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Why So Serious?
• 91% of consumers want a 

brand to be funny

• 95% of business fear using 

humor



Why Are Brands Afraid To Be Funny?
• Fear of offending & “cancel culture”
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Why Are Brands Afraid To Be Funny?
• Fear of offending & “cancel culture”

• Subjectivity and difficulty of execution

• Maintaining brand image & professionalism

• Distraction from core messaging

• Lack of tools & expertise

• “Silence, brand!” phenomenon



Why Are Brands Afraid To Be Funny?



But Humor Works!
• Humor fosters emotional connections.

• Makes brands appear more 

approachable and human. 

• Leads to increased likes, comments, and 

shares.

• Breaks through noise - humor captures 

attention, helping content stand out. 

• Can lead to clicks/conversions.

Click-through rates for 
Meme Marketing vs. 
Marketing



The Impact of Humor
• Increased Engagement 

Up to a 35% boost in likes, comments, 

and shares compared to neutral posts. 

(Sprout)

• Lasting Impression 

71% of consumers enjoy brands that use 

humor, and 45% said funny content 

makes them more likely to remember 

the brand. (Sprout)



The Impact of Humor
• Enhanced Brand Perception 

72% prefer humorous brands 

over serious ones. 

• Shareability 

People are more likely to share 

and remember content that 

makes them laugh, expanding 

organic reach.



Humor Done Right



Wendy’s: The Queen of Roasts
• Known for witty, playful banter with competitors and customers.

• Kristin Tormey, shaped the brand’s distinctive social media voice. 

• Snark level varies across platforms to resonate with specific audiences 

while maintaining a consistent core identity.



Wendy’s: The Queen of Roasts



National Park Service: Educational Humor
• Known for humorous yet informative messages to effectively 

communicate safety tips and park information.

• Matt Turner had worked for NPS for 13 years before taking over their 

social media, giving him a solid background to build from.

• The content often features witty advisories, such as “Do not pet the 

fluffy cows,” to educate the public on safety and park policies.



National Park Service: Educational Humor



Gulf Coast Wing: Delightfully Quirky
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Gulf Coast Wing: Delightfully Quirky



• Most self-inflicted social media 

crises come from inappropriate 

attempts at humor.

• Know your audience, know the 

situation, “read the room.”

• Ask someone you trust about 

potentially sensitive topics.

• Avoid controversial topics.

Context Matters – When Humor Backfires



• Peer review – ask others what they think, especially if the joke 

has to do with a particular audience and you can access 

members of that audience

• Run it by HR/Legal –you may have to advocate for humor 

because they will want to say no

• Soft launch/test on Stories or smaller stakes channels.

How to Vet a Joke BEFORE You Post



• Know your audience.

• Align humor with brand values.

• Develop your unique tone... Are 

you quirky, irreverent, silly?

• Be consistent (but not necessarily 

identical) across platforms.

• A/B test, gather feedback.

Finding Your Brand’s Sense of Humor



• Great filler content.

• Demonstrates sense

of humor.

• Can playfully

engage audience.

• Know your audience

and know your memes!

Using Memes



• Meme = 

unit of cultural information 

spread by imitation.

• The term was coined in 1976 

by British evolutionary 

biologist Richard Dawkins.

• From the Greek mimema, 

meaning “imitated”

What is a Meme?



In digital marketing…

• Humorous content that is 

copied and spread rapidly by 

internet users, often with slight 

variations. 

• Typically convey a cultural 

idea, trend, or behavior in a 

funny or relatable way.

What is a Meme?



See a good meme that made 

you laugh, but it doesn’t 

really apply to your 

audience?

Find a Similar 
Meme-ing 



See a good meme that made 

you laugh, but it doesn’t 

really apply to your 

audience?

Could it, with a little help?

Find a Similar 
Meme-ing 



Know classic memes and 

look for opportunities to 

update them.

“Know your Meme” is a good 

source for history and 

templates.

Find a Deeper 
Meme-ing



• Establish Goals: Are you trying to drive engagement, improve 

brand perception, etc.

• Incorporate Humor into Content Calendars: #FunnyFriday, 

#WackyWednesday, #Silly Saturday, or just number/week.

• Responding in Real Time: Keep sense of humor in mind when 

responding to comments and look for opportunities to use humor 

in replies and community management.

Executing a Humor Strategy



• Wholesome 

sense of 

humor in 

responses...

Executing a Humor Strategy



• Clapback sense 

of humor in 

responses...
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• Irreverent 

sense of 

humor in 

responses...

Executing a Humor Strategy



• Look for 

opportunities 

to enter the 

convo!

Executing a Humor Strategy



• Don’t be afraid to give the people what they want

• Know your sense of humor and brand voice

• Always proceed with caution and intention

• Screen with target groups

• Watch responses carefully and be ready to act

• Never “coast” or take it for granted

Executing a Humor Strategy



Questions?
Kevin McNulty

kevin@netweaveonline.com
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