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In the modern world, advertising aims at somehow achieving marketing objectives in a 

competitive marketing environment. Consequently, advertising agencies are tempted to 

adopt different concepts for advertising. Currently, many advertising agencies use more 

and more humanitarian concepts in their advertisements, especially after the Covid-19 

outbreak. The word ―humanitarian‖ is defined as ―caring or helping to enhance the well-

being and happiness of the people‖. The term ―humanitarian‖ is defined in the Oxford 

dictionary as ―concerned with or seeking to promote human welfare‖. The focus of this 

study is to explore how humanitarian concepts are used in advertisements to enhance 

human qualities of the consumer during the Covid-19 outbreak. The hypothesis is that 

the use of humanitarian concepts in advertising is the most effective way to enhance the 

human qualities of the consumer as well as to attract the consumer to the advertisement. 

Here we used qualitative and quantitative research methods. Qualitative data was 

collected based on content analysis of 05 selected television advertisements. Quantitative 

data were collected through a questionnaire based on 50 data contributors under a 

random sampling method. The main conclusion of the study is that the use of 

humanitarian concepts in advertising is the most effective way to improve the human 

qualities of the consumer as well as to attract the consumer to the advertisements. The 

study suggests that if such human qualities can be incorporated into advertising, it will 

contribute to motivating the Sri Lankan consumer to be attracted to a product or service. 
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