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A Review on the Impact of Perceived Humor on Advertising Effects

% 24 g*
Jina E

This paper is intended to review the studies concerning the theories on the persuasive effect
of perceived humor and the empirical researches on the impact of perceived humor on
advertising effects, and to find out future research issues.

It has been argued in this paper that the existing researches have generally ignored theories
relevant to the persuasive effect of perceived humor and variables which moderate perceived
humor’s impact on advertising effects. This has resulted in simple approaches incompatible
with the complexity of the problem and inconsistencies in empirical results. Hence, research
on perceived humor's impact on advertising effects should develop a theoretical framework
that seeks to explain how perceived humor affects consumers and on the basis of the
framework, systematically identify and examine the moderating role of variables such as
audience, source, message, and product to understand fully the conditions under which

perceived humor in advertising is effective.
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