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Abstract

In the rapidly evolving digital communications environment, public relations professionals are
constantly looking for innovative strategies to improve audience engagement and brand visibility.
One such strategy that has gained attention in recent years is the use of humor in strategic digital
communication campaigns. As social media platforms become primary channels for brand
communication, the ability to capture audience attention and foster meaningful connections has
become paramount. Humor, with its ability to evoke emotional responses and facilitate
communication, represents a promising way for strategic communications professionals to achieve

these goals.

The research aims to investigate the effectiveness of humor in digital strategic communications
and to determine the main characteristics influencing its effect. In addition, the study also
provides an assessment of risks and limitations. Based on this research, communication specialists
will be able to improve their approach to integrating humor in digital communication based on

the findings and recommendations.

Based on the objectives of the research, a quantitative survey using the snow team sampling
technique and a qualitative content analysis of selected global and Georgian advertisements were

conducted over two weeks.



The paper reflects the concept of general understanding of humor, its nature and strategy of use.
In addition, it will analyze the successful and unsuccessful examples of the use of humorous
content in strategic communications and investigate the involvement and attitude of the Georgian

user towards humorous content.

Keywords: humor, humorous strategic communications, social media, communication,

engagement rate.



