs

It was created by people from
the community | am part of

It mirrors my everyday life

Source: TikTok Marketing Science, Business Impact Through Relevance, US, UK, AU, conducted
by WARC, August 2024



Top barriers

What one audience finds funny
others might not understand.

| worry humour would
undermine

my credibility.

I'm not sure the right "type"
of humour for my brand.

I'm afraid the work will
offend someone.

I'min a "serious" category.

I don't want to get cancelled
if | getitwrong.

I'm a global brand and humour
doesn't travel.

Source: Why are marketers afraid of being funny?
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1.Umorul este un accelerator de
memorabilitate si brand distinctiveness

Umorul activeaza sistemele de recompensa ale creierului, facand reclamele mai usor de
retinut si brandurile mai distinctive. Intr-o lume suprasaturata de continut, reclamele
amuzante si emotionale au de 6,1 ori mai mult impact decéat cele strict rationale in generarea
cresterii brandului.

2.Consumatorii vor branduri amuzante, dar
publicitatea devine din ce In ce mai serioasa

91% dintre oameni prefera branduri care folosesc umorul, dar doar 33% dintre reclame sunt
amuzante. In ultimii 20 de ani, utilizarea umorului in advertising a scazut cu 37%, din teama de a
nu gresi. Asta creeaza o oportunitate uriasa pentru brandurile care indraznesc sa fie diferite.

3.Relevanta este cheia, iar umorul personal si
cultural este cel mai eficient mod de a o obtine

71% dintre consumatori acorda mai multa atentie reclamelor relevante personal, iar 58%
celor relevante cultural. Umorul inspirat din experiente comune creste engagement-ul

emotional, generand un sentiment de apartenenta si conexiune cu brandul.



4.Umorul creste conversiile si influenteaza
deciziile de cumparare

78% dintre utilizatorii de social media si platforme video sunt mai predispusi sa iain considerare o
achizitie daca reclama este amuzanta si relevanta pentru ei. Umorul nu este doar un instrument de
awareness — el declanseaza actiuni concrete.

5. Umorul trebuie sa fie autentic si aliniat cu
brandul pentru a functiona

Umorul fortat sau nepotrivit poate dauna credibilitatii brandului. Cele mai eficiente campanii sunt
cele care pastreaza un stil de comunicare consistent, integrand umorul natural in povestea si
valorile brandului.
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