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MAKING USE OF HUMOUR AS AN APPEAL COMPONENT IN BANKING 
ADVERTISEMENTS 

 

Abstract 

Advertising can be defined as the communication process fulfilled by an information 
transfer which aims to increase the sales of a product/service or convince people to 
agree to a notion (idea). As a mediated communication activity, advertisements are in 
a transformation process which is highly synchronized with technological 

media as well as content, by this way it also creates a diversity which not only 
manifests in production and broadcasting stages but also in language and signs used 
in ad. As one of the reflections of the change in the context of advertising appeals, the 
humor appeal just as fear appeal- is observed to have increasingly been accentuated 
in recent advertising texts.The subject of the study is Semiotic Analysis of Humorous 
TV Ads in the Banking Sector of Turkey. Accordingly, we semiotically analyze three 
broadcasted TV ads of different banking institutions, where celebrities deemed as 
"comedian" have played, within the scope of the three main hypotheses which are the 
basis of the research in this line of literature. The aim is to show how the capitalist 
economic organization based on consumption is initiated by consuming the contents 
of the ad text before the consumption of the product itself. 
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