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Abstract:
Today, humor and humorous styles are especially important
in advertising. The correct use of humorous styles in
commercial advertisements improves the relationship between
consumers and brands because it affects the minds of
consumers and entertains the audience. It should be noted that
the use of negative styles of humor can have the opposite effect
and have a negative effect on the relationship between the
consumer and the brand. The humor styles used in this
research, which include dependent humor style, self-centered
humor style, self-destructive humor style, and aggressive
humor style, which are also independent variables of the
research. The dependent variable of the research is the
relationship between the consumer and the brand, and in this
research two relationships of love or friendship and enmity and
hatred have been used. The purpose of this research is to
investigate the effect of humorous styles used in
advertisements on the relationship between the consumer and
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among 210 samples of the statistical population and they were
asked to answer the questionnaire before viewing the teasers
and to answer the questions again after viewing the teasers in
order to check the effect of the advertising teasers with
humorous styles on the consumer relationship. with that brand
and also to examine the effect of that teaser on the audience's
interest in that brand. The statistical population of the research
is the students of the Faculty of Management of Tehran
University, and a simple random sampling method was used
for sampling. Cochran's formula was also used to determine
the sample size. To analyze the data, the paired comparison test
was used and the results showed that self-centered and
dependent humor styles improve the consumer's relationship
with the brand and create the audience's interest in that brand.
Also, self-destructive and aggressive humor styles have a
negative effect on the consumer's relationship with the brand
and lead this relationship to hostility and reduce the consumer's
interest in that brand.
Keywords: Consumer Behavior, Humor Style, Social

the brand in the Instagram social network. The present research
was carried out in a pre-test-post-test method in order to
measure the effect of humorous styles on the consumer's
relationship with the brand from the advertising teasers of four
Sketchers brands, which, by using self-centered humorous
style and relying on the strengths of its brand, tried to create a
positive feeling and interest in its audience. the Pepsi brand,
which tried to create interest among its audience by using an
aggressive style of humor and directly attacking its main
competitor, Coca-Cola, and destroying this brand, the Snickers
brand, which tried to entertain the audience by using a self-
destructive style of humor and subjecting itself. and it creates
interest in the brand in them, and the Ax brand, which uses a
related style of humor and tries to attract the audience without
mocking and by using everyday events, and creates a sense of
interest in the brand in them. In order to measure the effect of
humor styles on the consumer's relationship with the
mentioned brands, which, in the promotional teasers of each, a
certain style of humor is used, before and after watching the

Networks teasers are examined. The questionnaire was distributed
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