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Abstract 

City branding is a multifaceted process that intertwines various cultural, social, and economic 

aspects. In the context of urban branding, particularly in the case of Vilnius, the role of 

humour as a communication tool is gaining prominence. The objective of this study is to 

ascertain the impact of humour in Vilnius brand communication and to assess how humour 

affects the city’s brand image among diverse audiences. While conventional corporate 

branding strategies often prove successful in product marketing, they frequently encounter 

challenges when applied to cities due to their complex nature and diverse populations. This 

study explores the role of humour in city branding, examining its various manifestations from 

social media campaigns to public service announcements. The study employed a quantitative 

methodology, surveying 216 respondents. The results of the study demonstrated that 

incorporating humour into the customer experience can enhance the overall experience and 

cultivate a favourable image of the city. However, its application must be meticulously 

planned, considering the audience’s moods and expectations. The study found that humour is 

more readily accepted by younger demographics, although older demographics do not 

inherently reject it. The practical value of the study lies in its ability to offer a nuanced 

understanding of how humour can be strategically integrated into urban branding initiatives. 

Additionally, the scientific value of the study is underscored by its contribution to the 

development of theories concerning branding and cultural representation. 
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1. Introduction 

City branding is a multifaceted process, intertwining various cultural, social, and economic 

aspects. As Stigel & Frimann (2006) have observed, conventional corporate branding 

strategies that have been employed with success in the context of product marketing frequently 

prove ineffective when applied to cities. They emphasize that cities are complex entities with 

diverse populations and values, which complicates the creation of a clear and unique brand 

(Stigel & Frimann, 2006). 

The employment of humour in city branding can manifest in diverse forms, ranging from 

social media campaigns to city events, exhibitions, and even public service announcements. 

According to Potočnik-Topler (2022), humour can function as an effective persuasive tool in 

tourism communication. Her research has demonstrated that humour not only shapes the 

image of destinations but also contributes to the creation of their distinctiveness. Building 

upon Aristotle’s appeals of ethos, logos, and pathos, Potočnik-Topler (2020) underscores the 

efficacy of humour, particularly in the context of pathos, in fostering an emotional connection 

with the audience, thereby enhancing their engagement and inclination to visit specific 

destinations. 

Another salient aspect addressed in the studies is the utilization of visual humour on social 

media platforms. Primadipta et al. (2023) conducted a study that examined how travel 

companies, such as Agoda and PegiPegi, can leverage visual humour on the Instagram 

platform. The study’s findings indicate that the incorporation of humour can enhance 

consumer engagement by facilitating an emotional connection between the brand and its 

audience. According to the authors, the utilization of humour, particularly visual humour, 

fosters an emotional bond with the audience, thereby encouraging interaction, a pivotal 

element in the contemporary digital landscape. Furthermore, the study underscores the 

potential of humour to foster the development of a distinctive urban identity. 

Nijholt’s (2015) study examined the integration of humorous elements into urban 

environments through the use of smart technologies. He emphasizes that humour can enhance 

the experience of residents and visitors by fostering playfulness. Nijholt (2015) further 

contends that humour can be integrated into both physical and digital spaces, including urban 

design through interactive installations, playful signage, and social media campaigns. A 

subsequent study by MacNiven et al. (2023) corroborates the notion that humour can 

effectively foster social interaction between residents and tourists, underscoring the notion that 

shared laughter serves to mitigate social distance and engender a more welcoming atmosphere. 

As Porres-Guerrero & Foronda-Roble (2020) contend, the efficacy of humour may be 

contingent not solely on its delivery format but also on the cultural milieu. Successful 

humorous communication, they assert, must be meticulously conceived and pertinent to the 

intended audience to circumvent potential misinterpretations or affronts. In a similar vein, 

Stigel & Frimann (2006) underscore the necessity for city brands to be authentic, reflecting the 

true character of the city, rather than merely employing humour to enhance its appeal. 

Researchers Warren & McGraw (2016) explore how misused humour can elicit negative 

emotional responses that can potentially damage the brand. They recommend that marketers 

carefully consider the context of humorous content and its impact on the perception of the 

target audience. 

Research findings indicate that humour can serve as a potent instrument for enhancing a 

city’s brand image. However, its efficacy is contingent on numerous factors. The integration 

of humour in the development of city brands necessitates meticulous audience research, a 

profound understanding of the cultural context, and a strategic approach. It is imperative that 

the application of humour aligns with the city’s identity and values, while being meticulously 

tailored to specific objectives and messages. 
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The goal of this study is to understand how humour affects the image of the Vilnius brand 

when it is used in communication, and to see how different groups of people perceive the 

city’s brand. The study’s goals are: 

1. To explore the role of humour in Vilnius brand communication 

2. Assess the impact of humour on a city’s brand image. 

3. Identify which humorous forms and methods are most effective in attracting attention 

and creating a positive brand image for the city, 

4. Identify potential risks and challenges associated with the creation of humorous 

content. 

2. Literature review 

Humour is an essential emotion that fosters human relationships, facilitating relaxation and an 

aspect of humanity. Individuals who are unable to engage in humour may encounter 

challenges in establishing and maintaining social connections (Subramanian, 2018). The 

advent of social networks as a pivotal medium for communication has precipitated a paradigm 

shift in the manner by which we garner and maintain attention (Miller et al., 2016; Beuker & 

Roscam Abbing, 2010). However, it should be noted that individuals may not always be 

inclined to engage in humour within a specific context (Gregory et al., 2019). Humorous 

interactions are predominantly observed among close acquaintances, while in social settings, 

humour is often disregarded (Karl & Peluchette, 2006). Notably, humour has been identified 

as a significant mediator in conflict resolution and the alleviation of tension (Merlo et al., 

2023). A humorous approach to problems has been shown to reduce aggression and foster a 

more conducive environment for discussion (Merlo et al., 2023). 

However, it is important to acknowledge that humour is not a universal tool and may not 

always be properly understood. Cultural differences, personal experiences, and the context of 

the situation can significantly influence the interpretation and reception of humour. 

Consequently, it is imperative to consider the audience and the context when employing 

humour, ensuring that it functions as an effective communication tool rather than a barrier 

(Eisend, 2021). The potency of humour lies in its capacity to establish connections and 

cultivate a sense of unity, a quality that is indispensable in both personal and professional 

contexts. 

Nevertheless, it is imperative to underscore the necessity of employing humour in a 

judicious manner. While humour can serve as an effective medium for fostering connection 

and fostering positive social interactions, its application must be judicious. Inappropriate or 

offensive humour can result in unintended consequences, such as misunderstandings or even 

conflict (Yu et al., 2022). Therefore, it is imperative to exercise sensitivity towards the 

sentiments and cultural norms of others to ensure that humour serves as a genuine catalyst for 

connection and comprehension. 

In the contemporary landscape, social media emerges as the preeminent conduit for 

swiftly engaging with target audiences. The judicious incorporation of humour into the 

communication with the target audience can yield substantial benefits, particularly with regard 

to enhancing awareness of an organization or brand. Humorous communication has been 

shown to enhance public engagement (Djambaska et al., 2015). Given the preponderance of 

younger demographics within social networks, there is a growing impetus to employ 

humorous communication to engage this demographic. The contemporary youth population 

derives pleasure from informal conversation, relaxed interactions, and the expression of 

individuality (Vuorela et al., 2021). The acceptance of humour on social media varies across 

generations, influenced by factors such as age, values, and beliefs (Baumöl et al., 2016). Older 
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individuals may possess a somewhat distorted perspective on what constitutes humour, 

particularly in the context of unconventional or risqué material, while younger demographics 

tend to adopt a more relaxed stance. The younger generation exhibits a greater propensity to 

react positively to the unrestricted use of humour and mockery by organizations, likely due to 

their heightened exposure to such communication, which is a natural consequence of their 

pursuit of freedom. Consequently, organizations seeking to enhance their communication 

strategies would be wise to consider the specific customer audience they aim to reach. 

The effectiveness of humour in communication can vary depending on the type of 

humour, the context, and the audience. To employ humour in a manner that is both effective 

and appropriate, it is essential to discern between the two types: appropriate and useful. The 

following table illustrates the various types of humour, emphasizing their key characteristics 

and indicating which types are appropriate for a city brand (Table 1): 

Table 1. Types of humour in social media communication 

Type of 

humour 

Description Acceptable in 

city branding 

Notes 

Casual 

humour 

Personifies casual banter, 

fostering relatability and a 

convivial relationship 

Yes Contributes to shaping the brand’s 

identity and human aspect (Cohen, 

2013) 

Black 

humour 

Addresses serious or 

sensitive topics in a light-

hearted or satirical manner 

Sometimes Effective with younger 

demographics; requires caution to 

avoid offense conflicts (Saavedra 

Torres et al., 2024) 

Shocking 

humour 

Unexpected and 

provocative, often using 

irony or sarcasm 

Sometimes Can distinguish the brand but may 

lead to misunderstandings or 

rejection (Fraustino & Ma, 2015) 

Mocking 

humour 

Humorous situations from 

everyday settings, easily 

comprehensible 

Yes Fosters a relaxed atmosphere and 

can increase brand loyalty (Kim et 

al., 2016) 

Sarcastic 

humour 

Uses irony and subtle 

derision, often in response 

to feedback or competitor 

statements 

Sometimes Requires careful tone selection to 

avoid misinterpretations 

(Lagerwerf, 2007; Sliburyte & 

Klimavicius, 2012) 

Aggressive 

humour 

Witty banter with an 

assertive tone, potentially 

shocking or offensive 

Rarely Can offend audience; must be used 

with caution and cultural 

sensitivity (Lunardo et al., 2018; 
Ning et al., 2022) 

 

Using humour in ads can make people like the product more. It can also make people less 

doubtful about the product (Sliburyte & Klimavicius, 2012).  

The positive impacts of humour on the customer experience can be categorized into the 

following domains: Emotional connection (the use of humour in communication can establish 

a more robust emotional connection between the customer and the brand, thereby fostering 

loyalty and repeat purchases); Stress reduction (the application of humour can assist in stress 

reduction, particularly in circumstances where customers may experience discomfort or 

anxiety); Creativity (humorous campaigns can encourage customers to think creatively and 



The European Journal of Humour Research 13 (3) 

Open-access journal | www.europeanjournalofhumour.org 
276 

share their experiences with others by promoting word-of-mouth advertising); and attention-

getting humour can help to stand out in an information-crowded marketplace by capturing the 

attention of customers and encouraging them to take an interest in the product or service 

(Sabri, 2021; Samson & Gross, 2012; Söderlund et al., 2017; Gordon, 2006). 

In summary, the successful integration of humour into a communication strategy is 

contingent upon several factors. First, organizations must possess a comprehensive 

understanding of their audience and their prevailing mood. Second, they must maintain a 

balanced equilibrium between humour and seriousness. Third, they must ensure that humour is 

consistent with the overarching communication style. Finally, they must be prepared to 

respond to audience feedback. 

In this globalized era, where cities are vying for investment, population, and resources, 

the employment of humour has evolved into more than a mere novel strategy; it has become a 

potent instrument for distinguishing oneself and securing success in this competitive 

landscape. The evolution of city marketing has transitioned from conventional promotional 

instruments to more sophisticated strategies that incorporate humour as a medium to establish 

an emotional connection with audiences (He et al., 2022; Weinberger & Gulas, 2019). 

The integration of humour in city branding necessitates a comprehensive approach, 

engaging all stakeholders, including residents, business owners, and politicians. The 

incorporation of humour in city branding has been shown to foster a sense of community 

cohesion, thereby cultivating a positive image of the city and promoting cooperation among its 

residents, businesses, and political leaders (Huber, 2022). A city brand that incorporates 

humour can ensure that communication is not only informative but also entertaining, thus 

attracting a wider audience and promoting a positive image of the city. 

The incorporation of humour into urban marketing initiatives has been demonstrated to 

facilitate the establishment of a distinctive urban identity. Cities that effectively utilize humour 

in their communication can achieve two primary objectives: first, they can attract tourists, and 

second, they can foster a sense of pride in their city among residents (Ulimaz, 2024). The 

humour effect is especially pronounced in social networks, where the rapid dissemination of 

information enables humorous messages to proliferate rapidly. This phenomenon presents 

cities with the opportunity to reach a broader audience with greater efficiency, as humorous 

content, including images, memes, and videos, often disseminates at a faster rate than 

conventional advertising methods. This phenomenon, as Kavaratzis’s (2020) research 

indicates, not only enhances a city’s brand communication but also fosters organic audience 

engagement. 

However, it is imperative to underscore that the employment of humour must be 

deliberate and congruent with the cultural and social milieu of the audience. Inappropriate 

humour can provoke adverse reactions (Shin & Larson, 2020; Söderlund & Oikarinen, 2018), 

underscoring the necessity for meticulous consideration of the cultural, social, and emotional 

dimensions of the audience in city brand communication. This is particularly salient in the 

context of sensitive subjects, which may be subject to divergent interpretations. 

It is also imperative that the chosen humour aligns with the city’s identity and values. 

When a city aspires to cultivate a reputation for modernity and innovation, it is essential that 

its humour reflects these qualities and contributes to the creation of an appropriate image 

(Ramadhani & Indradjati, 2023). 

The integration of humour into urban marketing initiatives has emerged as a compelling 

strategy for fostering community cohesion. When residents share humorous local highlights or 

events, it has been shown to both positively impact the city’s image (Chiew et al., 2018) and 

foster communication and community among local residents. Furthermore, humour can 

function as a means to draw attention to the social challenges confronting the city. The use of 

humour can serve to subtly and creatively direct attention to contemporary issues, such as 
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urban infrastructure, environmental initiatives, and social inequalities. This approach not only 

enhances urban communication but also fosters active citizenship, encouraging individuals to 

engage more actively in urban life and decision-making processes (Orthaber, 2019; Piirman & 

Saks, 2021). 

It is imperative to acknowledge that humour is a subjective concept, open to diverse 

interpretations. To ensure the acceptance and comprehension of humour by all audiences, it is 

essential to involve diverse participants in the process of its implementation. 

3. Case study: “Expectations vs. Reality.” Vilnius city advertising 

campaign  

In 2024, the official tourism authority of Vilnius, Go Vilnius, launched a two-month long 

advertising campaign titled “Expectations vs. Reality.” This initiative aimed to challenge 

prevailing stereotypes about Vilnius and Lithuania as a whole, highlighting the city’s modern 

identity and diverse experiences for visitors. Objectives of the campaign: 1) To address and 

dispel common stereotypes associated with Vilnius and Lithuania. 2) To showcase Vilnius’s 

contemporary culture, architecture, gastronomy, and natural beauty. 3) To enhance the city’s 

international image among potential tourists, particularly targeting audiences in the UK and 

Germany. 

Main Content: A 1-minute 47-second promotional video titled “Vilnius: Expectations vs. 

Reality1.” Supporting Media: Short promotional videos, banner advertisements online, and 

outdoor advertising.  The campaign was heavily promoted through outdoor advertising at 269 

London Underground stations. Online banners and short videos complemented the main 

content, ensuring broader reach. core of the campaign was a compelling video narrative 

contrasting stereotypical, outdated images of Vilnius with its modern reality: 

Narrative Structure: the advertising begins with a British man reading an invitation to 

Vilnius in a newspaper. His imagination conjures up stereotypical images associated with 

post-Soviet perceptions - such as scenes of urinating on walls or straw carts - reflecting 

outdated or negative perceptions. Transition to real footage showing contemporary life in 

Vilnius, emphasizing cultural vibrancy, modern architecture, and scenic landscapes. 

Visual Elements: The video devotes approximately two-thirds of its duration to depicting 

Soviet-era life, highlighting negative stereotypes like low culture and suburban living. 

The concluding segment briefly presents Vilnius’s current positive attributes, including its 

developed cultural scene, architecture, cuisine, and beautiful landscapes. 

This advertising campaign employs sarcastic humour by contrasting expectations and 

reality. It begins by depicting stereotypical, often negative or outdated images of Vilnius - 

such as urination on walls or straw wagons - representing the “Expectations” side. It then 

sharply contrasts these with modern, vibrant imagery of Vilnius’s current cultural scene, 

architecture, and landscapes - representing “Reality.” The humour arises from this stark 

juxtaposition, highlighting the discrepancy between outdated stereotypes and the city’s 

contemporary identity. This type of humour leverages the surprise and cognitive dissonance 

that come from comparing preconceived notions with the actual modern reality, often eliciting 

amusement while also making a serious point about changing perceptions. It’s a clever, 

visually driven form of humour that challenges stereotypes by showing the contrast, making 

viewers reflect on their assumptions. Contrast humour engages viewers emotionally and 

intellectually, using humour to challenge stereotypes and promote a modern image. 

 
1 Video link: https://www.youtube.com/watch?v=ymffRgbzLhs 

https://www.youtube.com/watch?v=ymffRgbzLhs
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The campaign successfully garnered substantial attention worldwide, with the main video 

achieving over 2.1 million organic views during the two-month period. It received positive 

coverage in international media outlets, enhancing Vilnius’s global visibility. Despite its 

success abroad, the campaign faced criticism within Lithuania from various public figures, 

who argued that it risked portraying a negative image of the city to foreign audiences. 

In summary, the “Expectations vs. Reality” Vilnius image formatting campaign 

exemplifies a bold marketing approach - using provocative content to challenge stereotypes 

and redefine a city’s image. Its strategic use of contrasting visuals aimed to engage viewers 

emotionally and intellectually, fostering a more nuanced understanding of Vilnius. While the 

campaign was effective in attracting international attention and dispelling outdated 

perceptions, its humour also sparked internal debate about the portrayal of the city. The mixed 

reception underscores the importance of balancing authenticity with sensitivity in destination 

branding. 

4. Research methodology 

A substantial body of research has previously examined the role of emotional and 

psychological factors, including humour, in shaping consumer preferences within the context 

of urban branding (see Stigel & Frimann, 2006; Porres-Guerrero & Foronda-Robles, 2020). In 

the context of Vilnius, the utilization of humour in brand communication plays a pivotal role 

in shaping residents’ and visitors’ expectations and the reality they encounter. 

The objective of this study is to examine the impact of humour on the branding of Vilnius 

and its subsequent effect on consumer expectations and experiences. To this end, a 

comprehensive primary research initiative was undertaken, encompassing both expert insights 

and consumer perspectives on the Vilnius City brand and the role of humour in its 

communication. The secondary study will involve an analysis of existing cases of Vilnius City 

brands where humour has been successfully integrated. 

The necessity for this study is twofold. The brand situation in Vilnius is characterized by 

dynamism and perpetual transformation; therefore, it is imperative to examine the manner in 

which humour can contribute to the cultivation of a favourable image and enhance consumer 

satisfaction. The findings of this study are poised to play a pivotal role in the development of a 

distinctive image of Vilnius that aligns with the expectations of contemporary consumers. 

Furthermore, the insights derived from this research will serve as a foundational framework 

for a feasibility study, exploring the effective utilization of humour in the city’s marketing 

strategies. This study will not only attract tourists but also contribute to enhancing the quality 

of life for its citizens. By examining the impact of humour on consumers’ perceptions of 

Vilnius city brands, it becomes possible to identify the key factors contributing to the success 

and popularity of these brands. This enhanced understanding will facilitate the refinement of 

marketing strategies and the enhancement of the city’s image, ensuring that both consumer 

expectations and reality are taken into account. 

The objective of this study is to ascertain the impact of humour in brand communication in 

Vilnius and to assess how humour affects the city’s brand image among diverse audiences. 

The objectives of the study are as follows: 

1. To explore how humour is perceived by different demographic audiences. 

2. Identify which humorous elements are most effective in creating a positive image 

of the city. 

3. To assess how Vilnius residents’ perception of humour in communication 

correlates with their attitude towards the city’s brand. 
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Research methods. A questionnaire survey was selected for the quantitative research. This 

method was selected due to its capacity for expeditious and effective data collection from a 

substantial cohort of respondents. The survey’s objective was to ascertain the public’s stance 

on the utilization of humour in the context of urban brand communication. The survey’s 

results were subsequently subjected to analysis, with the findings being presented in the form 

of numerical data and percentages. The survey incorporated a structured questionnaire 

comprising 21 closed-ended questions (e.g., Likert scales) and multiple-choice inquiries. The 

questions were meticulously crafted to reflect the study’s primary objectives and to facilitate 

respondents’ articulation of their perspectives on the impact of humour in urban brand 

communication. Prior to the main study, a pilot test was conducted to assess the clarity and 

comprehensibility of the questionnaire. 

The questionnaire was composed of the following elements: 

- First, respondents were asked to provide their socio-demographic information, 

including age, gender, education, and place of residence. Then, respondents were asked 

questions related to city branding, focusing on their personal experiences. The questions 

included “Which Lithuanian city brand do you think is successful?” and “Which forms of city 

advertising most attract your attention?” (respondents could choose up to three answer 

options); What emotions do you pay attention to in city advertisements? (Respondents could 

choose up to 3 options); 

- Questions about the role of humour in city image building (How often do you see 

humour in city advertising campaigns?; Have you ever encountered humorous elements in the 

streets or public spaces in your city?; Have you ever laughed out loud at a funny sign or 

billboard promoting a tourist destination in your city?); 

- Questions on advertising effectiveness (How do you think the effectiveness of city 

brand advertising can be improved?; On a scale of 1 to 5, how would you rate your overall 

liking for humorous city advertising? The participant was asked to rate how much they found 

humour pleasant on a scale of 1 to 5, with 1 representing “not at all unpleasant” and 5 

representing “very pleasant.” They were then asked to consider how humour aligns with the 

cultural values of their city. Finally, they were asked to consider whether humour in 

advertising can help establish a more personal relationship between city authorities and 

citizens. 

- Respondents’ Experience and Case Study Questions: In your opinion, what is the 

impact of humour on behaviour? Share experiences or examples where the use of humour in 

city branding has had a significant impact on you or your community. If you could describe 

your city with a humorous slogan incorporating a city landmark, what would it be? How likely 

are you to visit a tourist attraction with a funny mascot, on a scale of 1 to 5? What animal 

would you choose as an unofficial mascot for your city to promote tourism with humour, and 

what would be its slogan? 

Study sample and selection. The sample was derived from the population of Vilnius city. 

The quantitative survey involved 216 respondents (6.7% margin of error), selected at random 

to ensure that the sample was representative in terms of age, gender, and socioeconomic status. 

The quantitative data were then subjected to rigorous statistical analysis, employing 

sophisticated methods to discern trends and relationships between the use of humour and the 

perception of the city’s brand. The data were processed using software such as SPSS, where 

frequency, mean, and correlation analyses were performed. 

Organization and conduct of the study. The quantitative research was carried out between 

November and December of 2024. In Vilnius, Lithuania, the respondents were interviewed 

remotely. 

Research ethics. Research ethics constitutes an indispensable component of any research 

endeavour, ensuring that the rights and welfare of participants are safeguarded throughout the 



The European Journal of Humour Research 13 (3) 

Open-access journal | www.europeanjournalofhumour.org 
280 

research process. Prior to participation, subjects were thoroughly informed of the study’s 

objective, and verbal consent was obtained for interviews and survey interviews. The research 

was conducted in accordance with the ethical principles of privacy, anonymity, and 

confidentiality. The researchers adhered to rigorous standards to avert any potential negative 

consequences for the participants and to ensure that the benefits derived from the research 

were clearly defined. The participants’ right to withdraw from the study at any time ensures 

their autonomy and respect. Consequently, the ethical framework for research not only 

safeguards the rights of study participants but also contributes to the reliability and objectivity 

of the research findings. 

5. Research results and discussion 

5.1. Sociodemographic characteristics of the survey respondents 

The sample was derived from the population of Vilnius city. The quantitative survey involved 

216 respondents (6.7% margin of error), who were randomly selected to ensure that the 

sample was representative in terms of age, gender, and socio-economic status. 

The age distribution of the respondents is as follows: 66% of respondents were between 

the ages of 18 and 24, 13% between 25 and 34, 8% between 35 and 44, 8% between 45 and 

54, and 4% over 55. 

The gender distribution of the respondents is as follows: The proportion of female 

respondents was 68%, while the proportion of male respondents was 32%. 

5.2. Respondents’ views on humour in city image 

In response to the inquiry regarding the presence of humorous elements in public spaces, more 

than 40% of both male (45%) and female (43%) respondents indicated affirmation. 

Behavior is a critical factor in the analysis of humorous expressions in the image 

formation of a city, that is, how individuals behave when encountering a humorous element 

(Table 2). In this study, respondents were queried about their behavior when encountering a 

humorous advertisement. The inquiry posed to respondents was as follows: “Have you ever 

laughed out loud at a funny sign or billboard advertising a tourist destination in your city?” 

Table 2. Behaviour of respondents when they notice humour 

Behaviour of respondents when they notice humour 

No, but I laughed softly 47 % 

Yes, but I forgot to take a picture 23 % 

No, I just averted my eyes 19 % 

Yes, I took a picture too 11 % 

 

Upon analysis of the respondents’ responses, it was revealed that the majority 

acknowledged a reaction to humour, with 47% of respondents admitting to laughing quietly. 

However, most respondents did not overtly express their reactions. This suggests that while 

they were affected by the humour, they opted to maintain their reaction in a private manner. 

Furthermore, 23% of respondents indicated that they had intended to document the moment 

through photography but ultimately did not do so. This group of people reacted to the humour 

but did not take any action to capture the moment. This could be indicative of either being 

preoccupied or a lapse in memory. The third group of respondents indicated that they averted 
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their gaze, with 19% of respondents reporting this response. This group averted their gaze, 

opting not to engage with the humour. This behaviour could be indicative of a reluctance to 

engage with the humour or a discomfort in reacting to it. Conversely, 11% of respondents 

opted to document the humorous element through photography. This suggests a desire to 

document and potentially disseminate the moment to others. 

The respondents were asked to evaluate the effectiveness of the city’s brand advertising, 

and they were provided with five possible responses: 

- The use of humour as a universal language that facilitates cultural bridging and fosters 

connection with diverse audiences. 

- The evocation of positive emotions such as joy and cheerfulness, thereby creating a 

lasting impression of a city. 

- The superior memorability of humorous advertisements in comparison to traditional 

marketing methods. 

- The pre-eminence of a sense of community, joy, and playfulness in many cultures, 

with humorous advertising that aligns with these values enhancing a city’s branding; 

and 

- The potential of humour to serve as the hallmark of urban advertising in a saturated 

marketplace where competing advertisements vie for attention. 

Table 3. Respondents’ views on humour as a universal language that helps to bridge cultural 

differences and connect with diverse audiences 

Humor is a universal language that helps to bridge cultural differences and connect with diverse 
audiences 

Neither agree nor disagree 10.65 % 

I disagree 5.09 % 

I agree 39.81 % 

I totally disagree 11.58 % 

I totally agree 32.87 % 

 

A modest proportion of respondents, accounting for 10.65%, expressed no definitive 

stance regarding the use of humor as a means to enhance advertising effectiveness. This 

indicates that a slightly higher percentage of participants were undecided on this matter. 

(Table 3). A small proportion of respondents disagreed with the statement that humor can 

improve the effectiveness of city brand advertising (5.09%). A high proportion of respondents 

(39.81%) agreed that humor is an effective tool to improve advertising effectiveness. This 

shows that humor can be an important element in an advertising strategy. 11.58% of 

respondents strongly disagreed with the statement that humor can improve advertising 

effectiveness. This shows that there are sceptics who do not believe that humor is an 

appropriate way to promote a city brand. The high percentage of respondents (32.87%) totally 

agreed that humor is an effective tool to improve advertising effectiveness. This shows that 

humor can be a very important element in the creation and development of a city’s image. 

The respondents’ opinion that humor evokes positive emotions such as joy and fun, which 

can create a lasting impression of the city, was as follows: the highest proportion of 

respondents (44.44%) strongly agreed that humor is an effective tool to improve the 

effectiveness of advertising (Table 4). This shows that humor can be a very important element 

in the image of a city. 

 

 

 



The European Journal of Humour Research 13 (3) 

Open-access journal | www.europeanjournalofhumour.org 
282 

 

 

Table 4. Respondents’ views on the impact of humour in creating a lasting impression of a city 

Humor evokes positive emotions such as joy and cheerfulness, which can create a lasting impression 

of a city 

Neither agree nor disagree 9.72 % 

I disagree 4.79 % 

I agree 31.48 % 

I totally disagree 9.57 % 

I totally agree 44.44 % 

 

A notable proportion of respondents (9.72%) expressed no clear opinion on the matter, 

indicating a considerable level of uncertainty. Additionally, a small percentage (4.79%) 

disagreed with the statement that humor can enhance the effectiveness of advertising for a 

city’s brand. Conversely, a significant portion (31.48%) agreed that humor is an effective tool 

for improving advertising outcomes. However, a considerable number of respondents opposed 

this idea, with some (9.57%) strongly disagreeing that humor can enhance advertising 

effectiveness. These findings suggest the presence of skepticism among respondents regarding 

the appropriateness of humor as a strategy for promoting a city’s brand. 

Table 5. Respondents’ views on funny adverts 

Funny adverts are often more memorable than traditional marketing methods 

Neither agree nor disagree 12.04 % 

I disagree 3.70 % 

I agree 28.24 % 

I totally disagree 9.26 % 

I totally agree 45.83 % 

 

Many respondents (45.83%) indicated that they strongly agree that funny advertising is 

more memorable than traditional marketing methods (Table 5); 28.24% agree that humor is 

important for the memorability of a city’s image; 3.70% disagree and 9.26% strongly 

disagree. 12.04% neither agree nor disagree. 

Table 6. The humour aspect of urban advertising 

In many cultures, a sense of community, joy and playfulness are at the forefront of urban 
advertising, and humor in advertising that aligns with these values enriches urban brand advertising 

Neither agree nor disagree 17.59 % 

I disagree 4.17 % 

I agree 43.06 % 

I totally disagree 7.41 % 

I totally agree 26.39 % 

 

The majority of respondents indicated that they agree (43.06%) or strongly agree 

(26.39%) that humour in advertising (Table 6), which corresponds to a sense of community, 

joy and playfulness, enriches the city’s brand advertising; about 12% disagreed (4.17% 
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disagreed, 7.41% totally disagree). 

Table 7. Respondents’ views on the benefits of humour in a competitive market 

Humor can be the hallmark of urban advertising in a crowded marketplace where many ads fight 

for attention 

Neither agree nor disagree 14.35 % 

I disagree 4.63 % 

I agree 37.04 % 

I totally disagree 8.33 % 

I totally agree 33.80 % 

 

33.80% of respondents indicated that they strongly agree, 37.04% agree that “humour can 

be a distinctive feature of urban advertising in a crowded marketplace with many ads 

competing for attention”; 4.63% disagree and 8.33% strongly disagree. 14.35 % of 

respondents neither agreed nor disagreed (Table 7). 

The findings of the study demonstrate that the presence of humour is often more 

memorable and exerts a positive emotion for the tourist, therefore creating favourable 

influence on the perception of a city’s brand identity. Respondents frequently indicated that 

the presence of humorous content fosters positive emotional responses and reinforces the 

distinct identity of the city. Furthermore, it was observed that humour can enhance 

engagement and foster a sense of community, particularly among younger demographics. The 

study further revealed that the impact of humour varies across different forms, with light-

hearted and playful humour often eliciting positive reactions, while more caustic forms of 

humour, such as sarcasm and black humour, were often met with confusion or negative 

emotions. For instance, light and playful humour was predominantly perceived positively, 

while sarcasm and black humour were often met with confusion or negative emotions. These 

findings offer insights that can inform the strategic application of humour in city branding 

initiatives, assisting in the optimal timing and selection of communication channels to achieve 

desired outcomes. 

5.3. Limitations of the study 

Despite the valuable insights gained, this study has several limitations that should be 

acknowledged. The study’s limitations may be attributed to its sample size and composition, 

as it was conducted exclusively in Vilnius city. Consequently, the findings may not be 

extrapolated to other cities or regions. Furthermore, the subjective nature of humour may be 

influenced by a variety of cultural, social, and personal factors, which may complicate the 

accurate assessment of its impact on the perception of a city brand. The presence of potential 

sources of bias, such as respondents’ moods or personal opinions, which may influence their 

responses, is another limitation of the study.  

Second, there are sampling issues that may affect the generalizability of the findings. The 

sample was skewed towards younger participants, with 66% aged 18–24, and predominantly 

female respondents, comprising 68% of the sample. This demographic imbalance limits the 

extent to which the results can be extrapolated to the broader population. Implementing 

stratified sampling methods in future research could help ensure a more proportionate 

representation across different age groups, genders, and socio-economic backgrounds. 

Third, the questionnaire design presents certain constraints. Additionally, the limited 

number of open-ended questions restricts the depth of qualitative insights, such as 

understanding why certain humour types succeed or fail in specific contexts. Incorporating 
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interviews or focus groups could offer richer, more nuanced explanations of the factors 

influencing the effectiveness of humour in city advertising. Therefore, addressing these 

limitations through methodological refinements could enhance the robustness and 

applicability of future research in this area. 

6. Conclusion 

The findings of this study underscore the significant role that humour plays in shaping the 

brand image of Vilnius and enhancing audience engagement, fostering positive perceptions 

and emotional connections among diverse demographic groups. 

The study reveals that humour serves as an effective medium for bridging cultural 

differences and fostering connections with a broad audience. A substantial proportion of 

respondents recognize humour as a universal language that can elicit positive emotions and 

create lasting impressions of the city. This finding aligns with existing literature, which posits 

that humour enhances engagement and facilitates social interactions. 

Humour has been shown to significantly influence the perception of Vilnius as a brand. 

Respondents indicated that humorous advertising not only enhances memorability but also 

contributes to a more positive emotional response toward the city. The research highlights that 

light-hearted and playful humour is particularly effective in evoking positive reactions, 

reinforcing the distinct identity of the city, and promoting a sense of community. 

The study identifies that certain forms of humour, particularly light-hearted and relatable 

humour, resonate more effectively with the audience compared to caustic or sarcastic humour, 

which may evoke confusion or negative emotions. This finding suggests that the type of 

humour employed in communication should be carefully considered to align with audience 

expectations and cultural sensitivities. 

While humour can enhance brand communication, it is essential to exercise caution in its 

application. The potential for misunderstandings or negative reactions underscores the 

necessity for brands to remain attuned to cultural and social contexts, ensuring that humour is 

both appropriate and inclusive. The subjective nature of humour necessitates ongoing 

evaluation to mitigate the risks associated with its use. 

In conclusion, the strategic integration of humour into Vilnius’s branding efforts presents 

a unique opportunity to enhance the city’s image, engage diverse audiences, and promote a 

sense of belonging among residents. As cities navigate an increasingly competitive landscape 

for attention and engagement, humour can serve as an asset in their marketing arsenal, capable 

of fostering connection, creativity, and community cohesion. 

Considering the findings from the present study, it can be concluded that the incorporation 

of humour is an effective strategy for enhancing the perception and engagement of a city’s 

brand. It is recommended that humour be integrated into city branding strategies, with 

consideration for the specificities of the audience and the context. Further research is 

recommended to enhance the understanding of how diverse audiences respond to humour and 

its application in various city brand communication strategies. 

In addition, experimental studies are recommended to assess the impact of specific forms 

of humour on the perception of a city brand. Such studies could include an evaluation of 

different campaigns to determine which humour strategies are most effective and most 

acceptable to different demographic groups. Another salient recommendation is to collaborate 

with local artists and creators to develop authentic and culturally appropriate humorous 

content. This collaborative effort would not only garner attention for the city brand but also 

foster a robust connection with the local community. Humour, in this sense, possesses the 

potential to serve not only as a mere means of communication but also as a strategic 
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instrument, aiding in the shaping of the city’s image, the promotion of tourism, and the 

development of the community. However, it is imperative to continuously monitor and 

evaluate the impact of such content to ensure its continued effectiveness and acceptability 

across diverse audiences. 
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