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The role of humorous advertising in enhancing brand
positioning among customers of mobile telecommunications
companies in Egypt.
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Abstract

Advertisements are one of the main tools companies rely on
to enhance their market position and increase customer awareness of
their brand. Among the various types of advertisements, humorous
advertising holds a distinguished position due to its unique ability to
attract audience attention and leave a lasting impression. This
research aims to study the role of humorous advertising in
enhancing brand positioning, with a particular focus on the
customers of mobile telecommunication companies in Egypt.
Primary data for this study was collected using an intercept internet
sample, consisting of 384 customers of Egyptian telecommunication
companies. The data was analyzed using Pearson correlation and
multiple regression methods. The results showed a significant
positive impact of combined dimensions of humorous advertising
(affiliative humor, self-enhancing humor, self-defeating humor,
aggressive humor) on brand positioning dimensions (brand identity,
brand image, brand awareness, brand communications, brand
personality). The research provided a set of recommendations to
offer insights that help companies improve their advertising
strategies and increase their effectiveness in the market.
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