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Abstract 

Globalization has resulted in cultures becoming more alike in many ways. The challenge is 
determining when communication methods can be common for a global market as opposed to 
targeted messages for a specific geographic area or demographic. When companies try to 
expand internationally they face the challenge of adapting their advertisement when 
communicating with customers from a new market. This study strives to analyze the impact 
of U.S. humorous television advertisements on Swedish consumers. Theory suggests that if 
the culture between the markets are close to each other, standardization is the most cost 
efficient plan. Humor is a common tool for companies to employ when communicating with 
consumers through television advertisement. It has many positives affects, but can also result 
in negative impact if the humor is misunderstood by the consumer.  
 
A case study was applied for this project, and all data was gathered from two separate focus 
groups. The focus groups included six members each, equal divided between genders. Both 
focus groups were introduced to five humorous television ads that have been aired in the U.S. 
market but not in the Swedish market. After the participants were introduced to the humorous 
ads, the moderator had four questions to the participants which led to discussions within the 
focus groups. The result of this study indicates that U.S. companies must adapt their 
humorous television advertisements when communicating with Swedish consumers. The 
Swedish consumers experienced the ads as confusing and hard to understand. Findings also 
indicates that the culture and the language became an issue for companies when trying to 
convey a message to Swedish consumers without any adaptations of the ad.  
 
Keywords: humor, television advertising, U.S., Sweden, culture, language, globalization, 
adaptation, standardization, consumer experience	  



	

Sammanfattning 
Globalisering har resulterat i att kulturer har närmat sig varandra. När organisationer och 
företag expanderar internationellt ställs de inför utmaningen om dom ska anpassa eller 
standardisera sin reklam för att kommunicera med den nya marknaden. Denna studie strävar 
efter att analysera vilken påverkan humoristisk tv-reklam från USA har på svenska 
konsumenter. Teori hävdar att standardisering av reklam är det mest kostnadseffektiva 
tillvägagångssättet och det mest effektiva om kulturerna är lika varandra. Humor är ett vanligt 
förekommande tillvägagångssätt när företag försöker att kommunicera med konsumenter 
genom tv-reklam. Humor i reklam har många positiva effekter men kan också resultera i det 
motsatta om den missförstås av konsumenten. 
 
Denna studie har genomförts som en fallstudie där data har samlats in genom att använda två 
fokusgrupper. Fokusgrupperna innehöll sex deltagare jämt fördelade mellan kön. Båda 
fokusgrupperna fick se fem olika humoristiska reklamfilmer från USA som inte har visats 
tidigare i Sverige. Efter varje reklamfilm fick deltagarna fyra frågor av moderatorn som ledde 
till en givande diskussion. Resultaten av denna studie hävdar att företag från USA måste 
anpassa deras humoristiska tv-reklam när de kommunicerar med svenska konsumenter. De 
svenska konsumenterna uppfattade reklamen som förvirrande och svår förståelig. De 
kulturella och språkliga skillnaderna mellan marknaderna medför ett problem för företagen 
när de försöker förmedla ett budskap till svenska konsumenter utan att anpassa reklamen.  
 
Nyckelord: humor, tv-reklam, Amerika, USA, Sverige, kultur, språk, globalisering, 
anpassning, standardisering, konsumentupplevelse  
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1. Introduction 
This part of the thesis will start in a wide spectrum with explaining the field in which the rest 
of the report will continue. It will start with a basic and general explanation about what 
marketing is and evolve into a narrower focus about humor in advertising. This will 
eventually lead into the research purpose and questions that the thesis will cover. 

1.1. Background  
The term marketing is traditionally seen as a concept or a tool companies use to create 
demand for their product or service (Kotler, 1972). The traditional way of using marketing 
has been through mass media, which is television and print (Ibid). Today society is becoming 
more and more digital which means that there are new ways for marketing to be used (Batra 
& Keller, 2016). The concept of marketing is now about timely and accurate communication 
and information transfer from the sender to the receivers. This transfer of thoughts and 
information from the company offering the product or service to the customer or the 
consumer to remain competitive in the market and drive growth (Ibid). The major reasons for 
this change has been a vast technological development and new behavior patterns by the 
customers and consumers. (Ibid) 
 
Today there are several new ways of reaching the customers through marketing, as many of 
the customers are now online or digital (Kitchen & Proctor, 2015). Many people today own a 
mobile phone, tablet or computer, or at least has access to them or the ability to access the 
internet (Ibid). If companies do not keep these opportunities in mind and instead stick to their 
dated marketing plan or campaign, it will be hard to stay competitive on the market (Dahlen 
& Rosengren, 2016). When conducting a marketing plan, marketing objectives should be 
stated (Sirgy & Lee, 1996). The marketing objectives give the company or organization 
opportunities to measure the outcome from the campaign (Ibid). The objectives can be 
defined in sales, profit and/or market shares (Ibid). Though, they must be specific and time 
bound (Ibid). Any objective that is not specific, measurable and time bound would not be 
considered fully defined. 
 
To be successful with reaching marketing objectives, companies use the concept commonly 
known as the marketing mix (Moriarty et al., 2014). The marketing mix is a set of four 
elements, those elements can be described as four P’s which involves product, place, price 
and promotion (Ibid). When companies are defining their marketing plan they will have to 
take each one of these P’s in consideration (Ibid). Every company, product and service is 
unique. The use of each P will therefore differ from one marketing plan or application to the 
next (Ibid). The four elements must be connected and integrated with each other. It is 
important for companies to have these in mind when creating a marketing plan or campaign. 
The promotion part serves as a glue between the other P’s. Without the promotion, the 
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product will not sell as well as it could and in the promotion the product, price and place will 
often be communicated. (Van Waterschoot & Van den Bulte, 1992) 
 
The promotional part in the marketing mix is further divided into sub categories; advertising, 
sales promotion, personal selling/salesforce, public relations and direct marketing (Moriarty 
et al., 2014). The promotion is about the communication between a company, a sender; and 
its customers, the receivers (Prasetyo & Wei, 2016). The communication exists to create 
awareness and remind the customers of the product, service or company (Ibid). Further to this 
point, the promotion or communication can be used in different environments such as 
outdoor, indoor and digital (Ibid).  
 
Daniel Starch (1923) suggested that advertising should be defined as, “The simplest 
definition of advertising, and one that will probably meet the test of critical examination, is 
that advertising is selling in print” (p. 5). But as technology has advanced and continue to do 
so this definition is outdated (Richards & Curran, 2002). Today the definition of advertising 
is about getting people's attention towards a product or a business by using paid 
announcements in mass media and/or digital media (Ibid). Richards and Curran’s (2002) 
definition is a relatively updated definition of advertising (Ibid). According to Richards and 
Curran (2002) technological development and a vast expansion in information technology 
will change the way how advertising is seen today (Ibid).  
 
Even though there is development in both technology and the way companies are advertising 
today they are not letting go of traditional sources such as television and print (Draganska, 
Hartmann & Stanglein, 2014). The reason for this is that the traditional channels are great 
ways for companies to build and maintain a brand image (Ibid). Brand image is about how 
the consumers perceive and memorize a specific brand, it is about their perception, thoughts 
and feelings when thinking about a brand (Lee, Lee & Wu, 2011). To know how effective a 
company's advertisement is there is two different ways for them to measure response; brand 
awareness and preference (Ibid). Today companies have a harder time getting the customers 
attention, this is because of all the noise in advertising (Woodside & Glenesk, 1984). The 
noise is about several different advertisements in a short period of time (Ibid). To get through 
this noise, companies must do something different than competitors and stand apart from the 
crowd so that they will be recognized and catch the consumer's attention (Ibid).  
 
Over the past years, there has been a change in how people consume media, everything from 
news to certain television shows that used to be broadcasted on television are now being 
streamed online. This makes it easier for the consumer, they have a more flexible way of 
consuming their media. Instead of watching one episode per week, it is now possible to watch 
a whole season on Netflix and Hulu, without having to wait for next week's episode. This 
means that there are new patterns and new ways of consuming television. This is important 
for marketers to have in mind when creating ads and campaigns. (Schweidel & Moe, 2016)  
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Together with the new habits of media consumption, consumers are being exposed to more 
advertisements (Wu & Newell, 2003). This leads to additional noise in the consumer's mind, 
which means they are not registering all the ads and therefore some are being unconsciously 
screened out (Ibid). Therefore, it is of critical importance for companies to know what they 
must do to get their message delivered through this vast number of ads being shown 
(Berthon, Pitt & Ford, 2005). It is also about how to reach the customers with the specific 
information that the company wishes to deliver, and to do it in as efficient a way as possible 
(Ibid). Because, with high competition in markets and several different brands that offer 
similar products, the advertisements might contain common themes or messages that make it 
difficult for customers to receive the unique core information (Ibid). 
 
The role of humor in advertising has been extensively studied and the general agreement is 
that humor has a positive effect on gaining the attention of customers (Pelsmacker & Geuens, 
1999). Humor is one of the world's most commonly used tools in advertisement. Roughly 
20% of all advertisements have some degree of humor included. Some ads will create great 
success and create brand awareness by evoking many good laughs and other humorous ads 
might pass by with little notice. Humorous advertising has also been proven to be a good 
approach to have for companies who are looking to expand onto a new international markets 
(Elpers, Mukherjee & Hoyer, 2004). Humor is proven to increase the customer’s attention 
and the feeling of positivity (Zhang & Zinkhan, 2006). Humor in advertising also enhances 
the intention to purchase but can decrease the credibility of the source company it not 
executed tastefully or in an acceptable manner (Ibid). 

1.2. Problem Discussion 
Humor is shown to be a good way for companies to reach customers and create brand 
awareness. Humor is also a good tool for companies to use to get the customers attention. The 
purpose of using humor in ads might be the same from country to country but how a 
company effectively designs ads and how they appeal to humor differs. This is because of 
cultural differences, a presentation that evokes laughs in one country is not guaranteed to 
have the same impact in another. Therefore, it is important for managers to appreciate and 
understand the cultural differences and know how the ads should be adapted. (Toncar, 2001) 
 
The humorous ads should contain a moment of transformation from surprise to humor. The 
measurements that are being used to evaluate if this is done in the right way is a moment-to-
moment analysis (Elpers et al., 2004). The ads must also be interesting and attractive to keep 
the consumers watching and not changing the channel or going away from the television 
(Kuilenburg, de Jong & van Rompay, 2011). In Sweden, traditional marketing through mass 
media is still considered the dominate method of advertising (Plogell & Wardman, 2009). 
Television advertising is an effective way to reach a large number of people at the same time. 
(Ibid) Although, it is expensive for companies to use and there are strict regulations 
connected to it, the value far outweighs the costs and restrictions. (Ibid) As mentioned in 
Section 1.1. Background, humor in advertising is commonly used for companies to create 
awareness and attention within the customer's mind (Elpers et al., 2004). Both Beard (2005) 
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and Chan (2011) strengthens the basic tenant of this thesis indicating that every fifth 
commercial has a humorous approach. Lind (2015) argues that 10-30% of all global ads are 
humorous and implies that Swedish ads have an even higher percentage of humorous ads.  
 
Despite humorous advertising being an effective tool for companies to use when trying to 
reach customers and/or consumers, it is important for companies to know how to use humor 
to get the desired result (Spotts, Weinberger & Parsons, 1997). There is a dilemma for 
companies that strive to attract customers in a new international market. There might be 
language barriers and other cultural differences that must be taken into account (Pagani, 
Goldsmith & Perracchio, 2015). This dilemma is further defined as adaptation versus 
standardization (Ibid). Standardization is about whether a company can use the exact same or 
slightly modified advertising that they have in an existing market for the new market that 
they are trying to enter (Ibid). Adaptation is the opposite, the company must make significant 
changes to the advertising to fit the new market. This can be achieved through changing the 
layouts, language or other cultural factors. (Ibid) Countries that are close to each other or 
similar on cultural dimensions are more likely to appreciate the same kind of humor (Alden, 
Hoyer & Chol 1993). For example, Sweden and the U.S. are close to each other on 
individualism and power distance (Ibid). In the U.S. estimations are made that between 10-
30% of all ads contains humorous appeals (Yih Hwai & Lim, 2008) and in Sweden it is 
estimated that over 20% of all ads has humorous appeal connected to them (Lind, 2015).  
 
If companies can use standardization effectively in their advertising strategy they will save 
both money and time (Jiang & Wei, 2012). Research has found that companies within the EU 
are more likely to utilize a standardized marketing approach than companies in North 
America. North American companies are more likely to use a mix of both (Ibid), which is a 
concept called ‘adapted execution’. This means that the companies are using a standardized 
strategy but an adapted execution (Ibid). Other research indicates that Sweden and the U.S. 
have similarities when looking at cultural factors such as cooperation, trust, coordination and 
commitment (Payan, Svensson, Awuah, Andersson & Hair, 2010). Humorous advertising in 
the U.S. is a well-established concept, though, there is limited knowledge about its effect on 
foreign markets (Alden et al., 1993). This limited knowledge is a void in the available data 
managers and marketers must navigate. They may not be certain if adaptations must be made 
when they are expanding to a new market (Ibid). This introduces additional risk and doubt to 
new campaigns for market expansion. 
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1.3. Research Purpose & Research Questions 

The purpose of this thesis is to analyze what impact U.S. television advertisements with a 
humorous appeal has on Swedish consumers. 
 
RQ1:  
How can the Swedish consumers’ experience about U.S. humorous television advertisements 
be described? 
  
RQ2:  
Which strategy, standardization or adaptation, is most suitable for U.S. companies’ TV ads 
when communicating with Swedish consumers.  

1.4. Overview of the Thesis 
The current chapter is focusing on introducing the thesis, and therefore laying the foundation 
of the upcoming chapters. The background serves as a funnel that starts in a wide spectrum 
and narrows down to a specific topic. This topic is further examined through a problem 
discussion. A research purpose can then easily be defined from the discussion. This section 
will present an overview of the upcoming chapters in the thesis. 
  
Chapter 2 will present what literature and theories that will be utilized, and how they will be 
connected to the overall study. This is referred to as the conceptual framework. Established 
theories and other research materials will lay as a foundation for the thesis in this chapter. 
This will provide a reference frame for the authors to work from. Chapter 3 will present the 
methodology that is employed. The chapter will cover how the authors will view and frame 
the topic, how data will be collected and explain why the specific methods are being used. 
Chapter 4 will present all the facts and data that was collected by implementing the methods 
presented in Chapter 3. In Chapter 5 the data which was collected in Chapter 4 will be 
analyzed. This analysis is about making sense of the data. The authors will demonstrate how 
searches for patterns or similarities within the available data were identified and collected to 
support the conclusion. Chapter 6 is the chapter that will tie the thesis together. This chapter 
presents the findings and conclusions that the authors have determined to be factual from the 
research, analysis and interpretation of supporting research materials. 
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2. Literature Review 
The previous chapter was serving as an introduction to the thesis with a background that 
evolved in a problem discussion. This chapter will go more in depth and explain the 
important concepts and theories from previous research. It will be presented in a conceptual 
framework. 

2.1. Humor in advertising 
There is no accepted universal definition of what humor is, but Warren and McGraw’s (2016) 
definition of humor is “a psychological response characterized by the positive emotion of 
amusement, the appraisal that something is funny, and the tendency to laugh” (p. 1). Humor 
can be divided into three different categories, behavioral (laughing), cognitive (appraising 
something as funny) and emotional (experience the positive feeling of amusement) (Ibid). At 
least one of the three categories must be fulfilled for something to be defined as humorous 
(Ibid). It is important to understand humor to be able to take part of the positive effects of 
humor (Ibid). Increased enjoyment, boosting creativity and support to help the individual 
person to handle the perceived intensity of negative life events are some of the positive 
outcomes from experiencing humor (Ibid). Conversely, disapproval and social isolation are 
some of the probable outcomes from failed attempts to employ humor (Ibid). 
 
Humor within television advertising is a very common technique for companies to use when 
communicating with the consumers, one out of five television advertisements contains 
humorous appeals (Elpers et al., 2004). Previous research has shown that those ads which are 
funny have the best effect on consumers (Ibid). Alden, Mukherjee and Hoyer (2000) have 
developed a model that deals with humorous television advertising. This model consists of 
two different steps. The first step is about how the consumers are perceiving the contradiction 
in the ad (Ibid). This includes whether the consumer is surprised or not (Ibid). The higher 
level of surprise that is being experienced by the consumers, the more likely they are to find it 
interesting (Ibid). The element of surprise is defined as how the consumers are expecting the 
ad to be presented in relation to their cultural norms for attitudes and behaviors (Ibid). The 
second step occurs when the contraction step is resolved. In this step the ad should contain 
elements of fun and warmth (Ibid). 
 
This model has been further developed by Elpers et al. (2004). Their most recent research 
states that to use this model there should be a focus on the consumers’ moment-to-moment 
(MTM) responses and it must be further analyzed (Ibid). The analysis of the consumers 
MTM responses is focused on how they perceive factors such as humor and moments of 
surprise (Ibid). The two factors are closely connected to each other and are not as successful 
in eliciting the desired response unless both are present and understood (Ibid).  
 
The underlying concept according to the theory is the transformation from surprise to humor 
that the consumer is experiencing (Ibid). The longer the time between the start of the ad and 
how the consumer is interpreting the humorous intention the greater the opportunity to 
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surprise the consumers with humor (Ibid). This means that humorous ads should draw out the 
time between the start and surprise as long as possible to increase the chances of being 
perceived and interpreted as a humorous ad (Ibid). A story that includes uncertainty and 
hesitation in the delivery will extend the time span between the start of the ad and the surprise 
or humorous element. This method is preferred to be used, as the longer the anticipatory time 
span the greater the opportunity for perceived humor (Ibid). This is supported by 
Loewenstein and Prelec (1993), their research states that consumers are more likely to prefer 
a longer story that does not reveal the intention right away over a shorter story that expose the 
surprise instantly. It has also been shown that ads with happy endings are more likely to be 
perceived positively and be remembered (Elpers et al., 2004). 
 
Elpers et al. (2004) have defined three vital parts in an ad that contribute to overall likeability. 
Those three parts are; the peak, the final moment and the linear trend. The peak is connected 
to the highest level of perceived humor, the final moment is connected to the ending and the 
linear trend to the first perceived feeling of humor. These three parts are important for 
research because they have significant impact on the likability of an ad. The peak and the 
final moment naturally have greater opportunity to impact the likability than any other 
element. Before going further into the theory, it is important to clarify that humor is a 
complex reaction and is more than just about to like or dislike, this will be further explained 
in the upcoming sections of this chapter. (Elpers et al., 2004) 
 
Figure 1 shows the process that a humorous advertisement should follow (Elpers et al., 2004). 
Research by Elpers et al. (2004) has shown that it is essential for marketers to understand the 
importance of peaking the moment of surprise for the ad to be more universally perceived as 
humorous. The moment of surprise precedes the amount of humor being shown in the ad 
(Ibid). Though, the moment of surprise should appear as late from the start as possible to 
better be perceived as a humorous ad (Ibid).  
 

	
Figure 1: The process that occur within humorous advertisements 
Source: Adapted from Elpers et al. (2004, p. 593) 

As mentioned in the section earlier, Figure 1 shows the process that a humorous ad goes 
through. The first step in the process is that the ad starts. Between the start and the surprise, a 
story should take place. This story should be interesting, catch the consumer's interest and 
eventually end up with a moment of surprise for the person that views the ad. The longer time 
between the start and the surprise, the more likely it is to be perceived as humorous. After the 
moment of surprise the consumer will experience the essential part of the humor appeal 
which will evolve into the stage called overall humor. The step that is about humor can 
differentiate between ads but the process will remain the same. The overall humor is the part 
that ties this process together. After this, the ad should end, and this should be rounded off 
with a positive feeling for the consumer. If the consumers have a good feeling when the ad 
ends, they are more likely to remember and relate to the ad in a positive way. Many of the 
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most successful ads are about 35 seconds long, where the moment of surprise takes place 
when 90% of the ad has been shown. (Elpers et al., 2004) 

2.2. Standardization versus Adaptation in Television Advertising 
Humor is a good tool for companies to use in their advertisement, though the ads might need 
to be adapted to fit a specific market (Pagani et al., 2015). As mentioned in Section 1.2. 
Problem Discussion, it does not necessarily mean that a company that uses humorous appeals 
in their advertisements successfully reach and attract their customers (Spotts et al., 1997). 
This is especially connected to companies that strive to go abroad and attract a new 
geographical market (Pagani et al., 2015). Global and international companies are today 
using the same advertisements in different countries (Ibid). This means that in some countries 
the ads are in a foreign language, which primarily is English (Ibid). Some companies add 
subtitles or dubbing to their ads if English proves to be a barrier to reach the customers (Ibid). 
Generally, it can be said that companies have three different choices regarding the language 
when constructing an ad to fit a foreign market. The options are using English as the 
language for the presentation, using the local language/dubbing or using subtitles (Ibid). 
 
When companies are presenting their communication in the same language as they are using 
domestically it is referred to as a standardized ad. This method is the most cost efficient 
method between standardization and adaptation, but also the one that involves the highest 
risk. Companies must be sure that their consumers can and will understand the ad, and that 
the message in the ad is being perceived properly from either the consumers or the customers. 
Because, the central part in an ad is the communication between the sender (the company or 
organization) and the receiver (the consumer or customer). The messages can have either an 
informative, persuasive or reminding approach, but most importantly is that the message is 
being interpreted in the right way. (Pagani et al., 2015) 
 
As mentioned in the previous section, English is a language that is commonly used in 
advertisements throughout the world (Pagani et al., 2015). This applies to both the non-
English speaking countries throughout Europe and the English-speaking countries as well 
(Ibid). One of the major reasons for the use of English in non-English speaking countries is 
that the organizations/companies must communicate with both international and national 
stakeholders and they are typically able to understand and comprehend a minimal level of 
written and spoken English language (Ibid). Today as the world is continuing to transition to 
a more global functional state, English serves the function as a lingua franca, which is a 
bridge between two countries with different languages (Ku & Zussman, 2010). This provides 
opportunities and opens possibilities for trade between different countries while removing or 
at least minimizing the language barrier (Ibid). 
 
Recently two concepts which are called international advertising standardization and 
international advertising adaptation has been documented in research. The standardization 
concept is referring to companies or organizations that strive to use the same or at least 
similar advertisements in all international markets (Pagani et al., 2015). When a standardized 
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concept is being used, there are two major positive benefits for companies, economical 
benefits such as cost saving and the opportunity to use one strategy throughout several 
markets (Ibid). Though, previous research has criticized standardization as a concept in 
advertising, and the major reason for this critic is the cultural differences between markets 
(Ibid). It has been proven that adaptations in needs and tastes often must be made (Ibid). 
Those advertisements which are adapted toward the target culture are better appreciated and 
liked than those who were standardized (Ibid). The adaptation concept is referring to 
companies that adapts their messages and separates their advertisements to better fit different 
international markets (Ibid). When companies choose to adapt their advertisement, and use 
the domestic language in the ads, it has been shown that the consumers have an easier time to 
relate to and perceive the ads as emotionally positive (Ibid).  
 
As discussed in the beginning of this section, there are three major language choices for a 
company to choose between when advertising on a foreign market. Using English throughout 
the ad, using the local language/dubbing the ad or using English and applying subtitles 
(Pagani et al., 2015). The different aspects between subtitles and dubbing is that subtitles 
maintain the original feeling and integrity of the ad (Ibid). Even though the consumers might 
not fully understand the linguistics in the ad, they are most likely understanding the purpose 
and intention in the message (Ibid). Plus, when the subtitles are being added the specific 
language of the ad becomes clear and understandable for the consumers (Ibid). Sweden is a 
country that consistently uses subtitles and rarely adds dubbing to foreign ads (Ibid). A 
positive outcome from subtitles is that even though it is noise in the room, the person 
watching the ad can still follow the story being told in the ad (Ibid). The trend throughout 
Europe and the Western countries is that subtitles are becoming the method of choice over 
the option of dubbing (Ibid). 
 
Results from research made by Pagani et al. (2015) shows that many European consumers 
have a negative perception toward advertisements that are completely in English and lack 
subtitles. Those ads which had subtitles or were dubbed were better received and liked by the 
consumers (Pagani et al., 2015). When having the language in mind, it is very rare that 
companies are using completely standardized ads in their marketing campaigns (Ibid). 
European Commission (EC, 2012) states that many Swedes, 96% of the population, prefers 
subtitles on television shows, movies or other media that is on a foreign language. Though, it 
is further stated that most of the Swedish population, 86%, speaks English, and from these 
86% it is shown that half of them rated their skills as very good (EC, 2012). The Swedish 
population is the third most proficient country in Europe for utilizing English as a second 
language. This has been consistently true as they have had a top three placement in the study 
for the last five years. (ef.se, 2017) 

2.3. Humor in Different Cultures  
Even though the Swedish population has good skills in English there are other variables that 
companies must bear in mind when considering international markets (Alden et al., 1993). 
One of the most vital variables is culture and it is defined by Hofstede (1983) as “that part of 
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our conditioning that we share with other members of our nation, region, or group but not 
with members of other nations, regions, or groups” (p. 76). The culture plays a big role when 
companies are looking to expand to foreign markets (Alden et al., 1993). It is important to 
understand the cultural environment that is being targeted to better and more efficiently reach 
them (Ibid).  
 
Culture can be divided into five dimensions, these are; power distance, 
individualism/collectivism, uncertainty avoidance, long- vs short-term orientation and 
masculinity (Hatzithomas, Zotos & Boutsouki, 2011). These dimensions were originally 
developed to answer questions about behaviors within companies but have been further 
adopted to describe marketing and advertising (Ibid). Research by Lee and Lim (2008) and 
De Mooij (2013) states that the five dimensions are a good foundation when conducting 
research in humorous ads (Hatzithomas et al., 2011). It has also been shown that countries 
that rank similar or close to each other on these dimensions are susceptible and receptive to 
the same form of humorous advertisements (Ibid). 
 
Research from Alden et al. (1993) states that there are two approaches toward culture and 
humor. The first approach states that humor can be universal and is not specifically bounded 
to fit specific cultures. The indication is that globalization is the primary factor that has a big 
role in this, that the globalization brings cultures closer to each other’s. The second 
implication is that standardized humorous advertisements should follow an incongruity 
principle to better fit different cultures and to be perceived as a humorous ad. The incongruity 
principle claims that a humorous ad depends on these three factors (Alden et al., 1993);  
 

● Rapid resolution of the incongruity	
	

● A playful context, that is, with cues signifying that the information is not to be taken 
seriously	

	
● An appropriate mood for the listener	

 
Countries that are collectivistic or more likely to prioritize the common goals of society over 
their own, have proven to be more receptive to ads that contains more group oriented humor. 
Most notable countries where this is true are Korea and Thailand (Alden et al., 1993). 
Countries that have more individualism on the other hand tend to have humorous appeals 
where individuals or smaller groups are being used. The countries noted as individualistic 
Sweden, Germany and the U.S. (Alden et al., 1993). The countries identified with a high 
degree of individualism have a lower score on the power distance dimension of culture (Ibid).  
 
The countries which had a low score on the power distance (Sweden, Germany and the U.S.) 
valued equality and egalitarian or equal opportunities and rights for all individuals (Alden et 
al., 1993). For countries that are similar in cultural aspects it is possible to standardize the 
advertisement, but when companies are striving to attract a market that is vastly different in 
the cultural aspect it is important to adapt the advertisement (Alden et al., 1993). In Figure 2 
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it is shown that individual countries such as Sweden and the U.S. are closer to each other on 
Power Distance, Individualism, Uncertainty Avoidance and Indulgence than a collectivistic 
country like Thailand. 
 
	

According to Crawford and Gregory (2015), a sense of humor might be universal, but the 
content of popular and appreciated humor varies widely. Therefore, humor execution in terms 
of objects, themes, content and audio etc. require adaptation in cross-cultural advertising. 
Responses to humor themes in advertising depend on the cultural values. For instance, 
advertising that is aggressive toward or denigrate anyone is perceived to be different for the 
target audience. Individualistic cultures such as the U.S. and Sweden tend to perceive 
advertising that elicits gloating to be humor. In collectivistic cultures such as China and 
Thailand, aggressive advertising that are directed at outgroups draws away attention from the 
in-group, prompting feelings like anxiety. Advertising that contains aggression at the in-
group is then commonly seen as an attack rather than humor. Therefore, aggressive humor in 
advertising is less common in collectivistic cultures than in individual cultures due to 
negative response. (Crawford & Gregory 2015)	
  
 

Figure 2: Dimensions of culture in Sweden, the U.S. and Thailand 
Source: Geert Hofstede (2017)  
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Humor plays an important role in social communication. It is frequently used in advertising 
to communicate with target customers. Research estimate that somewhere from 10 to 30% of 
the annual advertising in the U.S. contains humorous appeals. (Yih Hwai & Lim, 2008) In 
line with this, humorous advertising is in generally appreciated by the public as it is 
underlined by many popular television shows and award ceremonies or funny commercials. 
Weblogs on humorous advertising and video portals such as YouTube are other examples 
that brings attention to humorous advertising. Such widespread appreciation is important 
since the consumers has an increased power now a day to avoid television commercials and 
by zap away or recording television programs and then skip out the commercial breaks. (Van 
Kuilenburg, De Jong & Van Ronpay, 2011) Though humorous advertising is frequently used 
as a communication tool on the U.S. market, domestic marketers know very little about its 
effect on foreign markets (Ibid). Such limited knowledge hinders marketers to understand if 
humorous advertisement can be globally standardized or if it must be adopted to fit local 
markets. (Alden, Hoyer & Chol 1993) 
 
People from western countries like the UK and the U.S. normally have poor skills in foreign 
languages (Howe, 2015). Swedes on the other hand, are normally taken for granted to speak 
English fluently (Ibid). Most students that are graduating from schools and universities in 
Sweden can manage to speak and understand the English language very well (Ibid). 93% of 
the Swedish students at the age of 15-16 years old stated that they can understand English 
radio and TV-programs very- or relatively easy (Ibid). 84% of the students stated that it was 
easy to write down interview questions and draw conclusions from them (Ibid). Almost as 
many stated that it was relatively straightforward to describe a party, event, weekend or 
something else in a personal letter (Ibid). Statistics from EC (2012) strengthen the statement 
that the Swedish population has very good skills to handle the English language (Ibid). 91% 
of all the Swedes stated that they can speak at least one foreign language (Ibid). Looking at 
the whole population, 40% of the Swedes think that they have very good skills in English and 
86% think that their skills are good enough to be able to hold a conversation in English (Ibid), 
this can be seen in Table 1. 
 
Table 1: Swedish citizens’ responses to questions about foreign languages 

	
Source: Adopted from European Commission (2012) 

2.4. Conceptual Framework 
This section will summarize the most important part from the theories that have been used in 
the literature review. It will also serve as a foundation for the data collection. The conceptual 
framework can be seen as a link between the research questions, the literature and the 



	 13	

methodology that will be used for this thesis. The section will end with a table that shows 
which theories and studies that will answer each research question.  
 
2.4.1. A Summary of Previous Literature 
Humor is a hard concept to define, though it has been broken down into three categories, and 
if any of these categories are being fulfilled, it is humor (Warren & McGraw, 2016). The 
three categories are behavioral, cognitive and emotional and are further defined as;  
 

● Behavioral is when something evokes laughs	
	

● Cognitive is when something is experienced as funny 	
	

● Emotional is the perceived positive feeling of amusement	
 
Humor in advertising can be a successful concept if it is being used in the right way, it is 
shown that one out of five ads today includes humorous appeal (Elpers et al., 2004). One of 
the reasons for this is that the humorous ads often have the best effect on consumers (Ibid). 
There are two central concepts in the humorous ads, it is the moment of surprise and 
experiencing the feeling of humor, warmth and fun (Ibid). It is essential for the ads to time 
the moment of surprise to maximize the impact experienced by the consumer (Ibid). The time 
between the start and the moment of surprise should be as far from each other as possible 
(Ibid). This can be referred to as the story, and if the moment of surprise comes too early into 
the story, the consumers might lose interest and stop looking at the ad (Ibid).  
 
Though, as the start and the moment of surprise are important, the ending has an important 
role as well (Elpers et al., 2004). The ending should elicit happiness for the ad to be perceived 
as positive and be remembered by the consumers (Ibid). Most of the successful ads today are 
about 35 seconds long and the moment of surprise occurs when roughly 90% of the ad has 
been shown (Ibid). The strategy to use humor in the ads can be a way for companies to enter 
a new market. Careful consideration must occur and detailed analysis conducted to determine 
if adaptations must be made in the ad (Ibid). 
 
When companies are looking to expand into a new international market it is important to 
identify if adaptations must be made in their advertisement (Pagani et al., 2015). If a 
company can use the same ads in several countries it becomes a clear advantage (Ibid). It is 
more cost efficient for the company and they can use the same strategies they already are 
using on their domestic market to attract customers for the international market (Ibid). 
Though, if adaptations must be made the best method is to add subtitles to the ad (Ibid). This 
is preferred by the Swedish population and it is a way for companies to retain the original 
emotional feeling and the strategy in the ad (Ibid). If dubbing or another language is being 
used it might unbalance the ad and it might lose the consumers interest. There is a fine line 
between the perceived emotions in dubbing and subtitles and it differs between different 
cultures (Ibid). If the language in the ad is changed toward the new markets language, it 
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might be easier for consumers to relate to and understand the ad and get the right feeling that 
the sender wants to convey (Ibid). Even though a lot of Swedes prefer ads with subtitles they 
are commonly possessing a strong level of understanding and speaking English. In this 
instance the ads should not necessarily have to be adopted into Swedish or have subtitles 
added (Ibid).  
 
Another important factor for companies to consider when looking at new or existing markets 
with the advertising is culture (Alden et al., 1993). The cultural dimensions of a market can 
decide whether a company must adapt their advertisement (Ibid). If the cultures within an 
existing market and a new market is similar or close to each other the ads can easily be 
standardized, and if it is big differences within the cultures it is more likely that the ads must 
be adapted (Ibid). This means that humor can be universal and are not specifically bound to 
fit a specific market or culture (Ibid). As globalization is bringing the cultures closer to each 
other, this can be a part that evolves more standardized ads. If a company choose to 
standardize its advertisement, the ad depends on the incongruity principle that contains these 
three factors; (Ibid) 
 

● Rapid resolution of the incongruity	
	
● A playful context, that is, with cues signifying that the information is not to be taken 

seriously	
	

● An appropriate mood for the listener 	
 
Countries such as Sweden and the U.S. are close to each other when looking at cultural 
dimensions such as individualism and power distance (Howe, 2015). Therefore, theory states 
that the ads should be able to be standardized between these countries when looking at the 
cultural dimensions, they do rank close to each other on both individualism and power 
distance (Alden et al., 1993). Sweden also has an overall good knowledge in the English 
language and therefore covers the linguistic aspects, 86% think that their English skills is 
good enough to hold a conversation and 40% thinks their English skills is very good (EC, 
2012). Swedes are often taken for granted to speak English fluently (Howe, 2015).  
 
Though, as stated by Crawford and Gregory (2015), some humor might be universal but the 
overall content of popular and appreciated humor varies widely. This can result in consumers 
having difficulties in understanding the humorous extension in terms of objects, themes, 
contents and audio etc. This can drive the need for even slight adaptations being required in 
cross-cultural advertising. (Crawford & Gregory, 2015)  
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Table 2: Frame of reference table

Research questions Theories that will be used to answer each research question 
RQ1 
How can the Swedish 
consumers’ experience 
about U.S. humorous 
television advertisements 
be described? 
 

Studies from Warren and McGraw (2016) states that humor is 
divided into three categories, and if any of these are being fulfilled, 
something can be considered humorous. 
 
Studies from Elpers et al. (2004) suggest that an ad should be 
approximately 35 seconds long and that the moment of surprise 
should occur when roughly 90% of the ad has been shown in order 
to be successful.  
 
Theory from Crawford and Gregory (2015) states that some humor 
can be universal but there can also be a variety in popularity and 
appreciation between cultures. Some ads can be misunderstood and 
misinterpreted in terms of content, objects, themes, audio etc. 
 
According to studies made by EC (2012) 86% of the Swedish 
population rank their English skills as good enough to hold a 
conversation and 40% rank their English skills is very good. 
 

RQ2 
Which strategy, 
standardization or 
adaptation, is most suitable 
for U.S. companies’ TV 
ads when communicating 
with Swedish consumers.  
 

According to Pagani et al. (2015) it is important for companies to 
identify whether adaptations has to be made when entering a new 
market. Most companies strive to use standardization as their 
strategy because it is most cost efficient, though, it is also the 
strategy with highest risk.  
 
Pagani et al. (2015) further states that a subtitle is the best way to 
use when companies adapt their advertisement. It is also preferred 
by the Swedish population. 
 
Studies by Alden et al. (1993) suggest that important factors to 
consider for companies that are looking into new international 
markets are culture. The cultural aspects can decide if a company 
must adapt their advertisement or not. If the cultures in a new and 
an existing market are similar, the advertisement should be able to 
be standardized.   
 
Howe (2015) states that countries such as the U.S. and Sweden are 
close to each other on cultural aspects such as power distance and 
individualism. 
 
According to studies made by EC (2012) 86% of the Swedish 
population rank their English skills as good enough to hold a 
conversation and 40% rank their English skills is very good.  
 
Theory from Crawford and Gregory (2015) states that some humor 
can be universal but there can also be a variety in popularity and 
appreciation between cultures. Some ads can be misunderstood and 
misinterpreted in terms of content, objects, themes, audio etc. This 
could be a factor for companies to adapt their advertisement.  
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3. Methodology 
The previous chapter went in depth with those theories and articles that will be used in the 
thesis. This was summarized in a theoretical framework. The next step of the thesis will be to 
state the methodology, which means the way things will be measured, and how data will be 
collected and analyzed. In the end, there will be a section about the problems and setbacks 
that might occur. 

3.1. Research Purpose 
The intention or purpose of any research can be classified in many ways (Eriksson & 
Wiedersheim-Paul, 2001) but the most common intention or purpose comes from a 
descriptive, exploratory or explanatory nature (Yin, 2014). The research does not have to be 
just one of the items noted, it can be a combination of them depending of the main purpose of 
the study as well as prerequisites in the area to be explored (Ibid). According to Eriksson and 
Wiedersheim-Paul (2001) a research study will most likely use all three purposes. This study 
has a descriptive and exploratory purpose. 
 
The purpose of a descriptive study is to give a careful description of a problem, event or 
situation (Yin, 2014). Buckingham and Saunders (2004) defined descriptive research as: “The 
aim here is to measure a phenomenon-to find out how widespread it is, or how it varies across 
a given population.” (p. 44). A descriptive study is often connected to one of the other types, 
exploratory or explanatory (Yin, 2014). An exploratory study has a purpose of exploring and 
clarify relationships between relevant variables (Ibid). Further, it seeks to determine if theory 
can explain what is observed (Ibid). Exploratory also tries to discover details of a 
phenomenon to include a better understanding of the area. The purpose is to gather sufficient 
information that is followed by identification and specification of the area in question. 
(Buckingham & Saunders, 2004) 
 
The purpose of this thesis is to analyze what impact U.S. television advertisements with a 
humorous appeal has on Swedish consumers. The thesis will analyze what impact U.S. 
television advertisements containing a humorous appeal has on Swedish consumers. The 
description above indicates that this study has a combination of exploratory and descriptive 
elements. Exploratory research normally uses interviews or focus groups to discover details 
and associations within the area of interest (Brown, 2015). Focus groups will be the most 
successful way to collect data which motivates and supports the choice of exploratory 
research (Ibid). The usage of focus groups increased the understanding of how U.S. 
companies most efficiently could use humorous television advertisement when 
communicating with Swedish customers. When the data collection was finalized the 
descriptive work took place. It included documenting, registering and identify the results of 
what had been observed.  
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3.2. Research Approach 
When conducting research, there are two primarily different ways to approach a topic and to 
collect data (Carlson, 2008). These are, qualitative and quantitative research methods (Ibid). 
The qualitative research method is used on topics capable of being understood that require 
further analysis to be fully interpreted by researchers. Qualitative research is also often more 
focused on words than on numbers (Ibid). Qualitative research is focused on few tests with 
high involvement in each test where two common methods are being used, those two are 
interviews and focus groups (Ibid). Qualitative research often yields data such as yes or no 
answers or responses that can be placed into broad categories such as colors viewed or 
emotions elicited. 
 
This thesis has a qualitative approach where the impact of U.S. television advertisements on 
Swedish consumers has been analyzed. The reason behind why a qualitative approach was 
used in this report is that the authors found this to be the best way to analyze the research 
problem and research questions that was stated in Section 1.3. Research Purpose & Research 
Questions. By conducting a qualitative research program, the impacts of the U.S. 
advertisements on the Swedish customers could be further analyzed and conclusions drawn 
from the data collected. The reasons for how and why they should be adapted made sense in 
the conclusions, based on the theories that was defined in Chapter 2. Literature Review.  
 
The qualitative research approach to collect data that was used in the study was focus groups. 
The participants were invited to a specific event for the occasion to participate in the study. 
The methodology of focus groups has a long-complicated history and it has been defined as 
“a research technique that collects data through group interaction on a topic determined by 
the researcher” (Morgan, 1996, p. 6). This is one of the most popular methodological 
approaches in the history of the industry circle (Bartos, 1986). Focus groups as a method to 
collect data when conducting a qualitative study is a good method to employ. Research about 
either marketing theory or marketing practice and ideas behind can assist the participants in 
exploring and clarifying their experiences or thoughts in an easier way then at regular 
interviews (Tadajewski, 2016; Kitzinger, 1995). This method is very useful when doing 
research about or exploring people’s previous experiences or their current knowledge about 
certain situations or factors (Kitzinger, 1995). When using focus groups, there is often a 
moderator that oversees the conversation (Ibid). It is the responsibility of the moderator to 
guide the conversation and keep the participants on point with their discussions. Extraneous 
topics or side conversations should not be permitted and this will not assist the researchers in 
achieving their goals. The study should gain as much data as much as possible from this 
discussion (Ibid). Three common advantages when using focus groups can be seen in Figure 
3. 
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Figure 3: Advantages with focus Groups 
Source: Adapted from Kitzinger (1995, p. 300) 

Focus groups were the method of data collection chosen to compare marketing practices in 
the U.S. and Sweden. This decision was made based the research supporting this overall 
thesis and the nature of the data to be collected and analyzed. The choice to utilize focus 
groups is further supported by the discussion held by Kitzinger (1995):  
 

Through analysing the operation of humour, consensus, and dissent and examining 
different types of narrative used within the group, the researcher can identify shared 
and common knowledge. This makes focus groups a data collection technique 
particularly sensitive to cultural variables, which is why it is so often used in cross 
cultural research. (p. 300) 

 
Focus groups are a method that is commonly being used when doing qualitative research. It is 
a method that utilizes time efficiently and is often employed when conducting research about 
marketing theory (Morgan, 1996). Both authors of this study fulfilled the role of moderator 
during the discussions. For the focus group discussions there were two different focus groups. 
They were recruited and organized for this specific study and comprised of six individuals in 
each group (Morgan, 1998). Half of the groups consisted of females and the other half of 
males. This choice was intentional to attempt to remove and gender bias that may occur. It 
was also a focal point for the researchers to determine if differences of opinion between the 
genders was emerging. 

3.3. Focus groups  
Focus groups has traditionally been a method that collects significant amounts of relevant 
data in a short period of time (Brown, 2015). This method is also capable of extracting more 
insight into how people are interpreting their experiences (Harman, 2004). Note that it is a 
complex method that can demand a great deal of observance and leadership skills from the 
people that are in charge (Brown, 2015). The main point of focus groups is to understand how 
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the participants understand and respond to the given question/questions. The researchers use 
an unstructured situation to be able to get the participants to express their opinions (Ibid). The 
overall purpose with focus groups is to stimulate ideas that might not occur with other 
research approaches (Hartman, 2004). When conducting focus groups, it is important to bear 
in mind the underlying logical approaches that the participants might have developed or 
preconceived to a specific situation (Ibid).  
 
3.3.1. Data collection 
There has been divided opinions in previous research whether the participants within the 
focus group should know each other or not (Brown, 2015). If the participants know each 
other from before they are more likely to feel comfortable to speak freely and share what they 
really think and feel (Ibid). It is easier to get a conversation started if the participants are 
familiar with each other and it can be a more in-depth conversation (Ibid). Though, if the 
participants know each other from before, they might speak in shorthand, meaning that they 
most likely do not explain and define why they feel or think in as great a level of detail 
compared to if they were interacting with strangers (Ibid). The conversation that is being held 
might also move away from the actual topic and be drawn to an everyday conversation (Ibid). 
The participants might also already have a role in the known group of individuals that they do 
not want to change and therefore they might not be completely honest (Ibid). If the 
participants are unknown to each other it is a risk that they are afraid to or unwillingly to 
openly discuss the topics and truly speak their minds (Ibid). 
 
When analyzing a focus group, it is important to consider both the responses from the group 
as whole but also individual responses (Brown, 2015). The responses from the group should 
be taken cautiously because specific group effects might influence discussions and responses 
(Ibid). According to Carey and Smith (1994) this relationship is vital and they have defined it 
as, “researchers who use focus groups and do not attend to the impact of the group setting 
will incompletely or inappropriately analyze their data” (p. 125).  
 
When using focus groups as a method to collect data there are many things that must be 
considered, not just whether the participants know each other from before (Brown, 2015). It 
is important to evaluate where the discussions will take place. If it is place where everyone 
feels comfortable the discussions will most likely be more complex and informative (Ibid). 
Though, it is important for the ones that are supervising the conversations to bring everyone 
in and let everyone interact and reflect in their own way. Keep in mind that sometimes 
silence can say as much as words (Ibid). So it is important to analyze the emotions, feelings 
and interaction within the group and at the individual level (Ibid). When possible body 
language should be noted as these silent queues may shed a brighter light on the true situation 
that the participants are experiencing. In total this is a hard task for the supervisors to succeed 
with, as mentioned by Morgan and Bottorff (2010), “there is no single right way to do focus 
groups [...] for each research project investigators need to select a way of using focus groups 
that matches the goals of the project” (p. 579).  
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Figure 4 shows the different stages that the authors went through when collecting the data.  
	

	
Figure 4: Planning within method 

The first step was to plan, and in this stage the invitations were written and sent out to the 
participants by both email and Facebook. The authors started to research and to go through 
the different advertisements that were planned to be used during the research. To be a part of 
this research project the selection criteria required that the ads had been successful in the U.S. 
market and that the ads never have been aired on Swedish television. To be able to choose 
suitable commercials for this research, ads from Superbowlcommercials (2017) were shown 
to the participants in the focus groups. The website ranks the top 11 funniest television 
advertisements that were aired in the U.S. during Super Bowl 2017. From this list, five 
commercials were randomly chosen. By showing successful humorous television 
advertisements to the participants in the focus groups, it determined how the participants 
were experiencing the ads. The moderators guided the discussion with leading questions. This 
was to lead the conversation in the right direction as defined by the plan for the overall study. 
By having focus groups, the authors gathered data that could be used to draw conclusions to 
what degree U.S. companies must adapt their humorous television advertisement when 
communicating with Swedish consumers. The conversations between the participants was 
recorded along with notes that were written down during the sessions. 
  
One of the authors was serving the role as the moderator during the sessions and oversaw and 
controlled the discussions. The other author was taking notes and was in charge of the 
operation of the recorder. To guarantee that the recordings were successfully captured two 
different devices were utilized. To guarantee that the discussions had a good flow and that the 
data that was essential to the research was covered predefined questions were formulated that 
could be used in the discussions. These can be found in Appendix A. As it was unclear how 
the overall discussion would evolve it was important for the moderators to spontaneously 
develop and ask relevant and open questions during the sessions. The questions were 
addressed in Swedish, but in Appendix A they are shown in both English and Swedish. The 
reason for why the conversations was in Swedish is that all the participants utilize Swedish as 
their native language. Spoken Swedish allowed for better flow and overall interactions in the 
discussions.  
 
 
3.3.2. Sample selection 
Two different focus groups were used in this thesis. A properly sized group should be 
between 6 to 10 people according to Morgan (1998), and between 4 and 8 people according 
to Kitzinger (1995). As the theories overlaps each other the authors defined the groups to 
have six participants. Previous theory has described different aspects of focus groups, the best 
results will emerge if the participants are known to each other (Brown, 2015). Therefore, 
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each author did invite 12 people, six of them were female and six males. By inviting more 
people than the focus groups intended to include it ensured that the minimum of six people 
were available to participate in the planned discussions. This method of choosing the sample 
is defined to as a convenience sample (Brown, 2015). It is a method that is based on 
convenience and is not preferred in research (Ibid), but with the limited time and funding for 
this thesis the authors believed that it was the best method to use. It was time efficiently and 
left ample time for the parts that covered analysis, conclusions and discussions. The 
combination of a convenience sample and focus groups did facilitate collecting relevant and 
useful data (Brown, 2015). 
 
The invitations were sent out one week before the focus group sessions were scheduled to 
take place. This was an attempt to ensure that the minimum number of people required 
participated in the discussions. Those who were invited were between 23 and 28 years old 
and had various and different occupations. Half of the invitees were female and the other half 
males. Approximately half of the group were from Luleå and the other half from other parts 
of the country. If more than six people did reply as being willing to participate in a focus 
group the decision was made to choose the first three females and three males that answered. 
The discussions took place at the local library, as it is a neutral place where everyone feels 
comfortable to say what they think and feel about the subject or topic. Within each focus 
group, the moderator showed the participants five humorous advertisements that have been 
shown in the U.S. but not in Sweden.  

3.4. Data Analysis 
The data collected through the use of focus groups has been further analyzed and compiled to 
provide a clearer picture of what occurred. From the discussions conducted with the two 
focus groups the authors have presented the relevant data in Chapter 4. Empirical Data. As 
the participants were shown five different humorous advertisements and there were four 
questions for every ad, this provided 20 factors to further analyze. Multiplying this by the two 
groups it provided 40 total factors. The two different groups are compared to each other to 
see if their views were common or differentiated. In Appendix B, there is a list of the 
advertisements that were used in the study. It also defines the order they were shown to the 
participants. The data that is presented in Chapter 4. Empirical Data is based on the order of 
the ads, meaning that the first ad and its discussion is presented first and then the second ad 
and its discussion etc.  
 
  



	 22	

By doing the presentation this way, important and interesting conclusions could be drawn. As 
this thesis relies on previous theories and research the data will therefore be compared to 
previous findings, results and theories. As mentioned by Yin (2014), there are five ways to 
analyze this kind of data:  
 

● Cross-Case Synthesis	
	

● Explanation Building	
	

● Logic Models	
	
● Pattern Matching	

	
● Time-Series Analysis	

 
This study will use pattern matching, which is the most commonly used technique when 
trying to get an understanding of a topic or when trying to explain a certain situation or 
phenomena. Pattern making is when the researcher/researchers are trying to find patterns, 
similarities or differences in the collected data, which then is compared to theories. (Yin, 
2014) 

3.5. Validity & Reliability  
Throughout any part of defined methodology there is always a risk of bias and error. To 
minimize the risk of problems during the analysis phase there are certain factors to consider. 
These factors will be mentioned below. When conducting empirical studies, it is important 
that the questions and the data collection are well prepared to minimize the risk of errors and 
to increase the quality. (Eriksson & Wiedersheim-Paul 2001) There are two key concepts that 
are important when conducting a research, validity and reliability (Ibid). According to 
Eriksson and Wiedersheim-Paul (2001) validity is a measure instrument’s ability to measure 
what is supposed to be measured and validity is the most important requirement on a 
measuring instrument. Reliability refers to if a later researcher would follow the same 
procedures as described by an earlier researcher, the results and conclusions should stay the 
same (Yin 2014).  
 
Yin (2014) has multiple recommendations to employ to attempt to ensure high levels of 
validity. By using key colleagues to review the study increases the validity of the work (Yin, 
2014). For the purposes of this analysis this review process will be completed by the class 
supervisor. Other recommendation from Yin (2014) are to use multiple sources of evidence to 
increase factor credibility and to establish a chain of evidence that supports the facts.  
 
The discussions in each focus group were held in Swedish and then translated to English, this 
slightly decreased the validity the study. Other factors that could decrease the validity is if 
someone in the focus groups had watched the commercials before, or had a negative 
experience from the company/brand that made the commercial. By having two groups on two 
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different occasions the reliability of the research was strengthen. By employing the class 
supervisor to review and confirm the focus group questions and use the exact same question 
for both focus groups, the reliability increased. 
 
The validity of the study was increased due to that the moderator observed the discussion 
within the focus groups and made sure that all participants were involved. If any participant 
dominated the discussion, the moderator redirected the conversation to involve all 
participants. The moderator also made sure that the discussions were relevant to the purpose. 
 
Before showing the advertisement to each focus group, the moderator made sure that all 
participants knew that they were being recorded and observed. The participants were 
informed about the purpose of the study and about how the data were going to be collected. 
The moderator informed the participants that they were going to be exposed to 5 ads and that 
a discussion will be held after each ad. They were also informed that the moderator were 
going to ask four questions connected to each ad, just to make sure that the data was accurate 
for this study.  
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4. Empirical Data 
The previous chapter was explaining the method that was used to collect data for the study. 
This chapter however will present the data that was collected with those methods. There will 
not be any analysis or conclusions in this chapter, it will only be a presentation about the 
collected data. 
 
The two focus groups were conducted at the local library in Luleå. It is a place that was 
considered to be neutral and familiar to everyone participating. Before introducing what was 
going to happen and the focus of the study, the participants were offered a cup of coffee and a 
pastry. This was an act of appreciation but also a way for the research team to help that 
participants relax and enjoy the situation. After this, the moderators/authors introduced 
themselves for the focus groups and then held a short presentation about what the thesis is 
about and what the focus groups was about. 
 
The participants in each of the two focus groups were told that there is no right or wrong 
answer and that they should not overthink their answers. The important part was how the 
group discussions unfolded and not all of the individual answers from each one of the 
participants. They were also told to ask questions to both each other and to the moderators if 
something was unclear. Before the ads was shown, the participants were told that they were 
to be recorded. Focus group 1 is shortened as FG1 and focus group 2 as FG2. The 
explanations for each ad is gathered from YouTube and can be found through Appendix B.  

4.1. Advertisement 1  
The first ad that was shown to the two focus groups was from Buick, which is a car brand that 
is well established on the U.S. market but not established at all on the Swedish market. Two 
celebrities were used in the ad, Cam Newton and Miranda Kerr. Cam Newton is a famous 
football player in the U.S. and Miranda Kerr is a well-known model. The ad is 60 seconds 
long and on YouTube the ad is described as: 
 

“If you can’t believe your eyes when you see the new Buick, then you’re in for a big 
surprise with “Not So Pee Wee Football,” starring Cam Newton and Miranda Kerr. 
See more surprises and behind scenes fun at http://www.buick.com/biggame.html.“ 

 
4.1.1. Focus Group 1 
The reactions from FG1 on the first ad was divided. It was clear that men and women from 
the focus group experienced the commercial differently. The female participants thought it 
was boring and did not get the point or the purpose of the ad. The male participants on the 
other hand enjoyed the ad and thought it was funny, not so funny that they were laughing but 
they experienced a positive feeling and felt amused. Two of the female participants perceived 
the name Buick as synonymous with beauty. None of the participants recognized the two 
celebrities in the ad. 
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All the male participants thought that the ad could be shown to the Swedish consumers but 
the ad should be shortened in length. None of the female participants though it would be 
effective on the Swedish market and that the ad needed some changes to fit. They suggested 
that the sport and the starring celebrities in the ad should be switched out to once that are 
better known for Swedish consumers. All the female participants also suggested that subtitles 
were needed in this ad.  
 
Comments from FG1: 
 
• It was amusing, not in the way that I 

would laugh loudly, but I clearly got a 
positive feeling and liked it. 

• I think that this ad would work on the 
Swedish market, but then they would 
have to short it down.  

• It is way too long as it is now.  
• It was not even funny, I was waiting 

for what should happened. 
• I did not get the funny part, I did not 

get it at all. 
• It was hard to relate to the ad. 
• What is Buick?  
• I did not get that it was about a car. 

• I thought Buick was a word I did not 
know from before. 

• I think it was because we do not have 
that car brand in Sweden, so we are 
having a hard time knowing what kind 
of brand they are and what they are 
standing for. 

• This kind of ads are not shown in 
Sweden, it felt too American. 

• It was complicated. 
• It was hard to understand. 
• Who was he?  
• Is it about handbags? 

 
4.1.2. Focus Group 2 
The reactions about the first ad in FG2 was that it had some humorous appeal that amused 
them. No one was laughing out loud but all participants experienced some positive feeling 
from the ad. The majority of the group thought that Buick tried too hard to create a funny ad 
and that it was too long. Several participants from FG2 thought that it was hard to understand 
what the ad was about, they did not recognize the brand Buick from before and did not know 
who either Cam Newton or Miranda Kerr were. Only one of the participants was familiar 
with football and therefore knew who Cam Newton was, but still, he did not appreciate the ad 
more than the other participants.  
 
No one from FG2 thought that this ad could work on the Swedish consumers. Buick as a car 
brand, football as a sport and the celebrities that were used in the ad are not well known to 
Swedes. It would be hard to make adaptations to the ad to better fit the Swedish market. All 
the participants felt that the approach of the ad was too American. There would not have been 
any major differences if Buick would have used another sport that is more known to the 
Swedish consumers or celebrities that were either Swedish or better known by Swedes.  
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Comments from FG2: 
 
• When there are ads that focuses on cars 

in Sweden they tend to be more 
focused on quality and safety rather 
than having a humorous appeal.  

• We usually never have ads like this in 
Sweden.  

• It felt American.  

• Football is way bigger in the U.S. than 
it is in Sweden.  

• I did not even see the car 
• I did not get what it was about 
• Dubbing or subtitling would not have 

made any difference, they would have 
to redo the whole ad.  

4.2. Advertisement 2 
The second ad that was shown to the focus groups was from a brand called Mr. Clean. As 
was the case with the first ad, this brand is not established on the Swedish market. In the ad 
their mascot, which is an animated male, is seen cleaning a house in a sensual way. The ad is 
30 seconds long and is described on YouTube as:  
 

“Mr. Clean satisfies in every room of the house, and there’s a new Mr. Clean Super 
Bowl commercial to prove it!  
Watch the Official Cleaner of Super Bowl LI show you some of his best moves in the 
shower, on the floor, and even in the kitchen. #MrClean #SB51“ 
 

4.2.1. Focus Group 1 
All members of FG1 thought that this ad was humorous. All three female participants started 
to laugh out loud meanwhile the male participants experienced a positive feeling without 
laughing. All the participants thought that this ad was easy to understand due to that there 
was almost no talking. They all agreed that the ad was short and this added to the positive 
appeal of the ad. 
 
Collectively the group thought that the ad would work on the Swedish market and that the 
Swedish consumers would appreciate and understand both the humor but also the message 
that the company wants to convey. If they want to be completely sure to reach the consumers, 
they only need to make a small adjustment by translating the text at the end of the ad. 
 
Comments from FG1: 
 
• I got a positive feeling from it! 
• Cleaning and sex combined is funny! 
• I hate when the ads are being dubbed! 
• They made fun of a man that was 

cleaning, that is funny! 

• I think this ad can work in any market 
around the world! 

• For the older generation, it would have 
been better with Swedish subtitles. 

• Why is he animated?  
 



	 27	

4.2.2. Focus Group 2 
FG2 had different opinions about the ad, half of them thought that there were some humorous 
appeals that amused them while the other half thought that it failed to be humorous. In this 
case, it was a mix between the genders. There was no clear correlation between gender and 
humor. Even though the group was divided in the question about humor, all of them got the 
message and understood what the ad was about. They also agreed that the ad could be 
understood by Swedish consumer without any adaptations in for example language, but the 
humorous appeal in the ad may not be successful.  
 
Comments from FG2:  
 
• She was funny when she got feeling 

and started to dance 
• I thought that this ad was nothing but 

goofy, in a negative way 
• Was this supposed to be a funny ad, I 

do not get it? 

• I do not think that the ad was any 
good, I only thought that she was 
funny 

• Even though you might not understand 
what they are saying, you still get the 
message.

4.3. Advertisement 3 
The third ad that was shown to the focus groups was from TurboTax and involved a 
children’s nursery rhyme called Humpty Dumpty. The ad consists of two parts and the 
participants were exposed to each one of them in the correct time sequence. Both the first and 
the second part is 45 seconds each and the ad is described on YouTube as:  

 
Part 1: “A Humpty Dumpty commercial that highlights the dangers for eggs sitting on 
walls who get distracted by their mobile phones. Relax, There's TurboTax. “ 
Part 2: “Watch TurboTax do what all the King's horses and all the King's men 
couldn't. Relax, There's TurboTax.” 
 

4.3.1. Focus Group 1 
The whole group understood the overall message that TurboTax wanted to convey, but there 
was significant confusion about Humpty Dumpty and what or who he was. In line with the 
previous ads that was shown to FG1, the male and female participants differentiated their 
opinions about the ad from each other. The males thought that there were some parts with 
humorous appeals and the females though that it was primarily confusing and did not get the 
humorous parts.  
 
No one in the group knew that Humpty Dumpty was a famous children’s nursery rhyme, but 
the male participants experienced humorous appeals anyway. The female participants 
however, experienced the ad as offensive and uncomfortable. As there was a big difference in 
how the ad was perceived, the participants in the group were divided in the question about 
how effective the ad would work on Swedish consumers.  
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The male participants in FG1 thought that the ad could work on the Swedish market even 
though the consumers might not know what or who Humpty Dumpty is. Parts of the ad can 
still be considered to be humorous. The female participants of the group thought there were 
too many questions that were unanswered about who Humpty Dumpty was. Different parts of 
the ad were considered to be uncomfortable to watch. Only one of the six participants thought 
that it would be necessary to use Swedish instead of English if the ad would be used on the 
Swedish market. The rest of FG1 thought that they would need to add subtitles to be 
perceived in the right way.  
 
Comments from FG1: 
 
• It was not funny, it was only 

disgusting. 
• What is he? Is he a ball?  
• A brown egg? 
• Why is it a bunch of knights? What? 
• It was not funny.  
• What happened? 

• It was funny, especially when he said 
that the horse would have made a 
much better job then you guys. 

• It was too long. 
• Subtitles is needed. 
• They should use Swedish instead of 

English

 
4.3.2. Focus Group 2 
All participants in FG2 agreed on the opinion that this ad was not funny or considered to be 
humorous. One of the participants knew who Humpty Dumpty was from the nursery rhymes 
and another participant had seen the ad before. Even though they had previous knowledge, 
they did not find it humorous or amusing. After the participant that knew who Humpty 
Dumpty was shared the story with the rest of the group they then understood the ad but did 
not find it humorous.  
 
The whole focus group thought that not many people in Sweden know about Humpty 
Dumpty and therefore it would not work for Swedish Television. This lack of knowledge 
would lead to the ad being perceived incorrectly if it was broadcasted on the Swedish market. 
They also agreed that the ad would need translation, and in this case, they concluded that 
subtitles would be the best way. This ad would need a lot of adaptation to fit the Swedish 
market, both regarding the story and the language. There are cultural differences that 
complicate standardization between the U.S. and Sweden.  
 
Comments from FG2: 
 
• Why is it an egg sitting there? 
• It was not funny, but I think it could 

have been if you knew who Humpty 
Dumpty was from before. 

• I did not get it.  
 

• I think that the ad is supposed to be 
super confusing and that ones that are 
watching should not understand what it 
is about, then they at least remember 
the brand.  

• I hate dubbed media
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4.4. Advertisement 4 
The fourth ad that was shown to the two focus groups was from T-Mobile. They included the 
celebrity and actress named Kristen Schaal in their ad. The story is that she calls and talks to 
the customer service at Verizon, which is a competitor to T-Mobile, and pushes in a sensual 
way that you are being punished by Verizon through taxes and fees when going over the data 
limit. The overall message is that T-Mobile has an unlimited data. The ad is 60 seconds long 
and is described on YouTube as:  

 
“Thank you for calling Verizon customer service, where we promise to punish you if 
you go over your data limit. 
Leave the wireless pain to Verizon’s customers. Switch to T-Mobile ONE’s ALL IN 
all unlimited data.” 
 

4.4.1. Focus Group 1 
The whole focus group agreed on that the ad was humorous. Some were laughing and some 
just got a positive feeling. As the participants agreed on the ad being funny and amusing, they 
were not sure if they thought it was completely correct according to the gender roles and the 
sexual appeals. The majority thought that the ad could have a hard time on the Swedish 
market while one participant experienced the ad as too offensive. They all agreed that the ad 
could offend the consumers and therefore could easily become misinterpreted. Only one 
member in FG1 recognized Kristen Schaal without really knowing who she was. The rest of 
the participants did not know that she was a celebrity.  
 
All participants in FG1 thought that they understood what the ad was about and what message 
that T-Mobile wanted to convey. Though, after the discussion, it was clear that everyone had 
different opinions about the message that was trying to be communicated. One participant was 
unclear about the product in the ad. The group then agreed that subtitling would be needed to 
make sure that all consumers get the message and that no one misinterprets the ad.  
 
Comments from FG1:  
 
• It is easy to overanalyze it.  
• It was almost too much. 
• I will not remember this ad. 
• I do not get the point why they are 

using a celebrity in this ad.  
• Swedes are easily offended 

• I thought it was an ad about chocolate 
• In Sweden, the companies has to watch 

out, if they offend either one of the 
genders they will get called down by 
angry people.	

 
4.4.2. Focus Group 2 
FG2 agreed that the ad was humorous and amusing but they thought that it would not suit the 
Swedish market without some adaptations. In this group, there were two participants who 
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recognized Kristen Schaal from before. Though the two participants knew the actress from 
before, they agreed on the opinions from the rest of the group that it would have been better 
with a Swedish celebrity instead of Kristen Schaal. Everyone except one participant 
understood the message that T-Mobile tried to communicate through this ad. The one 
participant that did not understand the ad thought that it was about chocolate. 
 
All the female participants had a hard time to relate to ads with sexual appeal and considered 
them to be offensive. They thought that ads with sexual appeal are not common on the 
Swedish market and this ad was too much so it became offensive. The male participants did 
not experience this ad as offensive. They thought that the sexual appeal would have a positive 
effect when communicating to Swedish consumers. Even though FG2 was divided about the 
sexual appeal, the participants agreed that adaptations had to be made to fit a Swedish market. 
The group agreed that the adaptations should include a complete Swedish version with a 
Swedish celebrity but the humor can remain the same when communicating with Swedish 
consumers.  
 
 
Comments from FG2:  
 
• As soon as I saw Kristen Schaal, I felt 

amusement because I have seen her 
acting before. 	

• The ad would not have been as funny if 
it was dubbed, because Kristen 
Schaal’s voice plays a big role in why 
she is funny. 	

• I found the male actor more amusing 
than Kristen Schaal.	

• I enjoyed him being uncomfortable, 
that was funny. 	

• Best one so far. 	
• They would need to either put subtitles 

or dub the ad to be understood	
• I was thinking that the ad could have 

been about the chocolate piece. 	
• They talked to fast in the end, I did not 

understand anything.	
• They would have to use a better-known 

celebrity to be successful on the 
Swedish market. 	

4.5. Advertisement 5  
The 5th ad that was shown to the focus groups was from KIA. The message that they wanted 
to convey is that there is an easy way to be an eco-warrior, you just should drive a KIA Niro. 
In this ad, KIA is using a celebrity named Melissa McCarthy who is a famous American 
actress. The ad is 72 seconds long and described on YouTube as:  

 
“Watch Melissa McCarthy during the Big Game as she sets off on a mission to save 
the planet. Unfortunately, she finds out the hard way that it’s not easy to be an eco-
warrior. Luckily, she drives the 2017 Kia Niro”  
 

4.5.1. Focus Group 1 
FG1 was united and thought that this ad was humorous and easy to understand. Everyone in 
the group recognized the celebrity Melissa McCarthy and they all thought that she was a good 
match for this ad. Only one participant in the group misinterpreted the message that Kia 
wanted to convey. This person never got that it was about KIA’s model being a eco hybrid 
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that is environmentally friendly. Though, she understood that it was about KIA and one of 
their car models.  
 
The only adaptation that is needed to fit the Swedish market is according to FG1 is Swedish 
text in the end where it describes the car and its advantages. This will ensure that KIA reaches 
all consumers in the Swedish market. They also agreed that KIA should use a Swedish slogan 
if they want to communicate with Swedish consumers.  
	
Comments from FG1: 
  
• I recognize both the celebrity and the 

brand.  
I love her as an actress.	

• Melissa McCarthy is a perfect fit for 
this ad. 	

• It was a bit too much.	
• It was a bit too long.	

• It is a risk when companies choose to 
dub their ads, the dubbing may ruin the 
humor 	

• I do not like this kind of humor.	
• This kind of humor works on Swedes.	
• They would need a Swedish slogan.	

 
4.5.2. Focus Group 2 
There were divided opinions whether this ad was humorous. Two participants thought that it 
was too much and they tried too hard to be funny so the result became the opposite. The other 
participants thought that this ad was humorous. Everyone understood the message that KIA 
tried to convey and all participants knew who Melissa McCarthy was and believed that she 
and the ad was a good match. Even though the group had different opinions about the humor, 
they all thought that it would be possible for KIA to use the ad on the Swedish market. Two 
out of six participants thought that subtitles where needed to be able to use this ad on the 
Swedish market. The other four participants thought that no subtitle was needed but the 
informative text in the end of the ad should be translated into Swedish to make sure that KIA 
reaches all the consumers.  
 
Comments from FG2: 
 
• She was funny but the ad was too much 

for my taste.	
• This one I actually got! 	
• The ad was clear and easy to 

understand.	
• I did not understand the ad until the 

end.	
• I understood the message of this ad 

right away.	
 

• I did not even think about a car when I 
saw the ad, it was too much going on at 
the same time. 	

• Everyone should know who Melissa 
McCarthy is!	

• I do not know if it is necessary to use a 
celebrity in the ad. 	

• It is better with subtitles than with 
dubbing	
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5. Data Analysis 
The previous chapter served to present all the data that has been collected. This chapter will 
compare the data with the conceptual framework that was presented in Chapter 2. Literature 
Review.  

5.1. Experience 
RQ1: How can the Swedish consumers’ experience on humorous television advertisements 
from the U.S. be described? 
 
In order to answer the two research questions that is stated in the thesis there were two 
sessions with focus groups held. The two focus groups were exposed to five different 
humorous television ads from the U.S. To measure how the participants experienced the ad 
there were questions asked from the moderator, which can be found in Appendix B. The 
questions were referring to how they experienced the ad and if they considered it to be 
humorous or not. There is according to Warren and McGraw (2016) a concept that concerns 
what humor is and how it should be defined. If a person experience either a feeling of 
amusement, something as funny or evokes a laugh it is considered to be humor. The 
participants in the focus groups were exposed to five humorous ads from the U.S. and had to 
reflect upon them and discuss how they experienced them. There were differences between 
the two focus groups but also within each focus group.  
 
According to Elpers et al. (2004) there are two central concepts in all humorous ads, one of 
them is the moment of surprise and the other one is the overall experienced feeling of humor, 
warmth and fun. It is important for companies to evaluate where in the ad that the moment of 
surprise should appear but also how long the ad should be. Many of the most successful ads 
are about 35 seconds long and the moment of surprise occurs when 90% of the ad has gone 
by.  
 
Theory from Crawford and Gregory (2015) states that advertisement can be confusing and 
misunderstood by consumers on a new market if the culture is too different from the existing 
market. Content such as objects, themes and audio can be experienced as hard to understand 
for the consumers on the new market which could evoke negative feelings.  
 
According to studies made by EC (2012) 86% of the Swedish population rank their English 
skills as good enough to hold a conversation and 40% rank their English skills as very good. 
This indicates that the Swedish consumers should be able to understand the language within 
the ads and that they get the message that the company tries to convey. 
 
 
5.1.1. Advertisement 1 
The reactions from FG1 was divided upon gender. The female participants experienced the ad 
as boring and did not understand what it was about. They were also unable to identify any of 
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the celebrities that were used in the ad. The consumers did not really have a relation to the 
sport that was played. According to theory from Crawford and Gregory (2015) this indicates 
that the two cultures are too far apart for the Swedish consumers to understand and appreciate 
the ad.   
 
The male participants on the other hand experience the ad as humorous. They got a feeling of 
amusement, which is according to Warren and McGraw (2016) one of the criteria’s that must 
be fulfilled for something to be called humorous.  
 
Two of the female participants heard Buick as beauty in the ad and therefore thought that the 
ad was about either handbags or clothes. This indicates that language became an issue for the 
participants, which contradicts findings from EC (2012) that Swedes should be able to 
understand English contents. The participants were not experiencing any of the three factors 
which are stated by Warren and McGraw (2016). According to the participants in FG1 the ad 
was too long and too extensive. The ad is about 60 seconds long, which is about 25 seconds 
longer than Elpers et al. (2004) suggests that a humorous ad should be in order to be 
successful.  
 
FG2 on the other hand were more united in their opinions. They all thought that the ad gave 
them either a positive feeling or a feeling of amusement, which makes this ad humorous 
according to Warren and McGraw (2016). They agreed that the ad was too long and a bit 
overwhelming which was in line with the opinions in FG1. The participants in FG2 thought 
that Buick tried too hard to be funny, which only decreased the humor. Most participants also 
thought that it was hard to understand what the ad was about and they did not have prior 
knowledge about the brand, sport or celebrities, which according to Crawford and Gregory 
(2015) indicates that the cultural differences are to extensive for the Swedish consumers to 
understand the content in ad. There was one participant who knew one of the celebrities that 
was used in the ad, but even so, he did not appreciate the ad more than anyone else.  
 
5.1.2. Advertisement 2 
All participants in FG1 thought that that the ad was humorous. The ad evoked laughs from the 
female participants meanwhile the males only got a positive feeling and is therefore 
considered as humor according to Warren and McGraw (2016). All the participants 
considered that it was easily understood as there was not much talking. Although, the 
informative text must be translated into Swedish to make sure that all consumers understand 
the message, this contradicts studies from EC (2012) that Swedes should be able to 
understand the English language. The ad is 30 seconds long which is in line with the study 
made by Elpers et al. (2004) about humorous ads. 
 
The participants in FG2 were divided in the opinion whether if the ad was humorous or not. 
Three out of six experienced the feeling of amusement, which according to Warren and 
McGraw (2016) is a criterion for something to be considered humor, while the other three 
participants thought it failed to be humorous. This can be explained through studies by 
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Crawford and Gregory (2015), where they state that the new and the existing markets should 
be alike for something to be appreciated and not confusing. These findings show that the two 
markets are too divided. One of the participant experienced the ad as goofy and it evoked a 
negative feeling instead of a feeling of humor. There was no clear correlation between gender 
and experienced humor in FG2. The reaction from FG2 was that the ad could be understood 
by Swedish consumers, this is in line with theory from EC (2012) that Swedish consumers 
should be able to understand the English language. 
 
5.1.3. Advertisement 3 
FG1 experienced the ad as confusing and the perceived feeling of humor was divided between 
the two genders. The male participants experienced a feeling of amusement and the female 
participants did not appreciate the ad at all. The females did not experience any humor at all 
and found the ad to be offensive and uncomfortable to watch. Along with theory from Warren 
and McGraw (2016) the male participants considered the ad as humorous and the females did 
not. No one from FG1 knew who Humpty Dumpty was, which was a factor that confused the 
participants. The ad exceeded the time that Elpers et al. (2004) concluded in their study. Even 
though the ad was divided into two parts the participants found it too long, each part was 10 
seconds longer than what Elpers et al. (2004) recommended an ad to be in order to be 
successful. The participants from FG1 was confused about the characters and did not know 
who they were, theory from Crawford and Gregory (2015), indicates that the two markets are 
too far from each other culturally. All Participants in FG1 thought the language was hard to 
understand, this contradicts studies from EC (2012) 
 
No participant in FG2 experienced the ad as humorous. There was only one participant who 
knew Humpty Dumpty from before. Even though he had previous knowledge about Humpty 
Dumpty, he did not find it appealing or humorous. After discussions had been held and the 
one who knew Humpty Dumpty from before told the other ones what it was about, they did 
not change their mind. They all still thought that the ad was confusing and hard to understand 
which according to Crawford and Gregory (2015) could be explained by cultural differences 
between the markets. According to theory from Warren and McGraw (2016) the ad was not 
considered to be humorous. The length of the ad on the other hand did not get any comments 
from FG2. The language became an issue for all participants which contradicts theory from 
EC (2012).  
 
5.1.4. Advertisement 4 
All participants in FG1 experienced humor when watching the ad and thought that they 
understood the message that T-Mobile wanted to convey, this supports studies from EC 
(2012). Half of the participants felt a positive feeling while the other half were laughing. This 
goes in line with the criteria’s that theories states for something to be considered as humorous 
(Warren & McGraw, 2016). As the participants were amused, they were also unsure if they 
thought it was completely correct according to the gender roles and sexual appeals. One of the 
participants experienced the ad as humorous but too offensive. There was only one participant 
in FG1 who recognized the celebrity being used in the ad, which is a cultural factor (Alden et 
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al, 1993). Even though everyone thought that they knew the message that T-Mobile was 
trying to convey, there was divided opinions on why a celebrity was used in the ad and what 
the product was about. The uncertainty within the group can be explained with theory from 
Crawford and Gregory (2015).  
 
All participants in FG2 experienced the ad as humorous and got a feeling of amusement, 
which is criterions needed for an ad to be considered as humorous (Warren & McGraw, 
2016). There were two participants who knew the celebrity from before and got a positive 
feeling when they saw her. The majority of the participants in FG2 understood the message 
that T-Mobile was trying to convey, this supports studies by EC (2012). There was only one 
participant who misunderstood it. The female participants experienced the ad as too offensive 
because of the sexual appeal. The male participants on the other hand thought that the sexual 
appeal in the ad could have a positive effect when communicating with Swedish consumers. 
In order with studies made by Crawford and Gregory (2015) and Alden et al. (1993) this goes 
in line with theories that states that the cultures are similar and that the two countries should 
therefore appreciate the same humor.  
 
5.1.5. Advertisement 5 
All participants in FG1 experienced the ad as humorous and easily understood, this goes in 
line with studies from EC (2012). They all recognized the celebrity and considered her as a 
good endorser for KIA. All participants but one got the message that KIA was 
communicating, which was the environmental benefits that their eco hybrid model has. The 
ad fulfilled the criterion needed according to theory from Warren and McGraw (2016) for 
something to considered as humorous. Theory from Crawford and Gregory (2015) indicates 
that the two markets are close to each other culturally due to that the participants knew the 
celebrity, understood the message and appreciated the ad.  
 
In FG2 the feelings about this ad were divided. Four out of six participants experienced this 
ad as humorous meanwhile two out of six participants did not experience any positive feelings 
or amusement by watching the ad, along the humor theory from Warren and McGraw (2016). 
Despite the different opinions about the humor, all participants thought the message KIA tries 
to convey through the ad is easy to understand but some translation would be preferred, this 
contradicts studies from EC (2012). The two participants that did not experience this ad as 
humorous thought that KIA tried so hard to convey humor that the result became the opposite. 
All participants in FG2 recognized the celebrity and experienced her as a good endorser. The 
usage of Melissa McCarthy as an endorser was a good choice according to the participants, as 
stated by Crawford and Gregory (2015) this can be explained by cultural similarities.  
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5.2. Adaptation or Standardization? 
RQ2: Standardization or adaptation? Which strategy is more suitable for U.S. companies’ TV 
ads when communicating with Swedish consumers? 
 
When companies are looking to expand into a new international market it is important to 
figure out whether adaptations must be made in their advertisement (Pagani et al., 2015). If a 
company can use the same ads in several countries it becomes a clear advantage (Ibid). It is 
more cost effective for the companies and they can use the same strategies as they already are 
using on their domestic market to attract their customers on the international market (Ibid).  
 
If adaptations must be made, the best method is to add subtitles for the ad (Pagani et al., 
2015). This is preferred by the Swedish population and it is a way for companies to keep the 
emotional feeling and the strategy in the ad (Ibid). If dubbing or another language is being 
used it might change the mood of the ad and it might lose the consumers interest (Ibid). If the 
language in the ad is changed to match the new markets language, it might be easier for 
consumers to relate to and understand the ad and get the right feeling that the sender wants to 
convey (Ibid). However, the Swedes are considered to have a good knowledge of the English 
language and are for the most part able to speak English fluently (Ibid). 
 
Another important factor for companies to consider when looking at new or existing markets 
with their advertising is culture (Alden et al., 1993). The cultural dimensions of a market can 
dictate if a company must adapt their advertisement or not (Ibid). If the cultures within an 
existing market and a new market are similar or close to each other the ads can easily be 
standardized. If the cultures are vastly different the ads most likely must be adapted towards 
the new market and their culture (Ibid).  
 
Countries such as Sweden and the U.S. are close to each other when looking at cultural 
dimensions such as individualism and power distance (Howe, 2015). Globalization is a factor 
that is bringing cultures closer to each other (Alden et al., 1993). Therefore, theory states that 
the ads should be able to be standardized between these countries when looking at both the 
cultural and the linguistic aspects (Alden et al., 1993). 
 
Though, as stated by Crawford and Gregory (2015), some humor might be universal but the 
overall content of popular and appreciated humor varies widely. The different aspects and 
appreciation of humor can result in consumers having difficulties understanding the humorous 
extension in terms of objects, themes, contents and audio etc. and therefor adaptations are 
required in cross-cultural advertising. (Crawford & Gregory, 2015) 
 
5.2.1. Advertisement 1 
All the male participants in FG1 thought that the ad could work on the Swedish market and 
that just a minor adaptation had to be made, they would have to short it down. The female 
participants on the other hand in FG1 had a hard time understanding what the ad was about 
and what brand it concerned, but also the language that was spoken. This contradicts the 
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theory from Alden et al. (1993) which states that both the cultural and linguistic aspects 
should be able to be standardized between the U.S. and Sweden. No one from FG1 knew 
either one of the celebrities and there were suggestions from the female participants that they 
should have used more widely known Swedish celebrities if they would try to adapt to the 
Swedish market. The females also had a hard time relating to the sport that was played in the 
ad, they thought that Buick would have to change it to a sport better known for the Swedish 
consumers. Theory by Pagani et al. (2015) states that the Swedish population prefers subtitles 
ahead of dubbing, this was in line with the results from the females in FG1. They all agreed 
that Buick would have to add some subtitles for the ad. As seen in FG1, most participants 
were having a hard time relating to both the celebrity and the sport. This aligns with theory 
from Crawford and Gregory (2015) which states that cross-cultural advertising varies widely. 
There can be difficulties with understanding the ad because of objects, themes, contents and 
audio etc. that were being used (Crawford & Gregory, 2015).  
 
The participants in FG2 also had difficulties to understand what the ad was about. They did 
not have prior knowledge about either the brand, the sport or the two celebrities. Alden (1993) 
states that if markets are close to each other on a cultural dimension there are opportunities for 
to easily standardize the ads. As Howe (2015) states that the U.S. and Sweden are close to 
each other on a cultural dimension this should indicate that the ad could be standardized. 
Though, the discussion from the FG2 showed that no one thought that the ad could work on 
the Swedish market. They thought it was too American, which becomes a cultural aspect 
according to Alden et al. (1993). Apart from FG1, FG2 does not think that the ad would have 
been a better match for the Swedish market if they would change the sport, celebrities or add 
subtitles. In line with theory by Crawford and Gregory (2015), FG2 also had difficulties 
understanding and relating to the celebrities and sport being used in the ad. 
 
5.2.2. Advertisement 2 
All participants in FG1 thought that the ad could be standardized and work on the Swedish 
market, as supported by theory from Howe (2015). The participants thought that the Swedish 
consumers would understand and appreciate the humor and message that the company wanted 
to convey. Though, if they would want to make sure that all consumers in all ages understood 
the message, they could translate the text in the end to Swedish. However, the ad contained 
only a few words but the participants still asked for translated text. This discussion goes in 
line with research from Pagani et al. (2015) which states that subtitles are the best way for 
companies to translate when communicating with Swedish consumers.  
 
The participants in FG2 considered the message in the ad to be easily understood and could 
work on the Swedish market without any adaptations. The experience of humor on the other 
hand was not as successful as it was on FG1. This could be seen a cultural aspect according to 
Alden et al. (1993). As discussed by Crawford and Gregory (2015) there is universal humor, 
but there are aspects that can possibly create confusion and difficulties to understand the ads, 
especially in cross-cultural advertising. In this ad however, the participants had no difficulties 
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understanding the message but did not appreciate the humor. This can be explained by the 
different cultures and the cross-cultural advertising (Crawford & Gregory, 2015).  
 

5.2.3. Advertisement 3 
FG1 was divided in the opinion whether if the ad could work on the Swedish market. The 
male participants thought that the ad could be standardized to fit the Swedish consumers 
without any adaptations. The female participants on the other hand did not think that the ad 
would have worked on the Swedish market. There was too many questions about who and 
what Humpty Dumpty was and parts of the ad were confusing and uncomfortable to watch. 
Humpty Dumpty is a famous children’s nursery rhyme from the U.K. that is known in the 
U.S. but not in Sweden, as can be seen in the focus groups. Therefore, the story and the 
message in the ad can be considered to be a cultural aspect that differentiates the two 
countries. This left the Swedish consumers with many questions unanswered (Alden et al., 
1993). The ad should therefore be adapted to better match the Swedish market and its 
consumers (Ibid). In line with theory from Pagani et al. (2015) that Swedish consumers are 
more likely to prefer subtitles than dubbing, many participants in FG1 thought that subtitles 
would be needed in the ad to be perceived in the right way. The fact that no participant knew 
who Humpty Dumpty was created great confusion, which goes in line with theory from 
Crawford and Gregory (2015) about cross-cultural advertising. The differences in the two 
cultures was too large and the Swedish consumers could not relate to the character, which 
resulted in great confusion (Crawford & Gregory, 2015). 
 
All participants in FG2 agreed that the ad need a lot of adaptation to fit on the Swedish 
market. In line with discussion in FG1 the participants in FG2 also thought that the ad must be 
translated with subtitles to match Swedish consumers. They thought that the cultural 
differences between the U.S. and Sweden makes this ad hard to standardize. The characters 
used in the ad are not known on the Swedish market and therefore the consumers can have a 
hard time knowing the purpose or story being told. This contradicts theory by Howe (2015) 
which states that the U.S. and Sweden are similar on many cultural dimensions and therefore 
should appreciate the same kind of humor. As the group agreed that the cultural differences 
were a major obstacle in this ad, the theory by Crawford and Gregory (2015) is strengthen.  
 
5.2.4. Advertisement 4 
It was only one participant who recognized the celebrity in the ad, which is a factor of cultural 
difference (Alden et al., 1993). Though the ad evoked positive feelings and feeling of 
amusement for all the participants in FG1, all of them agreed on that this ad with its sexual 
appeals and gender roles can be experienced as offensive by Swedish consumers. The 
different perspective of what is offensive can be seen as cultural differences (Ibid). This ad 
along with theory by Crawford and Gregory (2015) states that the two cultures are too 
different and adaptations must be made. All participants thought that they understood the 
message T-Mobile tried to convey through the ad, but after discussion within the focus group 
it stood clear that every participant had different opinions about what the ad was about. By 
letting the participants discuss between themselves they all agreed on that subtitles are needed 



	 39	

for Swedish consumers to understand the message of the ad, which goes in line with theory 
from Pagani et al. (2015).  
 
The participants in FG2 all agreed that the ad would have to be adopted to fit a Swedish 
market and its consumers. There were two participants that recognized who the celebrity was, 
despite this, everyone in the group agreed that it would have been better with a more known 
celebrity for the Swedish market. As stated by Crawford and Gregory (2015), if the 
consumers are having a hard time relating to something that is being told in the ad, confusion 
can occur. Confusion that evokes misunderstandings and possibly negative feelings 
(Crawford & Gregory, 2015). The female participants thought that the ad was offensive and 
that this ad had no chance of being accepted by Swedish consumers. They thought that ads 
with sexual appeal are too rare on the Swedish market and they do not fit the culture. This 
contradicts theory from Howe (2015) and Alden et al. (1993) which states that Sweden and 
the U.S. are culturally close to each other.  
 
5.2.5. Advertisement 5 
According to the participants in FG1, KIA would have to change the informative text in the 
end to Swedish. This would ensure that all consumers gets the message that is trying to be 
conveyed. They should also change to a Swedish slogan. This discussion goes in line with 
theory from Pagani et al. (2015) which states that Swedes are more likely to prefer subtitles 
than dubbing. Theory from Crawford and Gregory (2015) shows that consumers in different 
cultures can have a hard time relating to cultural aspects such as objects, themes, contents, 
and audio etc. In this ad however, the two cultures were united and the Swedes were 
appreciating the ad as humorous. This may be a result of the participants being familiar with 
the celebrity and the content in the ad (Crawford & Gregory, 2015). 
 
The participants in FG2 agreed that the ad would work on the Swedish market as it is now and 
no major adaptations should have to be made. Suggestions to improve the ads ability to 
succeed in the Swedish market is to use subtitles and translate the informative text in the end. 
This to make sure that all consumers are properly communicated to and reached. This is in 
line with theory by Pagani et al. (2015). All participants in FG2 recognized the celebrity and 
almost everyone appreciated the ad as humorous. As with FG1 this goes in line with the 
theory by Crawford and Gregory (2015) where the ads are better appreciated if the consumers 
are aware of the content, objects and celebrities.  
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6. Findings and Conclusions  
This chapter will summarize the findings and conclusion of this thesis. The conclusions that 
are presented in Chapter 6 will answer the two research questions that was stated in Chapter 
1. This chapter will present research contribution, implication for practitioners, limitations, 
and finally suggestions for further research within this area. 

6.1 Research Question 1 
RQ1: How can the Swedish consumers’ experience on humorous television advertisements 
from the U.S. be described? 
 
Throughout this study, the authors have used theory to clarify what humor really is, and what 
can be considered humorous. By introducing two focus groups to U.S. humorous television 
advertisement the authors could use theory to understand how the participants experienced the 
ads.  
 
The Swedish consumers experienced U.S. humorous television advertisement in most of the 
cases as hard to understand. The language became an issue for many participants and the 
majority thought that subtitles were needed. The informative text in the ad had to be 
translated. When celebrity endorsement or famous characters were being used in the ads, the 
Swedish consumers mostly had no knowledge about who or what they were which led to 
additional confusion. Even though most of the Swedish consumers failed to understand the 
message of the ad, some did experienced humor anyway. Findings showed that there was a 
difference between genders where Swedish female consumers in some ads became 
uncomfortable and felt offended. The negative feelings were evoked by sexual appeals and 
gender roles in the ads. 
 
Those ads who were in line with theory about length were experienced as humorous and those 
that were longer was considered to be hard to understand. This finding revealed that ads that 
are too long risk losing the consumers interest and therefore can be experienced as confusing 
and could be misinterpreted. 
 
U.S. humorous television advertisement did succeed in conveying humor to some participants 
in the focus groups, but the great cultural differences lead the majority of the time to 
confusion that in the end evoked a negative feeling.  

6.2 Research Question 2 
RQ2: Standardization or adaptation? Which strategy is more suitable for U.S. companies’ 
television ads when communicating with Swedish consumers? 
 
Findings clearly showed that U.S. companies must adapt their humorous television ads when 
communicating with Swedish consumers. The majority of the time there was too much 
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confusion and the participants were not able to understand the message that the company tried 
to convey.  
 
Findings in this thesis strengthens previous research that Swedish consumers prefer subtitles 
instead of dubbing or no translation. The findings further show that the informative text which 
is shown in the ads should to be translated into Swedish to make sure that all consumers 
understand the message within the ad.  
 
In most of the ads, the participants had a hard time relating to or knowing about the objects, 
themes and contents that were presented. This implies that there are large cultural differences 
between the two markets limiting the ability to standardize the advertisement. When 
celebrities, famous characters, sports or other activities are being used in the advertisement, 
findings in this thesis shows that it is of great importance that those are recognized by 
Swedish consumers. If any of these are unknown to the Swedish consumers they will have a 
hard time to relate, and confusion will occur. In those ads where the celebrity and content was 
known to the majority of the participants, they appreciated the ad more completely and found 
it humorous.  
 
Most participants considered the ads as too long, which resulted in confusion and difficulties 
in understanding the message that was trying to be conveyed. In line with previous research 
we suggest that the ads should be no longer than approximately 35 seconds to achieve the best 
chances for interpretation of the humor involved.  

6.3. Research Contributions 
This thesis has contributed to both theory and practice. There is previous research about 
humor, advertising and humorous advertising on a global scale but no studies are made about 
how U.S. humorous ads are perceived by Swedish consumers. This thesis has provided a 
better understanding of how U.S. television advertising is experienced by Swedish consumers 
and what parts must be adapted to better fit the Swedish market. The findings and conclusions 
in the study can be used both in academic research and by practitioners.  

6.4. Implication for Practitioners 
It has been proven that marketers and managers in the U.S. have limited knowledge about 
advertisement in foreign markets this thesis will help them gain more knowledge about the 
Swedish market and the consumers experience as it relates to the viewing of U.S. 
advertisements. The conclusions below are directed to practitioners in the U.S. that are 
looking to expand to the Swedish market. 
 
● A recommendation for U.S. companies that are looking to expansion to the Swedish 

market is to adapt their advertisement toward the Swedish culture.  
 
● The Swedish consumer prefers subtitles in Swedish if English is being used in the ad.  
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● Swedish consumers do not appreciate dubbing.  

 
● Swedish consumers appreciate when the informative text in the ads are translated into 

Swedish.  
 

● It is of great importance that celebrities, characters, sports etc. that are being used in 
the ad are known to the consumers. Otherwise confusion might occur.  

6.5. Research Limitations 
It is widely recognized that every research project has its limitations. This thesis is no 
different in this regard. The primary limitation of this study are that only two focus groups 
have been conducted with limited participation. This was primarily driven by limited time and 
resources. To strengthen the reliability of the conclusions and findings it is suggested that 
more focus groups be conducted including participants with a wider age span and from a 
more widely dispersed Swedish population. It is also suggest that more ads could be shown to 
the participants to increase the reliability. Another result of the limitation in time and 
resources has been that the authors have not been able to divide humor into different 
categories such as sarcasm, irony etc.	 There is ample opportunity to expand the initial 
findings of this research by further exploring these areas. 

6.6. Suggestions for Further Research 
Due to limited time and resources this study has not been able to cover all areas and aspects 
found interesting, therefore suggestions for further research is presented below. 
 
● Is there a difference how male and females perceive humorous advertising? 

 
● Focus on what kind of humor that is most successful when communication with 

Swedish consumers. 
 
● Conduct a similar study with a wider age range in the focus groups. 

 
● Hold interviews instead of focus groups to see if the findings change. 
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Appendix A: Questions to the Focus Groups 
Question 1: Did you experience this ad as humorous? 
(Fråga 1: Uppfattade du reklamen som humoristisk?) 
 
Question 2: Why did you / did you not find it humorous?  
(Fråga 2: Varför tyckte du / tyckte inte att reklamen var humoristisk?) 
 
Question 3: Do you think that this ad would have been successful on the Swedish market? 
(Fråga 3: Tror du att reklamen skulle ha fungerat på den svenska marknaden?) 
 
Question 4: What could have been done in another way to better attract the Swedish market? 
(Fråga 4: Vad kunde ha gjorts på ett annat sätt i reklamen för att bättre passa på den svenska 
marknaden?) 
 
  



	

Appendix B: Ads that were used 
Ad number 1: Buick – Big Game Commercial with Cam Newton & Miranda Kerr 
https://www.youtube.com/watch?v=Nx2PMnSzCB4&index=1&list=PL3N_3ZO_7odmUsjrc
UbpB4D54WiKQ50RO 
 
Ad number 2: Mr. Clean - New Super Bowl Ad | Cleaner of Your Dreams 
https://www.youtube.com/watch?v=GDzMxlw2Fgo&list=PL3N_3ZO_7odmUsjrcUbpB4D54
WiKQ50RO&index=2 
 
Ad number 3: TurboTax – “Humpty Dumpty”  
Part 1 
https://www.youtube.com/watch?v=wgh6K1TXw28&index=3&list=PL3N_3ZO_7odmUsjrc
UbpB4D54WiKQ50RO 
Part 2  
https://www.youtube.com/watch?v=i5i-
p1miRNw&list=PL3N_3ZO_7odmUsjrcUbpB4D54WiKQ50RO&index=4  
 
Ad number 4: T-Mobile - #NSFWireless with Kristen Schaal 
https://www.youtube.com/watch?v=pNCG9fHGXB0&index=5&list=PL3N_3ZO_7odmUsjrc
UbpB4D54WiKQ50RO  
 
Ad number 5. Kia Niro - “Hero’s Journey” 
https://www.youtube.com/watch?v=1dQ9a5EFZeI&list=PL3N_3ZO_7odmUsjrcUbpB4D54
WiKQ50RO&index=6  
	


