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There are 3 prospectives in researching the strategic use of humar in TV. Commercial. Firstly, 10
review and summarize all the strategies used. Secondly, to evaluate the effectiveness and the efficiency of
those strategies from the audience’s perspective, and lastly, to analysize the consequences of success /

failure from such commercial.

Methodology used in this study is the contents analyses, of which it shows that all strategies used
can be classified into 3 groups . 1. Frequently use, such as strategic use of humor from comedians (actor),
plot and mock or sa:tii 8. 2 Moderately use, those are humor by verbal wit, reverse and intellectual comedy.

3. Slightly use, such as ‘strategies from sentimental comedy and slapstick. Regarding to the obscenity

comedy, it has never been appeared in the TV commercial samplings.

The evaluation from the audience’s perception shows that most of them can easily capture ard
visualize the objective of such TV commercial. Those clue to the audience's conception through the contents
story structure and together with the actor itself. Furthermore, the audience can repetitively watch this TV
commercial. Referring to the evaluation from the audience’s visual memory, they can recegnize the actor most
and follow by contents, story siructure, product / services and slogan or some wordings respectivel)}.
Consegquently, most of the audience enjoy humor in TV Commercial. Besides, the research shows that there
are more pros than cons in the strategic use pf humars in TV commercial. Thase pros are humer can generate
{ne pleasure , amusement and attraction to the audience. Hence, it will be easily understood . Also , audience
will be the ane who will create chained-conversation. On the other hand, humor might draw all the attention

» frqm product itself. Thus, will reduce audience’s belief and impression in quality of pro&uct / services.
Repetitively on air will be reduce audience's attention toa. Nevertheless, there's a limitation in using humor due

to audience’s cultural background.

To conclude, humor can be brought into use in TV. Commercial. However, to achieve the most
efficient use of this strategies the producers should be aware of the audience’s perception and product /

services itself,
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