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IsHumor a Countercyclical Advertising Strategy?

Abstract

Based on a longitudinal content analysis of commbr@ppearing in Super Bowl between 1969 and 20G9,
present paper aims to investigate the use and ripadt of humor oriented and information oriented
advertisements on advertising effectiveness insgoaary and expansionary periods. The findingHerhge the
long-standing belief among practitioners that hunsoa countercyclical advertising strategy. Indeedeems
that humor oriented commercials are more pervagsiveconomic hardship, while information oriented
advertisements are more common in times of afflaeara wealth. However, humorous commercials terizeto
effective at generating positive attitudes towand ad both in recessions and expansions. On thgacgn
information oriented commercials lead to less fabe attitudes toward the ad over the differentneaaic
periods. These findings may imply that advertisbe expanded their understanding of advertising
effectiveness, encompassing a broader vision toawepthe general mood of the times.

Keywords. Humor oriented Advertisements, Information orezhtAdvertisements, Economic Cycles, Super
Bowl Commercials, Longitudinal Analysis, Contentalysis

Introduction

Today, the global economy is undergoing a deepseime that affects every aspect of business andldie
(Krugman 2009). In times of recession, firms confrgignificant waste of capital and revenues deslin
According to the most prevalent definitiorg fecession is two successive quarters of neggtiowth in gross
domestic product (GDP)Tellis and Tellis 2009, 304). On the other haardpnomic growth is defined as the
“sustained increase in real per capita incofn@ould, 1972, 2). A plethora of prior studies liagestigated the
effects of economic cycles on advertising expemd#uproposing that there is a positive correlabetween
them (Deleersnyder et al. 2009; Lamey et al. 2@Biivasan and Lilien 2009). More concretely, isigygested
that during recessions the advertising budgetdaged, while during expansions it is increasedg@i001). In
addition, it seems that increasing advertising egjares leads to increasing sales and market shapecially
during recessions (Biel and King 1991; McGraw-Hilesearch 1986; Meldrum and Fewsmith 1979; Vaile,
1927).

However, the aforementioned studies did not shghtlon the advertising creative strategies usedngur
recessionary and/or expansionary periods. The gerpbthe present study is to fill this research timough a
longitudinal content analysis of 1.516 Super Bownenercials that cover the period between 1969 @&99.2
Particularly, this study tests some relevant hyps#is regarding the effects of economic cycles erutie of
humor (incongruity resolution, arousal safety angmbrous disparagement) and information content in
advertising.

There is an intuitive belief among advertising pitamers that humor is a countercyclical creatsteategy
(Beard 2005). According to the president of the WDBner & Co. agencyHumor is what we took in 1929,
during two world wars, Korea, Vietham and the restes of the 70’s. And it's what we will take todslye in the
business of selling will employ humor or we’ll rilie risk of driving consumers to dejection and @spion, and
away from our products and our stotg§ried 1991, 26). Moreover, some advertisers appe believe that
humor can changeltfe mood of the times and the economy in gehébalvaney 2002, 36) and that's why it was
used in Super Bowl commercials after 9/11 (Deva2@QR).

To date the usage of humor in advertising acro$srdnt economic periods has not been explored.rékelts
of the present study aim to contribute to the deepalerstanding of the creative strategies adojmed
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advertisers during recessions and expansions. lat@mmpt to validate these findings, a second stwdyg
conducted in order to examine the effect of humothe attitude towards the ad, using USA Today Aetev
scores (for ad likeability) from 2000 to 2009, aslependent variable. The second study revealshilnaiior
improves significantly the attitude towards theragardless of economic cycles.

Theoretical Background

Humor in Advertising

Humor, “at its most basic level, is an intended or unineehdchessage interpreted as fuhflyynch 2002, 423).

In psychological literature, there are three theorgoncerning the creation and the appreciatiohuaforous
stimuli; namely incongruity theory, relief theorynéa superiority theory (Meyer 2000). Incongruity ding
describes the cognitive process of humor productigoroposes that humor is created when a persnneives
the humorous connection of different incongruousnés, pictures and/ or texts (Alden, Mukherjee Hioger
2000; Raskin 1995). In the relief theodgtighter occurs when a person has experienced texigd arousal but

at the same time (or soon after the arousal) eueliaghe stimulus (usually another person) as safe o
inconsequentidl(Rothbart 1973, 249). According to superioritgdny, people laugh at others and laughter is an
expression of sudden triumph that indicates theic@ived superiority (Hobbes 1651).

Speck (1991) formulated a message taxonomy focdbegorization of funny creative executions in atisimg,
taking into consideration the three classical hutheories. In line with his typology, three humaogesses can
explain the different aspects of individual motieat that lead to the generation and compreheridtnumor.
Incongruity resolution, arousal safety and humordisparagement processes interpret the cognitiiectave

and interpersonal individual motivations in humoespectively (Speck 1987). Few studies (Beard 2008;
Hatzithomas, Boutsouki and Zotos 2009; Lee and 2088; Shabbir and Thwaites 2007; Speck 1991; Spotts
al. 1997) have investigated the use of these psesds humorous advertising around the world. Nafnese
research papers has investigated the effect ofoadiorcycles on the use of humor processes in ddearents.

Information Content of Advertisements

Researchers (Abernethy and Franke 1996; Al-Olaysh karande 2000; Choi, Lee and Kim 2005; Ji and
McNeal 2001; Jones and Smythe 2003) have examihedinformation content of advertisements using
primarily Resnik and Stern’s coding scheme (19R8snik and Stern (1977) identified a number of dhas
fall into fourteen main categories of product imf@tion with respect to their focus; price or valgeality,
performance, components or contents, availab#ipgcial offers, taste, nutrition, packaging, watiesn) safety,
independent research, company research and new. iBesnik-Stern cue classification system provides
objective methodology for content analyzing theelesf advertising informativeness.

However, the main interest of the present studip ifnvestigate the use of humor-oriented and infdirom-
oriented Super Bowl commercials during recessionang expansionary periods and not the amount of
information in advertising during these economiagds. The categorization between “soft sell” aratdtrsell”
message strategies or in other words between emabtmd rational techniques is rather common iregtbing
literature and seems appropriate for the purposethi® paper (Alden, Steenkamp and Batra 1999; &Vell
Burnett and Moriarty 2003, 310). Humor is one & ffrimary types of emotional approaches, since duite
popular among advertising professionals (Beard R0DBb the other hand, information-dominant advertients
reflect the real expression of hard sell appeals.

The analysis of the two aforementioned adverti$omgnats (humor and information oriented ads) carakthe
advertisers intentions to amuse or to inform thigehaudience (Speck 1991). It is believed thatuge of this
classification can provide evidence for the assmsiabetween economic cycles and advertisers’ tigaa to
amuse or to inform consumers. Thus, in this sttiily,Resnik-Stern method is used only as an eflegtiecess
for identifying which non-emotional commercials améormation-oriented (Janssens and De Pelsmadkas)2

Hypotheses
The Effect of Economic Cycles on the use of Humented Advertisements
Severe recessions as well as slowdowns of econgiroigth exert intense psychological and economissres

on entrepreneurs and citizens (Solantaus, LeinoaadbPunaméakic 2004). Economic stress inducesteebf
uncertainty, hopelessness, loneliness and depne@Sistamo, Lahelma and Lonngvist 2001), deteriogatat
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the same time, family life (Solantaus, Leinonentd Ranamakic 2004). Particularly, it causes emotidisdress,
depression and demoralization for parents, cregpirtdplems in their relationship that can affectlafsin's
mental health (Conger et al. 2002; Conger et #4)1.9In periods of intense stress, some peopl&k dricohol
(Cooper et al. 1992) or smoke cigarettes (Par@®9}] in an attempt to forget painful feelings axgearience
relief from tension. Gowgiel and Mcintosh (2010)saa believe that media preferences may reflecpleen
reactions to hard economic times, and thus theysisabf media consumption may reveal alternativpirap
mechanisms (related with media content) used bplpeduring these phases.

Indeed, several researchers from multiple discgglilhave studied the effect of economic conditionstte
preferences of citizens for entertainment prodactd media characters (Drass and Kiser 1988; Govegiél
Mclintosh 2010; Kiser and Drass 1987; Langrish 198@ttijohn and Jungeberg 2004; Pettijohn 2003). The
central hypothesis of these research papers wasdthiang social and economic hard times, entertaimm
products and media stars that foster feelings feftygand security are more appealing to peopleatse they
help them to cope with negative and depressivénigelPettijohn and Tesser 1999). Pettijohn and&é2009)
found that when societal and economic conditiomesraugh, songs that are longer in duration, moranimg/ful
in content, more comforting, more romantic, andveloare most popular. Furthermore, during thesd tiares,
people show a preference for music performers witihe mature facial features, such as smaller dies)er
faces, and larger chins. In the same vein, Petigtthhis colleagues (Pettijohn and Tesser 200%ijdhet and
Jungeberg 2004; Pettijohn and Tesser 2003; Pettiold Tesser 1999) revealed that when economidtemr sl
are threatening and uncertain, people prefer oldeayier, taller actresses and models with largaiste and
smaller eyes (more mature) to younger, shorteess#s and models with smaller waists and wider @yasy
faces). Neotenous female faces (look babyish)dteatonsidered more submissive and weak than mignae
faces (Keating et al. 2003) generate increasingldesf uncertainty. On the contrary, mature featysmaller
eyes and larger waists) breathe confidence, indkp®® and security into the audience.

Interestingly, economic cycles appear, also, ty mplacisive role in the number of utopian novels lishied
every year. Kiser and Drass (1987) using a timeesemalysis of utopian novels published in theaGRBritain
and the United States of America from 1883 to 1@idicated that changes in the publication of utopiavels
is associated with economic cycles. Utopian litetflourished during recessionary periods, whieliched
during expansionary periods. Drass and Kiser (1,988, validated the positive relationship betweeonomic
contractions and the rate of publication of eutepmthe USA According to these researchers, dwganomic
crises, utopian novels can provide a new pointi@fnfor the reconstruction of the collapsing ecoimsaystem.
In this fashion, eutopias offer a remedy for disd@pfed people who look for alternative social agaments
(Kiser and Drass 1987).

Moreover, economic cycles affect the use and threxadvpopularity of comedies. Pettijohn (2003),0tlgh a
longitudinal analysis of motion pictures, confirmedlong-standing suspicion, indicating that durimard
economic times, comedies are very popular to Araedc Similarly, many entertainment and advertising
professionals have proposed that humor can be ya eféective creative approach in periods of ecormomi
predicament (Andreeva 2009; Anonymous 2008; RethR801). For instance, Joel Goodman, founder o&“Th
Humor Project Inc.” claimed;it'was no accident that during the Great Depressmmomedy heyday emerged
with the likes of the Marx Brothers and Jack Bérngynonymous 2008, p. 14). In line with Goodman,dkeeva
(2009) alleged that dramas, shows and sociallywagelecomedies, which took a satirical look at thearicial
crisis, prevailed in US television during the resies of 1970s. Also, Keith Reinhard the chairmanDaiB
expressed this belief as followsGiven the current mood(he referred to 2001 recessidmpw is the time to
prove as never before that advertising that sedls also celebrate humanity and mutual affirmatiénd that
humor, the great sales tool of the ages, does awé lio be coarse. It just has to be funny. Liftsades and
lifting spirits”. More recently, in 2009, amidst the recession, ABRficed the general feeling and ordered a
sitcom with Kelsey Grammer, a popular comediarth@écast (Andreeva 2009).

Humor is a coping mechanism (Fiihr, 2002; Henmanl26@artin et al 1993; Nezlek and Derks 2001) that
permits people to deal with everyday anxieties,reggon and hopelessness, achieving psychologiwhl a
physical well being (Freiheit et al. 1998; KuiperdaMartin 1993; Kuiper et al. 1992; Kuiper et 2098; Martin

et al. 2003). The Austrian neurologist and psyctsgYictor Frankl had argued, describing his experes as an
Auschwitz concentration camp inmatéldmor, more than anything else in the human maketfords an
aloofness and an ability to rise above any situgtieven if only for a few secoriddicGhee 1999). Indeed,
Vilaythong et al. (2003) found that individuals it greater sense of humor experience increasets ley
hopefulness. Particularly, their subjects achieliggher levels of hopefulness when exposed to a howso
video than when exposed to a neutral video (Vilagthet al. 2003). Besides, De Pelsmacker and G&1868)
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found that humorous appeals lead to more positdeerisement-evoked feelings, such as cheerfulaess
carefreeness (see also De Pelsmacker and Geuehad@@euens and De Pelsmacker 1998).

Based in the aforementioned analysis, it can benasd that during recessionary periods, advertsggead more
money on humorous commercials, in an attempt ton@hahe mood of society. On the other hand, during
economic contractions, it is believed that consniieve a preference for humorous executions, bedausor
helps them to diminish perceived stress intensitgt 8 achieve high levels of hopefulness. The fuilhy
hypotheses are advanced:

H1: There is a countercyclical trend in the use aghbrous oriented Super Bowl commercials.
H2: During economic contractions, humor oriented Sigmrl commercials create more positive attitudes.
The Effect of Economic Cycles on the use of Infoomaoriented Advertisements

The amount of information present in advertisemérats been of particular interest to researcherer#dihy
and Franke 1996; Akan 2007; Al-Olayan and Karan@@02 Dowling 1980; Hong et al. 1986; Ji and McNeal
2001; Johnstone et al. 1987; Lin 1993; Madden.et@86; Nevett 1992; Rice and Lu 1988; So 2004 dragt

al. 1997; Weinberger and Spotts 1989; Whitelock Ragl 1998). One perspective on information usagieaisit
depends on the economic development of the cosnitiseems that the higher educated, literateomests of
developed societies are seeking for more accunédennation (Abernethy and Franke 1996). For instamt the
USA, magazine advertisements contain more infoonatiues than in Arab World (e.g. in Bahrain, Iraugl a
Saudi Arabia) and in African Countries (e.g. in pgyLibya and Tunisia) (Al-Olayan and Karande 2008)
additional interpretation to the various levelsiofiormativeness observed in the advertisementsifédrent
cultural environments is the political climate. rRriads in China are more informative compared to US
advertisements as a result of the Chinese goverrsnamilosophy of encouraging hard-sell technig(#sand
McNeal 2001; Rice and Lu 1988).

Regarding the longitudinal changes in advertisirfgrimation levels, a number of studies has stregszdole of
US Federal Trade Commission regulatory activity€itethy and Franke 1998; Chou, Franke and Wilc@&719
Healey and Kassarjian 1983; Kassarjian and Kassatj988; Pollay, Zaichkowsky and Fryer 1980). Albémy
and Franke (1998) indicated that the strict adsigiregulation adopted by the Federal Trade Cosiarifrom
1971 to 1981, resulted in fewer objective informatclaims, compared to the less stringent regulatiat was
used by Federal Trade Commission from 1982 to 1@82the other hand, Kassarjian and Kassarjian (11988
revealed that the endeavors of FTC, consumer grauns activists to produce ads with more objective
advertising claims failed during 1980’s.

Moreover, Weinberger and Spotts (1989) as well aaléy, Fisher and Healer (1986/1887) showed that th
levels of information included in typical TV adsidtuate over time. However, these studies havengige to
some contradictory results. Weinberger and Sp&889) reported a statistical significant increas¢he levels

of informational claims both in the USA and the bitween the years 1977 and 1985, while Healey &d h
colleagues (1986/1887) found that the informatiwsnaf US TV commercials decreased in 1985 compaittd
1981. In line with Healey, Fisher and Healer (198&/7), De Pesmacker and Geuens (1997) observedra sh
decline in the number of information cues in Befgpaint advertisements, the period between 197518686.

The aforementioned studies shed some light ontiheges in the level of advertising informativenegsr the
years, but they did not elucidate the role of eeaicocycles in these changes. Given that many rekees
measure “soft sell” and “hard sell” appeals onrgyle dichotomous dimension (Alden, Steenkamp anaBa
1999; Bradley, Hitchon, and Thorson 1994; Muell@®@; see also Okazaki, Mueller and Taylor 201®ait be
assumed that increases in the use of humor orieateertisements will lead to decreases in the dse o
information oriented advertisements. In other woits believed that during expansionary periodseatisers
use more information oriented Super Bowl commescidlowever, we cannot hypothesize that information
oriented commercials create more positive attitudiging economic expansions. Hence, the following
hypothesis is formulated:

H3: There is a cyclical trend in the use of inforroatoriented Super Bowl commercials.



M ethodology
Sample of Super Bowl Commercials

A content analysis approach was adopted as the appsbpriate and suitable method for the sciendifialysis

of advertising messages (Berelson 1952; Kassatjgaty; Samiee and Jeong 1994). A sample of 1516rSupe
Bowl commercials (174 commercials for the decad@91P979, 468 ads for the decade 1980-1989, 427oads
the decade 1990-1999 and 447 commercials for tteadde 2000-2009) was content analyzed by two
independent coders from the USA. The sample frased was supplied by Adland, an independent orgamiza
that hosts Super Bowl commercials. Super Bowlatsanly a universally appeal sports event, but #ldmas
turned out to be a commercial celebration thativesea great percentage of viewers globally (Yel&uml.
2004). Many multinational enterprises spend mibiaf dollars in advertising during Super Bowl daethe
effectiveness and the prestige that it offers (Mlst&r 1999). The demographic characteristics ghe3 Bowl
viewers tend to be more balanced than in any athient. However, the sex ratio is slightly weightedard
males (MacAllister 1999). Super Bowl is consideoe@ of the largest social gathering events in thedv For,
instance in 1999, over seventy-five percent of Aozars watched the Super Bowl in the company oéastlone
other person (Freeman 1999).

Procedure

The coders were trained through a sample of 20éhpbes on the details of the task and the dimensidrise
constructs being measured, the methodology of tesniR and Stern’s (1977) classification system of
information cues and the “humorous message taxoh@@peck 1991). The dependent variables examined we
the use of humor, the use of humor processes andiglh of information in Super Bowl commercials. Two
researchers watched each advertisement at leasied in order to determine if it contained a certyipe of
humor. Each advertisement with a content that c¢tftk one of the three humor processes (incongruity
resolution, arousal safety and humorous disparaggmes coded as humorous. After the initial phaisthe
research, the two coders identified which of th@-hamorous commercials were information oriented. A
advertisement was coded as information orientednwheontained one or more of the following infortina
cues about the product or service: price or vatumlity, performance, components or contents, abdity,
special offers, taste, nutrition, packaging, watieem safety, independent research, company rdsead new
ideas Elpers, Wedel and Pieters 200Besnik and Stern 1977). The coders found that dl geecentage of
humorous advertisements had high levels of infoionafrhese commercials were coded as informatiented
humorous advertisements. Inter-coder agreementestimated based on Cohen’s conditional Kappa (1960)
The values range between 0.0 (no reliability) ar@ (berfectly reliable). The reliability coefficitnwere K =
0.90 for humorousness, K = 0.82 for the humor pses, and K = 0.92 for information.

For the last decade (2000) the attitude towardsath&vas measured, using USA Today Ad Meter scases a
dependent variable. Every year the research tedd8af Today measures the likeability of commerciaking
approximately 100 typically representative viewafrSuper Bowl as sample (Tomkovick et al. 2001).

Independent Variable

The economic cycle was used as the single indepéndeiable of this study. We divided the periodnfr 1969

to 2009 into recessionary and expansionary phaseée @ycle, based on press reports of recessiatexed in
the “New York Times Index” and “Business Periodicéidex” (see also Picard 2001). In this mannewss
revealed that the Unites States has experienceddisessions in 1969, 1973-1975, 1990-1991, 20612667-
2009, a double dip recession in the early eigh{i®80-1982) and four near miss-recessions in 198385, 1998
and 2003. On the contrary the following years waassified as expansionary or stable years: 19925,11979,
1981, 1983, 1984, 1986, 1987, 1992, 1993, 19946,18999, 2000, 2002, 2004, 2005 and 2006. At thistpit
should be noted that we did not content analyzeeS&owl commercials from the years 1970, 1971, 1974
1977, 1978, 1988, 1989 and 1997, because they madravailable in the database of Adland. The foifgwv
section briefly examines the recessionary periods.

Recessionary Years

The first severe economic contraction in this p&nrieas thel969-1970 recession. This economic downturn was
characterized by an increase in the actual budgftidthat was the result of the growing Americauiitary
involvement in the Vietham War (Labonte and Maki2®02). Thel973-1975 recession was one of the deepest
recessions in US history provoked by the 1973 bdck that made the oil prices rose unexpectedlys Th
recession was primarily characterized by simultasedse in both inflation and unemployment rateabnte
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and Makinen 2002). The double-dip recessiod380 through1982, was the deepest and the longer one during
the post-war period that followed an oil price dhothe short recession of January-July 1980 wdsvield by a
quite short period of expansion (1981) and the adeepssion of 1982 (Harris 2009; Labonte and Mak2@02;
Rosenblum and Atkinson 2010; Zarnowitz and Moor@1)9In 1985, Singapore entered its first recession after
the end of the construction boom and after a cgtliownturn in electronics, while at the same tivaaysia
and Indonesia recorded negative GDP growth (Parg@fd; Shireen 1998). Saudi Arabia withdrew frora th
OPEC (Organization of the Petroleum Exporting Caagj} cartel in late 1985 and both the organizaind the

oil market collapsed (Barsky and Kilian 2004; Kili2006). In spite of the oil shock, American ecogom
experienced a significant economic slowdown withegession (Ferrara 2003; Rosenblum and Atkinsd@R0

In 1990-1991 U.S. economy suffered a recession after Irag’asion of Kuwait that leaded to a major oil price
shock. Nevertheless, the recession was brief adddeim March 1991. The bomb attack on the Murrathefa
Building in Oklahoma City in April 1995 tragicallkilled 168 people but did not greatly disrupt ecomo
activity outside of Oklahoma CityGarner 200p However, the anemic GDP expansion of less thaer2ent
during 1995 signaled an imminent recession but finally theneeoic slowdown did not lead to a real recession
(Ferrara 2003; Rosenblum and Atkinson 2010).1898, many economists believed that the East Asian
economic crisis could expand quickly into a broafilesncial and economic crisis, affecting the USRussia
had bankrupted, Brazil was under depression ananése economy was sliding again into recessiohoAgh

US economy experienced a slight slowdown, the stopsvas finally avoided (Brenner 2003).

A year after the dot-com bubble burst, the USA &ghin into a mild recession #001. The tragic events of
September 11, Enron scandal and the outbreak ofvéinen Afghanistan worsened the economic climaté a
deepened the crisis (Barsky and Kilian 2004; EndadsSandler 2006; Ito and Lee 2004). PB63 invasion of
Irag and concerns over the price of oil led mamgigsts to believe that the economy would go inttoable-dip
recession in the first quarter of this year, buirally experienced a slowdown without recessigne§tis and
Karakitsos 2003). 112007 US economy plunged into the biggest crisis sileeGreat Depression of 1929. The
United States housing bubble burst and the findntisis spread from the housing market sectorinarfcial
institutions, the banking sector and the automahiestry (Mian and Sufi 2009).

Results

Chi-square analysis was used for the examinatidmypbtheses 1 and 3 (Table 1). The results inditetethe
use of humor-oriented commercials increased dur@wgssionary periods (M= 22.1) and decreased during
expansionary years (M=15.8) {XL0.06, p<.002). This negative trend is observesheeially, for those
advertisements incorporating humorous disparagerf®mt5.31, p<.021) and incongruity resolution process
(X?=-3.61, p<.05). Hence, hypothesis 1 is supportesif& as the effect of economic cycles on the use o
information oriented commercials is concerned, ppears to be significant at the .06 level and érpla
marginally significant variation (33.55, p<.06). Thus, hypothesis 3 is partially sapgd. Moreover, it is
worth noting that over time, humor-oriented adweients have increased %£89.72, p<.00) while
information-oriented commercials have reduce8=2.15, p<.00). Besides, the humorous commerdialsare
based on humorous disparagement=84.69, p<.00) or on incongruity resolution?622.43, p<.00) have
increased significantly over the last four decaddss further supports the evidence in the litemat(Beard
2005; De Pelsmacker and Geuens 1997) that humaduestisements are more pervasive nowadays.

Table 1: The Use of Humor-oriented and Information-oriented Ads during Recessions and Expansions

Economic Cycles Chi Square
Amidst Amidst Total X2 Sig.

Use of Expansions* (%) Recessions* (%)

Humor-Oriented Ads 15.7 221 18,3 10.06 .002
Incongruity Resolution Process 5.8 8.3 6,8 3.61 .05
Arousal Safety Process 0.9 1.3 11 .588 443
Humorous Disparagement Process 9.1 12.8 10.6 5.31 .021

Information-Oriented Humorous Ads 4.3 45 44 .039 844

Information-Oriented Ads 36.0 313 341 3.55 0.60

* Expansions of 1972, 1976, 1979, 1981, 1983, 12986, 1987, 1992, 1993, 1994, 1996, 1999, 20002 22004, 2005 and 2006
** Recessions of 1969, 1973-1975, 1980, 1982, 19901, 2007-2009 and near miss-recessions of, 1985, 1998, 2003
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Hypothesis 2 suggested that humor oriented Supail Bommercials generate more positive attitudesatow
the ad in recessionary years than in expansionaaysy To test this hypothesis a factorial analgbigariance
(ANOVA) was conducted with humor and economic cycle as thepeddent variables and attitude toward the
ad as the dependent one. Hypothesis 2 would beostigpipf and only if the interaction between thdapendent
variable (humor) and the moderator (economic cyislesignificant. However, the ANOVA indicated thtaere

is no interaction between humorousness and econoynle and hence no effect on attitude toward théFs
1.41, p<.00). Consumers have a great preferencauimor oriented commercials (M=7.30) regardlesshef
economic cycles (F=76.57, p<.00). Hence, hypoth2sis rejected. Moreover, a second factorial anglgé
variance with information and economic cycle asepehdent variables revealed that information oei@nt
commercials (5.71) lead to less positive attitud@gard the ad regardless of economic cycles (F559.00).

Table 2: Attitude toward the Ad: Humor * Economic Cycle

Independent Variables Sum of df Mean Square F value Significance
Squares

Main Effects

Humor 74.02 1 74.02 76.57 .00

Economic cycle 1.67 1 1.67 1.73 19

Two-way Interactions

Humor * Economic cycle 1.37 1 1.37 1.41 23

Model 74.48 3 24.83 25.68 .00

Residual 313.19 324 97

Total 387.67 327

Conclusions and Discussion

At the time of writing (31 January 2011) many westdeveloped economies are going through a recessid
fundamental structural changes. The present stodigdted that humor oriented commercials appearemor
frequently in Super Bowl during such hard econotimes than in times of affluence and economic \weilRg.

In contrast, the use of information oriented adserhents follows the opposite pattern, being highaing
expansionary periods. These findings give an englievidence of a growing belief among professisrnhht
humor is a countercyclical advertising strategy dfaeva 2009; Anonymous 2008; Lawler 2002; Reinhard
2001). In addition, this study is consistent withey results reported in psychology literature areng the high
number of comedies produced during periods of ewimchardship (Pettijohn 2003). This implies that
advertising and entertainment industry profess®nablopt similar strategies during recessionary and
expansionary periods.

This paper, also, found that economic cycle did mmte any moderating effect on the positive refedtiop
between humorous advertisements and attitude totherdd. In the same vein, the slightly “negativelation
between informative advertisements and consumétisides did not affected by economic cycles. lheot
words, it seems that humorous advertisements wameeffective, while informative commercials quitering
both in recessionary and expansionary periods. indisates that advertising professionals can deanfily use
humorous creative illustrations to improve attitudeard the ad, regardless of the economic conditiof the
moment (Duncan and Nelson 1985; Gelb and Pické81&elb and Zinkhan 1986; Speck 1987; Sternthdl an
Craig 1973; Weinberger and Gulas 1992). Howeverdadés not provide support for the hypothesis that
humorous Super Bowl commercials are more effeaiwéng economic contractions and it does not cordit
Petijohn’s (2003) findings that comedies are marpytar during economic hard times.

These results might have been attributed to thaahatature of advertising, which is a paid nonpeao
communication from a sponsor (Wells, Burnett andritty 2003, p. 567). This characteristic makes Imuc
more difficult for the viewers to identify with themotional advertising mood. On the other hand; ftossible
that consumers may experience high anxiety levelsther periods than those advertisers believe.célen
humorous advertisements may be more effective wtmrsumers work through their personal family or
financial problems, regardless of general econonuaditions. Furthermore, the traditional measurés o
advertising effectiveness (change in attitude tomthe ad) may be unable to evaluate much broadertising
objectives and much more ambitious advertisingesgias. Advertising campaigns strive to enhanceséimse of
well being, create a feeling of ease, generateteaxeint and rekindle the passion through tbeedtion and
manipulation of affeét(Hardt and Negri 2000). Practitioners believettban change the general mood of
society with humorous advertising messages, whiehaound with a sense of optimism and hope (Andree
2009; Anonymous 2008; Beard 2005; Lawler 2002; Raid 2001). So, academicians may have to adopt new
instruments for the measurement of advertisingcéffeness such as the “scale of perceived wellgjein the
“state hope scale” (see Vilaythong et al. 2003).
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