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{Abstract)

It is impossible that the corporation can make up good
corporate images with sales promoting and pursuing profits
only. To form impressive corporate images, the corporation
should acquire efficient marketing images and social
confidences with the investment for the culture, the art, the
preservation of public health, educations and social welfare
programs. The corporate image is inclined to be formed by
audiences subjectively even though the corporation makes
great efforts to have its unique images. The audience has a
tendency to have their subjective opinions about the
corporate  image based on severa informations
communicated by the corporation and various sources.

The sensitive approach and emotional persuation can be
efficient for making good corporate images because
corporate images of audiences arise from emotional and
sensitive factors rather than rational ones. There are many
previous studies verifying that the humor effect should be
one of powerful means for inducing concentrations,
memorizations and persuations. The majority of popular
advertisings are humor touched one and the questionaire
proves that almost all university students participating sample
test, prefer humorous advertisings to serious advertisings.
The questionaire verifies that it is a most efficient method is
using humor effects at product advertising to improve the
corporate image indirectly. And there are very possitive
reactions about applying humor effects for the corporate
image advertising and the other advertisement types such as
pamphlets and catalogues.

The humor effect motivates the persuation with spiritual
pleasures and intimacy, and it minimize the negative aspects
of advertising for the formation of the corporate image. The
humor effect is valuable not only for the formation of the
corporate image reflecting the entity of the corporation itself
but also for the ideation of advertising communications.

The study on the humor effect related with the corporate
image is significant because the humor is a different
version of the humanism based on deep contemplation and
comprehension of human life rather

than simple means to motivate laughers.

(Keyword)
humor effect, corporate image
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