CASE STUDY

HOW TO USE HUMOUR TO MAKE
YOUR CONTENT GO VIRAL
3 key aspects to ensure your content gets shared and drives
engagement with customers

INTRODUCTION
Humour is one of the best emotional connects that brands can make with their
audiences. But utilizing humour appropriately is the key to engage with consumers, and
help establish a brand / sponsor’s personality (much like an individual’s sense of humour
helps to define their personal image).
In this case study, we focus on the element of humour and how it can work, both
favorably and adversely, in making content go viral. Humour that successfully creates
emotional connect can more effectively encourage sharing and, as a result, make the
sharers ‚advocates‛ of your content.

When the humour falls flat or invokes a strong negative
emotion the viral impact could be very severe.
This potential severity has led some to propose against the
use of humour in aiming to create viral content, suggesting
instead the use of other emotional triggers to promote
sharing.

With everyone trying to tickle the funny bone, the need to make your branded
content break through the clutter and engage your audience becomes even more
imperative. We deem 3 aspects to be absolutely critical when creating funny content
that one hopes gets shared organically by making a positive connection with
consumers. These are:

1. Understand your target
audience
2. Place the humour in a
relevant and appropriate
context
3. Keep it simple and direct
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UNDERSTAND YOUR TARGET AUDIENCE
Humour is very subjective and personal. Needless to say, what some people find funny,
others might term as silly, slapstick, ridiculous or just plain offensive! Humour can help
attract the attention of a large audience, but to encourage them to share requires the
content to connect on a much more personal level. After all, favourably promoting your
content is a direct endorsement of and advocacy for the humour in it.
With this in mind, understanding your target audience and ensuring that the humour
resonates with them and promotes sharing, is a key step in formulating viral content.
The examples provided below highlight some successes and failures of ‚humourous’,
viral content that either connected with the audience or didn’t.

JobsInTown.de
Life’s Too Short
An apt example of well-targeted viral content is German
online recruitment company, Jobsintown.de’s ‘Life’s Too
Short’ ad campaign. The simple concept showcased
unsatisfactory job situations in an attempt to help viewers
(stuck in unwanted jobs) relate to it.
The ads went viral both via
offline W-O-M and the
internet, and still gets cited
as one of the most creative
advertising campaigns.

Awareness of the
recruitment company spiked
with visits to the
Jobsintown.de website
increasing by 25% from the
previous year, post launch of
the campaign in 2005.
The ads depicted workers inside
different types of machines (ATMs,
coffee vending machines, instant
photo booths, etc) doing the hard
and boring work that we expect
these machines to be performing,
with a simple script – ‚Life’s too
short for the wrong job!‛.

Click on image to view the ad
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Why it worked
• Simple message, cleverly
rendered via unrealistic, but
funny visuals
• Established a direct connect
with the audience – the
visuals resonated among
those dissatisfied with their
current jobs, likely
encouraging them to look for
change
• Strategic Ad placement aided
in improved targeting – full
size posters were pasted on
the side of actual machines
and high traffic areas like
subway stations to capture
the attention of office-going
commuters
• Effective tie-in of the brand
and concept, so viewers knew
that Jobsintown.de was there
to provide them with a
solution
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UNDERSTAND YOUR TARGET AUDIENCE
Dollar Shave Club –
Our Blades Are F***ing Great
One of the most cited examples of a successful viral video from 2012
is Dollar Shave Club’s video (promoting their quality razor blades for
a dollar a month.)
Research shows that men go to
The video racked up 4.5million
great lengths to keep down the
views in the first three months
cost of shaving, while not wanting after its launch, with nearly 11
to compromise on the quality of
million YouTube views at the time
the blades. The video’s
this case study was published.
proposition delivered just that,
And without much other support in
great blades – and cheaper, but
way of an advertising budget, the
delivered in way that was funny
brand received 12,000 sign ups
and memorable.
within the first 48 hours post
launch of the video.

Click on image to view the ad

The video shows the CEO,
Michael Dubin, encouraging
sign ups while making wise
cracks and highlighting
difficulties of current razor
shopping.

Why it worked
• Used a significant emotional trigger in its bold statement of cost saving with quality, delivered
with irreverent humour
• Clearly stated very simple propositions that the brand knew would connect with their male
target audience i.e. 1) buy our low-cost, high-quality razors, 2) eliminate the need to
remember to buy razor blades every month!
• A strong call to action – the ad encouraged people to ‚join the club‛

European Commission
Science Is A Girl’s Thing
An effort by the European Commission to promote scientific
Why it did not work
studies & careers among young women took a nose dive when the
‚teaser‛ video, designed to go viral and increase awareness of the • Ineffective targeting –
while the aim was to
campaign, was found to be offensive and gender discriminatory.
increase interest in
science among young
The video outraged many and
Moreover, the video received
women, both men and
was condemned as being
negative press across
women, saw the video as
sexist and reinforcing
influential publications like the
sexist
stereotypes – the exact
Huffingtonpost.com, The
• No clear message –
opposite of what the
Telegraph, etc.
although the EU was
commission had intended to do. At the time of writing the video
probably trying to
And while it did go viral, it
was "liked" by 1690 people and
communicate that a girl
wasn’t the type of reaction the
"disliked" by 12,098 people on
who is interested in
EU had hoped to achieve.
YouTube.
science can have equal
interest in being trendy,
that message didn’t ring
through clearly, as the
The video was intended to be
only messaging other
humourous in showing how women,
wearing designer gear with interest
than the stereotypical
in makeup, can also juggle life with
imagery was the tagline
beakers and conduct experiments.
‚Science, It’s a girl thing‛
Click on image to view the ad
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PLACE THE HUMOUR IN A
RELEVANT/APPROPRIATE CONTEXT
Use the humour in the right context for your audience. Misplaced humour (often
excused as dark humour) can create a sense of dissonance in the viewer / listener,
instead of a positive connect. And while this might still get them to share your content, it
will likely not be in the favourable way you intended it to be.

McDonald’s–
You Are Not Alone
A McDonald’s ‘Big Mac’ promotion appeared on a Boston Subway train
with visual imagery (a woman with her head in her hands) suggesting
that craving a Big Mac is similar to suffering from depression.
While it was later revealed that the
ad had not been authorized by the
brand, photos of the ad was taken
by several commuters and shared
virally through social media as an
offensive tactic to employ. The ad,
with the caption ‚You are not

alone‛, also provides a 1-800
number to call, much like in public
service ads for sufferers / victims
of mental health problems to call
for help.

Why it did not work
• Inappropriate use of humour – Parodies and spoofs work because of the humourous
associations made with the original content, but in this case, the attempted humour fell flat
as the connection was made to the rather sensitive topic of mental illness
• Highlighted other brand issues – Although mental illness isn’t directly associated with
McDonalds, the brand has faced several legal battles over the damaging health effects its
offerings have on consumers. As a reminder of the potentially ‚addictive‛ nature of
McDonalds’ foods, the ad did more damage to the brand’s reputation, going beyond just a
case of poor advertising
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PLACE THE HUMOUR IN A
RELEVANT/APPROPRIATE CONTEXT
Kenneth Cole
Spring Collection And Cairo Riots
A tweet by the American fashion design brand, Kenneth
Cole, resulted in social media frenzy as the reference made
to Cairo backfired on the brand for being politically ignorant
and insensitive.
While Kenneth Cole himself
apologized publicly on behalf
of his eponymous fashion
label, acknowledging that
their attempt to leverage the
media attention on the
protests in Egypt to promote
their Spring collection was in
poor taste,

social media was unforgiving
and the tweet went viral in a
matter of hours. In addition,
the tweet still gains negative /
sarcastic brand references
and is cited by several
articles as a social media
catastrophe.

The tweet, aimed at piggybacking on the trending hashtag #Cairo – during the protests in Egypt to evict President
Mubarak, insinuated that ‚uproar‛ was a result of news
breaking about the brand’s new spring line.
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Why it did not work
• Inappropriate Context –
the tweet was insensitive
in its use of humour to gain
attention. And while many
claim that this was a
planned tactic to gain
controversial attention
(much like some of the
brand’s other statements),
in the end, it resulted in
negative brand
perceptions
• Poor timing – while it can
be argued that there is
never a ‚right‛ time for
creating content such as
this, the fact that the tweet
went out during the most
heated period of the
protests and tried to
piggyback with a hashtag
being used as an
expression of political
sensibilities, just added to
the ‚this time he has gone
too far‛ sentiment on social
media
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PLACE THE HUMOUR IN A
RELEVANT/APPROPRIATE CONTEXT
Oreo Super Bowl
Dunk In The Dark
Oreo’s timely super bowl tweet during the blackout stating ‚You can
still dunk in the dark‛ has gone down as a legend in social media
advertising.
The brand leveraged the
opportunity to connect with
disgruntled super bowl viewers
over their inability to watch the
game by quickly tweeting a
simple visual (half an Oreo
biscuit highlighted on a dark

background) with an equally
simple and clear message.
At the time of this publication,
the tweet had nearly 16k RTs
and 6k+ favorites.

Why it worked
• Perfect timing in engaging viewers with a reference to the blackout in a humourous manner.
In addition, the quick execution also ensured that the brand captured viewer eyeballs at a
time when they were looking to be entertained and needed a distraction from the plight the
blackout had left them in
• Simple message, cleverly rendered through very basic visual and copy. With no direct call
to action to buy the brand, the tweet used the soft sell approach to persuade viewers to
consume the brand without the message being too intrusive
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KEEP IT SIMPLE AND DIRECT
Make it simple and clean. The more complex your message or content is, the more
effort is required by the audience to interpret, thus negating the impact of the
humourous element in the content. At the same time, simplicity needs to be combined
with effective communication of intended message.
By allowing the humour to be contained within the parameters of a focused, and in
some cases, single message framework, you aid your potential ‚sharers‛ in quickly
understanding the message and encourage them to waste no time in sharing it.

Melbourne’s Metro Rail
Dumb Ways To Die
A smart public service message from Melbourne’s Metro Rail
to promote rail safety featured ‚a variety of cute characters
killing themselves in increasingly idiotic ways ‛, set to an
extremely memorable tune, ending with the message that
killing yourself by not being careful around trains is one of the
‚dumbest ways to die‛.
In addition to winning several
awards (including
5 Grand Prix Lions at
Cannes), within two weeks
the video had generated at
least $50 million worth of
global media value and more
than 700 media stories.
According to Metro Trains,
the campaign contributed to a
more than 30% reduction in
"near-miss" accidents in 2013
as compared to 2011.
Moreover, it is cited as the
‚most shared PSA in history‛

and has become an iTunes
hit and even a Sm
artphone game. According to
McCann, the agency behind
the ad, ‚the aim of this
campaign was to engage an
audience that really doesn’t
want to hear any kind of
safety message‛. The agency
recognized straight away that
this audience wants to be
entertained – not lectured
about rail safety.

Why it worked
• Message Execution – the
PSA took a message that
the audience was already
very familiar with (i.e. be
safe around trains) but
likely didn’t pay much
attention, and turned it into
a message that you just
couldn’t ignore given the
format of its delivery – lighthearted, yet very direct
• Creative elements – in this
piece of content, not only
was there humour in the
message and the situations
presented, but also in the
animations and especially
in the catchy tune that
accompanied the video. All
of it came together to
create a hilarious effect
that was reinforced, rather
than distract, from the core
message

Click on image to view the ad
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KEEP IT SIMPLE AND DIRECT
Le Trèfle
Emma
French toilet paper manufacturer, Le Trèfle, released a TV
commercial that pokes fun at our dependence on technology,
while clearly making a point about how technology can’t replace
everything.
Within its first week post launch,
the video garnered more than
one million views on YouTube,
increasing to nearly six million
views over the next 4 months.
The commercial shows a smug
husband lightly reprimanding
his wife for using paper for daily
activities when he can easily

complete the task on his tablet /
iPad. The ad ends with a
hilarious twist, when the wife
teaches him a lesson about how
there are still certain things in
the world that technology can’t
yet replace…well, like toilet
paper!

Click on image to view the ad

Why it worked
• Clean and simple messaging - With only a single word script – ‚Emma‛ – the ad delivers a
clear message, delivered in a very humourous manner
• Relevant context – The premise of the ad is one that almost all can relate to, and possibly,
empathize with, making the humour in it more widely appealing

IN SUMMARY
The inclusion of humour in advertising helps attract attention and gain reach, and in
some cases, create a positive emotional connect. But to make it truly effective as a
viral catalyst and harness the engagement value that humour can add, there are some
principles, like the ones stated above, that should not be forgotten.
With viral content having the potential to be both rewarding and destructive depending
on audience reactions, care needs to be taken in ensuring that humour in branded
content is well-targeted, within an appropriate context and simply explains & renders
its objectives.
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CONTACT US (Sales/Business Assistance):
SINGAPORE

800 101 3021

UNITED KINGDOM

808 101 2160

UNITED STATES

855 281 6578

For more of our latest research, visit
http://www.webfluenz.com/Webfluenz_Research/
To purchase Webfluenz Research Reports, visit
http://www.webfluenz.com/Products_and_soluti
ons/Research_Reports/

For general sales enquiries, contact us at
sales@webfluenz.com
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Webfluenz PTE Ltd current Terms of
Service is available HERE
(http://webfluenz.com/Company/Terms_of_
Service/) and is incorporated by this
reference. Your use of this Document is
subject to the Terms of Service.
Webfluenz Pte Ltd may revise these Terms
of Service from time to time, including any
of the policies which may be applicable to
the use of the Services by posting such
revisions at the above mentioned location
or any such other URL that Webfluenz Pte
Ltd may provide and we may send
registered users an email notice of the
change. By continuing to use this document
after Webfluenz Pte Ltd has posted updates
to the Agreement, You agree to the
revisions and agree to be bound by them.
CONTENT
Unless otherwise expressly noted,
Webfluenz Pte Ltd reserves all rights, title
and interest in and to this Document and its
Contents, including all related intellectual
property rights. You agree that this
Document contains Content specifically
provided by Webfluenz Pte Ltd or its
partners and that such Content is protected
by copyrights, trademarks, service marks,
patents, trade secrets or other proprietary
rights and laws. Except as expressly
permitted in these Terms of Service, You
will not nor will You allow any third party to
(i) copy, modify, adapt, translate or
otherwise create derivative works of the
Service or Content; (ii) rent, lease, sell,
assign or otherwise transfer rights in or to
the Service; or (iii) remove any proprietary
notices or labels placed by the Service; If
you wish to publish/share any material from
this Document, please refer to our media
guidelines. This Document may permit You
to link to other websites or resources on the
Internet, and other websites or resources
may contain links to this Document. These
other websites are not under Webfluenz Pte
Ltd control, and You acknowledge that
Webfluenz Pte Ltd is not responsible or
liable for the content, functions, accuracy,
legality, appropriateness or any other
aspect of such websites or resources. The
inclusion of any such link does not imply
endorsement by Webfluenz Pte Ltd or any
association with its operators. In no event
shall Webfluenz Pte Ltd be liable to anyone
for any damage arising from or caused,
directly or indirectly, by the creation or use
of a third party's web site, or the information
or material accessed through such web
sites. You further acknowledge and agree
that Webfluenz Pte Ltd shall not be
responsible or liable, directly or indirectly,
for any damage or loss caused or alleged to
be caused by or in connection with the use
of or reliance on any such Content, goods
or services available on or through any
such website or resource.

PRIVACY
Webfluenz Pte Ltd' current Site Privacy
Policy is available HERE
(http://webfluenz.com/Company/Privacy_Po
licy/) and is incorporated by this reference.
Your use of the Service is subject to the
terms of the Privacy Policy.
LIMITATION OF LIABILITY
YOU EXPRESSLY UNDERSTAND AND
AGREE THAT IN NO EVENT SHALL
WEBFLUENZ PTE LTD(OR ITS
OFFICERS, DIRECTORS, EMPLOYEES,
PARENT, SUBSIDIARIES, AGENTS OR
AFFILIATES) OR ITS THIRD PARTY
LICENSORS, PROVIDERS OR
SUPPLIERS, BE LIABLE FOR ANY
DIRECT, INDIRECT, PUNITIVE, SPECIAL,
CONSEQUENTIAL OR INCIDENTAL
DAMAGES, INCLUDING WITHOUT
LIMITATION, LOST PROFITS, LOSS OF
REVENUE, OR LOSS OF DATA,
REGARDLESS OF THE TYPE OF CLAIM
OR THE NATURE OF THE CAUSE OF
ACTION, INCLUDING WITHOUT
LIMITATION, THOSE ARISING UNDER
CONTRACT, TORT, NEGLIGENCE OR
STRICT LIABILITY, EVEN IF WEBFLUENZ
PTE LTD HAS BEEN ADVISED OF THE
POSSIBILITY OF SUCH CLAIM OR
DAMAGES. THE REMEDIES EXPRESSLY
SET FORTH IN THIS AGREEMENT ARE
YOUR SOLE AND EXCLUSIVE
REMEDIES. YOU MAY HAVE
ADDITIONAL RIGHTS UNDER CERTAIN
LAWS (SUCH AS CONSUMER LAWS),
WHICH DO NOT ALLOW THE
EXCLUSION OF IMPLIED WARRANTIES,
OR THE EXCLUSION OR LIMITATION OF
CERTAIN DAMAGES. IF THESE LAWS
APPLY, THESE EXCLUSIONS OR
LIMITATIONS MAY NOT APPLY.
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MISCELLANEOUS
All obligations of the parties under this
Agreement, which, by their nature, would
continue beyond the termination,
cancellation or expiration of this Agreement
shall survive such termination, cancellation
or expiration. You are not to assign or
otherwise transfer, this Agreement in whole
or in part, and any attempt to do so shall be
void. Webfluenz Pte Ltd may assign all or
any part of this Agreement without notice
and You agree to make all subsequent
payments as directed. You and Webfluenz
Pte Ltd agree that Your use of the this
Document and this Agreement will be
governed by the laws of the Government of
Singapore and any dispute will be brought
before the courts in the city of
SINGAPORE, Singapore and the language
of dispute resolution will be the English
language, without reference to its principles
of conflicts of laws. YOU AND
WEBFLUENZ PTE LTD CONSENT TO
THE EXCLUSIVE PERSONAL
JURISDICTION OF AND VENUE IN A
COURT LOCATED IN SINGAPORE,
SINGAPORE FOR ANY SUITS OR
CAUSES OF ACTION CONNECTED IN
ANY WAY, DIRECTLY OR INDIRECTLY,
TO THE SUBJECT MATTER OF THIS
AGREEMENT OR TO THE SERVICE.
Except as otherwise required by law,
including Singaporen laws relating to
consumer transactions, any cause of action
or claim you may have with respect to the
Service must be commenced within one (1)
year after the claim or cause of action
arises or such claim or cause of action is
barred. Webfluenz Pte Ltd failure at any
time to insist upon strict compliance with
any of the provisions of this Agreement in
any instance shall not be construed to be a
waiver of such terms in the future. If any
provision of this Agreement is determined to
be invalid, illegal or unenforceable, the
validity, legality, and enforceability of the
remaining provisions shall not in any way be
affected or impaired thereby, and the
unenforceable portion shall be construed as
nearly as possible to reflect the original
intentions of the parties. Webfluenz Pte Ltd
makes no representation that this
Document is appropriate for use in locations
outside of SINGAPORE, and accessing the
Document is prohibited from territories
where such Service is illegal. If you access
this Document from other locations, you do
so at your own initiative and are responsible
for compliance with local laws. This
Agreement, including the Privacy Policy,
which are fully incorporated into this
Agreement by reference, constitutes the
entire agreement between You and
Webfluenz Pte Ltd with respect to the
subject matter hereto and supersedes any
and all prior or contemporaneous
agreements whether written or oral.
Notwithstanding the foregoing, if You have
entered into a MSA with Webfluenz Pte Ltd
and there is any inconsistency between the
terms of the MSA and the terms of these
Terms of Service, the terms in such MSA
control your use of this Document instead
of the terms of these Terms of Service. Any
changes by You to this Agreement without
Webfluenz Pte Ltd written consent are void.
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