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Abstract Protest placards are an important part of School Strike 4 Climate (SS4C)
protest culture and illustrate how protesters view, understand and share
their environmental concerns. Many of the placards use humor to convey
the messages of their creators. Bringing together science communication
and humor studies, this paper examines the communicative functions of
humor in Australian SS4C posters by asking to what extent protest signs
can be understood as a vehicle of science communication. The paper
reveals how humorous protest placards become the means of grassroots
creativity, exploring bottom-up science communication in an ambiguous,
but accessible and enjoyable form.
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Context Human-induced climate change is one of the greatest and most existential action
challenges and collective problems of the 215 Century. Its ramifications are global,
multi-dimensional and heavily dictate the lives of future generations. Public
understanding and engagement with climate change are embedded in a matrix of
complex processes — including cultural and social processes — that give climate
change meaning in our daily lives [Boykoff & Osnes, 2019, p. 155]. Our ecological
crisis is indeed reflected in a variety of media and cultural contexts, and given the
frequently noted oversaturation of sombre science-based discussions about climate
change (for example) in the news [Boykoff & Osnes, 2019, p. 154; Skurka,
Niederdeppe & Nabi, 2019, p. 395; Anderson & Becker, 2018, p. 525], increasing
attention is being paid to the role of humor in communicating environmental
messages. In this context, science communicated via comic memes, amusing
cartoons or visual comedy is attracting more and more scholarly interest [see e.g.
Farinella, 2018; the Frozen Ground Cartoon project, see Bouchard, Fritz & Sjoberg,
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2022; or Jiirgens, Fiadotava, Tscharke & Viafa, 2021]. It is therefore not surprising
that humor plays an important role in the context of climate protest.

The School Strike 4 Climate (SS4C) Australia is a movement of youth protestors
who skip Friday classes to partake in climate change activism, as an example of a
bottom-up public coming together around an issue that’s important to them [see
Marres, 2005]. Evolving from the original Fridays For Future (or Skolstrejk for
Klimatet), started by then-16 year old Greta Thunberg in 2018, SS4C participants
often use visual media — including humorous placards — to demonstrate their
views and demands [Catanzaro & Collin, 2021]. School Strike 4 Climate research
has flourished since the immense growth of the movement began in 2019, and
researchers have explored the strikes via a wide number of data sources.

From interviews and surveys with protest attendees [de Moor, Uba, Wahlstrém,
Wennerhag & De Vydt, 2020], through to analysis of Greta Thunberg’s speeches
[Holmberg & Alvinius, 2020] and other secondary sources such as media
representation of the strikes [cf. Alexander, Petray & McDowall, 2022], exploration
of climate change discourse among young people has a rich and evolving place in
science communication research [e.g. Feldman, 2020]. The research has shown that
youth climate strikes have been characterised by the quest for global climate justice
and punctuated by creative interventions [Buckley & Bowman, 2021, p. 15].

The present paper takes a similar approach building primarily on the work of
Catanzaro and Collin [2021] who examined youth climate discourse via the vast
array of placards seen at a SS4C event in Sydney, Australia. Through semiotic
analysis of 652 photographs, Catanzaro and Collin [2021] explored textual, visual
and design elements of placards at the Sydney September 2019 rally. Their work
— which positions protest placards within the framework of visual, creative and
collaborative methods in teaching and learning (as a means of co-creating climate
change education) — uncovers three dominant visual modes within the
environmental messaging in the signage at SS4C in Sydney: creativity, emotion
and temporality. Emotion can provide insight into students’ views and beliefs on
climate change, policy and practice, and Catanzaro and Collin detected in their
dataset the emotional state of amusement in expressions of irony, sarcasm, wit,
wordplay and ridiculous or comical metaphors or illustrations — without
examining these forms of humor and their role in communicating environmental
messages in more detail or systematically. Taking their findings as a point of
departure, the present paper, therefore, explores the importance of humor in
grassroots climate change communication via the School Strike 4 Climate case,
bringing a science communication lens to social research on protest studies.

We will do so by adopting the theoretical categorisation of the functions of humor
to describe various ways how it can influence recipient audiences and, essentially,
its role as a rhetorical communication, as described by John Meyer in his 2000 essay
“Humor as a Double-Edged Sword: Four Functions of Humor in Communication”.
Following Meyer’s approach, we do not aim to explain the essence of all humor,
but rather look at how it is enacted in particular communicative settings, which are
in this case the protest placards used during the demonstrations. Thus, this paper
affirms humorous climate protest placards as vehicles of grassroots creativity,
exploring bottom-up science communication in perhaps an ambiguous, but highly
accessible and enjoyable form.
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Objectives

As a significant component of protest culture, protest placards illustrate the way
protesters see, understand and share their environmental concerns, and the School
Strike 4 Climate movement is no different. In this paper we will investigate the
communicative functions of humor in the SS4C placards, and what we can learn
about the environmental messages involved. What is the role of humor in
conveying (which) messages? And can protest placards be interpreted as means or
vehicles of science communication — if so, how? Examining these questions, this
paper contributes to the study of both the intangible cultural aspects of
environmental communication [cf. Burns, O’Connor & Stocklmayer, 2003, p. 191;
Kirby, 2017] and the role of humor in communicating environmental urgency.
Elucidating the functions of humor [cf. ]. C. Meyer, 2000] in environmental protest
placards provides new perspectives for our understanding of humor in climate
change activism and communication [Pinto & Riesch, 2017; Becker & Anderson,
2019]. Our study reveals new facets of how humor enriches informal public climate
communication and diversifies the modes of humor in its academic discussion [cf.
Osnes, Boykoff & Chandler, 2019] — how different modes of humor can be
activated as a tool to reach, if not engage, diverse publics [cf. Merzagora, Aguirre,
Boniface, Bricout & Martineau, 2022; Chan & Udalagama, 2021]. Similar to
adopting an action-based approach to climate storytelling, using humor to
communicate environmental messages can help deal with the anxiety and apathy
that the current issue-based approach to climate storytelling provokes [De Meyer,
Coren, McCaffrey & Slean, 2021, p. 11]. More broadly, this study clarifies the role of
humor in times of environmental crisis and eco-anxiety [Panu, 2020].

The field has struggled at times with presenting an “ideal” model of science
communication [e.g. Cortassa, 2016; G. Meyer, 2016; Simis, Madden, Cacciatore &
Yeo, 2016; Suldovsky, 2016]. But as many science communication authors have
previously argued, presenting evidence and statistics or treating the public as
‘empty vessels’ that needed greater scientific literacy is often not enough to educate
and engage individuals, especially around contentious topics [Schéfer & Metag,
2021; Davies, Halpern, Horst, Kirby & Lewenstein, 2019; Metcalfe, 2019;
Ahteensuu, 2012]. This is especially the case for climate change communication
[Kahan, 2012], given the politicisation of the topic in a number of countries,
including Australia [Colvin & Jotzo, 2021; Hornsey, Harris & Fielding, 2018; Potter
& Oster, 2008; Tranter, 2013]. Rather than a deficit model of communication [Gross,
1994], employing more responsive [Trench, 2008] democratic, dialogue approaches
[Sturgis & Allum, 2004] of climate messaging may be more appropriate in many
cases to bridge the gap between climate communicators or scientists and the public
[Corner, Shaw & Clarke, 2018; Howarth, Parsons & Thew, 2020; Kahan, 2012]. For
example, Davies et al. [2019] make a case for understanding science
communication as an inextricable part of the broader cultural landscape,
recommending meaning-making through emotive storytelling as a key science
engagement approach. Devices including humor in climate messaging have been
shown to deepen audience perception of messages and motivate environmental
activism [Skurka, Niederdeppe, Romero-Canyas & Acup, 2018]. Skurka et al.
[2018] found humorous weather-reporting videos increased the intentions of
college students to partake in climate advocacy compared to neutral videos.

Other studies have shown humor is an effective device to ‘break the ice” of
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contentious topics, and raise audience awareness of climate change issues
[Kaltenbacher & Drews, 2020; Brewer & McKnight, 2017]. Moreover, Osnes et al.
[2019] investigate how “good-natured comedy” (beyond satire) helps people
“positively process negative emotions regarding global warming, sustain hope,
and grow as communicators of climate”. Humor can generate positive emotions
such as joy (in the producer and receiver), joy feeds hope and hope is essential for
sustained action climate action [see Osnes et al., 2019].

Humorous representations of climate change are not a new phenomenon — in fact,
humor is a faithful companion of many, if not all, disasters and catastrophic events
in contemporary human history [see, e.g., Oring, 1987; Kuipers, 2002; Chovanec,
2019], and the ability and willingness to use humor in tragic and challenging
circumstances has long been a subject of academic discussion. For example, humor
is known to be an effective mechanism that helps people cope with stress [see, e.g.,
Dundes, 1987; Saroglou & Anciaux, 2004]; it has been used to endure traumatic
events [see, e.g., Stokker, 1997] and evade the hardships that they bring [Laineste &
Ladne, 2015]. This is relevant also in the context of global warming. Humor can
help not only to deal with feelings of despair and pessimism in the face of
environmental crisis and urgency, but also to regulate these negative emotions so
as not to become overwhelmed or rendered inactive [Osnes et al., 2019].

The proponents of this perspective on humor (revolving around the relief theory)
argue that humor can be used to verbalize topics and ideas that are suppressed in
serious communication; the possibility to discuss these topics provides a relief for
the human psyche [Spencer, 1911].! From this point of view, humor targeting taboo
topics can also help to overcome psychological burdens associated with censorship.
Humor in the face of (eco-) trauma also has other functions: it gives a voice to the
powerless and strengthens the group cohesion [Stokker, 1997, p. 17]. Humor can
also be understood as a public reaction to vivid representations of catastrophes in
media, particularly those conveyed through audio-visual media [Oring, 1987;
Kuipers, 2002]. With the instant availability of news and the hyper-realistic
visualisation of climate change related disasters in contemporary media, humor
becomes an indispensable tool for interpretation and commentary, simultaneously
reasserting the important role of the visual in our perception of climate change and
subversively offering an alternative, and attractive, way of reflecting on current
events. In other words, humor renegotiates the impact of visuals and media on our
perception of environmental events, including through movements such as the
School Strike 4 Climate.

However, humor is not just an attractive representation strategy, but also an
effective rhetorical device. J. C. Meyer [2000] looks at how humor demarcates
group identity and negotiates social norms by outlining four communicative
functions of humor: identification, clarification, enforcement and differentiation.
While these functions reflect a broad spectrum of communicative settings, the use
of humor in and for communicating science and environmental issues in particular
is an important area that has evoked researchers’ interest in the recent decades.
Important studies by Kaltenbacher and Drews [2020], Bangsund [2018] and

10ther popular humor theories include superiority and incongruity theories. The superiority
theory implies that by making fun of or laughing at certain targets people reaffirm their superiority
over them. The incongruity theories explain humor as a result of [sudden] awareness of incongruity
between two or more scripts embedded in the same text [for an overview of humor theories, see
Morreall, 2016].
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S. O’Neill and Nicholson-Cole [2009], for example, examine the role of humor and
comedy in communicating scientific information to the public and highlight the
ambivalence — the pitfalls and promises — of humor in the context of climate
change understanding and action.

On the one hand, research highlights that humor can draw attention to and
increase engagement with climate change [Anderson & Becker, 2018; Eisend, 2009],
and help people cope with the catastrophic effects of global environmental
problems [cf. Jiirgens et al., 2021]. On the other hand, this stream of research also
shows that humor can divert people’s attention from the main message and
negatively influence the credibility of serious issues such as climate change [e.g.
Pinto, Margal & Vaz, 2015; Riesch, 2015]; it can reduce fear and risk perception and
lead to a decrease in the desire to take action on climate change [Skurka et al.,
2018]. Humor is often dismissed as trivial [Lockyer & Pickering, 2008] and thus
humorously framed messages might not be perceived as equally important as the
ones expressed seriously [Grugulis, 2002, p. 388]. Systematic reviews have revealed
that while humor can help raise awareness of climate change problems it may also
risk trivialising serious issues and impede behavioural climate action
[Kaltenbacher & Drews, 2020].

One of the complex intricacies of humor, highlighted throughout the research

[e.g. by Bore & Reid, 2014] is the fact that humor is subjective: humor can promote
positive engagement with climate change, but only if perceived as funny:.
Moreover, positive engagement might not occur immediately after the exposure to
humor, but humorous messages can have a longer-lasting influence on peoples’
attitudes than serious ones [Nabi, Moyer-Gusé & Byrne, 2007, p. 49].

A further complication in the use of humor as a persuasion strategy is its inherent
ambiguity [Grugulis, 2002; Tsakona & Popa, 2011, p. 15-16]. Humorous utterances
often allow for multiple and even mutually contradictory interpretations.

The choice of a certain interpretation over others depends on the general cultural
context as well as the particular circumstances of a communicative event [Pickering
& Lockyer, 2005, p. 9]. The intentions of both humor producers and their audience
is of crucial importance for determining whether the message is considered
humorous, and if it is, whether its serious implications are also taken into account
and can stimulate engagement with the relevant issue.

One of the key features that makes contemporary humor attractive is its visuality
[Fiadotava, 2020; Olah & Hempelmann, 2021, p. 331]. This trend can also be traced
in the climate change discourse; studies on visual media addressing climate change
issues (e.g. climate change memes or videos) show that humorous material
encourages greater engagement [Zhang & Pinto, 2021; Ross & Rivers, 2019].

In addition, Topp, Thai and Hryciw [2019] showed that there is an indirect
relationship between humorous materials (such as videos and memes) and
engagement via the increase of the entertaining value of the information. Not just
memes and videos, but also humorous cartoons can have a similar effect [Boykoff
& Osnes, 2019; Manzo, 2012].

These effects are yet to be explored in the remit of the School Strike 4 Climate.

The rise of nihilistic, meme-driven ‘Gen Z humor’ [Wilkie, 2021] is an additional
consideration in SS4C messaging driven by this young, emerging demographic,
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Methods

and investigation of protest placards can contribute to this growing body of work
bringing together humor, youth, and protest studies.

Sampling

A list of all in-person SS4C Australian protests that took place in 2021 was gathered
from the official SS4C Facebook events page [School Strike 4 Climate, 2021a].
Photographs of SS4C placards from each event were then searched online to cover
as many of the listed events as possible. Photographs were first sampled from the
SS4C official Flickr account which provided media coverage of the majority of their
events [School Strike 4 Climate, 2021b]. For the protests that were not covered,
local media reports were then searched in order to generate images for the
remaining protests. These reports included but were not limited to, Pestrin,
Mohammadi, Hynes and Carmody [2021], Bainbridge and Mcllroy [2021] and
Little [2021]. Following this, social media hashtag searches were conducted on
Facebook, Instagram and Twitter respectively with terms for example
#ClimateStrike for the remaining events [e.g. McArthur, 2021]. Overall 62 events
that occurred in 2021 were searched, with 53 yielding photographic coverage.

Screenshots of these placards were then generated. Placards that were selected had
fully visible and readable text, and appeared to be held by youth protestors.

The placards held by participants who did not appear to be young (for example,
people who may be parents or teachers) were excluded. Placards that did not
include a humorous statement or visual (for example, stating a fact or promoting a
specific call to action) were also excluded. Images of placards meeting these criteria
(n = 237) were then collated in order to form a primary dataset for the analysis.

Identification of humor forms is an intricate process, where a single textual or
visual prompt can be interpreted as humorous for various reasons or simply be
deemed not humorous at all [J. C. Meyer, 2000]. To maximise the internal validity,
researchers cross-checked selected placards for the presence of humor. Following,
as part of an inductive approach, researchers cross-examined selected images in
order to identify recurring visual and textual patterns related to humor
mechanisms within the dataset [Graneheim, Lindgren & Lundman, 2017].

A qualitative content analysis was conducted in order to explore the forms,
mechanisms and rhetorical functions of humor present within these protest
placards. Meyer’s [2000] categorisation of humor functions was then used to
explain the potential roles this humor had in conveying climate messages.

Theoretical framework of the analysis

In his 2000 paper “Humor as a Double-Edged Sword: Four Functions of Humor in
Communication”, John Meyer highlights how humor acts as a rhetorical device in
four ways: it plays a role in identification, clarification, enforcement and
differentiation of messages. Each function has the potential to unite and/or divide
communicators and audiences from one another and, depending on individual
perspectives, may overlap or be assigned to humor differently. In identification
humor functions to build support by identifying communicators with their
audience to enhance speaker credibility. The function of clarification is to allow
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Results — forms
and mechanisms
of humor in
Climate Strike
placards

communicators to use humor to make their messages more memorable.
Enforcement describes how humor asserts social norms, allowing for identification
with certain audiences, but dividing those who do not conform to these norms.
Differentiation is the emphasis on the differences between separate social groups
allowing for the unification of those within the ingroup and distancing others who
are not. So while the functions of identification and clarification rely on some
agreement with the norm involved, and thus unify audiences with communicators,
enforcement and differentiation more-so rely on disagreement with the issue
involved, which can be divisive [cf. Gring-Pemble & Watson, 2003]. This
framework was applied to the collected material to identify the specific ways in
which these four functions of humor manifest themselves in the placards within
our sample.

As is to be expected in the context of protests and explosive political issues, such as
climate change [see e.g. Becker & Anderson, 2019], there is a satirical undertone to
many protest placards. While satire is a fascinating means of critique and often a
funny way to draw attention to societal and global shortcomings, it is a very broad
phenomenon that does not capture the many subtleties of the protest placards at
stake. In fact, a closer look at the SS4C posters reveals a whole panorama of humor
forms used to draw attention to our ecological crisis — and responsibility.

Puns, rhymes and other forms of wordplay

The most dominant type of humor found in the SS4C placards is wordplay humor.
Phrases such as “fossil fools” (Figure 1a), “frack off” (Figure 1c), or “school. .. cool”
(Figure 1b) were found repeatedly. Some of the wordplay humor forms are puns
(for example, “Oceans are rising — so are we”), whereas others are based on a
rhyme (e.g., “cool/school”). Many puns can be classified as imperfect puns (e.g.,
“fossil fools”), i.e. they are paronymic rather than homophonic or homographic
[Hempelmann, 2014]. “Fossil fools” and “frack off” seemingly poke fun at the high
reliance of the Australian Government on fossil fuel production through
procedures such as petroleum fracking and hence the foolish nature of doing so
[Statista, 2020]. This is congruent with other research showing that young people in
the SS4C are distinctly targeting government institutions or ‘the state’ [Holmberg &
Alvinius, 2020].

(@)

Figure 1. Placards that demonstrate wordplay as the predominant humor type.
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Similarly to the use of puns in political debates [see, e.g., Tsakona, 2013], puns in
the SS4C placards are used to criticize and delegitimize those in power. Being one
of the most concise forms of humor, they fit perfectly into the format of placards
that requires a short text which could immediately attract attention. Rhetorical
devices including puns and rhymes are commonly found in the communication of
corporate slogans for advertising and these are employed to enhance memorability
and positive affect in audiences [McQuarrie & Mick, 2003; Miller & Toman, 2016].
Placards containing rhetorical figures would act in a similar manner and increase
the impact of climate messaging [McQuarrie & Mick, 2003]. This adds an
additional perspective to how rhetorical devices are used in the context of the
School Strike, especially to challenge power structures and bolster the legitimacy of
the SS4C protestors as science communicators [Feldman, 2020].

Funny juxtapositions

Unlike the examples belonging to the previous category, the humor in the placards
displayed in Figure 2 arises not from phonetic/graphic similarities, but rather from
semantic differences. Among the recurrent juxtapositions is the contrast between
the world of children (represented by such activities as going to school, tidying
their bedrooms etc., see Figures 2a, 2b and 2c) and the world of adults, in particular
politicians. The assumed powerlessness of children is reversed as they choose
climate activism instead of doing the everyday and inconsequential activities that
they are supposed to do. The power of politicians is, on the other hand,
downplayed as they are depicted as inept and unable to solve the climate change
issues. Overall, this bolsters youth participation in the political process, and pushes
against the idea that politics is something ‘done to” young people in a top-down
fashion [Andersson, 2015].

WE ARE

GKIPPING
OUR LESSON

Figure 2. Placards that demonstrate funny juxtapositions.

Figure 2d displays another type of juxtaposition. Its text evokes both a sexual script
— which is bluntly represented by the very first and the biggest word on the
poster, as well as the word “screwing” — and a climate activism script.

The “screwing with our planet” part of the sexual script is a figurative way to
discuss environmental issues and represent the anthropogenic harm to the planet
very vividly. Putting the word “sex” at the top of the placard, besides pursuing the
direct purpose of attracting attention to the placard, can also be used as a
metacommentary on the role of environmental agenda in society; despite being a
pressing issue, climate change does not receive enough attention and coverage
unless provocative means are employed to put it in the spotlight.
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Juxtaposition is one of the popular logical mechanisms in verbal humor [Attardo,
Hempelmann & Di Maio, 2002]. By contrasting different scripts or realms, SS4C
placards create a fruitful ground for humor that is easily understandable by
different audiences and does not require extensive contextual information to be
appreciated. This acts as a more light-hearted alternative to climate communication
when compared to fear-based or alarmist approaches that can disengage audiences
from the message [Wibeck, 2014].

Witty cultural references

The next group of placards relies on the understanding of some cultural codes.
Visual fiction — for example in the form of animated film — is a useful tool for
communicating environmental messages. It is thus not surprising that some
placards also include references to humorous popular animated film comedies,
including Finding Dory (Figure 3b) and The Lorax (Figure 3d), as well as films and
books (for example, reference to a character in Harry Potter in Figure 3c), and music
Love Is In The Air (Figure 3a). These placards are interesting because fictional
narratives in entertainment media are a powerful means of reaching the public
with scientific content and can help audiences interpret information about the
environment and (its) science (without having to justify its accuracy), which can
help them answer questions about the world [Jiirgens et al., 2021; Kirby, 2017].
Cultural references in climate messaging are a known phenomenon and generate
audience relatability to messages [Moret-Soler, Mateu & Dominguez, 2021; Wibeck,
2014]. It is suggested by Jaspal, Nerlich and van Vuuren [2016] that cultural
references anchor climate messages in broader social contexts, enhancing
communication with audiences that identify with demonstrated references.

For example, employing cultural references in climate videos serves to increase the
entertainment level of climate messages and thereby increase perceived audience
engagement with the topic [Topp et al., 2019], with this entertaining experience
deepening audience encounters [Burns et al., 2003].

() (b)

'LEONARDO|
DICAPRO'’S
GIRLFRIEND , |
DESERVES @ |
A FUTURE

POV bt
(e) ) (8)

Figure 3. Witty pop-culture references.
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The placard 3f, for example, draws upon showbusiness gossip about actor
Leonardo DiCaprio dating only much younger women. The fact that DiCaprio is
frequently engaged in environmental activism adds another layer of meaning to
this humorous placard. While the famous actor might be considered an implicit
target of this placard’s humor, the main underlying idea is the importance of
climate change activism for the future of the younger generation. Similarly,
placard 3g makes reference to the popular band One Direction (1D) and their
ongoing indefinite hiatus. The humor lies in that the impending climate crisis
seemingly will occur before the band reunites.

Elmo, a character from Sesame Street, set on fire appears on a placard (Figure 3e)
that does not fit the normal context of the children’s show. However, the joke is
portrayed in a non-threatening way as audiences are very aware the situation is too
incongruous to be real [cf. McGraw, Williams & Warren, 2014, for a related concept
of benign violation]. On the other hand, the very incongruity of the setting
provokes attention toward the climate change message of the placard. It also fits
into the “Elmo rise” internet meme [KnowYourMeme, 2017] thus making it
relatable to the young audience.

Apart from the allusions to popular culture, there are also political and
environmental activism references embedded in placard humor. For example,
some of the placards refer to Greta Thunberg, either by spelling her name out or by
using one of her iconic phrases (Figures 4a, 4b, 4c). Other placards (Figures 4d, 4e)
depict David Attenborough, a famous broadcaster and natural historian based in
the United Kingdom who has spoken publicly about the need for swift and
comprehensive climate action. The use of these positive role models makes these
placards stand out from most of the other humorous placards featuring famous
people, where humor is used to ridicule them. By referring to Greta Thunberg and
David Attenborough, the placard creators opt for an affiliative style of humor [for a
discussion on affiliative and other styles of humor, see Martin, 2007, pp. 211-214]
and thus aim to unite people in the struggle against climate change.

Figure 4. Placards that make cultural reference to environmental activists.

Visual humor

In most of the placards discussed above, humor is created primarily or solely by
written means; images are sometimes used as illustrations, but were not essential
for humor production per se.

However, in some of the placards the primary mechanism of the humor creation

lies in the visual details or in the combination of visual and textual elements of a
placard [cf. the concept of verbal-visual implicatures, see Yus, 2019, p. 108].
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Figure 5. Placards that demonstrate visual humor.

For example, the placard in Figure 5a has a serious text (“stop climate change”) but
also figuratively represents global warming by picturing the Earth on a spit roaster.
Similarly, the placard in Figure 5b draws upon the notion of “calling” that might be
interpreted either in a more abstract or in a more mundane way. The clash between
literal and metaphoric interpretations of climate change issues produces a
humorous effect. Another type of humorous clash is the juxtaposition of a serious
text and its funny visual representation (Figure 5f).

The importance of visuality in some placards does not exclude the possibility of
using other mechanisms of humor creation as discussed above. For instance, the
placard in Figure 5e creates a verbal pun through a recognisable visual reference to
a major oil and gas company. Figure 5¢ references Scott Morrison’s (Australian
Prime Minister at the time of SS4C events) favourable opinions towards the coal
industry, including a stunt in 2017 where, as Federal Treasurer (at the time), he
brought a piece of coal into the Australian parliament to demonstrate its
‘harmlessness’ as ‘just a rock’. Figure 5d similarly pokes fun at Scott Morrison’s
2019 internet-famous pool selfie, asking not to “wipeout” the youth generations
future despite falling off the surfboard himself in a surfing “wipeout”.

The reliance on visual elements for humor production fits into the general
paradigm of the increasing popularity of visual humor discussed above. As many
of the climate activists creating and using the placards analysed here belong to the
younger generations, employing visuality is a common practice and is one of the
means to embed these forms of expression into their cultural code [Mihailidis,
2020, p. 767].

A particular form of visual humor in climate change placards is linked to
personifications of our planet, or, more precisely, anthropomorphism.
Anthropomorphism can create favourable conditions for humor. The French
philosopher Henri Bergson [1914, pp. 3—4], for example, notes that animals and
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lifeless objects only produce humorous effects due to their resemblance to people.
In children’s media (cf. above the reference to the animated film Finding Dory,
Figure 3b), anthropomorphism in the form of animals with humanlike properties is
frequently used to create narratives and characters that young audiences can easily
identify with [Caraway & Caraway, 2020, p. 688]. While the use of
anthropomorphism to convey knowledge and to teach about biological and natural
topics is heavily debated in the science education literature, some research has
shown that anthropomorphism in the medium of film is beneficial when used for
science education [Bonus & Mares, 2018, pp. 452-453]. This not only links the
placards to an even younger audience for SS4C communication, but also positions
the strikers as adopters of familiar language in their alternative approaches to
climate change.

SS4C protestors seem to reflect these notions by personifying the Earth and other
known ecological artefacts that are at the brunt of climate induced change.

As shown in Figures 6a and 6b the globe is anthropomorphic due to human
attributes such as facial expression. Visually, these faces vary with the globes
portraying sad, neutral or even “cool” expressions where Figure 6d acts as a double
entendre referencing a cooler earth temperature. Similarly, a placard in Figure 6¢
has human emotions attributed to trees, as per the Dr. Seuss story The Lorax (also
referenced in Figure 3d).

St U
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Figure 6. Placards that personify the environment.

Personification is often a major theme in visualisations of climate change

[S.]. O’Neill & Smith, 2014]. Personifying the environment or making images more
personally relatable has been shown to increase engagement with climate action by
attenuating psychological distance from the issue [Leviston, Price & Bishop, 2014].
Similarly, anthropomorphising climate change draws attention to the human
impacts of climate change, where audiences are potentially more likely to identify
with said messages through an “identified victim” effect [Smith & Joffe, 2009].
However, others have argued climate imagery that depicts non-humans distances
audiences from personal implications, contributing to its perception as a remote
issue [S. J. O'Neill & Smith, 2014; Wibeck, 2014]. For example, certain visualisations
such as arctic sea ice, greenhouse gasses, and smokestacks created negative
emotions in audiences, leaving them feeling helpless and diminishing their
self-efficacy to act [S. J. O'Neill & Smith, 2014]. The specificities of these climate
visuals and how they affect the propagation of climate messages is therefore
complex, including in the SS4C, where they can engage or disengage different
audiences.
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Self-deprecating humor

When protesters target themselves in their jokes by belittling, disparaging and
devaluing their perceived cultural value, they are self-deprecating. This form of
humor — which has been called a form of satire directed towards the self rather
than external targets, thus “accommodating the perceptions of others” [Russell in
Tomsett, 2018, p. 7] — is reliant upon the identities of the placard authors and their
audiences. Self-deprecation as a mode of addressing and articulating the
experiences and concerns of young protesters is itself paradoxical [cf. Tomsett,
2018]: it can highlight different messages at the same time, such as (critique of)
personal identity; marginalisation and empowerment. Self-deprecating humor in
the realm of young people’s humor is not a new phenomenon [Ask & Abidin,
2018]. This humor has been used to communicate shared student struggles by
criticising individual shortcomings while subtly highlighting systematic issues
[Ask & Abidin, 2018]. From a communications standpoint, it aims to generate
audience relatability to the cause and hence potentially enhances climate
messaging in the S54C context [Ask & Abidin, 2018].

The particular targets of self-deprecation on the placards may vary from academic
performance? (Figure 7d) to character traits (Figure 7b) to romantic pursuits
(Figure 7c). Some of the self-deprecating placards employed popular tropes of
placards from other protests (Figure 7a) — the slogan “It’s so bad even the
introverts are here” was used at the 2017 March for Science [CNN, 2017],

2019 anti-Brexit protests in London [Richardson, 2019] and many other events
around the world. While describing oneself as “that bitch against irreversible
climate change” (Figure 7b) seems self-deprecating on the surface, this also plays
into the aforementioned humor based on cultural references. This line is
specifically a play on a lyric from a popular song at the time (Truth Hurts — Lizzo)
about standing up for your values and holding those in power accountable — ideas
very relevant to the SS4C message. What unites all the instances of self-deprecating
humor on the placards is the underlying assumption that all the protesters’
negative features, that they put into the spotlight, are not as detrimental as the
issue of climate change. Moreover, in some cases (like, for example, in Figure 7c)
self-deprecation is also one of the forms of personification of climate change which,
as we discussed above, is an efficient tool for increasing engagement with the issue.

(d)

Figure 7. Placards that demonstrate Self-deprecating humor.

2ATAR [The Australian Tertiary Admission Rank] is a ranking used in Australia to indicate high
school students’ relative position among all the graduates of the same age group and is usually used
in the context of university admissions [Universities Admissions Centre, n.d.].
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Discussion — on
the functions of
humor on protest
placards

Underlying theme of satire

This study found that satire underpinned all the other types of humor utilised in
the placards in our sample. Satire seeks to both entertain and critique [Declercq,
2018] and has been defined as a technique for providing social criticism in
particular [see e.g. Gring-Pemble & Watson, 2003; Skurka et al., 2019]. Satire is also
a method of persuasion and questioning of established ideas or new proposals, and
has proven particularly effective when dealing with highly politicised issues [cf.
Gring-Pemble & Watson, 2003], such as climate change. In fact, research has
provided evidence that satirical messaging can lead to changes in attitude and
behaviour [Holbert, Tchernev, Walther, Esralew & Benski, 2013] and that the use of
satirical appeals led to increased acceptance of climate change, increased
perceptions of risk and an increase in intentional behaviours and positive attitudes
to mitigate climate change [Skurka et al., 2019; Skurka et al., 2018]. The use of satire
to expose a position might be unpredictable, as satire can both encourage audience
acceptance of ideas and connection between like-minded people, as well as
encourage the denigration of the same ideas and create contrast and demarcation
between groups or individuals [see Gring-Pemble & Watson, 2003, p. 133, p. 137].
By highlighting incongruities and offering a new way of looking at something,
satire questions what is taken for granted and can (thereby) create new insights
and make transformation or change possible — or at least point out that alternate
perspectives exist [Gring-Pemble & Watson, 2003, p. 139, p. 146]. In contrast to the
decrease of interest towards satirical humor as a result of prolonged periods of
stress [Laineste & Ladne, 2015], our study shows that eco-anxiety can accommodate
a wide selection of satirically framed messages. Such seeming discrepancy might
be resolved by looking at practical eco-anxiety as a moral emotion that conditions
peoples’ critical — but also caring — attitudes towards environmentalism and their
willingness to make their lifestyles more sustainable [Panu, 2020, p. 12].

Humor on SS4C placards is multifaceted and polyvalent in nature. Drawing on a
satirical underpinning, the various forms of humor examined in this sample can
both encourage audience acceptance of ideas and inspire disparagement of those
same ideas [see Gring-Pemble & Watson, 2003, p. 133]. Or, put differently, humor in
these placards is both “a ‘lubricant” and an ‘abrasive”” — “It can smooth the way
and integrate a rhetor into a greater level of credibility within a group, but it can
also ruffle feathers” [J. C. Meyer, 2000, p. 317; quoting Martineau, 1972]. Various
mechanisms and forms of humor in the placards highlight different aspects of the
climate change problem, and help the audience to reflect on them in a creative and
playful manner. However, the fundamental question remains: what are the
functions of placard humor in climate change communication?

Following John Meyer’s [2000] categorisation of the function of humor in
communication (see ‘Methods’), the various humor forms uncovered on protest
placards can be discussed in terms of identifying, clarifying, enforcing and
differentiating messages. This allows us to understand what role humor plays in
establishing and /or erasing the boundaries between different agents of climate
change discourse (including youth), and explore how they engage with the norms
and values that are associated with environmental activism. If the purpose of
science communication revolves around what Burns et al. [2003] called “AEIOU”
— Awareness of science, Enjoyment or other affective responses to science, Interest
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in science, the forming, reforming, or confirming of science-related Opinions, and
Understanding of science — in what ways can the humor in protest placards, and
humorous placards more generally, contribute to the communication of
science-related environmental urgency? Whilst many placards did not
communicate scientific facts per se, they do touch on scientific ideas around
anthropogenic climate change and its impacts on young people (as well as society
more broadly) that are part of contemporary political discourse in Australia and
elsewhere. This positions the young people as “alternative” science communicators
[Maeseele, 2009, p. 56] using non-normative forms of communication to discuss
climate change as is important to them.

Climate placard humor and identification

A large portion of the placard (and their online representations) audiences are the
people who share the values of the placards’ creators and operate within a similar
set of norms as they do. Approaching the issue of climate change with humor
means playing with these norms, but even if some violations of norms are involved
to produce a humorous effect, the norms are not disputed or questioned.

For example, by placing the climate change activism within a playful framework of
caricatures (see, for example, Figure 5c) or turning the Earth into a cartoon
character (Figure 6), the placards’ creators and audience still assert the importance
of the struggle against climate change. Re-establishing the significance of shared
norms and values, humorous placards facilitate the process of identification and
stimulate the creation of groups/networks of like-minded young people. Familiar
witty references also contribute to identification and create the sense of belonging
to the (inside) group that is able to appreciate the humor [Martin, 2007, p. 122].
This would facilitate ingroup trust allowing for greater perceived credibility of the
messenger and hence the environmental message the placard entails [Fiske &
Dupree, 2014; Tajfel & Turner, 2001]. It should be noted, however, that these
references and in-group dynamics speak to other young people, rather than
directly to other actors in climate politics, such as adults in positions of power
through school, media, or government.

Climate placard humor and clarification

Some of the humorous placards discussed above offer an unconventional
perspective on the issue of climate change by, for example, using wordplay to
compare the hotness of the planet with a fictional boyfriend (Figure 7c) or by
literally interpreting the slogan “Climate change is calling” (Figure 5b). Similar to
the humorous placards that stimulate identification with a group of climate change
activists, such placards do not subvert the mutually accepted norm, but rather look
at it from a new perspective. As it often happens, the function of clarification also
involves making the ideas more memorable — and in the case of the climate
placards, memorability is often achieved not just through humor, but also through
other rhetorical devices, such as thymes (Figure 1b). Arguably, humorous
communication provides a surprising perspective on the issue and making the
ideas more memorable can contribute to greater engagement with the message.
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Conclusions

Climate placard humor and enforcement

As the enforcement function [J. C. Meyer, 2000] is strongly connected with
criticism, its strong presence in the humorous climate placards is not surprising.
By ridiculing politicians who do not want to take action against climate change
(Figures 5¢, 5d), placards’ creators underscore the norm violations. Moreover,
humorous teasing in this case goes hand-in-hand with serious criticism, thus
potentially provoking not only humorous, but also serious reactions from the
targets and the audience. Open and visible humorous critique of the politicians via
the placards also puts political targets into an uneasy position as they have to
develop an efficient reaction strategy. Whether they choose to treat humorous
criticism seriously or try to reply to it in a humorous way, they might ‘lose face’
and be ridiculed even more; none of the options in this dilemma are attractive
[Serensen, 2013, p. 80]. This is one particular instance where the audience for the
humorous content displayed on the School Strike 4 Climate placards can actively
and deliberately extend beyond in-group youth.

Climate placard humor and differentiation

The very existence of climate change activism means that there are social and
political groups that hold opposite opinions on the environmental agenda. These
groups use various means to demarcate the boundaries between them, and humor
is one of these means. Some of the placards use sarcastic and derogatory labels
(such as “fossil fools”, see Figure 1a) or straightforwardly draw the line between
the “incompetent’ policy-makers and youth activists who have to step in and do
political work. As this function involves a clear demarcation between “us” and
‘them’, humor often explicitly refers to the two opposing parties as groups (“We are
skipping our lessons to teach you one”, emphasis by the authors, see Figure 2c).
Labelling and separating these groups would act to delegitimize the targeted
opposing groups (in this case politicians) and their respective opinions on climate
change while simultaneously reaffirming the credibility of their own message
[Jaspal et al., 2016]. humor thus helps to maintain social differences and distances
[J. Meyer, 2021, p. 68].

The impact that climate change has on all of us highlights the importance of science
communication on environmental topics, and looking at the new bottom-up ways
climate change communication can contribute to our understanding of the
messages that are relevant and inspiring to our younger generations. SS4C is an
inherent part of climate change discourse which gains high visibility due to the
young age of the protesters, their numerous and varied activities, and, to some
extent, the humor they use to communicate their messages to the world.

This analysis revealed that the humor in S54C placards takes on many different
forms. Protestor signage displayed satirical undertones that critique current
climate inaction and utilise wordplay, juxtapositions, cultural references, and
visual humor to propagate messages. Given the especially young participants of
S54C, it is unsurprising that they largely use humor styles that appeal to their
particular age group, such as satire and nihilism [Wilkie, 2021]. The analysis also
demonstrated that humor is an effective tool to transmit not only the content of a
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message, but the values and social identities embedded in it [Lockyer & Pickering,
2008]. Applying Meyer’s categorisation to these placards highlights that SS4C
humor draws upon the social norms of youth protestors and potentially amplifies
their climate messages by identifying with and dividing their audiences.
Humorous placards can act as a unifying device in social movements which
display and represent the shared values between climate activists and bring these
like-minded protagonists together. Humor also functions as a means of bringing
levity to the overwhelming topic of climate change, allowing audiences to identify
with protestor messages or look at them from a new perspective. This acts to
increase the salience and memorability of protest climate messages by presenting
them in a non-confronting way [Boykoff & Osnes, 2019, p. 155]. Protestors also
used humor to creatively confront actors on the opposing side of their agenda,
seeking to distance and critique the actions or inaction of environmental policy
stakeholders. It is also important to note the protest setting these placards exist in:
this humorous effect is potentially compounded by the repetition of similar climate
messages, which can strengthen their ability to influence audience perspectives on
climate change [Catanzaro & Collin, 2021; Wang, Corner, Chapman & Markowitz,
2018]. Placards are material traces of sense-making practices; they represent
empirical evidence of how young protesters make sense of our looming ecological
disaster. Humorous placards therefore act as a meaningful vehicle for science
communication, especially in a climate-protest environment. Young protesters’
humor can simultaneously entertain, provoke attention and call for action which
brings climate change communication closer to the “action-based” approach

[De Meyer et al., 2021]. Following Catanzaro and Collin’s approach [2021, p. 3], the
exploration of humor in these personalised protest posters created by these young
demonstrators to wake, shake and educate diverse publics, contributes to the
development of climate education as a field capable of responding to and
accounting for “the rapidly changing environmental conditions of everyday life”
[Cutter-Mackenzie & Rousell, 2019, p. 101].

Humor can help young protesters regulate their emotions in the face of the urgency
of climate action and eco-anxiety and thus grow as active climate ambassadors and
communicators [cf. Osnes et al., 2019]. However, humor is a subjective category,
and the selection of placards themselves and subsequent interpretations may or
may not align with individual perspectives. Further, these placards existed as
digital artefacts to us, therefore Australian SS4C events in 2021 that did not have
online coverage would not have been analysed, nor were placards that were not
digitally recorded, presenting a key limitation of the study. Furthermore, while the
scope of the research was limited to placards, there are many other visual mediums
for conveying climate messages worth exploring. Finally, this paper was done
purely by adults, and therefore may not be accurately capturing key messages and
humor as would be identified by young people themselves. Opportunities to
co-research with youth protestors in future is therefore greatly encouraged,
wherever possible.

Despite the impact on all people globally, scientific literature can be inaccessible to
non-scientists, so there is a need for high quality communication to bridge that gap.
Depictions of collective anger and challenging authorities in protest contexts often
reflect the link between injustice and emotions [della Porta, 2015]. Future research
can further clarify if humorous placards can be read as a source of cultural
pedagogy [a term borrowed from Kellner, 2020, p. 2], contributing to educating us

https://doi.org/10.22323/2.21050202 JCOM 21(05)(2022)A02 = 17


https://doi.org/10.22323/2.21050202

Acknowledgments

References

on what (not) to think, feel, fear and aspire for. Further, it is questioned whether
humor can act as a narrative strategy itself, or as a ‘device’ that persuades and
elicits emotional reactions in audiences, making environmental urgency accessible
and evoking environmental awareness beyond the SS4C protest group.

The connections between the use of humor, the dominant and underlying
narratives and young people’s agency in addressing the issue of climate change
also deserve further research, as they will help to understand in which way and to
what extent humor can be used to stimulate or hinder young people’s active
engagement with climate change issues. By affecting individuals both on the
cognitive and emotional level, humor is an appropriate means to meet this purpose
of science communication. Its subtlety and playfulness can fill in the gaps that are
left open by serious science communication methods, and thus engage a larger
audience and achieve a longer-lasting effect on its attitudes towards climate
change. This is demonstrated largely in the present research by enabling a shared
communication language among young people, a group often left out of
environmental policy and management discussions. Examining audiences” direct
responses to youth protestors’ climate messages would hence be beneficial and
further elucidate whether humorous (especially to an in-group audience) climate
messages have the potential to instigate climate action. Further research can also
explore climate placards from the perspective of visual epistemologies, examining
their visuality and visual culture of environmental communication, and the
“various kinds of relations that can hold among different vehicles of visually
transmitted knowledge” [Nyhart, 2016, p. 445] when understood as driven by
activism. This paper thus opens up multiple ways to explore the interrelations
between climate change communication, humor, and protest, and stimulates the
discussion on how and why to discuss humor in the quickly evolving context of
the youth action against climate change.

This research was supported by the European Union through the European
Regional Development Fund (Centre of Excellence in Estonian Studies, TK 145)
and the Estonian Ministry of Education and Research EKKD65 grant (Source
Documents in the Cultural Process: Estonian Materials in the Collections and
Databases of the Estonian Literary Museum).

Karina Judd and Hannah Feldman are supported by Australian Government
Research Training Program (RTP) Scholarships.

Ahteensuu, M. (2012). Assumptions of the deficit model type of thinking:
ignorance, attitudes, and science communication in the debate on genetic
engineering in agriculture. Journal of Agricultural and Environmental Ethics 25
(3), 295-313. doi:10.1007 /s10806-011-9311-9

Alexander, N., Petray, T. & McDowall, A. (2022). More learning, less activism:
narratives of childhood in Australian media representations of the School
Strike for Climate. Australian Journal of Environmental Education 38 (1), 96-111.
doi:10.1017 /aee.2021.28

Anderson, A. A. & Becker, A. B. (2018). Not just funny after all: sarcasm as a
catalyst for public engagement with climate change. Science Communication 40
(4), 524-540. doi:10.1177/1075547018786560

https://doi.org/10.22323/2.21050202 JCOM 21(05)(2022)A02 = 18


https://doi.org/10.1007/s10806-011-9311-9
https://doi.org/10.1017/aee.2021.28
https://doi.org/10.1177/1075547018786560
https://doi.org/10.22323/2.21050202

Andersson, E. (2015). Situational political socialization: a normative approach to
young people’s adoption and acquisition of political preferences and skills.
Journal of Youth Studies 18 (8), 967-983. doi:10.1080/13676261.2015.1020926

Ask, K. & Abidin, C. (2018). My life is a mess: self-deprecating relatability and
collective identities in the memification of student issues. Information,
Communication & Society 21 (6), 834-850. doi:10.1080/1369118x.2018.1437204

Attardo, S., Hempelmann, C. F. & Di Maio, S. (2002). Script oppositions and logical
mechanisms: modeling incongruities and their resolutions. Humor —
International Journal of Humor Research 15 (1), 3—46. doi:10.1515/humr.2002.004

Bainbridge, A. & Mcllroy, J. (2021). Thousands demand action at #ClimateStrikes.
Green Left. Retrieved November 27, 2021, from
https:/ /www.greenleft.org.au/content/thousands-demand-climate-action-
over-30-climatestrike-events

Bangsund, A. D. (2018). Having a laugh? The role of humour in adolescents’ climate
change communication (Royal Roads University, Victoria, Canada).

Becker, A. & Anderson, A. A. (2019). Using humor to engage the public on climate
change: the effect of exposure to one-sided vs. two-sided satire on message
discounting, elaboration and counterarguing. J[COM 18 (04), A07.
doi:10.22323/2.18040207

Bergson, H. (1914). Laughter: an essay on the meaning of the comic. New York, NY,
U.S.A.: The Macmillan Company.

Bonus, J. A. & Mares, M.-L. (2018). When the sun sings science, are children left in
the dark? Representations of science in children’s television and their effects
on children’s learning. Human Communication Research 44 (4), 449—-472.
d0i:10.1093 /hcr /hqy009

Bore, I.-L. K. & Reid, G. (2014). Laughing in the face of climate change? Satire as a
device for engaging audiences in public debate. Science Communication 36 (4),
454-478. doi:10.1177/1075547014534076

Bouchard, F, Fritz, M. & Sjoberg, Y. (2022). Redrawing permafrost outreach. Nature
Reviews Earth & Environment 3, 7. doi:10.1038/s43017-021-00255-8

Boykoff, M. & Osnes, B. (2019). A laughing matter? Confronting climate change
through humor. Political Geography 68, 154-163.
doi:10.1016/j.polgeo.2018.09.006

Brewer, P. R. & McKnight, J. (2017). “A statistically representative climate change
debate”: satirical television news, scientific consensus, and public perceptions
of global warming. Atlantic Journal of Communication 25 (3), 166-180.
doi:10.1080/15456870.2017.1324453

Buckley, C. G. & Bowman, B. (2021). Not (just) a protest: the Youth Strike for
Climate as cultural exchange and collaborative text. In M. Mikulewicz &

N. J. W. Crawford (Eds.), The Climate Connection Cultural Relations Collection
Special Edition (pp. 12-24). British Council. Retrieved from

https:/ /e-space.mmu.ac.uk/628340/1/cultural_relations_collection_2021_
not_just_a_protest.pdf

Burns, T. W., O’Connor, D. J. & Stocklmayer, S. M. (2003). Science communication:
a contemporary definition. Public Understanding of Science 12 (2), 183-202.
doi:10.1177/09636625030122004

Caraway, K. & Caraway, B. R. (2020). Representing ecological crises in children’s
media: an analysis of The Lorax and Wall-E. Environmental Communication 14
(5), 686—697. doi:10.1080/17524032.2019.1710226

https://doi.org/10.22323/2.21050202 JCOM 21(05)(2022)A02 = 19


https://doi.org/10.1080/13676261.2015.1020926
https://doi.org/10.1080/1369118x.2018.1437204
https://doi.org/10.1515/humr.2002.004
https://www.greenleft.org.au/content/thousands-demand-climate-action-over-30-climatestrike-events
https://www.greenleft.org.au/content/thousands-demand-climate-action-over-30-climatestrike-events
https://doi.org/10.22323/2.18040207
https://doi.org/10.1093/hcr/hqy009
https://doi.org/10.1177/1075547014534076
https://doi.org/10.1038/s43017-021-00255-8
https://doi.org/10.1016/j.polgeo.2018.09.006
https://doi.org/10.1080/15456870.2017.1324453
https://e-space.mmu.ac.uk/628340/1/cultural_relations_collection_2021_not_just_a_protest.pdf
https://e-space.mmu.ac.uk/628340/1/cultural_relations_collection_2021_not_just_a_protest.pdf
https://doi.org/10.1177/09636625030122004
https://doi.org/10.1080/17524032.2019.1710226
https://doi.org/10.22323/2.21050202

Catanzaro, M. & Collin, P. (2021). Kids communicating climate change: learning
from the visual language of the SchoolStrike4Climate protests. Educational
Review. doi:10.1080/00131911.2021.1925875

Chan, A. & Udalagama, C. (2021). Exploring the use of positive humour as a tool in
science communication: do science and non-science undergraduates differ in
their receptiveness to humour in popular science articles? JCOM 20 (04), A06.
doi:10.22323/2.20040206

Chovanec, J. (2019). Early Titanic Jokes: a disaster for the theory of disaster jokes?
Humor — International Journal of Humor Research 32 (2), 201-225.
d0i:10.1515/humor-2018-0090

CNN (2017). Signs from the March for Science. Retrieved December 17, 2021, from
https:/ /edition.cnn.com /2017 /04 /22 /us/gallery /signs-from-the-march-
for-science/index.html

Colvin, R. M. & Jotzo, F. (2021). Australian voters’ attitudes to climate action and
their social-political determinants. PLoS ONE 16 (3), e0248268.
doi:10.1371/journal.pone.0248268

Corner, A., Shaw, C. & Clarke, J. (2018). Principles for effective communication and
public engagement on climate change: a handbook for IPCC authors. Oxford, U.K.:
Climate Outreach.

Cortassa, C. (2016). In science communication, why does the idea of a public deficit
always return? The eternal recurrence of the public deficit. Public
Understanding of Science 25 (4), 447-459. d0i:10.1177 /0963662516629745

Cutter-Mackenzie, A. & Rousell, D. (2019). Education for what? Shaping the field of
climate change education with children and young people as co-researchers.
Children’s Geographies 17 (1), 90-104. doi:10.1080/14733285.2018.1467556

Davies, S. R., Halpern, M., Horst, M., Kirby, D. A. & Lewenstein, B. (2019). Science
stories as culture: experience, identity, narrative and emotion in public
communication of science. J[COM 18 (05), A01. doi:10.22323/2.18050201

De Meyer, K., Coren, E., McCaffrey, M. & Slean, C. (2021). Transforming the stories
we tell about climate change: from ‘issue’ to ‘action’. Environmental Research
Letters 16 (1), 015002. doi:10.1088 /1748-9326 /abcd5a

de Mooy, J., Uba, K., Wahlstrom, M., Wennerhag, M. & De Vydt, M. (Eds.) (2020).
Protest for a future 1I: composition, mobilization and motives of the participants in
Fridays For Future climate protests on 20-27 September, 2019, in 19 cities around
the world. doi:10.17605/OSEIO/ASRUW

Declercq, D. (2018). A definition of satire (and why a definition matters). The Journal
of Aesthetics and Art Criticism 76 (3), 319-330. doi:10.1111 /jaac.12563

della Porta, D. (2015). Social movements in times of austerity: bringing capitalism back
into protest analysis. Cambridge, U.K.: Polity Press.

Dundes, A. (1987). At ease, disease — AIDS jokes as sick humor. American
Behavioral Scientist 30 (3), 72-81. doi:10.1177/000276487030003006

Eisend, M. (2009). A meta-analysis of humor in advertising. Journal of the Academy
of Marketing Science 37 (2), 191-203. d0i:10.1007 /s11747-008-0096-y

Farinella, M. (2018). The potential of comics in science communication. JCOM 17
(01), YO1. doi:10.22323/2.17010401

Feldman, H. R. (2020). A rhetorical perspective on youth environmental activism.
JCOM 19 (06), C07. doi:10.22323/2.19060307

Fiadotava, A. (2020). Sharing humour digitally in family communication.

The European Journal of Humour Research 8 (1), 95-111.
doi:10.7592 /EJHR2020.8.1.fiadotava

https://doi.org/10.22323/2.21050202 JCOM 21(05)(2022)A02 = 20


https://doi.org/10.1080/00131911.2021.1925875
https://doi.org/10.22323/2.20040206
https://doi.org/10.1515/humor-2018-0090
https://edition.cnn.com/2017/04/22/us/gallery/signs-from-the-march-for-science/index.html
https://edition.cnn.com/2017/04/22/us/gallery/signs-from-the-march-for-science/index.html
https://doi.org/10.1371/journal.pone.0248268
https://doi.org/10.1177/0963662516629745
https://doi.org/10.1080/14733285.2018.1467556
https://doi.org/10.22323/2.18050201
https://doi.org/10.1088/1748-9326/abcd5a
https://doi.org/10.17605/OSF.IO/ASRUW
https://doi.org/10.1111/jaac.12563
https://doi.org/10.1177/000276487030003006
https://doi.org/10.1007/s11747-008-0096-y
https://doi.org/10.22323/2.17010401
https://doi.org/10.22323/2.19060307
https://doi.org/10.7592/EJHR2020.8.1.fiadotava
https://doi.org/10.22323/2.21050202

Fiske, S. T. & Dupree, C. (2014). Gaining trust as well as respect in communicating
to motivated audiences about science topics. Proceedings of the National
Academy of Sciences 111 (supplement_4), 13593-13597.
doi:10.1073 /pnas.1317505111

Graneheim, U. H., Lindgren, B.-M. & Lundman, B. (2017). Methodological
challenges in qualitative content analysis: a discussion paper. Nurse Education
Today 56, 29-34. d0i:10.1016/j.nedt.2017.06.002

Gring-Pemble, L. & Watson, M. S. (2003). The rhetorical limits of satire: an analysis
of James Finn Garner’s Politically correct bedtime stories. Quarterly Journal of
Speech 89 (2), 132-153. d0i:10.1080/00335630308175

Gross, A. G. (1994). The roles of rhetoric in the public understanding of science.
Public Understanding of Science 3 (1), 3-23. doi:10.1088/0963-6625/3/1/001

Grugulis, I. (2002). Nothing serious? Candidates” use of humour in management
training. Human Relations 55 (4), 387—406. doi:10.1177/0018726702055004459

Hempelmann, C. F. (2014). Puns. In S. Attardo (Ed.), Encyclopedia of humor studies.
Thousand Oaks, CA, U.S.A.: SAGE Publications.

Holbert, R. L., Tchernev, J. M., Walther, W. O., Esralew, S. E. & Benski, K. (2013).
Young voter perceptions of political satire as persuasion: a focus on perceived
influence, persuasive intent, and message strength. Journal of Broadcasting &
Electronic Media 57 (2), 170-186. d0i:10.1080/08838151.2013.787075

Holmberg, A. & Alvinius, A. (2020). Children’s protest in relation to the climate
emergency: a qualitative study on a new form of resistance promoting
political and social change. Childhood 27 (1), 78-92.
doi:10.1177/0907568219879970

Hornsey, M. ]., Harris, E. A. & Fielding, K. S. (2018). Relationships among
conspiratorial beliefs, conservatism and climate scepticism across nations.
Nature Climate Change 8 (7), 614-620. doi:10.1038 /s41558-018-0157-2

Howarth, C., Parsons, L. & Thew, H. (2020). Effectively communicating climate
science beyond academia: harnessing the heterogeneity of climate
knowledge. One Earth 2 (4), 320-324. doi:10.1016 /j.oneear.2020.04.001

Jaspal, R., Nerlich, B. & van Vuuren, K. (2016). Embracing and resisting climate
identities in the Australian press: sceptics, scientists and politics. Public
Understanding of Science 25 (7), 807-824. doi:10.1177/0963662515584287

Jiirgens, A.-S., Fiadotava, A., Tscharke, D. & Viafia, J. N. (2021). Spreading fun:
comic zombies, Joker viruses and COVID-19 jokes. Journal of Science & Popular
Culture 4 (1), 39-57. d0i:10.1386 /jspc_00024_1

Kahan, D. (2012). Why we are poles apart on climate change. Nature 488 (7411), 255.
doi:10.1038/488255a

Kaltenbacher, M. & Drews, S. (2020). An inconvenient joke? A review of humor in
climate change communication. Environmental Communication 14 (6), 717-729.
doi:10.1080/17524032.2020.1756888

Kellner, D. (2020). Media culture: cultural studies, identity, and politics in the
contemporary moment (2nd ed.). doi:10.4324 /9780429244230

Kirby, D. A. (2017). The changing popular images of science. In K. H. Jamieson,

D. M. Kahan & D. A. Scheufele (Eds.), The Oxford handbook on the science of
science communication (pp. 291-300).
d0i:10.1093 / oxfordhb /9780190497620.013.32

KnowYourMeme (2017). EImo rise. Retrieved January 21, 2022, from

https:/ /knowyourmeme.com/memes/elmo-rise

https://doi.org/10.22323/2.21050202 JCOM 21(05)(2022)A02 = 21


https://doi.org/10.1073/pnas.1317505111
https://doi.org/10.1016/j.nedt.2017.06.002
https://doi.org/10.1080/00335630308175
https://doi.org/10.1088/0963-6625/3/1/001
https://doi.org/10.1177/0018726702055004459
https://doi.org/10.1080/08838151.2013.787075
https://doi.org/10.1177/0907568219879970
https://doi.org/10.1038/s41558-018-0157-2
https://doi.org/10.1016/j.oneear.2020.04.001
https://doi.org/10.1177/0963662515584287
https://doi.org/10.1386/jspc_00024_1
https://doi.org/10.1038/488255a
https://doi.org/10.1080/17524032.2020.1756888
https://doi.org/10.4324/9780429244230
https://doi.org/10.1093/oxfordhb/9780190497620.013.32
https://knowyourmeme.com/memes/elmo-rise
https://doi.org/10.22323/2.21050202

Kuipers, G. (2002). Media culture and Internet disaster jokes: Bin Laden and the
attack on the World Trade Center. European Journal of Cultural Studies 5 (4),
450-470. doi:10.1177/1364942002005004296

Laineste, L. & Ladne, M. (2015). Images of the enemy from both sides of the front:
the case of Estonia (1942-1944). In D. Demski, L. Laineste &

K. Baraniecka-Olszewska (Eds.), War matters: constructing images of the other
(1930s to 1950s) (pp. 222-243). Budapest, Hungary: L’'Harmattan.

Leviston, Z., Price, ]. & Bishop, B. (2014). Imagining climate change: the role of
implicit associations and affective psychological distancing in climate change
responses. European Journal of Social Psychology 44 (5), 441-454.
doi:10.1002/ejsp.2050

Little, C. (2021). Eighty turnout for Parkes School Strike 4 Climate. Parkes
Champion-Post. Retrieved November 26, 2021, from
https:/ /www.parkeschampionpost.com.au/story /7264444 /students-cant-
vote-so-they-strike-to-be-heard-says-young-climate-change-protester/

Lockyer, S. & Pickering, M. (2008). You must be joking: the sociological critique of
humour and comic media. Sociology Compass 2 (3), 808-820.
do0i:10.1111/§.1751-9020.2008.00108.x

Maeseele, P. (2009). NGOs and GMOs: a case study in alternative science
communication. Javnost — The Public 16 (4), 55-72.
doi:10.1080/13183222.2009.11009014

Manzo, K. (2012). Earthworks: the geopolitical visions of climate change cartoons.
Political Geography 31 (8), 481-494. d0i:10.1016/j.polgeo.2012.09.001

Marres, N. (2005). Issues spark a public into being: a key but often forgotten point
of the Lippmann-Dewey debate. In B. Latour & P. Weibel (Eds.), Making things
public: atmospheres of democracy (pp. 208-217). Cambridge, MA, U.S.A.:

MIT Press.

Martin, R. A. (2007). The psychology of humor: an integrative approach. London, U.K.:
Elsevier Academic Press.

Martineau, W. H. (1972). A model of the social functions of humor. In
J. H. Goldstein & P. E. McGhee (Eds.), The psychology of humor: theoretical
perspectives and empirical issues (pp. 101-125).
doi:10.1016/b978-0-12-288950-9.50011-0

McArthur, D. (2021, May 21). Belgrave, Victoria School Strike [Twitter post].
Retrieved from https:/ /twitter.com/Don_M_/status/1395593130024390656

McGraw, A. P.,, Williams, L. E. & Warren, C. (2014). The rise and fall of humor:
psychological distance modulates humorous responses to tragedy. Social
Psychological and Personality Science 5 (5), 566-572.
doi:10.1177/1948550613515006

McQuarrie, E. F. & Mick, D. G. (2003). Visual and verbal rhetorical figures under
directed processing versus incidental exposure to advertising. Journal of
Consumer Research 29 (4), 579-587. doi:10.1086 /346252

Merzagora, M., Aguirre, C., Boniface, P., Bricout, C. & Martineau, C. (2022). Valuing
visitors” knowledge: the experience of Association Traces at the crossroads
between science communication, participatory activities and social inclusion.
JCOM 21 (02), N02. doi:10.22323/2.21020802

Metcalfe, J. (2019). Comparing science communication theory with practice:
an assessment and critique using Australian data. Public Understanding of
Science 28 (4), 382-400. doi:10.1177/0963662518821022

https://doi.org/10.22323/2.21050202 JCOM 21(05)(2022)A02 = 22


https://doi.org/10.1177/1364942002005004296
https://doi.org/10.1002/ejsp.2050
https://www.parkeschampionpost.com.au/story/7264444/students-cant-vote-so-they-strike-to-be-heard-says-young-climate-change-protester/
https://www.parkeschampionpost.com.au/story/7264444/students-cant-vote-so-they-strike-to-be-heard-says-young-climate-change-protester/
https://doi.org/10.1111/j.1751-9020.2008.00108.x
https://doi.org/10.1080/13183222.2009.11009014
https://doi.org/10.1016/j.polgeo.2012.09.001
https://doi.org/10.1016/b978-0-12-288950-9.50011-0
https://twitter.com/Don_M_/status/1395593130024390656
https://doi.org/10.1177/1948550613515006
https://doi.org/10.1086/346252
https://doi.org/10.22323/2.21020802
https://doi.org/10.1177/0963662518821022
https://doi.org/10.22323/2.21050202

Meyer, G. (2016). In science communication, why does the idea of a public deficit
always return? Public Understanding of Science 25 (4), 433-446.
doi:10.1177/0963662516629747

Meyer, J. (2021). Uniting and dividing in personal interactions: four key functions
of humor in communication. In M. Strick & T. E. Ford (Eds.), The social
psychology of humor (pp. 57-73). doi:10.4324 /9781003042440-4-6

Meyer, J. C. (2000). Humor as a double-edged sword: four functions of humor in
communication. Communication Theory 10 (3), 310-331.
doi:10.1111/j.1468-2885.2000.tb00194.x

Mihailidis, P. (2020). The civic potential of memes and hashtags in the lives of
young people. Discourse: Studies in the Cultural Politics of Education 41 (5),
762-781. doi:10.1080/01596306.2020.1769938

Miller, D. W. & Toman, M. (2016). An analysis of rhetorical figures and other
linguistic devices in corporation brand slogans. Journal of Marketing
Communications 22 (5), 474-493. doi:10.1080/13527266.2014.917331

Moret-Soler, D., Mateu, A. & Dominguez, M. (2021). Incendiary humor: climate
change, biodiversity, and politics in wildfire cartoons. Environmental
Communication. doi:10.1080/17524032.2021.2000466

Morreall, J. (2016). Philosophy of humor. In E. N. Zalta (Ed.), The Stanford
Encyclopedia of Philosophy. Stanford, CA, U.S.A.: Stanford University.
Retrieved from
https:/ /plato.stanford.edu/archives/win2016/entries /humor/

Nabi, R. L., Moyer-Gusé, E. & Byrne, S. (2007). All joking aside: a serious
investigation into the persuasive effect of funny social issue messages.
Communication Monographs 74 (1), 29-54. doi:10.1080/03637750701196896

Nyhart, L. K. (2016). Interpreting visual cultures of science. Annals of Science 73 (4),
442-446. doi:10.1080/00033790.2015.1067115

O'NeEeill, S. & Nicholson-Cole, S. (2009). “Fear won’t do it”: promoting positive
engagement with climate change through visual and iconic representations.
Science Communication 30 (3), 355-379. d0i:10.1177/1075547008329201

O'NeEeill, S. J. & Smith, N. (2014). Climate change and visual imagery. WIREs Climate
Change 5 (1), 73-87. d0i:10.1002 /wcc.249

Olah, A. R. & Hempelmann, C. F. (2021). Humor in the age of coronavirus:

a recapitulation and a call to action. Humor — International Journal of Humor
Research 34 (2), 329-338. doi:10.1515/humor-2021-0032

Oring, E. (1987). Jokes and the discourse on disaster. The Journal of American Folklore
100 (397), 276-286. doi:10.2307 /540324

Osnes, B., Boykoff, M. & Chandler, P. (2019). Good-natured comedy to enrich
climate communication. Comedy Studies 10 (2), 224-236.
doi:10.1080/2040610x.2019.1623513

Panu, P. (2020). Anxiety and the ecological crisis: an analysis of eco-anxiety and
climate anxiety. Sustainability 12 (19), 7836. doi:10.3390/su12197836

Pestrin, S., Mohammadi, S., Hynes, N. & Carmody, J. (2021). Thousands of students
join School Strike 4 Climate to demand stronger climate change action.

ABC News. Retrieved November 27, 2021, from
https:/ /www.abc.net.au/news/2021-10-15/students-around-australia-join-
school-strike-4-climate /100541412

Pickering, M. & Lockyer, S. (2005). Introduction: the ethics and aesthetics of humor
and comedy. In S. Lockyer & M. Pickering (Eds.), Beyond a joke: the limits of
humour (pp. 1-24). doi:10.1057/9780230236776_1

https://doi.org/10.22323/2.21050202 JCOM 21(05)(2022)A02 = 23


https://doi.org/10.1177/0963662516629747
https://doi.org/10.4324/9781003042440-4-6
https://doi.org/10.1111/j.1468-2885.2000.tb00194.x
https://doi.org/10.1080/01596306.2020.1769938
https://doi.org/10.1080/13527266.2014.917331
https://doi.org/10.1080/17524032.2021.2000466
https://plato.stanford.edu/archives/win2016/entries/humor/
https://doi.org/10.1080/03637750701196896
https://doi.org/10.1080/00033790.2015.1067115
https://doi.org/10.1177/1075547008329201
https://doi.org/10.1002/wcc.249
https://doi.org/10.1515/humor-2021-0032
https://doi.org/10.2307/540324
https://doi.org/10.1080/2040610x.2019.1623513
https://doi.org/10.3390/su12197836
https://www.abc.net.au/news/2021-10-15/students-around-australia-join-school-strike-4-climate/100541412
https://www.abc.net.au/news/2021-10-15/students-around-australia-join-school-strike-4-climate/100541412
https://doi.org/10.1057/9780230236776_1
https://doi.org/10.22323/2.21050202

Pinto, B., Marcal, D. & Vaz, S. G. (2015). Communicating through humour: a project
of stand-up comedy about science. Public Understanding of Science 24 (7),
776-793. doi:10.1177/0963662513511175

Pinto, B. & Riesch, H. (2017). Are audiences receptive to humour in popular science
articles? An exploratory study using articles on environmental issues. JCOM
16 (04), A01. doi:10.22323/2.16040201

Potter, E. & Oster, C. (2008). Communicating climate change: public responsiveness
and matters of concern. Media International Australia 127 (1), 116-126.
doi:10.1177/1329878x0812700115

Richardson, H. (2019). Brexit March 2019 best placards: from the funniest to the
bizarre. Grazia. Retrieved January 21, 2022, from
https:/ /graziadaily.co.uk/celebrity /news/brexit-march-2019/

Riesch, H. (2015). Why did the proton cross the road? Humour and science
communication. Public Understanding of Science 24 (7), 768-775.
doi:10.1177/0963662514546299

Ross, A. S. & Rivers, D. J. (2019). Internet memes, media frames, and the conflicting
logics of climate change discourse. Environmental Communication 13 (7),
975-994. doi:10.1080/17524032.2018.1560347

Russell, D. (2002). Self-deprecatory humor and the female comic: self-destruction
or comedic construction? Thirdspace: a Journal of Feminist Theory and Culture 2
(1). Retrieved from
https:/ /journals.lib.sfu.ca/index.php/thirdspace/article /view/d_russell

Saroglou, V. & Anciaux, L. (2004). Liking sick humor: coping styles and religion as
predictors. Humor — International Journal of Humor Research 17 (3), 257-277.
do0i:10.1515/humr.2004.012

Schifer, M. S. & Metag, J. (2021). Audiences of science communication between
pluralisation, fragmentation and polarisation. In M. Bucchi & B. Trench
(Eds.), Routledge handbook of public communication of science and technology
(3rd ed., pp. 291-304). d0i:10.4324 /9781003039242

School Strike 4 Climate (2021a). Facebook. Retrieved November 17, 2021, from
https:/ /www.facebook.com/StrikeClimate

School Strike 4 Climate (2021b). Flickr. Retrieved November 20, 2021, from
https:/ /www.flickr.com/photos/ss4c/albums

Simis, M. J., Madden, H., Cacciatore, M. A. & Yeo, S. K. (2016). The lure of
rationality: why does the deficit model persist in science communication?
Public Understanding of Science 25 (4), 400-414. d0i:10.1177/0963662516629749

Skurka, C., Niederdeppe, J. & Nabi, R. (2019). Kimmel on climate: disentangling
the emotional ingredients of a satirical monologue. Science Communication 41
(4), 394—421. doi:10.1177/1075547019853837

Skurka, C., Niederdeppe, ]., Romero-Canyas, R. & Acup, D. (2018). Pathways of
influence in emotional appeals: benefits and tradeoffs of using fear or humor
to promote climate change-related intentions and risk perceptions. Journal of
Communication 68 (1), 169-193. d0i:10.1093 /joc/jqx008

Smith, N. W. & Joffe, H. (2009). Climate change in the British press: the role of the
visual. Journal of Risk Research 12 (5), 647-663. doi:10.1080/13669870802586512

Serensen, M. J. (2013). Humorous political stunts: speaking “truth” to power?

The European Journal of Humour Research 1 (2), 69-83.
doi:10.7592 /EJHR2013.1.2.sorensen

Spencer, H. (1911). Essays on education and kindred subjects. Auckland, New Zealand:
Floating Press.

https://doi.org/10.22323/2.21050202 JCOM 21(05)(2022)A02 = 24


https://doi.org/10.1177/0963662513511175
https://doi.org/10.22323/2.16040201
https://doi.org/10.1177/1329878x0812700115
https://graziadaily.co.uk/celebrity/news/brexit-march-2019/
https://doi.org/10.1177/0963662514546299
https://doi.org/10.1080/17524032.2018.1560347
https://journals.lib.sfu.ca/index.php/thirdspace/article/view/d_russell
https://doi.org/10.1515/humr.2004.012
https://doi.org/10.4324/9781003039242
https://www.facebook.com/StrikeClimate
https://www.flickr.com/photos/ss4c/albums
https://doi.org/10.1177/0963662516629749
https://doi.org/10.1177/1075547019853837
https://doi.org/10.1093/joc/jqx008
https://doi.org/10.1080/13669870802586512
https://doi.org/10.7592/EJHR2013.1.2.sorensen
https://doi.org/10.22323/2.21050202

Statista (2020). Export volume of crude oil from Australia from financial year 2011
to 2020 (in 1,000 megaliters). Retrieved November 27, 2021, from
https:/ /www.statista.com/statistics /674836 /australia-export-volume-of-
crude-oil/

Stokker, K. (1997). Folklore fights the nazis: humor in occupied Norway, 1940-1945.
Madison, WI, U.S.A.: University of Wisconsin Press.

Sturgis, P. & Allum, N. (2004). Science in society: re-evaluating the deficit model of
public attitudes. Public Understanding of Science 13 (1), 55-74.
doi:10.1177/0963662504042690

Suldovsky, B. (2016). In science communication, why does the idea of the public
deficit always return? Exploring key influences. Public Understanding of
Science 25 (4), 415-426. doi:10.1177/0963662516629750

Tajfel, H. & Turner, J. (2001). An integrative theory of intergroup conflict. In
M. A. Hogg & D. Abrams (Eds.), Intergroup relations: essential readings
(pp. 94-109). Hove, U.K.: Psychology Press.

Tomsett, E. (2018). Positives and negatives: reclaiming the female body and
self-deprecation in stand-up comedy. Comedy Studies 9 (1), 6-18.
d0i:10.1080/2040610x.2018.1437167

Topp, K., Thai, M. & Hryciw, D. H. (2019). The role of entertainment in engagement
with climate change. Environmental Education Research 25 (5), 691-700.
doi:10.1080/13504622.2019.1572072

Tranter, B. (2013). The great divide: political candidate and voter polarisation over
global warming in Australia. Australian Journal of Politics & History 59 (3),
397-413. doi:10.1111/ajph.12023

Trench, B. (2008). Towards an analytical framework of science communication
models. In D. Cheng, M. Claessens, T. Gascoigne, J. Metcalfe, B. Schiele &

S. Shi (Eds.), Communicating science in social contexts: new models, new practices
(pp. 119-135). doi:10.1007 /978-1-4020-8598-7_7

Tsakona, V. (2013). Parliamentary punning: is the opposition more humorous than
the ruling party? The European Journal of Humour Research 1 (2), 101-111.
doi:10.7592/EJHR2013.1.2.tsakona2

Tsakona, V. & Popa, D. E. (2011). Humour in politics and the politics of humour:
an introduction. In V. Tsakona & D. E. Popa (Eds.), Studies in political humour:
in between political critique and public entertainment (pp. 1-30).
doi:10.1075/dapsac.46.03tsa

Universities Admissions Centre (n.d.). Australian tertiary admission rank.
Retrieved January 21, 2022, from
https:/ /www.uac.edu.au/future-applicants/atar

Wang, S., Corner, A., Chapman, D. & Markowitz, E. (2018). Public engagement
with climate imagery in a changing digital landscape. WIREs Climate Change 9
(2), €509. doi:10.1002 /wce.509

Wibeck, V. (2014). Enhancing learning, communication and public engagement
about climate change — some lessons from recent literature. Environmental
Education Research 20 (3), 387—411. doi:10.1080/13504622.2013.812720

Wilkie, I. (2021). Short interviews. Comedy Studies 12 (1), 115-119.
doi:10.1080/2040610x.2020.1850099

Yus, F. (2019). Multimodality in memes: a cyberpragmatic approach. In
P. Bou-Franch & P. Garcés-Conejos Blitvich (Eds.), Analyzing digital discourse:
new insights and future directions (pp. 105-131).
doi:10.1007 /978-3-319-92663-6_4

https://doi.org/10.22323/2.21050202 JCOM 21(05)(2022)A02 = 25


https://www.statista.com/statistics/674836/australia-export-volume-of-crude-oil/
https://www.statista.com/statistics/674836/australia-export-volume-of-crude-oil/
https://doi.org/10.1177/0963662504042690
https://doi.org/10.1177/0963662516629750
https://doi.org/10.1080/2040610x.2018.1437167
https://doi.org/10.1080/13504622.2019.1572072
https://doi.org/10.1111/ajph.12023
https://doi.org/10.1007/978-1-4020-8598-7_7
https://doi.org/10.7592/EJHR2013.1.2.tsakona2
https://doi.org/10.1075/dapsac.46.03tsa
https://www.uac.edu.au/future-applicants/atar
https://doi.org/10.1002/wcc.509
https://doi.org/10.1080/13504622.2013.812720
https://doi.org/10.1080/2040610x.2020.1850099
https://doi.org/10.1007/978-3-319-92663-6_4
https://doi.org/10.22323/2.21050202

Authors

How to cite

(@Il

Zhang, B. & Pinto, J. (2021). Changing the world one meme at a time: the effects of
climate change memes on civic engagement intentions. Environmental
Communication 15 (6), 749-764. doi:10.1080/17524032.2021.1894197

Matthew Hee is a postgraduate medical student at the Australian National
University College of Health and Medicine. Completing their bachelors degree in
health-sciences, Matthew has an avid research interest in the wider social
influences on human-health including climate change. He hopes to further explore
the intersection between science communication and effective climate messaging.
E-mail: matthew.hee@anu.edu.au.

Dr. Anna-Sophie Jiirgens is a Lecturer (Assistant Professor) in Popular
Entertainment Studies at the Australian National Centre for the Public Awareness
of Science at the Australian National University. Her research explores the history
of comic mad scientists, Joker Science, science and humour, comic performance and
technology, and the cultural meanings of science.

ORCID ID: 0000-0001-7347-2488.

E-mail: anna-sophie.jurgens@anu.edu.au.

Dr. Anastasiya Fiadotava is a research fellow at the Department of Folkloristics of
the Estonian Literary Museum and the Center for Excellence in Estonian Studies,
Tartu. Her fields of interest include folkloristics, humour studies, and family lore.
She has conducted several comparative research studies on jokes, memes and other
forms of contemporary humour.

ORCID ID: 0000-0001-6985-1880.

E-mail: anastasiya.fiadotava@folklore.ee.

Karina Judd is a Ph.D. candidate at the Australian National Centre for the Public
Awareness of Science at the Australian National University. Her current work is on
the ways that STEM environments navigate inclusion of people and communities
historically excluded from STEM activities, and how science communicators can
draw from their interdisciplinary backgrounds to support this.

ORCID ID:0000-0002-9579-1719.

E-mail: karina.judd@anu.edu.au.

Hannah R. Feldman is a Ph.D. candidate in science communication at the
Australian National Centre for the Public Awareness of Science, and a Research
Fellow at the Institute for Water Futures, both at the Australian National
University. She explores young people’s fast-evolving engagement with climate
change, policy, and technology.

ORCID ID: 0000-0002-3827-7115.

E-mail: hannah.feldman@anu.edu.au.

Hee, M., Jiirgens, A.-S., Fiadotava, A., Judd, K. and Feldman, H. R. (2022).
‘Communicating urgency through humor: School Strike 4 Climate protest
placards’. JCOM 21 (05), A02. https:/ /doi.org/10.22323/2.21050202.

(© The Author(s). This article is licensed under the terms of the Creative Commons
Attribution — NonCommercial — NoDerivativeWorks 4.0 License.
ISSN 1824-2049. Published by SISSA Medialab. jcom.sissa.it

https://doi.org/10.22323/2.21050202 JCOM 21(05)(2022)A02 = 26


https://doi.org/10.1080/17524032.2021.1894197
mailto:matthew.hee@anu.edu.au
mailto:anna-sophie.jurgens@anu.edu.au
mailto:anastasiya.fiadotava@folklore.ee
mailto:karina.judd@anu.edu.au
mailto:hannah.feldman@anu.edu.au
https://doi.org/10.22323/2.21050202
https://jcom.sissa.it/
https://doi.org/10.22323/2.21050202

	Context
	Climate communication and humor
	Methods
	Results — forms and mechanisms of humor in Climate Strike placards
	Discussion — on the functions of humor on protest placards
	Conclusions

