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There 15 & lack of knowledge as to why and how_ﬁﬁmdr can
be an effective tool for advertisers attempting to change
attitudes, Writers on the subject can.-point out a "good"
humorous ad, and even offer gﬁidelines for the construction :
of one, but they avoild discussion of the psychological rolation-,
ships, undorlying theory, or even classification of the .

various humorous techniques used.

Some of the literature on attitude change. 1s reviewed, .

~ Basically, the theory-;f Daniel Katz 18 used, However, thz!a.
vtheory is often supplemented hw‘othér w:ltera for greater
clarity. | |

a4 o
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An exaeination of three theories of humor and their
relation to attitude change is presented to determine the
' posqlbil;tiea of humor as an aid in this direction. Three
~ theories are discussed because there 18 no single theory which
explains why we laugh., There is not ovén a commonly agreed

upon definition of humor.
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Ten specific techniques of humor used in advertising arh"'

examined, including tentative explanations of the psSychological
process 1nvolqu for the specific type of attitude change in |
each case, :
4 ‘ .
The writings of professional advertising men on the subject
of humor are discussed, along with 1nter§1ews with others.' Their

ideas and comments are qxamlpcd in light of prewious r1nd1ngs.

Although this is essentially "library" rosearchlof the
topic, it is still an important contribution 1n'that it appears
,to be one‘bf the first steps taken in the etudy'bf this area of
advertising. The conclusions should stimulate fﬁrthér discussion

and research,

Briefly, the conélusions are as fblldwsa

-~

It is possible to change a person's attitudes through fhe
use of a humorous message, But sudcess in this venture depends
~on other-things besides humor. You must first involve the
.audience in you} message, Involvement is probably easiest
achieved in an emotional manner; howeveé. emotional involvement

must always be followed by cognitive involvement for attitude

¢hange to occur,

In ofder to change attitudes you must create affective and
cognitive inconsistency in the old attitude. Both of these

inconsistencies must be rectified to achieve success,
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Attitudes serving adjustive, knowledge, and value-

expressive functions are more amenable to chanmo\thrdugh humor ~

than those serving an ego-defensive function. Humor involving

relief from restraint in a rolerlaying situation 18 most

effective for ego-defensive attitndes.

&

' ’ ' | ’ K /’
All humorous advertising 1is "ad justive advertiaing. Thnt

is, it 1is seeking change in attitudes serving an adjustivo

function., 4

It appears that no type 6f product and almost no buying
situation is unsuitable for humorous treatment. Of course,

the humor must be used tastefully and purposively.

Although the American public is now sophisticated enough
to appreciate almost any kind of humor, objective humor
(eg. slapstick) appears to be the best type for initiating
attitude change, and seems to suffer least from the effects
of repetition, _ o
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Introduction

i

""Phey tre coonivz. "The riew generat 1'on “of "faﬁhg "mdultsa.
Wise, hip, skeptical == unlike any audience businesses and
advertisers have ever known before., A new breed of sophisti-
cates who have been deluged by advertising since they were
three., Bred to new wisdom at television's knes. Able to
'tune out' automatically at the first sign of advertising. |
puffery. Promising advertisers no problem so great as that

of sophistissted disbelief.n!

How are advertisers to combat this skepticism; to
overcome ths'abllity of the consumer to 'tuns out!' the sdsertis-
ing message? As the trend in today's advert;sing shows; humor
seems to be the answer., That laughter 1s pleasant none can
deny. That the anticipation of this pleasure 1s enough to
hold attention is also true, People‘enjoy laughing snd en joy
having others share 1n‘¥hs1r pPleasure, One of the worst
things you can say to anyone 1s‘that he doesn't.have a sense
vof humor. People rsrely underrate their ability to see humor

a .

when it is presented to them.z

"A psychologist, Louise Omwake, conducted a sense-of-

humor test on hundreds of college students. The survey

-

1Pauline Kael, "Spoofing and Schtik," Atlantic Monthly,
Vol., 216, December, 1965, p. 84,

2Percy Whiting, How to Speak and Write With Humor. New York,
McGrﬂw-Hill. 1959. p. 150
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~ revealed a tendenoyvon the part'of the students to overrate
themselves, For example, one person out of four considered
himself to have a keen sense of humor, only one out of a
hundred rated himself even slightly below par."3..Actua11j;
however, eyen though the jJokes used in the test were all‘veryf
.simple, not a single student understood thém all, A ﬁajority
even rated pointless Jokeé a8 being very funny. Almost every

one of thehstudents prided himself on his sense of hﬁmor.

-

In changing attitudes advertisers are finding that humor
is in many cases succeeding where other approaches have failed.
"But in most instances the édvertiaer doesn't really understand
| why. He mai*httribute it to a pleasant association, positive

- emotional involvement with the ‘advertisement, or simply a

| desire to be happy. But these statements fall short of a valid

explanation. Thus, when presented with two humorous campaigns

. for competing products, one successful and one.unsuccessful, it

is doubtful whether advertisers could agtnally explain the real

- reasons for the difference.

No‘onq, to my knowledge, has analyzed humorous ads cone
cerning their effect upon attitudes., No one has categorized
them in terms‘of the specific techniques used in the ads, or.
the undefi;ing'theory upon which they are based,

I1ma, p. 15,

[ —
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Advertiaing;pqxthooka largely ignore the use of humor, o
seldom devoting more than five or six pages to the topiloc. .'
In these, one ﬁay find a discussion as to the éxteﬁt of ifs
occurrence and the listing of some fules of usage, An informal
survey of seventeen textbooks revealed that only four devoted
more thaﬁiten pages to a discussion of humor. | '
» o | '/‘ B
The paucity of published studies makes it ditficult}to
evaluate ;nd determine the actual effect of humor and its
techniques as psychological tools in specific advertising‘
situations. Superficial examination is not enough, especially
~ 8ince theuuso of humor is increasing. |
The reasons for the‘suocess of humorous advertlh;ng in
the changing of attitudes gbes well beyond simply being funny.
They involve the successful matching of the right psychological
conditions with the ;1ght humorous techniques qnd‘wrapping both
up in the most persuasive manner, It has been done, but it
hasn't been shown or explained. The purpose of this paper is
to surve;ﬂihe cénoept of humor as it relates to the psychology
of attitude change, tq connect these findings to specific
advertlsin; examples, and to examine the advertising industry's

stand on the use of humor.

A4 .

Pirst comes an explanation of what an attitude is, how

it is formed, what function it serves, and how ;t_can be changed,

vn -~ e s e Pt - I 3 T ¥ e = ————
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‘This 1s necessary so the reader may fully understand the ,
relationships drawn between attitude chénge and humor. After
’a11. the: humorous eleménts under discussion are being used b&
_ advertisers to change attitudes. Therefore, one must first

understand what 18 being changed (including its arigina,

4 : .
functions, etc.) before he can reasonably attempt to demonstrate

how to change it.

Second, three general theories of humor and their relation

to attitude ohange'ln advertising are discussed, Although °
there 18 a great deal of literature offering personal notions
a8 to the ﬁﬁture of humor, little of this information is
conclusive, However, certain insights and ideas turn up
repeatedly in a number of theories, Those that appear to ba-.

most widely referred to when explaining the concept of humor

are used.

-~

Third, a 118t of ten specific humorous techniques which
operate within the three general theories is presented. Short
descriptions of each technique and their relation to specific

- 4dvertising examples are given,

-
P

Fourth, a survey of humor as viewed by some people in the
advertising- profession is discussed; including the conditions

they deem necessary for its use, the guidelines they use, and

their feelings as to its value,

Lastly, the author presents some conolusions oconcerning the

use of humor in advertising to change attitudes.

[
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HUMOL“AﬁU ATLTUDL CHAMGL

Daniel katz holds that attitudes as tendqpcies or

dispositions towards objects, persons, or groups are learned

rather than ‘inborn. "These attitudes include both the |

“ - ! . ‘a 3 . ‘
affective, or feeling core of liking or disliking, and the

N f V4
cognitive, or belief elements which desceribe the objget Qf
the attitude, its characteristics, and its relation t6 other
by

objects."4

Five characteristics which authors have nade about.the

\ N
nature of attitudes should be considered for additional ’
clarity.5 First, an attitude is a state of readiness '@

(tendency or disposition) leading the individual to perceive
things and people around him in certain ways; that is, to be
more ready with certain catcgories and interpretations than
with others. For examéze, people are often "ready" to react
to certain objects and people in ;~light-hearted manner as
they encounfer them, without haVing to "stop and think" each
tinme. Thus,‘hany’peoplc afe of'ten surprised orrdiéappéinted
whén they encgunter a familiar source of humor which runs

counter to their expectations and presenis itself in a serious

reference.

4paniel Katz in Theories of Attitude Chanpe, od. Chester

Imsko, Yew York, Appleton=Centusry=Crualtu, LOGY1, p. 3%4-

.-
’Phie following points of discussion are taken from
J.D. lulloran in Attitude lormation and Change, Leicester,

<nglana, Leicester University press, 1)o'f, p. 1ld.

. -5-
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_To 1llustrate this situation, let me relate a true story
for you. Morey Amsterdam, the comedian, was walking up

Sixth Avenue in New York when he met an 0ld friend:

®‘Yhere have you been?' the man asked,

(4

'Sick,' Amsterdam said, 'I've been in bed with a cold,'
3 ' 4 .

'Y

His friend looked at him curiously. "What's so funny
_about that?' he demanded .’
Secondly, attitudes are noé innate-- they are learned,
Thoy‘are developed and organized through‘experienée.' We are

not born mowing what to laugh at and what not to laugh at in

. every case, We learn which situations are funny'and which ones

are tragic, We are taught how to draw the line distinguishing
the two during the sobializatidn procéss. . The attitudes that.
emerge are relatively stable, but they are modifiable and
subject to change. '

Thirdly, aﬁtitudoé are dynamic. They are not merely

. *latent states of preparedness which await the presentation of

an appropriate object for their activation. They have certain
motivational qualities and can direct a person to seek or
av&id objects about which they are ofganized. (2§n,att1tude.

is a product of experience but it enters into subsequent

bWhiting, op, cit,, ps 12.
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experience as a directive factor." For example, when we are

highly involved politically we usually find it very easy to -

appreciate the humor in a joke aimed at ouf\politlcal
opposition, and just aé easy to pass the joke on to our
politicallfympathizers. However, when we encounter a:joko
aimed against ourselves or our beliefs we ﬁend to tune out
the humorous message or try to avoid and/or ignore tbe

situation altOgether.e ”

In th; present campaign, Vice President Humphrey's
labeling of the Nixon followers as the "Nixiecrats" drew a
hearty laugh from the Northern Democratic liberals who had .
'developed definite attitudes about Nixon conservatism,. But

the remark was_quite unamusing to Republicans and Southern

Democrats alike whose attitudes directed them towards anger

-more than laughter. On the other hand, one of Richard Nixon's

- campalgn phrases, "Duﬁp the Hump! was appreciated by the
Republicans and dissident Democrats, but the majority of
Democrats had attitudes about Nixon and.the Republicans which
prevented them from chuckling at this remark.

A fourth, and implicit, characteristic of an attitude
should be noted., An attitude is not directly observable. It
is "an 1nferred entity, something which is not measured

directly but rather deduced from other observable data.“9

7R.E. Hartley and Clyde Hart, "Attitudes and Opinions
in The Process and Effects of Mass Communications, ed. by
W. Schramm, University of Illinois Press. 1961, p. 219,

BWhlting, op. cit., p. 8.

9Ha110ran,.o cit., p. 15.

e rrmt e —— s 3T . y————
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Thus laughter oan be the measurement of a person's attitude .

toward the aubject of a Joke or a humorous situation.

Lastly. an attitude is composed of both rational And
emotional dimensions, referred to respéctlvely_as the
cognltivo.and affective elements, The cognitive elements

of an attitude include perceptions, concepts and beliefs

about the attitude object which is usually elicited by verbal

remarks ;n printed or oral form. These have to do with the
intellect and are desoriptive and'reasoned. The affective

. part of an attitude has to do with emotions ;nd values, It
reprosengs the person's emotional attachment or involvement

with the attitude object.

1

The distinotlﬁn between these two elements is important
for our later disoussion, 8o it 1s essential that the reador
‘understand fully how they fit into the concept of attitude.
We can better visualize their inclusion if we refer to a

variation of a schematic conception given by Rosenharg.io

FPigire one s Schematic Conception of Attitudes.

Measurable

Indepgndbnt Varjabdbles | Intervening Var;abies
| -““Nervous response
Stimulis (Individuals, . Affects ~._Emotional response

Situations, Socilal
Issues, Social Groups,

and Other "Attitude

Objects") _.-"Perceptions

Cognitions Concepts-
s, Beliefs

10

Milton Rosenberg, et. al.,, Attitude Or anization and Change,
New Baven, Yale University Press, 1960, p. 3.

e e e —
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Measurable Dependent Variables (continued)

Verbal statement - -
Overt avoldance :

Overt attraction :
—— Overt nervous response
Overt emotional response
Etc. : S .
No behavior change ; - d

L.

This scheme demonstrates that wﬁen & person comes in
‘contact with a stimulus, his attitude toward that stimulus is
activated. The affective and cognitive aspects of his attitude
- begin to work within the mind, and may or may not result in a‘
behavibral response such as smiling and laughter orxfear éhd
avoldance., ' We can demonstrate this'concept with a brief

: example, Let's say you are walking'down the street and a dog |
approacheé from theabther direction, Your at%itude towards
dogs may include such cognitive ;éﬁégté és gn;mai, useful on
farms, meat eaters, and capable of loud sou;ds; but it may
also 1nc1ﬁde such arfectiée aspects as rambunctidus,“overly
friendly, servile, unpleasantly odorous, and a source of filth
in citles: Cognitively, youg‘attltude tbward dogs squares
pretty well with reality. Insofar as reality is physical and
t;;table}'you know what a dog 1s. Affectively, your attitude
is filled .with subjective judgmenta and value preferences, you

probably do not care for dogs. Your resultant behavioral

response may be an increased heart beat, sweating, and
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nervousness, You may cross the street or yell at the dog
to go away. In any case your strong’attitude would direct
your behavior to an extent, depending on other variables in

-

.the situation.

We have said that attitudes are learned; we must now
ask how they are learned and what are the sources,’ There
are three broad classes of d@tormlnants unde:lying'attitude.,
formatiok; Although the pgmas 6f the classes may vary from -
‘text to text, their content 1s similar. The three olaasés

are_desc;ibed as follows:

~ Cultural Determinants - "Cultural influences are

- varied and contradictory. Two people in the same
culture have many 1hf1uences from which to choose.,
Culture sets the limits for the socialization of
“each individuél.. Within these limits our
attitudeQ develop, but thére is a great deal of

room for individual variqtion."1?

Thus a person's sense of humor can take any of an
infinite number of directions during his sociali-
zation, The limits to what can be.laughed at are
set.by. the culture, but the specifics of what is

. 11Davld Krech and hichard Crutchfield, Elements'of Psychology,
New York, Alfred A, Knopf, Inoc., 1958, p. 295.

e o e e e ey ——
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laughed at (@exuai ltoms.'ramily items, slapstick,
religion, death, etc.) are determined by other means,
~ Por example, 1n our cuiture there 18 a 1limit to whatA-
is publicly acceptadble as a humorous jab at religion,
butlreligious jokes are an acceptable -part of our

“«

society.

7/
e

Specifically, a man who 18 highly religious mé} find
no humor at.all in this topic and avoid any situa- |
tioﬁ where it 18 likely to appear, On the other hand.
someonevelse may find jibes at organized roligipn
(without vindictiveness) a major source of laughter,
Both states are allowable within”tﬁ; limits of our cdl-

ture.

Parental and Group inrluence = "The most direct and

powerful agents of attitude formation\are the parents
and other members of the family. Studies in racial
pre judice, for example, have shown clearly that these

attitudes are not present in the very young-child,

“ .

and only gradually develop as the child becomes aware
of parental beliefs and subject to more and more

parental guidance."12

In regards to prejudice, a child does not learn that f
the principal character in jokes about stupidity and
1g;orance is always supposed to be Polish, a black
man, or & "hillbilly" as the case may be, These-

127444, p. 295.

. e e vp e e e s
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things are mentioned repeatedly to him by his
parents and members of his reference groups and

' the respective notions develop accordingly.

~

Personality - "Parents also have an indirect influence
in shaping a child's attitudes through.the'klndsfof
'childyrearing practices in which they engage." The
so&iallzation proceés becomes important here, 'ﬁThe
‘particular structure of the .child's emerging person-

v alitf helps predispose him toward the development of .
certain attitudes (as to what is and what is not
funny)."13 |

The personality which an individual acquires in the .
process of growing up couldAprovide the clue as to how
to appeal to that 1hdiv1dual in a humorous manner,
Several studies Pave been conducted in this area and
some relationships have been found between 6erta1n
personality traits and reactions to specific kinds of

- humor. Extroverts. for example, prefer jokes based

- on s;geriority or the exposure of some unrevealed
though?, while the introvert seems to prefer Jokes
having to do with repressions such as fear or sex.lu

, Advertisers may be able to utilize such clues in their.
messéé%s once they know the personality characteristics

of their target audience,

14

Harold Burtt, Psychology of Advertisin ' New York.
Houghton-Mifflin Company, p. 235, o

- a - ————
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The particular learning techniques which work within
the three classes of attitude formation have been listed as

follows by D.T. Campbell:15

-

1) blind trial and error, 2) perception, 3) percep-

tuél observation of the outcome of another's explora-
tio;. L) verbal instruction about responses to;

stimuli, S) verbal instruction about the character-

istics of objects.
. A .

(The items in Mr. Campbell's list'are self-explanatory
and need no further elaboration in the context of this paper.)

\ . ,
Attitudes do/not exist, develop, and organize themselves

‘to no purpose. They must serve some sort of function for the
individual. This includes those attitudes which are related
to a person's sense of humor. "Unless“we.know the psycholog-
ical need which i1s met by the holding of an attitude, we are

in a poor position to predict'when and how it will change.“16

Katz diagnoses two broad*approachés to the study of
man's attftudes’. The first of these assumes an irrational
*model of man (man with little reason and little ability to

discriminate), and the second assumes a rational model of man.

{

4 -

15D.T; Campbell, "Acquired Behavioral Dispositions,® in Vol, 6
of Psychologys: A Study of Science, ed, by Sigmund Koch,
New York, McGraw=Hill, 1963, pp. 107-110.

16Daniel Katz, "The Functional Approach to the Study of
Attitudes," Public Opinion Quarterly, No. 24, 1960, p. 170,
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‘According to Katz, those who rely on the irrational

assumption would have us believe that man is wide open to
: external forces and makes easy prey for the "hidden persuadorQ"
and clever advertising men who make Him sﬁlle. On the other
hand, those who rely on the rational assumption (our educational
system 18 based on this) emphasize the 1mportanoe ofiintelli-
gence, education, knowledge, information, understanding and |

comprehension in the formation and changing of attitudes,

Katé maintains that the major difficulty with these
conflicting approaches is that, first, there is a lack of
specification regarding the problems under which men would

' act according to theory, and secondly, that the rationality/

irrationality dimension is not clearly defined.

Katz attempts the reconciliation of these confliocting
approaches in his functional theory of attitudes, This theory
emphasizes the functions attitudes perform for the personality .
and deals with their motivational base and with the conditions
of change., He has categorized the major functions attitudes
perform-under four headings.l?

A}

The Instrumental, Adjustive or Utilitarian Function =
This‘implles that as people try to maximize the rewards |
and minimize the penalties in their experiences, they
develop favorable or unfavorable aﬁtitudes in relation

to -those objects and persons which'ﬁﬁey_associato with

17;b1d~ P. 167 £f., and the brief desoription of each
18 taken from Halloran, op. cit., pp. 54=56,
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Pleasantness and'nnpleasanineas. satisfaction and \
dissatisfaction, reward and punishment, approval or
disapproval. Attitude formation invthis context
depends upon present or past perceptions of the
utility of the attitudinal object for the.;ndlvid-
ual.' Clarity, consistency and nearness of rewards

or p;nishments. as they relate to the 1nd1v1duaiis'
attitudes and roles, are also important factors in
the 40velopment of such attitudes. 1In short,
favofable a§t1tudes are developed towards those
things'in our experience which are associated with :
satisfaction (perhaps in the form of laughter),

and ;nfavorable‘attitudes are developed towards ’

those things in our experience ﬁhich are associa~

ted with dissatisfaction,

The Ego-Defensive Function - Here the person protects
himself from acknowledging both the unacceptable basic
truths about himself, and certain harsh realities in

the external'wérldw There are occasions when we need

to defend ourselves and many of our attitudes have the .

function of defending our self-image. These attitudes,
as distinct from the utilitarian attitudes, proceed
from within the person, ffom internal conflict and
1ns§€pr1ty. The objects and situations (these need
not appear relevant on the surface) to which they

are attached are merely convenienf outlets for their
expressions., In the short run, these attitudes i

can be adaptive, offering the individual some
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temporary relief. But in the long run, they may
handicap the individual in his social relationships, -~

They will probably stop him from achieving optimum ~
arrangemonts and from obtaining maximum satlsfaction

_ from the world he lives in.

~
14

" Projection, displacement and rationalization ;;ovido

‘ detenses whidh can be examined in relation to atti-
tudes formed in.this manner. All of us employ de- ..
fense mechanisms, but we differ in respect to the
extent of their use. Generally we are unaware of -
tﬁeir defensive nature, especially when we are in

the act of using them,

All defense mechanisms can be cloaked with.humorous
elements to facilitate their operation for the
individual. However, this prooess can work in
reverse also., That is, we can often utilize humor
as a means for showing an individual the folly of
his ;éychological defense and the attitude it pro-
tects: We.might first use humor to set up a
Pleasant atmosphere of reception, This would then
lead into a demonstration of the ludicrous nature
of %ﬁé defense mechanism and the inadequacy of the
attitude it protects, followed by a better solution,
The problem is to make the individual aware that he

18 employing psychological defense mechanisms,

<
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" The Value Expressive Function = This function énables
the individual to give positive expression to, and an

- appropriate indication of, his central values, They

enable a person to portray himsélf as the type of
person he conceives himself to be, In addition, .they
heip him establish his self-identity and givo;olarityl
to his self-image., Clarity and stability of the’
se%f-imag@ are extremely important for everyone,
The. study of the socialization process shows that
very early in life a child needs to know who he~1s,
‘ andlthat'the socialization process itself sets the
basic outlines for the individual's seif-concept O

during his formative years. = - e

One very important value-expressive attitude is
assocliated with a person's sense of humor as was

shown in the study by Omwake (See page 1),

The _Knowledge Function - We seek knowledgeAto Pro=-
viqe.undefstandins and give meaning to what would'
otherwise be a not very meaningful situation. We
prefer certainty, consistenéy and stability to
uncertaint&. instability and ambiguity. We need
standards and frames of reference for understandlng:‘
ouf ;orld, and attitudes help supply such standards:
and’ frames of reference. The knowledge seeking

process often takes the form of acquiring'easy,
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suitable stereotypes, such as those acqu1red from
'dérogatory humor. Stereotypes may ﬁot\be an
~accurate picture of the world, but they are a
picture, or can be a picfure. of a possibie-
worfd we are adapted to. The point is that they
serve a purpose and thej have to he”téken 1ntof~
account in any attempt to change attitudes, New
1nf&pﬁation will not modify old attitudes unlees.
there is soﬁe inadequacy, 1ﬁcompleteness. or
"inconsistency in the existing attitudinal struc=-
ture, The individual has to be shown that his old

information 18 no longer the best information.

In brief then, according to this functional
approaéh. the reasons at the psychological level
f&r holding attitudés are to be found in the
functions the attitudes perform for the individual,
Katz also claims that his approach safeguards
against over-simplification, particularly that 3 .
oéer-simplification which so often has tended to

assoolate one attitude with one source or objeot.‘

The four functions discussed are not mutually
exclusive; they may overlap. In most siﬁuatlons.
one. will be stronger than another, It is this
stronger function whicb we need to prove- inadequate

before we can change an attitude, We can approach
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this functioﬁ directly or 1nd1rect1y‘through another
function of the attitude, ‘The important thing is
to render the attitude unstable. In other words, . _
we mnst'create dissonanoe.wlthin the attitude which
will eventually undermine its reason for being.. As
‘will.be.seen later, humor can be an'important tool |

'in this process. The creation of dissonance, the

manner of its reduction, and any resultant attitude

chang% depends upon the strength of the functions .

the attitude serves, Those attitudes which are

_ weak ‘in function and which have a low resisfqnoe‘to\
change will obviously change first. But how are
attitudinal functions affected by attitude‘change?

. What works to cause a breakdown in the strength of

" the four functions? How are these functions actually

related to attitude change?

Katz has prepared a éhart wh;ch briefly summarizes
the essential points of his theory in this regard.
(See Figure two.) Let us now turn our attention to

a discussion of what his chart represents,

Katz maintains that if we wish to change an attitude
we mugt know what partioular motive is bohind it.
’Change takes place when the 0ld attitude ceases to
fulfill its function and no longer gives any'pleaspro

or satisfaction to its related need state.
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E‘;ggre twos

Katz's Determinants of Attitude Formation, 18
~Arousal, and Change in Relation to Type of Function

-

Origin and Arousal Change
Function Dynamics Conditions : Conditions -
Adjust= Utility of atti=. 1) Activation of . 1) Need deprivation,
ment tudinal object in needs, 2) Creation of new
need satisfaction., 2) Salience of cues needs and new
Maximizing exter- associated with. levels of aspira=-
nal rewards and need satisface~ tion.
minimizing punishe tion. - 3) Shifting reward
nments., : and punishment,
L) Emphasis on new
and better paths
for need satis-
< faction,
Ego Protecting against 1) Posing of threats, 1) Removal of threat,
Defense . internal conflicts 2) Appeals to hatred 2) Catharsis.
. and external dane and repressed - J Development of
gers. impulses, self-insight.,
9 Rise in frustra-
tion. :
4) Use of authori-
tarian suggestion,
Value Maintaining self- 1) Salience of cues 1) Some degree of
Express- 4identity; enhance associated with dissatisfaction
ion ing favorable values., with self,
self-image; self= 2) Appeals to indi- 2)Greater appro=-
expression and vidual to reassert priateness of new
self-determination. self-image., attitudes for the
9 Ambiguities which self.
. threaten self- 3 Control of all
) concept. environmental
. ) supports to undere-
mine old values,
Know= Need for under=- 1) Reinstatement of 1) Ambiguity created
ledge standing; for mesan=- cues associated ' by new information
ingful cognitive with old problem or change 1in
organization; for or of old environment.
consistency and problem itself., 2 More meaningful
clarity. information about
problems.,
18

Katz, op. cit,, p. 192,
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As far as the utllitarian‘runction is concerned, |
Katz suggests that change may result if the indive

. 1dual's aspirational level is changed and new ﬂ,l
needs develop.l? New needs are constantlj'dovelop-
ing for an individual in a dynamic society such as
ours. The role of advertising. and 1n fact the
whole process of social change, in relation to both
the‘buperseding of 0ld means of need sgtisfaotion
and'éhe development of new needs offers a large .

" area for future study.,

A8

It is offen suggested that the mass media are not

' as powerful as personal and direct experience in
changing attitudes., However, it would be a mistake
to play down the potential of the mass media. In
many circumstances, particularly where strong dis-
satisfaction exists, the m@&ia can offer suggestions
about solutions to problems. Also, where personal
knowledge 1s lacking in a field. say 1n§ernational
affaira, the media may become of primary importance.

- They.can fill in gaps when there are gaps to be
filled and offer new and often better paths to need

. satisfaction.

Changes in attitudes that serve the knowledge funce
tion are connected with factors which point out .
1nadequaciea‘1n existing attitudes. These

-

lgThe following discusslén of the workings of attitude
change within Katz's four funotions is taken from
Halloran. pp' 8"’-900
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inadequacies stem from a failure to deal with new .
and changing knowledge sitﬁations. New 1nfbrmatlon,'w
(perhaps coming from the media) about issues, objects;.
people, and events may produce conflict in entrenched
attitudes which are then perceived as inadequate. .

A person needs to impose structure and meaning on

his environment, thus. any situation which can 'be ﬁorf

" ceived as ambiguous 18 & possible source of attitude
-chanée. The importance of consistency is made even

more clear in this case.

N ' )
Referring to our example about the jokes based on - .

pre judice, the individual who hears jokes from his

~ parents and reference groups about the isolated

"stupidity of people of black ancestry may begin to

believe that this is reality. But suﬁposé he meets
a black teacher whom he begins to adﬁire very much
because of his knowledge and his ﬁanner of conduct-
ing himself. The individual will then experience
amﬁléuity in his original attitude and seek to adjust
it in a ma;ner whicﬁ will create greater clarity and

consistency in his knowledge.

The advertiser often faces the same task, He must

- overcome pre judicial stereotypes and incorrect knowe

ledée in order to sell his product. Many times a

humorous. approach to the problem is the best answer,
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Changes of attftudea serving the value-expressive
function are likely to occur -when a person becomes
dissatisfied with his self-concept and 1ts associa=~
ted values, in this situation there is a realiza-
tion that old attitudes are no longer appropriate to. -
the 1nd1v1dﬁal's central values. This can happen
because of contact with new people, ch#nging cirtumJ
- stances, introduction of new ideas, and as a result
of othér social changes, Numerous forces and
pressures (ofteq in the form of a humorous attack)
may impinge upon the individual, foroing a realiza-'.
tion that his ways of expressing his values are no

- longer appropriate, Attitudes serving the value-~
“expressive function can be changed by presenting
information which suggests sultable means for the
individual to confirm his self-concept and give

more accurate expression to his central valués.

"In & rapidly changing, pluralistic society such as
ours, there is no shortage of forces which suggest

to the 1nd1v1dua1 that new attitudes are essential

ir values which are already held are to be adequately
expressed, Advertising provides a case in point, for
central values indicated by 'top people,' 'thinking
people,! tattractive people,! f‘virile men,'
'thoughtful wives,' 'mothers who care,' 'with-it

teenagers,' are frequently associated with -
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appropriate forms of attitudes and behavior in the
hope that the new behavior (usually involving a

" purchase) will be adopted in order to give adequate
20

d

expression to the central value,"

The ;go-defensive attitudes are those which helﬁ the
individual protect himself from internal anxletl;s4
'and external dangers. They can be elicited by any
form ;f threat to the ego, by social support, by

appeal to authority, or by the building up over time
of inhibited drives within the individual. |

Since these attitudes ar§ not formed on the surfqoe.‘
it 18 unlikely that they will be easily changed., |
_Thus a humorous approach is not usually the best
way to attempt to change such attitudea.. Even if

" the individual laughs at the message, there is
'little'lasting effect., These attitudes are deeply
rooted and hea%ily defended. ' With such.attitudea

it fs"necessary to underafand the origins, the
related needs, and the underlying motivational
patterns., Because this knowledge is seldom avalle
able, a siﬁuation exists where the use of humor
attempting to change such attitudes actually
reip?orces them because the individual fails to see
the irony or satire of the humorland acceﬁts the

intentionally funny message as fact, (We will

2ona',l.loran. op. cit., p. 84,
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enoountér Jﬁht such a situation later when‘we
. discuss a series of cartoons about a er.lbiggot.“)
Most of the conventional procedures for changing _
attitudes and behavior have little success at the
ego-defensive level, The mere provision of infore
mation or the offering of rewards and incentives

4

h;ve little effect.

k.
As far as ego-defensive attitude change is con-

"cerned, the following factors must be taken into

account:

1) "Thg\remowal of the threat = this is a
necessary but not sufficient cause, and
in this'oomnection a permissive or \

' supportivé atmosphere may help;

2) "Catharsis aﬁd ventilation of féelinga -

providing opportunities for blowing off

steam;

~3) wThe acquiring of insight ... where a

defense is not too &eeply rooted,

insight is more effective And lasting

-« . than mere information giving. Neither
appfoaoh is particularly effective when
§ high degree of defensi#eness is

present.“21

21114, p. 85.
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Humor 1is not‘usually the best means of providing
the above-mentioned conditions for changing ego-
defensive attitudes, The reasons are examined in

a later chapter where the discussion will be clearer

"in the light of other information.,

o
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UPMLRE PUEOLISS OF MULION:
THEIR LELATION TO ATTITUDE CHANGL LF ADVERLTIUING

N
AN
N
~

- The process of attitude change nust be reclated to -the

basic properties of humor in order to draw some inplications_
A

for advertising.

v

) ’ : d

/ . 4
There is no commonly agrced upon definition of Humor,

\ V.

nor cven ‘g universally accepted set of characteristics. This
is quite hnderstandable since people do not always laugh af
the same things, nor do thirgs that make them laugh in one
situatioﬁ-necéssarily make them laugh in another. To_put a
47hew twist on an 0ld quotation: "You can make all of the’
people laugh some of the time, and you can muoke somé of the
people laugh all of the time, but you can't make all of the

people laugh all of the time."

wWhile therc is no sole theory of humor that can éxplain
why we laugh, three theories 6f humor can help explain why
sone hugq;ous advertising é&ﬁpaigns have been successful |
while others have not. They may also help supply some notions
as to how to use huror effectively when attempting to change

an attitude through advertising,

In<this section the tenets of threce huuorous thcecories

are briefly described along with their rclevance to attitude

change.

The first theory of humor is generally referred to as
the Incongruity Theory of huror, asccording to D.H. Monro,

P T -



Lecturer in Philosophy at the University of Otago in New

Zealand, in his book Argument of Laughter,22

The first man to probe the poséibilitieslof incone —
gruity as it relates to humor was the great nlne%eénth
century philosopher Immanuel Kant.23 Humor, according'to
Kant, depends upon the abrupt transformation of some
expected happening into something else. The mind is

.suppdsediy wound up and ready to proceed in a definite
41rection. then it is suddenly wrenched off its path and ’

turned in a different direction.

“
Kant, however, did hot develop this idea fully. That/
was left to a later nineteenth centu:y.phildsopher named -
Arthur,Schopenhauer; His insights provide the clearest
explanation of the Incongruity Theory. In his book, The
‘World As Will and Idea, Schopenhauer states that humor de-
pends on the sudden perception of the 1ncongrﬁ1ty between a ,
concept (attitude) and the real objects which have been thought.
through-it in some relation (attitude objects), and that

laughter itself.is the expression of thisvincongruity.zu

There 18 a certain amount of research to support this
claim. One woman researcher had her subjécts'keep laughter

diaries of what made them laugh. The mental inferiority of

22D.H. Monro, Argument of Laughter, Notre Dame, Indiana,
University of Notre Dame Press, 1963,

231mmanne1 Kant, kant's Critique ot Aesthetic Judgement,
Tr. J«C. Meredith, Oxford, Clarendon Press, 1911, pp. 196-203.

ngrthur Schopenhauer, The World As W111 and Idea, Tr., by

R.B., Haldane and J. Kemp, London, Kegan Paul, 1891, p. 76.
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another.person ranked first and the incongruity of a situa~
tion ranked second. Howevér. another experimentér conduc ted
a similar experimeﬁt and got the same rqguits. but.in the
" opposite order.25 In any case, thé 1ﬁ§ortance‘of incon-

gruity was upheld.

/7

Schopenhauer goes on to. say that humor'consts%s éssen-

- tially 1p the incongruity between the "abstract an& the
concrete ‘objects of perceptiqn."26 In other words, it mgst

. always be possible to show a thing or event (attitude object)
which can be associated with a certain concept'(attitude).

- Then, it must be shown that this thing or event, in anothér
and more predomlnatiﬁg‘aspect, does not belong to the concept
at all but is strikingiy different from the true nature of

that concept. When this is achieved, the result is laughter.

Of course, Schspenhauer adds the disclaimef of most
scholars in the field, that is, that the above result will
occur provided there are no overriding negative emotions

such as‘fbar. anger, or pity assoclated with the situation.

When_dealing with pfoducts or services as we do in
‘advertising, it is unlikely that such overriding negative
emotions will be present., Our attitudes in this area are
not usu;iiy as strong or as well intrenched as those, say,

concerning religion, politics, or prejudice, .

25Harold Burtt, Psychology of Advertising, New York,
Houghton=-Mifflin Company, 1938, p. 234. .

268chopephauer. op. cit., Vol. ii, p. 270.

N
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i'Iﬁoongruity Theory places a large amount of at¥esa on
the logic of humor. Kant and Schopenhauer explain humor as
an intellectual affair wholly.27 The perception of 1llogi-
cal connections is the basis of humor for them. This is
. probably due to their immersement in nineteenth century
philosophy, at which time the traditiohal logic was the law
of thinking. We can see how carried away Schoponhauer became
with his theorj by examining one example of what ﬁe termed
humor. ‘wIf," he says, "we contemplate the tangent of alcirbie.
we are faced with the incongruity betweeh our abstract con- |
viction of the impossibllity of an angle between the circum= -
ference of a circle and its tangent, and the fact that such
an angle lies visibly before us on paper. This will easily

excite a smile."ze

Very few normal people would'find amusement in the con-
_templation of this or any similar mathematical concept.
Being preoccupied with the traditional logic of his time,

he was ignoring his common sense for the sake of his theory.

“

The cognitive side of an'aftitude also has a very
1hportant emotional aspect;'hence. any attempt to change an
attitude would have to take the strength of this element
into acqyunt also., If the affective part of an attitude
¥were closely tied with strong ego-defensive and value-
expreséive functions, no amount of 1631ca1 humor could be

effective in changing the attitude,

27H0nro. op, cit., p. 153,

' 2830hopenhauer. [*) cit., pP. 279.
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A spectacular example of this 1s shown bj the series of
"Mr. Biggot® cartoons of the 1940's. At this time "an
organization dedicated to the lessening of prejudice and the
' improvement of race relations launched a campaign of cartoons
to try to point out to people how silly some of their race
prejudices are, They had topnotch artists draw yhat they
- thought were funny and effectively satirical carfoon; built
around a fictional character named Mr. Biggot. The campaign?
was an ﬁtter and complete failure, There was no attitude
" change. ‘The organization had the good sense to conduct
some research to find out what had gone wrong. The answer
somewhat surprised them. Unprejudiced people had rgad the
cartoons, chuckled, and, 6f course, held to their unpre-
judiced views., ﬁut reople who already held strong race
pre judices had compietely'misread'the cartopns. They had taken
them seriouslyt For example, when an aristocrat about to
undergo a 5lood transfusion demanded that the hospital give
him blue blood, a certain number of the prejudiced people
thought that was a reaéonable precaution. So the really
"prejudiced individuals, instead of being laughed out of their
., viewpoints, read a meaning into the cartoons that would

'actually strengthen them in their extreme“views!"zg

—-—

."— N . :
Et se the Incongruity Theory of humor is most

valuable in providing advertisers with insights into changing

29b.H. séndage and Vernon Fryburger, The Role of Advertisin ..
Homewood, Illinois, Richard Irwin, Inc., 1950, pp. 211<212.
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- attitudes based on the knowledge function and probadbly the

ad justment and value-expressive functions, then we encounter
- cues to arouse the knowledge function and are suddenly con-
fronted with an incongruous situation, we may laugh (ﬁrovided
strong ego-defensive and value-expressive dvertones,do not
existfas shown above). Our previous cognitions, upon which
our attitude is based, become immersed in ambiguity and thé
attitude is weakened. If the humor is followed by meaningful
inforﬁation which provides a clearer understanding of’the T

situation or object in question, then an attitude change

will dikely take place.;>

An exampie usiﬁg humor in this manner is given to us by
Draper Daniels, vice president and creative direétor of The
Leo Burnett Company. It is associated with the Beech-=Nut Gum
commercials that appeared on radio some time ago. Beech=Nut,
| at the tiﬁe. wagfed to convince people that its flavor did last
a long time., Here is how they did it in a wéy that makes you
remember the Beech-Nut story Qith an approving chuckle:

4 -

"Officer: Give the order to fire, General, they're
‘* starting up Bunker Hill.

Prescotts I'm not talking while the flavor lasts.
Officer: What are you chewing?
- . Prescotts Beech-Nut Gum.

, Officer: We'll be .seeing the whites of their eyes
. by then."30

3% raper Daniels, "Humorous Advertising," in The Copywriter's
Guide, ed. by Elbrun French, New York, Harper & Brothers,
1958, pp. 141-142,
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This is an éxcellent'éxample of the use of the incongruity
type of humor aimed at changing an attitude of the knbwledge
function, and probably an ad justment function, since a person

will see he gets a better reward by chewihg Beech-Nut Gum.

4 . ' ;S :
:”In attempting to change an attitude based upon an ad juste

2§hen£»¥ﬁnction, the incongruity humor in the ad must first
/ point out,the inadequacy of a need-satisfaction situation '

to whichlﬁe are accustomed, or the amount of effort as

opposed to a reward object, etc. The ad ﬁust then provide

an answer as to new needs, new and better paths to satisface -
tion, neé reward relationships, and so on. With the qualifica=~
tions mentioned before, and with a minimum of affective
.involvement (the same effect also being produced with an
overriding cognitive involvement), the attitude could be

changed.

-

\}

An example of this type of situation 1s:exemp11f1ed by
the current advertising campaign for Tareyton clgarettes.
(see Appendix One, p. 91). The campaign centers around the

¢+ slogan "If you tould put Tareyton's charcoal filter on your
"cigarette, you'd have a better cigarette." They show all
manner of attempts to do this. It is highly incongruous
that we.would cut off Tareyton filters and try‘to put them |
on our cigarettes by means of tapes, tiny sweaters, or
whatever., The suggestion of someone actually dolng this
strikes us as funny. But the point is made that Tareyton's

filter 1s the best available and that if you want the benefits
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r of an activated‘charooal filter to trap tars and nicotine,
then you must ad just your attitude towards cigarettes and buy
Tareytons, |

- » .
(Attitudes serving a value-expregsive function may ‘be

chgnged.through the use of Incongru;ty Theory also. The humof
must be‘presented in such a way as to show a persoh that his
attitudg is inappropriate to his self-image 6r the expression
of that-self-image. However, this goal can be missed if the
humor tends to make fun of the self-image. The self-image
is‘high}y charged with emotions that are easily aroused when

a threat is presented., In attacking the self-image you may
arouse strong ego-defensive functions which may reinforce

- the 0ld value-expressive function and thus steel it further
against new, and perceived to be threatening, ideas. This
is undoubdbtedly whqp happened to a number of people who read
the Mr, Biggot cartoons, Any humor attempting'to change an
attitude of a value-expressive nature must take care to direct
the hgmgr only to ;he mode of expression or the inadequacy
of the ehvironmqntal suﬁports of the self-image in question.,
Nobody likes to be laughed at because of what he is or wants
to be, but he usually will not mind beingushown a bettqr way
.to express these things. o |

-An example demonstrating change of a value-expressive
nature is also given by Draper Daniels in The Copywriter's

Guide. He documents a radio campaign run for Dodge cars in
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the 1950's, "a t&plcal spot tells the story of a man who hss
removed the seats froh his new car and 18 sitting on the floor.
Asked why, he explains that he wants to be close to the road

" the way you are in a new Dodge., When it is pointed out to

him that ‘he can't see through the windshield, he a&mits that
‘this is { disadvantage and that it would be‘nicer if he had
purchased a Dodge, except that by doing so he would have missed
the bargain he gof by buying this boxy, old-fashioned new car.
When the announcer finally makes him see that he paid for a
new car and didn't get one, he wants to know where the nearest
Dodge dealer is. At this point there is a crash and the

. announcer says:s 'You're in luck. We just ran into one."'31 ‘

This 18 a good example of incongruity humor aimed at a
value-expressive'runction in that the person went .through
many unnecessary ef{prts to get a.car that fit his ideal and
self-image, but he could have gotten the things he desired
if he had purchased a Dodge.

It ‘appears that attitudes having an ego-defensive base
have an affective element so large that ads using the logical
Incongruity Theory of humor would not be effective. In fact,

. the "Biggot" cartoons demonstrate this fact. this 18 true
because .the strong affective element of the attitude can color
the perceptions being received. And, as Halloran tells us,

it 1is hék the individual perceives things which is 1mgortant
to attitude change, not how they actually are.32 The humor

3l1viq, p. 142,
32Hall°rén, OP ., Oito' P 61-63.
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and the message can be repressed or distorted fo conform

with the existing attitude so as not to expose”the individual
to the frightening conflict or danger. Logic has no effect |
on these attitudes since the supposedly 1ncongruoﬁa connece~

tions will not be perceived as incongruous, When presented

.a8 such, the 1nd1v1dua1 only perceives the danger or conflict

laid at his feet and raises his defenses.

The ;ffort involved in changing an ego-defensive attitude

i8 very large. 1t is much easier to merely retain the old

'attitude and repress the new message. The Incongruity Theory

. of humor does not allow the individual to express the often

violent emotions of catharsis that Katz says 18 necessary for
attitude change. It involves the rational use of the mind
fo perceive illogical connections, but the strong affective

nature of an ego-defensive attitude does not permit logic

.to proceed without the coloring effect of emotion, .

The second theory may be,calied the Superioiity Theory .
of humor. - The first major exponent of this theory was the
seventeenth'century philosopher Thomas Hobbea.33 Humor,
according to him, depends on the perception of a "sudden

.glory" which somehow enhances the individual's self esteem.

We' see something as humorous when we are able to "thank
God" that we are in a better position than someone else.,

He also said we can laugh at our own mistakes, provided they'

3rhomas Hobbes, Leviathan, 1651, In English Works of
Thomas Hobbes, ed. Molesworth, Vol, 3, London, Bohn 1839,
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are in the past'and we are conscious of having surmounted
'-them. This is only a variant of the first type in that our
paét selves are taking the place of othgg,ﬁeople in the

" enhancing of our self esteem.

Henri Bergson, the great French philosopher of the yurn'
of the century added several refinements to this th;ory that
'sive it greater claritﬁ. First of all, séys Bergson, humor
of this type requires the complete absence of feeling.au
- He says humor fequires the "momentary anesthesia of the l
" heart." \For "its appeal 18 to the intelligence, pure and
, simple."35 In this sense he has added an implication to ’
the statement of Hobbes. That 1s, we would not be able to
laugh at someone in a lower or more uncomfortable position
" if we were hampered by emotions like pity or anger. We need

to be divorced of qpotions to appreciate the humor of our

sudden uplifting of esteem at another's expense.

Bergson asserts another facet of the Superiority Theory
when hé outlines its sodiﬁl nature. He says that society is
~not satisfied with obtgining obedience from its members only
in the seérious matters of life, but also demands such
obedience in minor matters. In order to do this, it has to
ﬁrevent members from being content to conform in serious |

matterq.while giving way to the easy automation of "bad"

3l’l@lenrii. Bergson, Laughter, Tr, Cloudesly Brerton and

F. Rothwell, London, Macmillan, 1911, p. J.
351v14,, . p. 3.
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‘habits and unfliﬁching eccentricity in the minor details of
conduct. Society therefore becomes concegned over any
rigidity of character, mind, or even of body. -To any such
separatist gesture, society replies with the social gestures

of humor?énd laughter, which aim at correcting the rigidity. -

Sodiety continually fears that the 1nd1v1dua1{ﬁ111 cease
to aim at the increasingly delicate adjustmeht\of wills
necessary if men are to live together without friction. Anyl
individual is comic who goes his o way'ﬁithéﬁt troubliﬁg
"~ himself Po get into touch with the rest of his fellow beings,
’Laughter is used to reprove his absent-mindedness and wake

him out of his dream.,

.Here we have another point of Superiority Theory:s absence
of mind, in one form of other, is one of the chief causes of
‘laughter., It is perhaps the clearest case of failure to ad just
oneself to the constant flux of life. The individual pre- )
occupied with his own obsessions fails to ad just himself to
the society in which he lives. This leads to some of the
-most richly comlic types.  Don Quixote, for example,'is
ad justing himself; not to the world he sees around him, but

. to the romances of chivalry in which hé is steeped.

It is a person's rigidity which is at the core of
Superiority Theory. Indeed, Bergson sets forth the general"
law that the essential element in humorlis "something

mechanical encrusted on the 11v1ng."36 Thus clothes are

361114, p. 37.
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laughable because they represent a certain rigidity applied
to the mobility of life, although we do not laugh at current
:.fashions because we are accustomed to them and regard them
as part of their wearer. However, if we see some person

 wearing.an old-fashioned garment, our attention is immediately

directed to the clothes (inanimate) as opposed to the indive

PR s

idual (living), and we laugh.

L .
On .similar principles Bergson affirms that the ceremonial .

side of social life must on account of its rigidity include
a certain latent humorous élement ﬁhlch, however, 18 not
appregigted because we identify it with a serious object -
(L.e., sbciety) with which custom associates ;t.37 ~

Humor is essentially derision in the Superiority Theory.

It serves the purpose of castigating rigid anti-social behavior.

But, going btack to~Hobbes.:we can see that‘we can use humor

to castigate our own béhavior when we ¥now we have overcome
our mistake. This has important implications for advertisqrs‘
since it means the Superiority Theory can be used in advertis-
ing if you offer better, more acceptable solutions while
deriding the old ones. However, some indication of societal

support would greatly help your cause according to this theory.

‘How does the Superiority Theory of humor fit into atti-
"tude change? It relies heavily on the cognltive elements
"in its approach to laughter and humor. Indeed, it contends

that the absence of feeling 1is a necessary condition for

371v44., p. b5,



- laughter. This may well be true as we have seen from the
"Mr., Biggot" series., The people the cartoons were aimed at

had too many emotions involved to find the cartoons funny.

. Whereas people who were not negatively involved found them

funny because of their predispositions or neutrality. . In
such a cgse the absence of strong affective prejudice woulq
facilitate the changing of an individual's attitude based
on a knowledge or adjustment function, but have 1little

effect oh the ego-defensive or value expressive functions,

The most important part of Superiority Theory, as far as
attitude change is concerned, is the discussion'of the social
nature of laughfer. Bergson maintains that laughter is society's

check against nonconformity.38

Briefly, it works.like this,
When a person violates the societal system, or what 1is
expected of him, hg is chastized through laﬁghter. Thus, a
person who wishes to break society's code maykdp so by
asserting a non-conforming value-expressive attitude. The
mamberg of society, including advertisers, then react with
laughte;}which gxpresses their own value-expressive attitude
along wlph an ego-defensive aspect, The individual in question
then reacts by shifting som; of his attitude's value-expressive
Junction to'an ego-defensive function, or by shifting his
attitu&é“(and behavior) in an adjﬁstive direction, which is

what society (and the advertiser) would like.

38Ipsa, p. 136,
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Daniels again provides‘a good exéhplg.of a&vertisiﬁé
humor used in this situation, He tells ué of the Young &
Rubicam‘campaign for the Sanforized-Shrunk p;zéess’betweenlf
1935-15&0. "Consumer advertising showed cute young éundy
matrons, popping out of shrunken dresses and éngagfné,young
Bundy married'hen strangling in shrunken shirts. ‘' Neither
the hum?f of the art nor the flip language of the copy
obscured the sharply made point that clothes which shrank
in washing were both unattractive and expensive and that

therefo}e it was wise to insist on cottons thathwere ,

" Sanforized-Shrunk.">? B

This is a good example of the Superiority Theory of humor
An that it represents Bergon'éw"mechanical encrustéd on the
11v1ng"-(ﬁ1th»cloth1ng). and also the social nature of
laughter (derision). This campaign was aimeq especially at
changing attitudes of a value-expressive naturé. since no one
wants tq see himself as unattractléé. However; some people
may ha§e changed their attitude towards Saﬁforized-Shrunk in
a knowledge function., Others méy have bought them to save
on special washing of cottbns thus bringing in an adjustment
bhange‘glso. | '

A.current campaign that is very much like the one for
Sanforized Shrunk is now being run by Van Heusen shirts (see
Appendix One, p. 92). It represents people without Van Heusen

shirts as being as rigid as statues and calls them a "bunch of

W al
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stiffs,* But tﬁe man in the Van Huesen shirt is poftrayed

as both comfortable and good-looking. Thus, if a person sees
himself as wanting these qualities, he 1s\good-ﬁaturedly |
persuaded to buy Van Heusen shirts.

PR

The process described above could also work fbr ;ttitudes
.serving an adjustment or knowledge function, Humofoﬁs
advertising aimed at an attitude of adjustment function could
point out the inadequacy of said attitude and likely result
in change if the individual is given a new and better path
of need\satlsfaction. We can draw an example of this situa-
.tion from Bergson's discussion of the laughability of certain |
clothing. For instance, a businessman from Austln, Texas, |
dislikes wearing a cowboy hat and a western tie to work,
but dressing in this manner will aid him in his business,

If he dresses diff?rently, he is made the butt of many Jokes.N
However, once the utility of the hat and tie are pointed out
to him (maybe by an advertiser), he will probably begin

- dressing in the manner which will most reward hinm, other

things being equal.

Chénging attitudes of a ¥nowledge function can be
facilitated through the use of the Superiority Theory of

humor. .If a person is misinformed or uninformed about some=-
thing, he can be the butt of humor, for "the absence of

mind, in one form or other, is one of_the.chief causes of

laughter."up If a humorous ad can provide the individual

“ouonrpg op._cit., p. 113,
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with correct 1nro;mation and lead him to more meaningfﬁl
cognitive organization, it will likely change his attitude,
For example, a man who thinks all Plymouths are gas hogs .
'might be made t§ change this attitude through the presenta- )

tion of correct factual information or demonstration which may

first humorously deride a person who held the same attitude,

Amér}can Express presently has an.advertisinz 6ampaign
which fits within this portion of our study. The campaign
centor§ around the troubles one encounters when fumbling
through a\"fat wallet" to find a credit card appropriate for
the situation (see Appendix One, p. 93). In the advertise=-
ments, we can easily see the inadequacy of the subject's
attitudes. The humorous predicaments h§ gets in to as a
result of his unadaptability to his ever increasing credit
requirements are a cause of embarrassment. However, American
Express explains to him that he doesn't need all those credit
cards or all that cash because he can satisfy most of his
requirements with one card. (An appeal to the knowledge
function.) By using tﬁis card he avoids all the embarrassing.
situationq_assoc;ated with the "fat wallet." The individual
is then persuaded to ad just hlé attitude towards the use of
credit cards in a way that will benefit American Express.

1 e

Consequently, the Superiority Theory would imply that
" humor of a derisive nature is effective in changing attitudes

serving an ad justive function, a value-expressive function,
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or a knowledge function. But again, the attitude which

serves a strong ego-defensive functibn wdu;d seem to be beyond
the reach of such humor and would probabiy have the opposite
effect.

4 . .
Katz 1ists one of the three conditions for changing an

ego-defensive function as "the removal of threat."” However,
the nature of the Superiority Theory of humor (derisive in
qualitf) would preclude 1ts_hav1ng'any effect on an attitude
serving an ego-defensive function. Inelasticity, or rigidity,
"is an essential factor for humor according to the Superiority
Theory:. Humorous advertising aimed at an attitude protecting
an individual against internal conflicts and external dangers
would arouse ego-defensive elements. The psychological
defenses of the human mind are numerous, intricate and hard

to reverse. Poking fun at the roots of these defenses is not

the best, nor easiest, way to change them.

We should mention, as Bergson does, that humor allows
us to'give expression to our own attitudes in a positive
manner., Such things as the comic in character, discussed
by Bergion, allow us to express our own vanity, our superiority

over another, The derisive quality in our laughter often

.rerlectp our contempt for past beliefs that have been corrected

through socialization. Thus laughter, humor, and humorous
advertising may play an important part in shaping attitudes
serﬁing the knowledge and ad justment functions. They may also
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help direct value-expressive functions and are very useful
in strengtheﬁing a person's ego-defensive attitudes when they
follow the guidelines society has laid down, As Bergson .says,

they can build the "esprit de corps."

4 . 4
The last theory I have chosen to relate is called Relief

From Restiaint. Its originator and chief spokesman is-
Sigmund Freud. Freud set forth his theory of humor in the book

Wit and Its Relation to the Unconscious, which appeared around

the time of World War I.

I ask th§ reader to note that although Froud'oontinuously
'uses the word "wit" in his discussion,.we may, for our purposes,

consider this term synonomous with the word "humor" as we are

using‘it. The two terms will be used‘interchangeably.ul

Preud begins his discussion of the Relief Theory by
dividing "wit into two main types, tendency wit which is

purposive, and harmless wit which is "wit for its own sake

L2

~and serves no other particulgr purpose." In the latter case

~the pleasure evoked by the humor arises simply from its
technique jtechniques will be discussed in the next chapter),
the essential element being an economy of psychic energy.

ulFreud &ctually makes a distinction towards the end of his

book between wit, comic, and humor. However, the dis-
tinction is tedious and vague and need not concern us in
this paper,
u281gmnnd Freud, Wit and Tts Relation to the Unconscious,
Tr. A.A. Brill, London, Kegan Paul, 1916, p. 128,
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Tendency wit also‘involves this economy, but here we see

"an economy in the’expenditure of inhibitions or suppresaions.”u3

Relief Theory holds that all humor bears a close'anaiogy
to play. Freud says that during childhood we ﬁénd to play
. with word; and thoughts, but this tendency is soon restrained
by the ceriticism of reason. In hﬁmor, however,'we‘have a
justificayion for a return to this playful infantile state

of mind.“g

This gives pleaéure, even where no ultefior purpose
is served, by guarding the activity of the playful impulse

against the inhibiting effect of reason.

Harmless wit'oongists simply'of exploiting this childish -
" play pleasure. Release from inhibition ococurs only in the.
special form of pleasure relating to nonsenée. This 18 basic
and remains in all examples of humor, but in most humor it

18 tremendously reinforced by relief from other inhibitions.

- Harmless wif develops into tendency wit when the humor is used
to afford satisfaction for some 1mpﬁlse which wouid otherwise
be denied satisfaction either by inner or outer inhibitions.
Thus, says Freud, witty invective enables us to givé vent to
feelings "of hostility which we could not otherwise satisfy,
while obscene wit allows a certain sexual excitement which
ﬁould otherwise be inhibited. In these cases the pleasure
resultipg from the_satisfaction of the "tendency" combines
with the pleasure excited by the wittlclsm to produce a very

much greater satisfaction.u5

¥31p14, p. 180,

“1b1a, pp. 197-201.

u51b1d~ P. 205,
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All thls‘depends heavily upon Freud's assumption that the
origins of the adult condition are found in a primitive state
within children. The laughter of the child is the uninhibited

L6

laughter of "pure pleasure," The aim of humor is actually

to try.to regain this childish play-state.u7

Freud says that 6h11dren enjoy playing with,ﬁbfﬁs and
thoughts, but they are gradually compelled, by parents and
&eache;g, to develop along adult lines of thihking and to
separate reality from fictlon. The child 1is checked by the
érowing strength of a factor called reason. Reason says in
effect: "Don't be silly!", and the desire to conform to-this
critic results 1h a movement away from nonsense to a more
sutmle'rofm of humor. However, Freud ;onoludés that we are
in actuality trying to regain the infantile laugh of "pure

Ppleasure" through the use of humor as a means of breaking

-

down inhidbitions.

He says that the enjoyment of wit depends heavily on thé
- particular tecﬁniéue used to escape the censof'in our mind.

" Added to this is a content that is a further source of
pleasure., In Relief Theory, this pleaéure becomes the-feal

. erux of the joke. It sees the witty technique as a humorous
bover-ng enabling us tb wallow guiltily in the tendency of

the Joke.ue

461b1g= p. 363.

471via, p. 365,

ueMonro, op., cit., p. 189,
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Fieud's discuséion.has several 1mpoftant 1mplicdtions
for us. Hié division of humor into two main types, tendency
wit and harﬁless wit; can be brokeﬂ down in another way,
Since harmless wit evokes pleasure simply from its technique.
we may “safely divorce it from our discussion of attitude
change, It is only concerned4w1th the manipulation of
cognitions., Tendency wit, on the other hand, 18 wit with a
purpose? Such wit involves not only cognitions, but emotions
. also, fhis parallels our division of attitudes and should be

our main concern.

AN

It is tendencj wit which can be used by advertisérs'

as the instrument of attitude chahge. .But this process is not
a.one'way street. Tendency wit also allows individuals a
chance to give vent to their established attitqdes'in an
indirect manner, even when these attitudes are unacceptable
to society. So, in this respect, humor becomes a stumbling
block which'can support an attitude we desire to change. An
attit@dg which 18 given positive expression under such a _
~e¢loak would appear to be almost impossible to change through
humor. _In other words, we would have to approach it chilefly
from the cognitive side, aﬁd any help coming through affec-
«tive appeals would involve emotions other than those aroused

by humor. This applies chiefly to ego-defensive attitudes,

Freud's Relief Theory rests heavily upon the postulation

of the unconscious processes and the economy of psychic
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energy. His theor& can point out something of value along

these lines. We have learned éhat attitudes involve internal -

potlvations that are learned rather than lngorn. Freud ﬁould

concur with this, and the postulation that it is easier to

adopt stereotypes and to hold on to established attitudes

than to adopt new attitudes (barring any drastic change in

the envirdnmenu of course)., It becomes the advertiser's

problem to point out to the individual that he is actually

expending ﬁore psychic energy than is necessary in holding.

his 0ld attitude and that it is not really fulfilling his

needs to his best interest. The advertiser must demonstrate

to him how out of line his attitude, and its resultant expen&i-

ture of psychic energy, 1s in relation to its function‘or

goal. This demonstration should contain humorous overtones,
...according to Freud, and point out the inadequacy of the

individual's stand, thus setting the stage for a suggestion

of attitude change. Assuming the attitude is not deeply

rooted in an ego-defensive manner (which could distort any such

message), the advertiser has a good chance of being successful,

This prings us to a major premise of Rellief Th;ory--
that laughter is sought as a "relief from restraint." This
is.an important point for attitudes serving all four functions,
If an 1néi§1dual holds an attitude which is restraining him,
either consciously or unconsciously, from achieving a higher
goal or a better need satisfaction, we may be able to bring

about an attitude change through the use of humorous
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advertising.i First of all, the humor should be such that it
plays upon the restraining attitude so as to make the individe
ual "drop his guard." Secondly, the inadequacy of ‘the
attitude should be pointed out along with the new solution.

0
"

The important point to remember is that the huﬁor should
be such that it provides release from the restraining attitude,
It shoulqyﬁrovide‘the means.to escape the conscious‘reasoning
rart of the attitude for a moment and allow escape into the
uncluttered. uncémmitted childhood play state that Freud says
. we desire to attain., In this arena we have a chance to rebuild
. the attitude in question. This is the manner with which an
advertiser can change an ego-defensive attitude, He must
remove the threat for the 1nd1v1dué1, allow him to vicariously
give vent to his feelings in the childhood play state, and then
offer him the insight needed for a new attitude. Admittedly,
thisiis not a simple thing td do, and the author has no simple
answer as to how to accomplish this feat, I can only provide
an 1nd1qd§10n of what is known about children's humor, the

primitive play §tate we would like to escape to.

The evidence gathered in one study indicates that children
between seven andten years, when asked to describe the funniest
tging they knew of, gave mostly situations involving physical
calamity of some sort. This same type was also characteristic
of pre-school children, but jokes of a derisive nature ranked.

even higher.u9 Perhaps this evidence will: provide some sort

-

u9Burtt, op, cit., p. 236,
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of clue as to how to approach ego-defensive attitudes, I
could uncover no cdncrgte éxamples of humorous édvertisins

aimed at this function,

Atﬁ%tudes serving a value-expressive function can_also
be approached using the Relief Theory of humor: Ani humorous
advertisement aimed at this fpnction should utllizeJits humor
'.as & means for removing the 1nh1$1tioﬁs which preveht self-
expression. Ohce the 1ndiv1dua1 experiences the pleasure of
 glving expression to a certain aspect of his desired self;
image, t@g ad should suggeét a method whereby he can continually
express this aspect, even though it may only be symbolical.

The current television commercials for Hai Karate after=-
shave lotion would appéar to fit here., The commercials show
a mild little man with thick glasses who becomes absolutely
devastating to beautiful women when he uses Hal Karate, In
fact, they become so violent in their attachment that the
company has to 1nc1ude instructions on self-defense with
each package. Many men who desire themselves in this position
may be tempted to buy Hai Karate to enhance their self-image,
Their inhibitions are perceived to be of no consequence since
it is always the woman who takes the initiative when he wears

Hal Karate.

Heads Up hairdressing recently had a humorous teleilslon
campaign in this same vein. Men were shown putting a little

Heads Up in their hair, The women became so enamored with
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rubbing their fingers through it that they did it time

and time again, each time accompanied by a bairage of kisses,
Whenever the man combed his hair he was attacked. Again the
man's inhibitions don't matter because the woman finds him

irresistable and takes the initiative,

4

Inéregards to the ad justment funotibn.'RellJf Theory
would apply whqh the humor 1is able'to point out an attitude
is restraining an 1nd1v1dud1 from achieving a need satisface
tion or some desired reward. The advertiser must activate
the need or the desire, point out the restraining qualities
. of the o0ld attitude (which should give him the basis for his
humor and create a pleg?urable atmosphere), provide a means of

removing the restraints, and satisfy the néed.

-

An example of this can be taken from a recent cough syrup
commercial which é;peared on television. It shpws an Oriental
man coming home from work with a bad cough., He feels so baq |
and his cough is so violent that he begins dbreaking up the
furnltﬁf% with Karate chops each time he coughs, His wife
sees the mess he is making and brings him some Vick's 44

cough syrup which relieves his suffefing.

y In fhls commercial the advertiser is reminding the
viewer of any discomfort hé has or has had, He humorously
relieves the restraints which hoid back the viewer's hostility
toward the situation by allowing him to watch anothéé man

" break up his house. The discomfort of coughing protably makes
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the viewer feel fike doing this at times, except that he
can't because it's childish. After the hostility is shown,
; the commerocial preéents its solution to the discomfort,
This should result in an ad justment change of attitude.
The viewer will buy Vick'§ 4L cough syrup to satisfy his need

for comfort.

?

Many tlmos-g'person,maj lack knowledge which might help
him underzﬁand and order his world to his best interasts; 
or he may have old knowledge which hampers him although he
may not realize it. ﬁhen using Relief Theory, the advertiser
must firs; remove these restraints. The restraints themselves
should provide him with clues about how to formulate his humqr.
In the Temoval of the restraint (the humor of the ad) the

individual will experience pleasure. . The advertiser must

then provide the ind}vidual with more meaningful information.

g g&@merican Motors ran a campaign in 1967 which'contalned a
television commercial based on this particular device. The
commercial began by showing a Ford Mustang and stating that

;1t was a good car., Then}the announcer asked if it was possi-
ble for andther company to improve on it. Well, an American
Motors crew went to work busting, tearing, and blowing up
the Mustang and‘adding new and better features to the automo=-

bile until it was the Javelin.

It was assumed that the audience did not ¥now about
these better features of the Javelin., The mutilating of the
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Mustang represented what a lot of people woﬁld like to do to
" their car tut they have.too many things\hol&ing them back.
The physical vioience and the humorous presentation allowed
them to destroy all the bugs in their car vicariously.
Psychblogical;y, this was a pleasant experiénce.. Then the
commercial présented them with information as to better
alternatives of which they weré probably not aﬁgré.‘ This
resulted in a change in the knowledge function of attitudes

toward AMC cars.

?he important, yet simple,fdrmula for using the Relief
Theory of humor in advertising, then, is as follows: The
restraining attitude provides the clue as to the humor the ad
should contain; the removal of restraint provides pleasure and
an atmosphere conducive to acceptance; this must be followed'
by the presentation of a more suitable and more rewarding

. attitude for the individual,

Any one of these three theories can be utilized when
formilating an advertising campaign., Which one 1s best '
depends upon the attitude you want changed, the number and
strength of the functions associated with the attitude, the
attitude objects themselves, and the new solution you are
offering., The decision regarding these factors can only
result in success if the attitudes are well researched
regarding origins, strength, functions, incidence of
occurrence, and so on. Also, the new attltude must truly be

perceived as better.
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TN TECHEIGULDL OF HWUMOR ARD HOW CHEY ARE USED IN ADVERTIGING

Given the general propositions concerning. the three
theorics of humor, what are the specific techniqugé which
they rmploy” Answering this question.requires the identifi-
cation of the ioea or situation toward which the’ humor is
glrecteav |

Monro has come up with a list of ten techniques which
he has synthesized from his survey of the literature on
humor. JThese techniques can be associated with~oné'or more
of the three theories we have discussed. Below is a liét of
each of the tén techniques and Monro's indication 6f which
theory(ies) it is easiest associated with:so

1) Any breach;of the usual order of events (Incongruity)

2) Any forbidden breach of the usual order of events
(Incongruity and Relief)

3) Indecency (Relief) w il

4) Importing into one situation what belongs to another
4. (Incongrulty)

5) Anything masquerading as something it is not
(Incongru.ity and Superiority)

% 6) wOrd~play (Incongruity and Relief) ™)

7) Nonsense (Incongruity).g

8) “Small nisfortunes (Superiority and Relief)
x 9)- Vant of knowledge or skill (Superiority)
10) Veiled insults (Superiority and Relief) y

50“0]’11‘0, OI). Cit. [ po 1890 1
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These teéhnlgues are not always mutualyy exclusive., They
can be comblnéd in the same advertisement to add to the overall
humorous effect. Let us now consider each of these techniques
in turn, with examﬁles. (The application of gxahples is

'generally restricted to one technique for the sake of clarity.)

1, Any breach of the usual order of events.

"Anything that is novel or unusual is almost énough in
itself to cause a laugh, If you‘are used to eating with a
knife and fork, you laugh the first time you see someone’eat
with chqpsticks. If you are used to chopsticks you laugh
the first time you see the knife and fork in use. Unusual
dress is another simple example., The costume.of any period
looks funny to people of any other pe::'iod.“51 Someone who
proceeds about a task in an unorthodox maﬁner may also be
said to be funny. _"Bodily deformities are probably a special
- case of this technique.. If you have grown used to noses
having a given shape, or ears of a certain.maximum size,

a crookgg.nose or an overQIarge ear may make you laumh."52

An examplé of this Fechnlque can bé found in the Dentine
Gum comﬁércials of the mid-1960's.. They always depicted a
person brushing his teeth in very inappropriate places, such
;s a restaurant, a drug store, or on an airplane. The point
1s made that this is good dental hygiene but that it is |
completely unnecessary. The commercials 'go on to say that
these situations can be avoided, and that your teeth can be

kept clean, if you chew Dentine Gum.,

511vid.; pp. 40-41.
521p1d, p. 41.
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This 18 incongruity humor aimed at an adjustive atti-
tude, That is, in order to satisfy the desire to keep your
teeth clean when you are away from home you can chew Dentine

Gum rather than dbrush,

Aﬂbther example qf this technique is found 1n‘th;
curreny‘television commercial for Rinso Bleach, ’I% shows a
man, 1q humorous garb, testing the brightening power of two
bleache: by sticking his over-sized, striped socks into two
tudbs of solﬁtion. One sock goes in each tub, but they are
etill on his feet! The point of the commercial is that Rinso

A

Bleach gets your clothes brighter.

This is agaln.incongruity humor (in that no oﬁe bleaches
clothes this way) aimed primarily at an attitude serving a
knowledge function, but having ad justive and value-expressive
changes as possible side-effects. People like to be neat and
clean, and brighter clothes will help your appearance,
Aﬁpearance, in turn, can help in your impressions and dealings

with other people.,

. n

2; Any forbidden dreach of the usual order of events,

0ddity takes on a special flavor when it is not merely
'strange, but wrong. Although we do not usually think of vice
as being comic, stage comedy has long utilized vice as an
important part of its stock-in-trade. The drunkard, the
glutton, the hypocrite, the miser, are all stock fiéures
of fun. But all séage.villalns are not funny. Why? "The
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answer seems to 'be éhat we laugh onlylif our attention

is not focused o? the possible tragic consequences of the
forbidden act, either to its’possessor or others, Nor
must we, as we might in a pathological study,iconsider too
closely;the causes of vice, We must not concern ourselves
with the way this 1rregu1ar behavior fits in with other
featureé of personality, or ﬁith other lives."‘53 ’we must
regard it sinmply as a departure‘from a given norm of conduct

and accept it in the humorous way in which it is of fered.,

We can find an example of this technique in a past
campalgmrfo; G.E, Lightbulbs, The ads utilized cartoons
featuring tw0~bunsling burglars. (Seé Appendix Two,' p. 95.)
" The two men wefe found robbing places, but when the big,
dumb one tried to take the G.E. Lightbulbs his partner told
‘him not to do it because it would only encourage bulb-

snatching.

The humor arises from the incongruous idea that any A
burgiar.wpuld steal lightbulbs in the first plaée. But even
if they were out to steal everything they could get their
hands on,.it is incongruous that they would stop at lightbulbs,
Especially to prevent someone else from bulb=-snatching because,

as one put it, "Bulb-snatching is wrong."

This ad appears to be aimed at an ad justment attitude,
It 18 saying other bulbs might burn out and cause a delay in
some need satisfaction due to darkness, but G.E. Lightbulbs
are both dependable and inexpensive,

531vi4., p. 42,
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Another good example of this same technique is given in
a recent campaign for United Air Lines, A television
commercial shows an elderly lady on the éirllne. She 1is,
very conspicuously, stealing everything she can get her hands‘
on--silverware, towels, pillows, and finally ;ven the plane.
This again 1s Incongruity Theory, and probablj some Relief
Theory fn that most of us have been tempted at some time to
take some elegant‘or comfortable things from placeé when we
are traveling. Our inhibitions usually hold us back, but
we cén vicariously take pleasure in watching this o0ld woman

go hog wild in her stealing.

The commercial 1s aimed at an attitude which is value-
expressive in nature (the airline is for people who like to
travel in elegance.;with the best service, and who enjoy
friendly people), and also adjustive'(rliAUnited because 1t
has everything youghesire in meeting &Qur flying needs).

3. Indecency.

"fnﬁecency‘is a special case ;f a forbidden breach of
ghe usual orderl It is treated here as a separate class
because it appears to be different, at least to the immediate
perceptions of laughter, Oﬁr laughter at a smutty story has
quite a different flavor from our laughter at the sight of a
fat man over-eating. One reason for this is élmdst cerfainly

that the smutty story allows us to give rein to thoughts that
are normally 1nh1b1ted."5u However, in order to do this, the

541v14., p. 43,
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indelicate reference must be smuggled 1n as neatly and as
unobtrusively as possible. This type of humor is an attempt
to observe the conventions of society while enJoylng the

§
. thrill of flouting them,

Lo
-

I could discover no clear-cut ond obvious examples of
an advertiser attemptihg.to use humor in this wéy. "The

~ closest approximation to the use of this technique, that I
toould find,‘is the recent campaign for Tiparillo Cigars 4
(see Appendix Two, p. 96). The campaign involves a series of
ads reftuflng women in revealing garb, with their busts almost
exposed., They also have unusual jobs, The copy is asking.
"Should a gentleman offer a Tiparillo to a (whatever the job
may be)," which is completely ridiculous in a situation like
that, It appears that the girls are really waiting for a

proposition.

This appears to be the Relief Theory of humor (with
aspects of Incongruity) since the man's inhibitions are
forgotten for a moment when he sees these women partially
undressed. The ads are aimed at the value-expressive
functions of an attitude (Tiparillos are for men who are
sexy and virile), and at the adjustive function ("If I smoke
éTiparillos I will enhance my chances for a neeo-satisfaction

involving women!),
L, Importing into one situation what belongs to another,

We have seen that humorous stories often depend on the

intrusion into one sphere of an incident or attitude of
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. mind that is apﬁiopriate only to an utteriy different sphere,
For example: An Indian rajahvspreads his costly silks before
the kxing with all the courfly ceremony which éccompapies
Oriental gifts. And the king, instead of replying with
similar courtliness, is represented as exclaiming: ‘i0w

-

much for the lot?'ss'

K4
4
‘

"We are all creatures of habit, and this applies to

A

thought Qs well as to action. We put kings in one mental
compartment, and costers in another. We surround each of

them with different associations, and'we respond to each with
a particalar attitude. Each of these structures is largely
_artificial: it is built up out of carefully selected:
materials. We leave out of account those facts about kings
which would bé'more appropriate to our attitude toward costers,
and vice versa;"56 This is a technique of humor which consists

in shattering mental structures by obtruding the inconvenient,

inappropriate fact.57

An-example of this technique can be found in the current
television commercials for Dupont Lucite paints. They depict
tournaments and championship matches for painting honors,

One commercial consists of interviewing the coach of the
"Baltimoxp Buckets," a professional painting team looking
forward to the coming season much like a baseball team would,

This is obviously an incongruous situation. But the commere

cials back up their humor. They all explain how easy Lucite

551bia, p. 45.
561 v 4., p. b6,
57Ib1d" p. 46,
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is to use, how little mess there is, how quickly it dries,
how good it looks, and how long it lasts.

This is the application of Incongruity'Theory in an
attempt‘po 6hange an attitude serving a knowledge function
(Lucite ;as many good qualities painté never had before),
and one;serving an ad justment function. (If you use Lucite
you won'F'have to work as hard, or paint as often, and you

can relax more.)

~ Another ad which demonstrates'thié'égchnique-13 one for
Parker International Ball Point Pen (see Appendix Two, p. 97).
This ad plays upon the famous magazine format of several
weight-reducing and'body-bullding products. The humor :eéides
in the incongruity of a ball point pen being presented in this
" highly traditional, ﬁuman advertisement. But, the ad makes
the point that the pen has the same large ink éupply that it
‘used to, even though it is a slimmed-down version. The ad is
aimed primarily at changing an attitude'serving a knowledge
function (you get a bigger ink supply for your writing needs),
and possibly a value-eipressive function (the pen is slim,

sleek, and elegant).

5« Anything masquerading as something it is not.

¢ g

This technique includes mimicry (which is a fruitful
source of laughter), the whole field of impromptu acting,
conscious fooling, and simple playfulness. There is a certain

direct pleasure to be obtained from masquerade, simply in
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itself. This is so because we.can make fun of things while
not actually being seriously involved with them. It can
_probably be laid down as a general principle that anything
which masquerades as another thing is ipso facto loamgh:suble.s8

A go;d example of this technique is given in a recent
Frigidaire Dishwasher ad (see Appendix Two, p. 98) .” The
appliancehis pPresented under the guise of a fancy sﬁorts car,
The copy ;érries on the gag by continuously presenting the
dishwasher's benefits 1n‘terms traditionally associated with

automobile advertising.

“

/

This is the application of the Incongruity Theory of humor.
It is aimed at changing attitudes of a knowledge function (the
dishwasher has these qualities you never had before for
washing dishes), and also some of an ad justive nature (the

dishwasher 1s easy t® use and’will 1ncreése your leisure time).

6. Word-play.

Playing with words is a familiar type of humor and one
which children delight in a£ a very early age, Almost any
vdistortioﬁ'of words can be amusing., The simplest forms of
this technique are misspelling and mispronunciation. Much of
th; Pleasure in word-pléy is probably due to the mere delight
of explo?ations of finding out the possibilities in words.,

We can find delight in merely noticing that a form of words
meant to have one meaning can also have an entirely different

one.f’9 "But word play shades off into playing with ideas

58 b1d., p. 47.

5971.4.: - )™
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and cannot always be distinguished frop it.: It is even
possible to play, in much the same way, with figures: mathe
ematical puzzles and problems are not essentially different

in theirxgppeal."6°

.
»

An ;;amp}e of this technique is given in An ad‘}or~Wr1ght
Arch Preserver Shoes (see Appendix Two, p. 99). The headline
reads: “Style? Wright!® The play on words is obviéus. It is
difflculttto say for sure whether ﬁhe smile elicited from this
ad is the result of the incongruity of the language structure
or the supposed connection such word play has with our desire

.

to return to the childhood play state (Relief Theory). It
is probably a combination of both.

The ad is primarily aimed at influencing attitudes of

_ value-expressive, adjﬁstment, and knowledge functions. We

can include the valu€-expressive function because of the ad's
emphasis on the stylish qualities of the shoe. We can includé
the knowledge function because of the ad's explanation of the
shoe's four-comfort features. And an adjustment_function

‘would appear since the'personlmay realize the shoe will satisfy

his need for foot comfort and go out and buy it,
7., Nonsense.,

The appeal of nonsense 1s largely rooted in fantasy.
"Humor always provides us with a release from the too familiar
pattern of everyday events. What is distinctive about nonsense,

at least in its extreme form, is that it does nothing else.,

601144, p. 48.
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It does not mhrely twist events into a slightly different

pattern: it breaks the pattern altogether."61

The job of the
advertiser in this technique is to break the pattern and then‘
mend it again with ideas that will benefit him,

4 ‘ o
Avis Rent-a-Car has a campalgn out that plays upon this

nonsensical technique of humor. Their ads (see Appendix Two,
P. 190-102) depict a series of non-existent.bugé who do all
sorté.bf harmful things to cars. Avis is claiming to be ~-
getting rid of these bugs from their cars so their customers
won't have to be inconvenienced by them. Of course, these

bugs aon't exist. They're simply nonsensical representations

-of some of the 1rr1tat16ns that plague rent-a-car drivgrs.

Avis 1is uéing these incongruous insects to. change an
ad justive function in a person's attitude. They want the person .
to see.that he can get a better running} and better looking
car at Avis than he can anywhere élse. They'want him to feel
his driving needs are better served at Avis, There may also
be & change in a knowledge fupction.associatod with this
' campaign, .

‘_ Another good example of the nonsensical technique 1is
given in an ad by the California Raisin Advisory Board.
(See‘ﬂppendix Two, p. 103.) The ad presents a classical
drawing of Mark Antony and Cleopatra, with a completely
incongruous line of dialogue concerning the attributes of

raisins, This use of incongruity was meant to add humor to

611p44, pp. 49-50.
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the ad. The ad‘itselflwas'designed to change an attitude
serving an ad justive functlon. That 1s,\raisihs are bresentea
as a sweet tasting, neat little fruit that satisfies a person's
need in this regard. |

8. Small misfortunes.

v s,

"This is a\very famillar source of laughter:atThe banana
skin, the custard pie, the.thumb beneath the hammer, are
among tﬁe first things we laugh at in childhood. They are
the standby of the hoariest vaudeville act, and they continue
to be good box-éffice in the newest and shiniest of movie |
theatres. There may be argument about whether a particular
Joke belongs in thié class or not. Is the hen-pecked husbend,
for instance, just a man in a jam, or is he something more
subtle, an ezamp}e of'the reversal of what is (in theory, if
not in fact) the nérmal order? But there can be no doubt that,
all refinements aside, misfortunes are funny; simply in

themselves."62 i

4 o

A good example of this technique éan be taken from a
televisiqn comm;rcial for a local paint store, The commercial
shows a man trying to paint the outside of his house, His -
thin, watery paint drips in his face and down his arm ﬁs he
works.d éhe bristles on his paint brush fall off as he paints.
And to top off these troubles, his o0ld, worn-out ladder
collapses causing him to fall and splatter paint all around.
He finally ends up kicking his old equipment around the yard, '

621b1d0' ’ p' 50.
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An off=-screen announcer sympathizes with him and suggests he

go to the local paint store and get all the equipment he needs
to do a goo& job. The commercial then shdws the man nearly -
finished with a beautiful painthjob and smiling happily as

the announcer compliments him. .

v

This 1s the usage of Relief Theory because it arouses
cues of‘hostlllty within us (we all have had these'painting '
probléms) and allows us to vicariously enjoy in the mutilation.of~

the troublesome equipment,

Thé ad is aimed primarily at changing attitudes of an
ad justment functionzin that the person is told how he can

achieve his goal with less effort and less mess. )

Another example of the small ﬁisfortunes technique comes .
. from a current television commercial for Bactine Antiseptic
Spray. The commercial is an animated take-off on the story

- of Little Red Riding Hood. The wolf knows he is going to get
hit, so pe is carrying a bottle of Bactine with him., When
Red and the Woodsman find him, the wolf gets hit on the head.
He.then‘gprays Bactine on the wound and lets loose a sigh of
relief,

This commercial demonstrates the use of Superiority
Théory_because we can laugh derisively at the inability of
the wolf to adapt to his situation by avoiding the woodsman,
However, the introduction of Bactine gives an alternative way

of adapting that everyone could adopt in this situation. The
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commercial 1is reéliy telling us that we are supposed to buy

Bactine as the best means of relieving our minor hurts.
9. Want of Knowledge or Skill, .

“Simplé ignorance 1s generally good for a 1augﬁ. ‘We
would certainly be amused if we heard someone declare, in all
 good faith, that New York was.the capital of England. We - ‘
would probably n&t even smile if he said that New York was the
capital of the state of New Ydrk. The ignorance then, must
be gross and obvious. This suggests that something other than
pridg in.our own knowledge is involved, If that were all, we
would laugh loudest at the more pardonable mistakes becau;e then
our pride at détecting them would be the greater, There is
certainly some tinge of superiority in our laﬁghter at the

mistakes of others . . o 493

——

The lack of skill in any endeavor is also a good source of
humor. A good example here is the clumsy attempt of the circus
clown to imitate the agility of the acrobat, Any similar
exhibiflgn of 1nept1tudé -= the golfer who misses a shot, the
marksman whose éullet misses the targeé altogether, the paper-
hanger wA; gets covered with paste and tangled in his own
paper-- may make us laugh. In each case, the butt demonstrates
that he is setting out to do something for which he is not

fitted.éa

An ad for United States Steel (see Appendix Two, p. 104)
is probably a good demonstration of the use of "want of knowledge"

631v14,, .p. 50.
Ibid, p. 51.
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. .
as a humorous technique. Two men are standing at the Brooklyn

Brldge'and talking. One man is trying to sell it to the other.
At first we are laughing at the man who wants to buy.the
bridge, and Times Square also., Later, our laughter switches

to the second man when he 1s talked into keeping the bridge.

s’

&his is use of the,sﬁperiority Theory‘of humor. We are
obviously laughing at gross ignorance (at fifst‘@ight) in two
dlffefent settings, First at the man who 1is buying, then at T
the man who is keeping. |

The ad is aimed at changing an attitude's knowledge
function about the value of steel. A change in an attitude's
ad justment function‘is also desired in thaﬁ the United States
Steel Co., wants manufacturers to buy steel to meet ﬁheir needs

instead of some other metal,

——

A good example of the use of "want of skill" as a
humorous device is given us in an ad by Jockey Life Hoisery
(see44ppend1x Two, P. 105). The ad shows a man's feet after he
has fainted becguse he'missed a four-inch putt. This is an
allusion to a great lack of skill. We feel laughably superior
to this show of ineptitude. However, the ad ties in clearly

. with the selling point that Jockey Life Socks come in plenty
of d;f}erent colors. It does this by showing a bright red
pair of socks on the man's feet and saying, "When you blow a
four-inch putt, isn't 1t nice to know your socks match your

shirt."

)
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This ad is aimed at a knowledge function (the variety
" of colors available), and an ad justment function with value-
expressive overtones (you can get socks that match your

clothes and you look much better because of this).

A+<similar example of this is given in a‘telqvision
commercial for Hanes undcrwear; A man is shown 1n a variety,
of activities that he cannot do well because his underwear ‘
are too tight. Then the man is shown cohf;dently walking
down thc street and doing a cerles of acrobatic feats, aftcr

which he reveals he is wearing Hanes underwear.

. ‘

This again 1s usage of the Superliority Theory of humor,
We laugh at thecman‘because of his 1neptitude and his undue
rigidity. It is a perfect example of Bergson's "mechanical

encrusted on the living."

This ad is almed at changing attitudes serving an adjuste
ment and a value-expressive function. The adjustment because
underwear that fit good allow him to better pursue his goals,
And the‘value-expmesslve'because chere.is a suggeétion that
the man will look better, be able to do more things, andbe

more confident in Hanes,

10, Veiled insults.

YAmong children 1t is considered screamingly funny to -
shout: 'You're a jackass!' Adults continue to be amused at
this type of humor, provided that it is wrapped up a little.

Freud quotes a gibe at a retiring politician: 'Like
Cincinnatus, he has now returned to his place before the

. plow,! which is just another way of saying the same thing."65

651’1\1 A e <IN 4]
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Veiled insults give vent to many ideas we have that are
normally repressed. They allow us to avoid the brunt of -
-society's rebuttal when we wish to expreés'hostile emot;ona.
The cloak of humor gives added subtlety and satisfaction to |
the rel;ef of this hostility. It also allows others to

vicariously relieve their feelings and enjoy the derision. °

Currently, there 1s a very good television commercial
that coﬁﬁains a veiled insult., It is done for Chiffon Mare
garine., It shows a family eating breakfast. The father
. begins riding his son about his long hair, his beads, and
other téénage fads of the day. His intolerance itself is some-
‘what amusing, but the veiled insult, and the real crux of the
humor, '‘comes later, - As both father and son reach for the'n
Cﬁiffon, the boy 1s;amazed and asks, "Gee, Dad, do you dig
Chiffon?" Whereupon the father with a stupid grin says,
"Sure, I do 1t like this," and he gouges a bit out with his

knife. The mother and son look at each other in dismay.

Thig is humor of the Superiority Theory. We are amused
at the intolerance and the inability of the father to under-
stand his son,bhisbrigid adherence to the past. The looks
that pass between mother and son show us they are dismayed and
embarfaffgd by this f}gidity. Their obvious attempts to ignore
his statements and their tuning out of his ignorant demonstra-
tion are a veiled insult to him and others like him. Publicly
exposing this rigidity allows us to chuckle derisivel; at such
people. '
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The ad is aimed primarily at attitudes of a value-
expressive nature. That is, Chiffon is up with the times,
so those that use Chiffon are also. An‘édjustment function
is also'brought into this situation in that éhe commercial
1mp11€§_that in order to fulfill your need to be up with the
times you need to adopt Chiffon. | |

) .‘ | /; ’

The mere utilization of one of these ten techniques in
an advertising campaign will not guérantee success, Some-
© times theltechniques can be used with side-splitting results,
but fail to sell the product. Indeed,.of the examples the

.. author 'has given, some were highly successful, some only

slightly successful, and some as yet undetermined.

’ It is not yet possible to draw any general cancluéions
as to which specific technique best suits the advertising'of
a particular prodqgt. The decision rests upon a number of
factors: the nature of the product itself, the customers
desired, the benefits offered, the medium used, the goals

of the campaign, and so on.

The presentation of these techniques and the discussion
of their past utilization is intended to show the wide ransze
of application humor has in ad%ertising. But each advertiser
hmst plan his campaign in light of his specific situation. One
way to do this is to consider all the aspects of your produét
and yo;r goals and to apply this knowledge in conjunption with
a review of other humorous campaigns. This being done in light

of such notions as I have used in this study.
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what do people in the advertising indusgry have t6/say

about humor and its use?

The$range of opinion on the value of humor is, extreme.
Claude Hopkins, at one time a $185,000 a year copjwriter,
stated flatly tinat "bumor has no place in advertising."66 On
the othef hand, Ron Walker, once a key man on Stan IFreberg's

staff, cays the only thing hurmor can't help sell is death.67
\
The majority of opinions in the advertising business

today would probably be somewhere ncarcr the center, although
just a casual glance at the ads being produced today will show
that copywriters are moving more anc more in the direction of

¥r. Walker.

liost books which attempt to explain the art of copy-
writing contain a list of rules and cautions to use in connec-
tion wilh humor and usually advise the beginner to-avoid its

use completely. PFor as VWales, Gentry, and Wales state in

their book Advertising Copy, Layout, and Typography, "Good

humor is hard to crcate, and it is scarcely a matter of

degree,* for the humorous ad that fails is a cousin to the

joke that no one considers funny."68

66Daniels, op. eit., p. 137.

67Mr. Winlker is presently on the creative staff at

J.P. Brother & Co., NDetroit. He recen'ly Jjoined them

after working for Mr. Freberg for two years, Uis

remarKos were obtained in a personal interview, iept. 3, 1968,
C43.., = . N N
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Draper Daniels, vice president and creative director of
the Leo Burnett Company, has compiled a 1list of rules to
'follow and pitfal;s to avoid that seem to sucoinctiy cover the
statements given in most books on copywriting.
1. "Humor may be directed at the salesman of the
product, the user or nonuser of the product,

or at the foibles of human nature and society,
It must never be directed at the product."69

This seems to be a valid assumption. If we are polntihg_
out a laughable shortcoming in a certain attitude and mdklns'
this the futt of our humor, it makes no sense to deride the
solutioﬁ'we are offering as replacement. The custémer will

simply discount the value of the product we offer, Why should
; he accept another laughable éolution for the ohe he already |
has? Using Freud's.principle of psychiq economy, it is easier
for a person to retain his old attitude than to eipend the

energy necessary to adopt a new attitude (or product) which

. offers no better benefit.

2. _"Humor needs to be genuinely funny. A touch
of humor is better than pure hilarity. Irony,
satire, and subtlety are 11ke1y to miss with a
mass audience,"70

This statement contains much truth, but we cannot wholly
acéept it. True, the humor used needs to be genuinely funny.
But, 15';ome cases pure hilar;ty may be the best answer as we
have seen from our discussion of Freud and the example of the
' slapstick paint store commercial., Freud proposed thai we

all desire to return to the childhood play state and its

69Dan1els, op. cit., p. 140,
701p14,, ‘p. 140,
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uninhibited cdﬁedy. Indeéd. pure hilarity of this type seems
to be our only access to changing attitqqes serving a strong

ego-defensive function.

As far as irony, satire, and subtlet& missing with the -

mass aﬁdience. this seems to be a bit outdated. The American

" public 'is becoming more and more sophisticated each year, and,

as a mass, are able to appreciate many more subtietles of.
communibation than they could ten years ago. As Ron Walker -
sald, "It is my feeling, and I think that of Stan Freberg, that
most agencies and clients underestimate the ability of the
public to understand the joke in a humorous advertisement. It
no longer has to be spelled out for them as was thought in the
pﬁst."71 We can see the‘truth in this when we look at some
of our earlier examples and the success they had with the public.,
3, "Humor in advertising should be functional.

Its purpose can be to put over the sales story,

to add believability by humanizing the adver-

tiser, the salesman, or the product. It should

never be used purely to amuse either the cus-
tomer or the copywriter."72

We can accept this statement as being correct. The humor
in an ad should be functional in regards to destroying the
internal consistency of the old attitude, and in supplying the
‘groundwork for é new solution. Presented in this manner it can
add believability to your message by playing on the human shorte
comingé you are trying to change. If you can make tpe connec-
tion quite patent, the humor will humanize your message.,

Stan Freberg does this in his humor. For example, his television

7IWa1ker, personal interview, Detroit, Sept. 3, 1968,
72Danlels, op. cit., p. 140.
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commercial for prunes plays upon_the very'humén reaction to
their wrinkled, dry appearance. He humorously presents a man
in a dentistt!s chair who acts like he is about to undergo
torture‘when asked to eat prunes, When the¥man finally does

~ get one down, he admits they taste good but!that‘he.still
dislikes their wrinkles, whereupon a man representing the prune

company says they are working on that., The humor in this ad is

- tied to an audience misconception, and the tie-in is very clear,

The advertisement leads towards a change in an attitude serviné
a knowledge function by utilizing the Incongruity Theory and the
technique of imparting to one situation what belongs to another.

4, "When humor fails it is usually because it tries

‘ too hard and becomes too forced to be funny, .
makes the mistake of making fun of the product,
or diverts attention from the sales story
rather than emphasizing it."73

\ We can agree with this statement. If.a humorous device is
employed to attract attention, that device should lead naturallj
to a consideration of the product and to some definite selling
pbing._ "A supposedly comic character was used at one time in
promoting a breayfast cereal., His antics were effective from
the standpoint of catching attention and his optimism was
supposed to have been derived from the breakfast food, Howe
ever, the tie-up was not very patent, and many readers remem=
berea ;he charac%er and not the cereal., A campaign for brass
pipe, on the other hand, was centered around the predicaments
“of the family whose plumbing developed embarrassiné leaks, The

predicaments were amusing to the reader but also tied in clearly

731vi4, p. 140,
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with the solution, and left brass pipe in the memory of

the prospects.”7n

From our discussion of attitudes w; have seen that in order
to initiate change we must first create conditians which will
elicit the cues necessary to arouse the attitude. We must then
prove - that the 0ld attitude 1s 1nadequate and provide a new
solution, But creating the right conditions to arouse the atti-
tude, and to hold 1nterest long enough to prove it wrong, 1is
important, The conditions of presentation must create involve-
ment on the part of the individual in order to accomplish the

AN .
goal of the advertisement.

How do we get‘individual involvement in the ad? Hanley
.Norins, a highly successful copywriter and the author of Qgg
| Compleat Copywriter, lists several methods of obtaining this
involvement or participatlon.75 The first ﬁethod he mentions
is role-playing. On this subject he quotes Professor John
Lanzetta from his speech "Changing Men's Minds,."

* 7If you want people to change their attitudes toward
a particular practice, you might not try to convince
them or force them, but simply....set up a situation
.in which role=-playing of the new procedure takes
pPlace....In the process of playing the new role,
change can be effected."76

« In the role-playing sitﬁation the person's emotions tend
to be more lenient towards the new attitude since it occurs in

a pleasant play atmosphere. He thus becomes more receptive,

7“Burtt, op. cit., p. 140,
75Hanley Norins, The Compleat Copywriter, New York,
McGraw-Hill, 1966, pp. 31 ff, :

761114, p. 31.
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The cognitive side of his old attitude, although present, is
not as far in the forefront of his mind since he must concern

himself with the arguments of the new attitude. If this can

be done effectively, we may initiate a procéss of attitude change,

This.techniqne may work for attitudes serving all four functions,

A person may certainly gain new an@xmeaningful 1nform5tion
when put in a position in which he haéfto utilize'if and defend
it. &hus, an attitude serving a knbwledge function can be
changed in this manner, Those attitudes of an ad justive nature
can be changed by allowing the individual to portray a new
role ;nd observe how it facilitates his needs and reward oppor-
tunities. When allowing an individual to assert himself as he
would like, and to portray éApersonality he admires, we can
inject our attitude into the situation as a focal point in the
development of the role playing 1mage.. Thus, vaiue-expressife

‘attitudes can aiso be changed in this manner.

However, role~playing is most important because, when we
look gt humor, we can see that Relief Theory provides the only
éolid means by which we can change an attitude of an ego-
defensive nature, In a role-playing situation a person can
be allowed to go back to a facsimile of a childhood play state
wherp'his ego arousing threat is reduced or eliminated., 1In
" this state he has an excuse to give vent to his true feelings,
Thén; if planned right, the role can also provide him with the

elements needed to develop a new and better attitude,

Another way to involve the reader is to have a provocative

message deliberately open ended. When done hﬁmorously this
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supposedly doe; not threaten br arouse the atfedtiie element
of the old attitude (nor the cognitive, beyond a point) and
leaves pleasant connotations for the new one, The ad should,
howeve:. point out some 1nad6quaoies of the o0ld attitude,

Since the éd is an open-ended message wﬁioh does arouse the
cosnitipns of the old attitude. the individual may be motivated
to search out new information. This approach woﬁid ;ppear to

be very:useful for attitudes serving a knowledge function, and

~

possiblf those of an adjustment function. Those of a value=-
expressive or ego-defensive nature would be hérd to overcome

in this ‘manner since the individual would 1gnore‘tﬁe'true,point
of the message rathef than question his self-concept or admit

the weaknesses he has,

The third method Norins gives to encourag& rarticipation
is to tell a story. People like to 1nvolve.themselves.1n a
good story as we c;; see from the popularity of novels, tele-
vision drama, and movleé._ This situation involves a certain
amount of role-playing and‘allows the person to become involved
affectfvély and cognitively with the story. Although less
- effective than éctual role-playing, it may work quite well
in 1n1t1;t1ng change in a knowledge or adjusfive functioning
gttitude. Involvement in a story, even a humorous one, can
generate new knowledge through the flow of information in
the story. It can also offer new means of need satisfaction by
relating events which lead to the goals in the story.” Value- .
expressive functions may be changed if the values and self=

image the individual desires are presented and the greater
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"appropriateneés of the new attitude is showﬁ. Since story=- .
telling does not admit of a genuine rempval of threat or allow
the individual to give vent tb his true feelings, except very
indirectly, the ego-defensive attitudes would be very difficult

to approach in this manner.

AfwﬂhmmdofmwhWMtwdmmumﬁmor

!sampling. If there is a strong attitude égainst'the.product.
it is Ehﬁortant that a device such as humor[be used to present --
it in a pleasant context., The direct input 6f mganingful
information that results, and the increase %n need satisfaction
and re%ard. could lead to a significant change in attitudes
serving the knowledge and adjugtment functions, A change in a
value~-expressive aﬁtitude may be facilitated through the addi-
tion of a teétimonial, but'ggain attitﬁdes of an ego-defensive
nature would probtably result in an avoidance of the demonstra-

-

tion or sample.

Referring back to the section on attitude change, ;t can
" be clgq;ly seen that the fdur methods of involvement are
closely related.to the six methods of learning attitudes given
by D.T. Campbell. (See page 13.)

Norins! four metpods of involvement can be used in any
'combination with théofen techniques of humor we have discussed.
There_is no simple formula for matching these up, or to deter-
mine which type of product elements of the two classifcations
are best sulted., In every case it will depend on the product,

the audience, and the goals of the campaign.



In his advice to the advertising copywriter, Norins
has also suggested five items every humorpus ad should include .
if 4t is to be.effective in getting results beyond a mere
1augh.77 I have rearranged the order of these somewhat to
better suit our purpose. First, he says we must get our appeal
to bothbthe head and the heart of the consumer. In humorous
advertising we are attempting to reach the "heartﬁ.in.order to
create a pleasant atmosphere for attitude change. Of course,
we must include the rresentation of a better solution to the
situation than the old attitude provided. The humorous element
of the ad should be meaningful to the head in this sense. It
should lead logically into the solution, We want to create
the inconsistency necessary for attitude change by creating a
ﬁleasant association with a previously negative or neutral
attitude and give the individual cause tolaugh at his old
attitude. We should then reconcile his feelings by offering
him logical'reasons (adequate cognitive support) for the

inconsistency we created.

4 -

A second suggestion Norins presents is the *"plain art
of thoroughnesé.; We ﬁust point out all the 1nadqquac1es of
‘the old éétltude and meet them with new solutions. Without
an argument which can thoroughly repudiate'the-cognltions of
the old attitude, the individual has merely to repress our
- partial-substitution and dismiss it as'not being able to
fulfill his need.78 Of course, our attempts to re-direct his
emotions must also keep in mind our quest for laughter, What‘

type and technique of humor we use depends on the function

771v14, pp. 54 ff.
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the attitude sor#es and upon how it was foimed, as we have
discussed, For example, Halloran indicates t? us tﬁat an
~attitude of an adjustment function formed because of group
influence and desire for rewards probably is Eest changed by
- showing the incongrulty of that attitude in the quest for a

higher, more desirable reward, from & more desired group.79

Another suggestion Norins mentions 1s'to cre;te éhe cone-
viction'?hat comes from believing you are éetting a better
deal, This 1s tied closely with undermining the affective and
cognitive ties of the old attitude while presénting the better
' solution. The problem -here is the copywriter's wafning not to
"let the individual laugh at any part of the new solution

(product or service), only at the folly of his old conviction.

Next, Norins says that we must "communicate something
that can be acted upon”, This is a very important point.
Halloran says research indicates that if the goal of the
message is complicated, unfamiliar, or difficult to take
action4qp, then, particularly for a message to a mass audience,
- 41t 1s more effective to be hulte simple and explicit in your .

IecommenQations.Bo

We can use humor to create the perfect setting for an
éxtitude,change, but unlesé it is tied to a better solution,
one al} laid out and clear for adoption, our effort will be
wasted, We must make certain that the inconsistency our ad

creates is accompanied by a good solution.

791v14, p. 59,

8

0114, pp. 65-67.




-83-

The last suggestion on Norins' list is to adhere to the
vage-0ld rule of repetition." The value\of repetition in
ads is well known to those in the advertising field.- But
what do we know about the repetition of humor? A study was
made of audiences at‘a theater during a humorous performance
and laughter at each feature was tlﬁed with a stgp-watch.81
When an encore was given to a humorous song, the laughter was
almost exactly half as long as it had been with the first
presentation of the song. Everyday observation also indicates
a joke is less amusing the second time it is heard, but it is
also appsrent'that some jokes lose their flavor more quickly
than others. .The advertiser is interested in learning which’
kind of humor maintains its effectiveness with repetition

over time,

The results or an experiment on this particular problem

| may be discussed. Hollingsworth found that subjective jokes
lost their flavor comparatively more rapidly than did objective
Jokes.82 This result coincides with everyday experience, A
characée;lstic groan usually arises when a pun is offered a
second time., A 3oke told on oneself soon becomes annoying.

On the oéher hand, people will frequently sit through a rerun'
qf a good Peter Sellers' movie in which the humorous element

is objective.

Here we can draw on the proposition of Relief‘Thgory that
mentions our desire to return to the childhood play state in

which objective humor is the major force, Perhaps this element

81

8 Burtt,’ OEo,_—01t°v p. 237.
2

Ibid.. P. 2370
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can offer a ciue to advertisers in their choice of humor for
an advertisins'campaign, Are physical calamity and derisive
humor the best approachés to use in a long running campaign?

We can only guess until more research is done in this area.

'he have already listed several cautions aboﬁt the use of
humor, but the author feels he should make some further comments
along thesehlines. Humor cannot be used to change every atti-

Lw

tude, and it will not be effective on every person 1n the )
‘audience., As F.W, Jenkins, a noted English advertising man,

- says in his book, Co riti } "What may seem funny to qome
peoplg is insulting to others,"83 We must be sure not to go
beyond the bounds of good taste in our use of humor, Usually,
if the humor is done well, has been well researched, and gets

right to the heart of the problem, we will not have any
worries about violating good taste,

Where should humor not.be used? When will it be ineffec~
tive? S. Watson Dunn feels that certain products and services
" do nat.lend themselves to humor by their very nature. He
says it is difficult to be funny about death, sickness, or

accldents.eu

I tend to disagree with this statement at face value,
I leah-more towards the position stated by Mr. Walker (quoted

earlier) who excludes only death, although I would not

83F.w Jenkins, Cogxgriting. London, Crosby Lockwood & Sons.
Ltd., 1958, p. : ,
84

S. Watson Dunn, Advertisingz Copy and Communication. New York,
McG—raw-H:I.ll. 1956, Pp. 3030
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entirely exclude this either. I am basing tﬁis upon what we
know about fear and attitude change, Halloran cites a study

| done by Janis and Feshback which was done using strong, medium,
and low fear appeals to bring about attitude change., Results
showed that the strong fear appeal was least effective, but

.' the loq fear appeal was highly effective, Other experiﬁenters

2

"have gained similar results.85 i

Piobable explanations of these findings.are that the mild - .
appeal may be just sufficlent to act as a stimulus to ébsorb
the message and act on it, whereas the strong appeal creates

w

anxiety, impalrs learning, produces aggression towards the

source, and arouses other defenses. 88

I think that humor, tastefully combined with a mild fear
appeal towards death, accidents, or sickness may result in a
highly effective advertisement, Indeed, many life and accl-
dent insurance companies appear to feel this way also, There
is a definite increase in companies using this technique as
opposed to five years ago. (See Appendix Three.)l The fear
'appeal inherent.in these products, combined with the humoroﬁs
element, seems to be producing results, There 1s a_virtual
boom in such advertisements among companies dealing with

Dunn's'ﬁuntouchable" products.

I must also disagree with Mr. Dunn when he says humor 1is

a disadvantage when advertising products involving a large sum

85Halloran, op, cit., pp. 68=69,
861114, p. 69.
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of 1money, or an important purchase. We necd only refer to

~

— -

some successful examples of current campaigns,to repudiate
th:is statement. ‘e can draw some examples.from autonobile
advertising (American Motors and lodge) or tﬂghcamgaigns of
sone large appliance manufacturers (lMaytag and Frigidﬁire).

For example, since American lotors switched to tg%'wells, Rich,
and Green agency and has used humor in adverfising its cars,
its saleéghave increased appreciably. The Dodge success

story of the mid-1960's is a milestone in creative advertis-
ing, with ite use of the beautiful blond in a series of
perilous: yet humorous situations. And Maytag'é "loﬂeliest

man in town" (the Naytag repairman).is producing good results

for that company.

So humor can be successful in the advertising business
to change attitudess DBut there are reservations and qualifi-
cations as to its use. Today the incorporation of humor into
advertisements seems to be riding a tide of popularity. But
it is not- always being used to the best of its advantage.

It needs to be studied and researched more as to its power in
the art of persuasion. The public is more and more hardened
to the n.ssages of the advertiser. Humor may be just the
device to break this crust of rcesistance, but we nust better

understand it before we can use it to its full potential.

87

nanm . o . it v 208



CHAPTER V
" CONCLUSIONS

It is posslble to change a persont 5 attitudes Lhrough
the use of humor. However, no single theory of humor as yet
explains how thb i1s done., Existing theoxleqitend to e sub-

Jectlve#

requires the examination of several thcories.,
,\’r- ' . Vi

We have examined three theories of humor whf;h ?over-

and nonempirical, As a result, the topic of humor

simplified) expiain laughter in terms of the incongruity of
ideas or objects, the unadaptability or rigidity of people‘
and the function of laughter as a social check, and as }elief
from reftraint. All these explanations are applicable to
changing attitudes of a knowledge, ad justment, or value=-
expressive'function. However, it would appear that only that
form which relies upon relief from restraint (i.e.,, a form of
escape into a chlldhood play state) would have an effect on
attitudes serving én ego-defensive function. The ego-
defensive attitudes are more difficult to change because
poking fun at the inadequacies of this type of attitude
immediately arouses the individual to distort or repress the
message, Humor does not usually allow the individual to pass
through the three stages Katz has outlined as necessary for
chunging ego-defensive attitudes, The only exception might

be for the role-playing situation as discussed earlier,

In order for any attitude change to occur, you must
first get the individual to involve himséu‘in your message.,
this fnvolvement is needed for the introduction of inconsis-
tency, which 1s necessary to the undermining of the old attie
tude. When using humor, it 1s probably easier to create the

nceded involvement and inconslstency In the affective element

-4 -



of the old attitude rather than the cognitive. However,

new cognitive sglutions should be presented to validate the
- inconsistency created and to facilitate switching to the neﬁt
attitude, In other words, you must change bothlthe emotions

and cognitions of the attitude to be successful,

Humor can be a very hqlpful device in the process of
attitude change if it 18 used effectively, but it 1s not
 suff1c1ent«unto itéelf to bring about‘this change. The humor
must be uséd to a purpbse. That is, the humor used must play
on the inadequacies of the 0ld attitude and tie into a better
solution (Pr the individual. A solution he perceives as better,

Generallzing from the examples we have shown in this
.paper, every humorous ad (and every advertisement for that
matter) has as one of its goals a shift in an attitude serving
an adjustive function. That is, one object of every humorous
ad is to convince the_audience that the product or serﬁice in
question will help them maximize their rewards and minimize
their punishments. The advertiéér is always trying to get
the consumer to adjust his attitude in a direction favorable
to the adQértiser. Thué, we can conclude that all humorous
‘advertising is (although it may also be other things) "ad juste

ive advertising" from an "adjustment seeking advertiser."

. The humor used in advertising copy should be directed
at the salésman of the product, the user or nonuser of the
product, or at the foibles of human nature and society. It'
should never be directed at the product itself,

There is no rule to indicate which theory of humor, or

which humorous technique, would best suit the advertising of
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)
- a particular product. This decision rests upon a number of

factors including: the attributes of the product itself, the
customers desired, and the goals of the advertising campaign,

There are still diffefences'of opinlon‘bver which pro-
ducts and services can'qr cannot use humor lh their édvertis-

ing, However, it appears that none can actuallyﬁbe‘yritten

.';off as unsuitable for humorous treatment. The size of the

purchase or the 1mportande of the buying decision would seem

to make little difference in the effect of the message, Of

course, all ads must be done tastefully, the humor being
suitable for the situation and the product.

s

Virtually any type of humorous technique 18 now available

- to advert;sers due to the growing sophistication of the -

American pudblic. Humor that was too subtle for the mass
audience in the past can now be utilized with great effect.
Advertisers are naw realizing this fact and using all the
ma jor techniques and styles of humor in their advertising.,

Evidence thus far indicates that an advertising campaign
would+be better off using objective humor rather than sub-
Jective due to the effects of repetition. In fact, humor
involving pure hilarity or slapstick would seem to suffer
least from the effects of a long campaign., It also appears
that objective humor is the best technique to use in any
attempt to initlate attitude change since it has the best
chance to break through the individual's crust of resistance,
This is especially so for attitudes serving an ego-defensive

function.
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airline that doesn’t welcome Ameri-
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of ways to pay. You can take up to a
year to pay with the lowest service
charge in the business. Or be billed
on your next statement with no
service charge.
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-in the wrong sockets. Laugh off these bulb-

. keep G-E bulbs on hand. And most people

Bulbsnatchers

LT

“Don’t take their spare light bulbs. You'll just encourage
bulbsnatching . . . and bulbsnatching’s wrong!”

Don’t put up with empty sockets,
spills in the dark and too small bulbs

snatcher woes with G-E bulbs. General
Electric’s 4-bulb package makes it easy to

do. Surveys show General Electric bulbs
‘are used in 95% of all electrified American
homes. Four 60-watt G-E bulbs only 7Ge¢;

four 100-watts for 88e.

GENERAL@ ELECTRIC

Figure 8-9. The humorous approach is frequently eﬂecllvc
when handled correctly. (General Electric Corpora:lon, and
Batten, Barton, Durstine & Osborn, Inc.)
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Should é.gentleman oﬁer a Tiparillo to a census taker?

- Is this the old did-it-with-mirrors ploy? Look again.

Okay, that's enough looking. What you've got on
your hands are carbon copy twins. And what you've

-+ got in your hands are Tiparillo® and Tiparillo M

with menthol.
Since Tiparillo is the slim, elegant cigar with the
neat tip,would it be statistically correct to offerit to

. this census-taking twosome?

Because all they really want is your name, address,
phone number and a few other factual facts.
Butwhatthey get sort of depends onwhat you offer.

l City & State
ol

F_—_ —
Mail to Tiparillo Calendar
Box 315 Murray Hill Station

| New York, N.Y. 10016

Gentlemen: Chicks are my bag. Please send the
2 above and the 11 others in the 1968 Tiparillo
Calendar. (Calendar starts with March ‘68, goes

I to Feb. ‘69.) 1 enclose $1.00.

]

I Name.
l Address.

N
P
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low I felt before”

i T exactly the same ink refill. .
‘ But it #s. At last, I'm the pen you loveto - -
v, touch. o

-97-.

: I wept bitter ink. Afterall, I'm sensmve. vio

't Nobody loves a fat pen.
] ; . “Look at the knockwurst,” people sand.
*- 1 *“Isit a pen or a balloon?"”
oo i “Watch out for Tubby. He'll rip the
.1 pocket right off your shirt.”
.. .} ‘That's all I ever heard, day and night.
“Fat pen. ” “Fat pen. ” “Fat pen. ”.

. ...: I'mawriter, you know.

" a reason: beneath that lumpy exterior '
- bulged an enormous ink cartndge, that

=} Yes,Iwasfat.But I also wrote longerthan

 any other ballpoint pen. A lot longer. More "

- than a mile longer.

I felt all mixed up. Proud and ashamed

"¢ at the same time. [

V' Writing longer meant everything to me.

. I'would never give it up. Never. ;

: But how I envied my pen pals. Those :

.} glim, trim jobs. So chic. So elegant. :
Short on ink, maybe. But long on looks
So I went right to the top.

. ‘‘Oh powerful Parker engineers,’” I

. pleaded. ““Oh skillful Parker designers. Do

' me in a trimmed-down case.

. I don't care what the cost or how sharp
" the pain. I'll do anythmg But touch not

. _adrop of my ink supply

i‘jf Well. All the words in my big, fat mk ¢

cartndge can’t describe the torture.

* % . The pushing, the pulling, the tlghtemng!

Thestretching, the pummeling, thestrain! =

" miracle. ‘
~~i A skintight sheath! R
« "1 No. Even better. Five skintight slwaths

| AS6brushedstainlesssteel job. A $15 12k

gold-ﬁlled number. A $17.50 sterling silver '

. version. A $25 14k gold-filled dream. And
a dazzling vermeil outfit at $32.50.

I can’t believe it's the same me With

Long on ink and long on looks. .
: It's changed my whole life. People want
. me ncar them. | feel necded.
- ' I'm writing things I could never write.
I'm going places I've never been and doing
- things I've never done.
" I'm one of the beautiful pens.
I even have a jet-set name: the Parker
. International Classic Ball Pen.
Not bad for.a fat little pen from Janes-
ville, Wisconsin. *
™ T 2 W a. s _ e

b

Besides, I wasn't just fat. I was fat for d

wrote more than any other pen’s. f !

It took forever, but they performed a

’ somethmg Help me get into shape. Deliver ;" -.. -

CTNE PAAKER PENCOMPANY, MANCIRLLE, TRICONSIN,

ow [ slimmed downto
most m@ﬁhm noo
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: And a Frigidaire top-loading Helpmobile

. is one dishwasher a man can understand.

' As standard equipment, there's a hard- -

working SS powerplam. Super-Surge
v .

with 70 g.p.m.
water recircu-
lation will help
your wife get
dishes really
clean without
a lot of bother-
some, tedious
pre-rinsing.

BRI T o

Wash Action .

How about that hardtop styling? The

. smart work top in a cherrywood pattern

is practical, t0o. It's extra counter space
for her.

" This Helpmobile is bus, not coupe, size.

Holds 16 table settings*® so she can often
handle family-size loads.

It’s as fast and easy to load as a station
wagon. The top rack swings up, locks in
place for instant access to both the top
and bottom racks. )

Complex controls? No, sir—she'll oper-

ate her Helpmobile as easily as she does
an automatic shift. She has pushbutton

*Table

Give Mom a Frigidaire Dishwasher because...

9 a3 e8!

blished by the A

iation ol Home Ap

* Frigidaire bothers to build in more help |

Mode! OW-ITN

 Frigidaire Nelpmobile S
tﬂn@ hardtop your wife wi

Menulscturers.

to the sink easily.

Check out a Helpmobile yoursell. Thunk
the top. Poke around inside. Roll it back .
and forth. (Sorry, you can‘t kick the cas- - .

ters. They're tucked away underneath.)

But step on it. Mother's Day is just around
the corner,

Lucluly. a Frigidaire He!pmoblle dealer

isn't much farther.
GM

L T TN

r—y

'A'_’

it
I~

love.

selection of 5§ cycles, including 150- -
. degree water to help banish germs.

- Finally, there's 4-on-the-floor mobility. A
quartet of smooth-rolling casters will help .-
her move the dishwasher back and forth




yﬂ@? a

Obviously! But we put more than good
looks into Wright Arch Preserver®
shoes. We also put in our four exclullvo
comfort features. To support
your arch, help reduce fatigue.
To relax your foot. To hold
the shape of the shoe for
keeps. And to do a lot more .

to keep you feeling fit . . .
and, in style.
Style 219

. Arch Preserver
shank

. Metatarsal lift

. Flat forepart

. Heel to ball

fitting




_ The Battery Sucker.

g ,IfxtcostAv:sacustomer J

 last month, that’s one.
... customer too many. -

" This s the bug that -

. causes batteries to

. godryinrentacars.
" Just one of 47 different .

- " bugs we’re trying
 to get rid of at Avis.

- - We try to keep
" our shiny new Plymouths
_ not only spotless,
- but bugless.

* Avistries harder. -




The Mirror Smearer.

() Thisisthe bugto

blame for smeared mlrrors R

1n rent a cars.

But we’re rubbing
him out at Avis.

In fact, when you rent

our shlny newPlymoutHs %

- there are 47 different
“varieties of bugs you

. probably won’t be seelng . ‘.
- We’re winning SRS
 the battle of the bugs.

£ - Avis tries harder.:.l f-' , :
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: Ifarentacarhasa
% . burnt-out headlight
. this is the bug to blame.

But we’re keeping our eyes
..."* peeled for him at Avis.

Avistries harder.

Avns has o watch out. 5 |
3 forthls one.Heonly . . - .
- comesoutatnight. .-

. ‘We want our new Plymouths LS
~ to be thoroughly dependable, - .-
and thoroughly debugged.. . =~ v.* ¢

w2 Ty SN
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It’s recorded historical fact: When Cleopatra set out to snare Mark Antony, she -
“gathered the rarest varieties of raisins for him.” @ Two years later Mark was still
eating raisins. @ So wherever you roam—Ilook for sweet, neat, handy, dandy little "

raisins. They help to Nile away the time.

v ., P !
] ,




. THINKABOUT IT,

d J, D -
i S 1
) ELL M\—\o \ 7 l’\
GOLDARNED {»}7 4__5} 22;22?5 BARNEY
BROOKLYN BRIDGE e TC7) FOR NOTHING. - ‘
_ FOR$10007? , }{i }\( | m l
U SSNE L~____L.
. b =, / s
e 3N 2
~ U P\e
. THROW IN %\v‘) \\‘(& ?/ﬁo YOU HAVE
. TIMES SQUARE b? )ﬁf’r. ANY IDEA
- AND ILL L \ 5] How MUCH THINGS

HAVE GONE UP ?

7. YUR COSTOF

- LIVINGS GONEUP
... MORE THAN 16% IN
i+ THE LAST 9Q YEARS.

/" . BRIDGE IS STEEL.

Y BUT THATTHERE -

i . GOTTO DO

]

- WHATS THAT

WITH IT?

\ STEEL'S ONLY
~ GONE UP 4% IN -
Ei-"lTHE SAME PERIOD, -
/- YOU CANT HARDLY

. FIND A BIGGER '

YEAH? IN THAT
'CASE MAYBE ID -

' . BARGAIN. . }ﬂ ) ( AN

G ¢ LS =

s = -

o s ,
S Z - ITHINK'
'\ DOTHAT “’Q} : { JEL) 1VE BEEN

o - ¢ FRY) TAKEN.

\\

2

 (UsS) United States Steel
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— When you blow 3 four-inch putt T
-Isn't it niceto Know your s0cks match your shirt: -
g Just one of the compensafions of Life. Stcicey LIFE Socks.

Ll Plenty of ferrific colors +o plsy around with. T show@yov Know
“how 4o put yorsel together with. The"Troply”in Onlonis only 7150,

+ @8fancy any men can afford. . Theeias |
e YocteylI§

HOSIERY

-

e ———— -
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o “My insurance 'company? New England Life, of course. Why?”
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: the elastic atti-
* tude that made us write it. This
elastic attitude of ours means that

your special problems get special .

treatment. Also of course, it leads
usinto absurdity, and delivers onto
- our desks such things as this:
SwWAN REPORT, FROM OUR DEPARTMENT
oF UNusuAL PoLICIES i

.~ “Swans in question resided in a suburban

pond, regarded affectionately by nearby
homeowners. One swan, however, having
fussy day, did push, poke, flap at or

Y W

divided. Car pools suffered.

“Swans continued residence in pond,
apparently enjoying publicity and extra
bread crumbs.

“Council met, pondered, decided in favor
of swans, but sagely insisted on Swan

~ Liability Coverage for village. Hard to

get. Didn't exist. Two insurance com-
panies laughed at request.

“The St. Paul did not laugh, wrote policy.
Suburban peace restored, car pools and
coffee parties back to normal.”

e Only 1wnsurance company (we think) -
S deals with malevolent swans: The St. Paul - - .
X » LI ; "" : Y G . ' ‘ ,..' ..4'. : V. 255

., VI

e :
: (:; n}i swAN: oumaynever otherwise annoy one local taxpayer. Why wait until you need an elastic
N'T MATTER, || . L wantournew wry . unhinged, demanded Village insurance company? Find our
Aasm% w T Swan policy. But c::ﬁ:m:;:v:;:,am f";';‘:,“po,,d. EO:: Agents or brokers in the yellow
DOES. you could want munity rift developed. Coffee parties © pages. Get our quiet, venerable,

solvent sagacity, too.

THE ST, PAUL

INSURANCE COMPANIES

Serving you around the world... around the clock

St. Paul Fire and Marine Insurance Company
St. Paul Mercury Insurance Company
Western Life Insurance Company
St. Paul, Minnesota 55102

— e - @
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~ " 1. Aren’t you dressed a bit :
c warm for the weather? e
1t's 79 degrees. -
. . R
n
Y . o
2. The forecast for'loday . '
“W"ﬂy‘ﬂdm‘d. = . W ' o lh“"h"."‘mh . “ C
You can never tell when '~ " - Manitoba heading our way.- 1 - -
the North wind will blow, : Cal
4. Isn’t that carrying caution . 8. What you need is a Dtmbaul S
a little far? . . . Income Policy from Equitable, e
) It guarantees money to help
' Listen, with all the mouths meet living expenses if you get
* -~ Ihave to feed in my mortgaged ¢ sick or hurt and can’t work.
home, I can’t take chances : Money that can kecp com'i:lg in o
with my health. I need a for months or ycars, depending on_
regular paycheck coming in. the plan you qualify for. ‘
: You mean I won’t need thermal
@ underwear anymore?
A Look
'g“it\ . ahead with Living Insurance .
N |5 ) .
' "The EQU_IT‘\BI.E Life Assurance Society of the United States ' -
. y‘“ Home Office: 1285 Avenue of the Americas, New York, N.Y. 10019

@ Equitadle 1967
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YoulbuyiRErdentralinsuranceyo) 'lumi
mn}:ﬁm Buttwhenithgkidslicayeithenest
knowawhagyouzllihayelletiies

Who wouldn't like to be building a
nest egg if he could afford to?
But who can afford to when he's
got a growing family to protect?

The answer is—you can. You can
with the same insurance you
use to protect your family:
Prudential's 2-Way Protection.

Prudential's 2-Way Protection can
make sure your family doesn’t
lose everything if they lose you,
It could guarantee them a check

every month to help them keep on -

living the way you want them to.

And, when your family is grown ¢ |
and doesn't need protecting, [ - '
Prudential's 2-Way Protection i e i iy finc.
switches over and protects you. ' : == :
Through the years it builds a cash

reserve that can be used to ‘
provide a monthly retirement

check you can't outlive.

™e [ad ‘

PRUDENTIAL
STRENCTH OF s

CIIIAL'AI

l nr
Big question is—can you afford it? ; ,,/,u, At |
You can-as your Prudential man ) I,J ’/fl Ju —
will be happy to show you. When it" st A
comes to helping you get “double"” << ——l
protection from every insurance 2

dollar, Prudential understands. SN——

=
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