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In total,

3,600
onhne

interviews in
12 markets
across Europe,
Central/South
America and
South East
Asia where
Comedy
Central exists
as a channel.

 HOW AND WHERE
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10 minute
online interview
(original US TV
Land study)

#2

25 minute online
interview, including
EMO Scan™
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How often do you laugh?

Heavy laughers: “laugh multiple times a day”




COMEDY CENTRAL VIEWERS
ARE MORE LIKELY TO BE
HEAVY LAUGHERS

Occasional
laugher

52%
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Watch Comedy Do not watch E Average
Central Comedy Central:



. INTRODUCING
EMO Scan™







INCREASED
Positive flow

FUNNY CONTENT

CORRELATES WITH

ADVERTISING
RECEPTIVITY

We can demonstrate

that the engagement with the
advertising translates into
brand activation



High engagement
(“real laughing”)

Positively
Advertising -minded
receptivity consumers

LAUGHTER

POSITIVE
POWER
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Interested in the full study?
Please get in touch:

Viacom International Media Networks
Research Northern Europe
Stralauer Allee 6
10245 Berlin
Germany
Email: north-research@vimn.com
http://VIMNinsights.viacom.com
Y @VIMNinsights
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