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Abstract

Humor has been employed by (inter)national authorities in order to simplify complex issues and to
encourage behavioral changes toward certain health issues. Focusing our analysis on the cartoons em-
ployed by two Romanian authorities (The National Committee for Coordination of anti-COVID-19
Vaccination Activities, CNCAYV, and The European Commission’s Representation in Romania), the
aims of this study are threefold: to determine how Health Belief Model (HBM) constructs and humor
resources were associated with online users’ online engagement behavior towards the cartoons on vac-
cination in Romania; to identify how multimodal modes were employed in the cartoons on COVID-19
vaccination; to determine how knowledge resources help in the interpretation of humor in the overper-
forming multimodal cartoons. The exploratory analysis showed that self-efficacy was a salient HBM
construct in the cartoons but it was less engaging than cues to action and perceived barriers. Various
forms of puns and visual metaphors as humor resources prevailed and displayed the highest level of
engagement. The qualitative analysis revealed that situational irony and Horatian satire, presented in
a playful tone, were mainly targeted towards anti-vaxxers and the undecided. The study also showed
that a cartoon-based communication strategy should combine generalized humorous situations with
socio-cultural specificity.
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Introduction

Tailoring effective health messages within the context of vaccination hesitancy, criticism,
and misinformation was a great challenge for (inter)national authorities during the COVID-
19 vaccination campaign. Studies (Dubé et al., 2015; Vraga et. al, 2019; Su et al., 2022; Marx
et al., 2023) showed that health communication practitioners should consider both fact-based
scientific strategies, on the one hand, and emotional strategies through personal stories and
humor, on the other hand. Humor attracts sustained attention, eliciting favorable audience re-
sponse in terms of its attitude and behavior towards a particular health issue (Miller et al.,
2021). But the effectiveness of a humorous message strategy depends on the socio-political
context and on the seriousness of the health issue under debate. In the case of East European
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countries, a shift of humor leverage could be observed. During the communist regime, “gal-
lows humor” (Martin & Ford, 2006, pp. 48-49) was employed as a mode of expressing “pas-
sive resistance” to oppression and of some “acts of tacit rebellion” (Popa, 2011, p. 137). A
new type of humor emerged once democracy has gradually triggered East European citizens’
civic awakening. The increase in corruption (Haerpfer et al., 2022) after the fall of commu-
nism has been the main reason of protests in Romania. Dumitrica (2022, p. 188) talks about
“protest humor as a symbol of democratic criticism”. Despite the collective identity that
protest humor as a satirical communication strategy stirs, research (Armanca, 2017; Dumitri-
ca, 2022) has shown the detrimental function of humor as well: the lack of seriousness asso-
ciated with socio-political issues, the questionable power of humor to solve political problems,
or the exclusion of those criticized by imposing hierarchies and legitimizing violence.

The COVID-19 pandemic was the context that favored online humor as a coping strate-
gy to adapt to the uncertainty and anxiety that the new normality brought. COVID infections,
preventive measures, and politics were the topics that triggered the most humorous posts in
Romania (Stefani, 2020). The presence of politics among the most laughed at topics was no
surprise since a 20% decline in trust was observed between May 2021 and February 2022, in
the way the Romanian national authorities managed the immunization process (European
Commission, 2022). Alongside the defense mechanism of humor during the pandemic in Ro-
mania, Stefani (2020) highlighted the aggressive function as well. Analyzing the interactive
humor stirred by the “vaccine as a cheat sheet” metaphor as a means to simplify abstract in-
formation about COVID-19 vaccination, Negrea-Busuioc (2023) emphasizes that such a
metaphor not necessarily makes scientific knowledge more accessible. The mockery associ-
ated with this metaphor amplified the polarization of the online conversation about vaccina-
tion by fueling the vaccination opponents’ use of argumentation fallacies.

Cartoons as a form of humor satirically illustrate social and political realities, often de-
picting stereotypes (Tsakona, 2009; Edwards, 2014). Thus, presenting the reality in a humor-
ous way through an interplay of verbal and/or visual semiotic images and drawing on images
presenting specific cultural and social settings, cartoons are considered “a legitimate, inter-
esting, and engaging source of data” since they “represent what is said in the public arena”
(Giarelli & Tulman, 2003, p. 945). Cartoons and/or comics have a multifold purpose, from
entertainment to social consciousness, education, and instruction (Hendriks & Janssen, 2018;
Kearns & Kearns, 2020; Alemany-Pages et al., 2022; Matwick & Matwick, 2022).

Cartoons and/or comics have been mainly studied in the context of editorial cartoons and
of public health campaigns. This study wants to contribute to the literature on the role of car-
toons in health campaigns on vaccination by focusing on the cartoons employed by two Ro-
manian authorities (The National Committee for Coordination of anti-COVID-19 Vaccination
Activities, CNCAV', and The European Commission’s Representation in Romania) during the
COVID-19 vaccination communication campaign. The aims of this study are the following:
(a) to determine what Health Belief Model (HBM) constructs and humor resources received
higher levels of engagement in the cartoons; (b) to identify the interplay between various
modes in the Romanian cartoons on vaccination; (¢) to determine how knowledge resources
help in the interpretation of humor in the overperforming multimodal cartoons.
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Theoretical framework and research questions

Since humor in cartoons and comics is “a powerful discursive strategy to educate the pub-
lic” (Matwick & Matwick, 2022, p. 1) and since national authorities wanted a behavioral
change through their vaccination communication campaigns, we will start with the assessment
of the HBM elements and the humor resources in the cartoons on COVID-19 vaccination.

HBM (Diddi & Lundy, 2017; Rosenstock et al., 1988) was developed to assess individu-
als’ beliefs regarding health-related behaviors. HBM constructs include perceived threat (prob-
ability of acquiring a specific health condition, the seriousness of a disease), perceived benefits
(the advantages of pursuing a particular health action), perceived barriers (the obstacles or
costs preventing an individual to pursue a certain health action), cues to action (external stim-
uli prompting individuals to take a specific health action), and self-efficacy (a person’s con-
fidence in their capacity to carry out the recommended health action).

Humor has several functions, ranging from relief and control to cohesion, contributing to
“the maintenance of social order” (Kuipers, 2008, p. 370). Martin and collaborators (2003,
p. 52) make the distinction between “affiliative humor”, that focuses on benevolence and self-
acceptance, and “self-defeating humor”, that is detrimental and often associated with aggres-
sive humor. Citing previous authors, Su and collaborators (2022, p. 34) consider that wordplay
and anthropomorphism tend to be related to affiliative humor, whereas satire is more associ-
ated with the latter category. Although not many authors make a difference between sarcasm
and satire, Martin and Ford (2016, p. 13) consider that satire is intended to poke fun at “so-
cial institutions or social policy” whereas sarcasm is targeted “at an individual than an insti-
tution”. Fine and Martin (1990, p. 97) associate sarcasm with hostility, contempt, and bitterness.
In the same line, Buijzen and Valkenburg (2004) add that sarcasm is associated with “a hos-
tile tone”, “a verbal put-down”.

Satire and sarcasm mainly focus on “poking fun” (Su et al., 2022, p. 42), critiquing “dom-
inant belief systems” (Spicer, 2011, p. 26). A distinction is made between Horatian satire ver-
sus Juvenalian satire. Horatian satire provides a lighter social commentary in an entertaining
way, being playful in tone, whereas Juvelian satire displays a more acidic tone, focusing on
aggressive judgment and contempt (Holbert et al., 2011, p. 192; Su et al., 2022, p. 35).

On the other hand, irony as “a statement in which the literal meaning is opposite to the
intended meaning” (Martin & Ford, 2016, p. 13) is more associated with a mild sarcasm than
with satire, leaving a comic effect (Al-Masri, 2016, p. 49). According to Spicer (2011, p. 22),
irony stands for “saying the opposite of what is meant”, thus suggesting “a disjunction be-
tween reality and expectations” (Fine & Martin, 1990, p. 106). Situational irony is defined
as “part of the way in which humans evaluate and deal with situations, particularly those that
do not fit with the normal expectations” (Shelly, 2001, p. 814). This type of irony is present
in cartoons (Ridanpdd, 2012; Abdel-Raheem, 2022). Ridanpdd (2012, p. 113) refers to “a
more or less paradoxical contradiction or incongruity between different elements of a situa-
tion”, which defines situational irony. This type of irony involves an ironist and an observer,
who interprets the situation based on their script knowledge “of what is expected to happen”
(Lucariello, 2007, cited by Ridanpéa, 2012, p. 113).The sociopragmatic function of humor
as an imposition of social order is especially found in humorous multimodal texts employed
by (inter)national authorities that want to trigger a behavioral change at a societal level. The
ideology of the dominant group resides beyond these humorous multimodal texts (Dynel,
2020; Matwick & Matwick, 2022). Unlike an online vigilante humor where users are the cre-
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ators (Dynel, 2020), cartoon humor in editorial cartoons and/or communication campaign is
created by cartoonists who reveal their own depictions of reality (Giarelli & Tulman, 2003,
p- 947). Using contradiction, irony, and controversy to get their point across, cartoonists make
appeal to universal and/or local socio-cultural assumptions. The literature provides various
humor types employed for the analysis of cartoons: pun, spoonerism versus irony in the analy-
sis of editorial cartoons (Al Masri, 2016); metaphors in the analysis of political cartoons dur-
ing the financial crisis (Bounegru & Forceville, 2011), or of newspaper cartoons (El Refaie,
2003), or polysemy, exaggeration, and syllepsis in humorous news (Soare, 2020). Pedrazzi-
ni and Scheuer (2019) provide a more comprehensive insight into the rhetorical resources
employed in multimodal cartoons. The same authors make a distinction between figures of
meaning (ranging from metonymy, metaphor to syllepsis or play on words), figures of con-
structions (antithesis, parallelism, or inversion, gradation), figures of thought (irony, sarcasm,
or parody), and cultural references (p. 13).

Starting from the idea that “cartooning is a metaphor for the subjectivity of perception”
(El Refaie, 2010, p. 171) and that the online environment brings a socially mediated authen-
ticity (Gilpin et al., 2010), the assessment of online engagement is of paramount importance.
Research (Kim & Yang, 2017; Muntinga et al., 2011) shows that the three online behaviors
(liking, commenting, and sharing) are placed on a continuum that ranges from a less cogni-
tive effort to a more cognitive effort. The following research questions were addressed:

RQ1: What HBM constructs in the cartoons on COVID-19 vaccination were associated
with higher level of user engagement?

RQ2: What humor resources as rhetorical figures of meaning were associated with high-
er level of user engagement in the Romanian national authorities’ cartoons on COVID-19
vaccination?

In an article on visual modality versus authenticity, El Refaie (2010) makes a plea for the
concept of authenticity as “an alternative approach to the relationship between images and
truthfulness” (p. 165). We consider that it is important to use an approach that encompasses
both the visual features of images and the producer’s oriented forms of authenticity. A mul-
timodal analysis “provides conceptual tools that focus on the inter-connectedness between peo-
ple’s agency, the technologies in use, and the social content of meaning making” (Jewitt &
Henriksen, 2016, p. 161).

In our analysis we employed a multimodal theory of humor on cartoons and comics (El-
Arousy, 2007; Matwick & Matwick, 2022; Tsakona, 2009) and a social semiotic multimodal
analysis with three inter-connected levels (mode, design, and context) (Jewitt & Henriksen,
2016). Six knowledge resources (KR) are present in the multimodal theory of humor. The siz-
uation refers to the social context of the cartoon (participants, activities, objects, places etc.).
Language focuses on the verbal/ written text that may take various forms (speech balloons,
thought bubble, conversation cloud, or captions). Following El-Arousy (2007), Matwick and
Matwick (2022) replace the narrative strategy with a semiotic strategy that focuses on the in-
terplay between the visual and non-verbal elements and it refers to the identification of the semi-
otic resources potential for the particular situation. The analysis of multimodal design of texts,
modal dominance, emphasis within texts, and layout is of paramount importance. When talk-
ing about language and semiotic strategy, multimodal cohesion should be taken into account.
Van Leeuwen (2005, p. 230) distinguishes two types of links between image and text: elabo-
ration relation, including either specification (both components illustrating each other) or ex-
planation (one component paraphrasing the other); and extension relation, embedding either
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similarity (image and text being similar), contrast (image and text being contrastive), or com-
plementation (one component adding more information to the other component).

The target focuses on the object of the joke, whereas the logical mechanism presents the
shared mechanism, the “distorted and playful logic” (Tsakona, 2009, p. 1173) on which the
last knowledge source is built. The script opposition implies a reversal of truth, the dichotomies
expected/unexpected, normal/abnormal, real/unreal, or possible/impossible, triggering a hu-
morous situation (Tsakona, 2009).

We consider that a clear understanding of the meaning potential of the six knowledge re-
sources in a cartoon relies on the multimodal approach to context (Al-Masri, 2016). The au-
thor identifies three sub-contexts: (a) the macro-context (“the socio-cultural mode or the
general knowledge shared between the cartoonist and (...) readers”, p. 46); (b) the micro-
context (the verbal model, meaning “the representation of the cartoonist’s subjectivity and his
unique way of representing his message to the audience”, p. 46); (¢) the dynamic context (the
visual mode, enriching the verbal mode through an objective assessment of the physical fea-
tures of objects or persons). The following research question was addressed:

RQ3: How were the knowledge resources employed in the top three overperforming mul-
timodal cartoons?

Methodology

Data collection. Two public Facebook pages of Romanian national authorities employed
cartoons as a creative strategy to trigger vaccination behavioral changes: ROVaccinare/ ROVac-
cination? and the European Commission’s Representation in Romania/ECRR?. All cartoons
were created by the same cartoonist, Costel Patrascan. We used CrowdTangle to collect all
the Facebook posts from these two public Facebook pages and after curating the data, our cor-
pus was formed of 50 multimodal Facebook posts embedding cartoons (N = 8, ROVaccina-
tion and N = 42, the European Commission’s Representation in Romania — ECRR).
CrowdTangle, a public tool from Meta, provided insights into the number of likes and fol-
lowers at the time of posting and into the interactions for each Facebook post (likes, com-
ments, shares, and reactions). Following Bonson and Ratkai (2013), liking is associated with
popularity, commenting with commitment, and sharing with virality.

In the first stage of the research we performed a content analysis of the cartoons in order
to identify the salience of the HBM constructs and the humor resources employed on both
Facebook pages.

The coding scheme for the HBM constructs focused on perceived threats (potential side-
effects of the vaccine), perceived benefits (individual — self-protection versus collective —
protection of others), perceived barriers (obstacles, fears preventing the represented partici-
pants to get the jab), cues to action (external appeals convincing people to get vaccinated),
and self-efficacy (reluctance versus confidence in vaccination).

The coding scheme for the humor resources included four forms of meaning as developed
by Pedrazzini and Scheuer (2019):

— polysemy — humorous usage of a polysemous words (e.g., hand/ arm as an upper body
part and expressions such as “on the one hand, on the other hand”, or “a helping hand”).

— syllepsis — a form of pun activating a grammatical incongruity between two words in
an adjacent relation. These words have different meanings, often literal and figurative (Pe-
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drazzini & Scheuer, 2019, p. 7). For example, in a cartoon, a reporter is asking a Romanian
citizen — “How will you travel in Europe? By bus or by plane” and the citizen says: “With
the digital certificate”. Soare (2020, p. 56) associates two linguistic phenomena with this hu-
mor resource: hyper-understanding and non-understanding.

— metaphor — a multimodal figure that focuses on the replacement of an expected element
by an unexpected one. El Refaie (2003, p. 91) emphasizes the importance of the context ex-
pressed through the verbal mode in the interpretation of visual metaphors. Anthropomor-
phism is a humor technique where objects or animals are invested with human features (Buijzen
& Valkenburg, 2004, p. 153). For example, in a cartoon, the human features of vaccinated per-
sons were mapped upon animals (goat kids), thus highlighting a well-known 1875 Roman-
ian story (“The goat and her three kids™).

— synecdoche — a verbal or visual figure showing a part that stands for a whole (e.g., in a
cartoon, a man is holding a car door saying “I came to get the jab at drive thru, but I do not
have a car”).

Since Pedrazzini and Scheuer (2019, p. 107) talk about rhetorical density in cartoons where
various resources coexist, the qualitative analysis of Romanian multimodal cartoons also took
into account situational irony and Horatian satire as figures of thought and generic/global
versus Romanian/local cultural references. These cultural references were associated with in-
tertextual elements that involved either a commonly shared knowledge on well-known fairy
tale characters (Red Riding Hood) or superheroes (Batman) or a specific shared background
knowledge characteristic to Romania (Romanian fairy tales or idiomatic expressions).

Since the sample size was small, descriptive analysis (performed with Stata 18.0) was
performed to obtain the mean values for each type of interactions and HBM constructs and
humor resources.

To identify the overperforming cartoons, the overperforming scores (OR) for each cartoon
were extracted from CrowdTangle’s metrics, indicating the diffusion performance of the re-
spective post. OR is calculated by comparing a specific post with the interaction of the last
posts in the same account, the score being the ratio of actual total interaction of the post and
the expected interaction of the respective post (CrowdTangle, 2016).

A multimodal analysis of the top three cartoons with the highest overperforming score
was performed for the two Romanian authorities. The multimodal analysis focused on the
identification of the six knowledge resources (situation, language, semiotic strategy, target,
logical mechanism, script opposition).

Findings

HBM constructs and online engagement

RQ1 asked which HBM constructs were associated with the highest user engagement. On
ECRR Facebook page, “self-efficacy” (N = 20) was the most frequent HBM construct fol-
lowed by “perceived barriers” (N = 12), “perceived benefits” (N = 5), and “cues to action”
(N=5). As observed in Table 1, self-efficacy was not associated with a high level of engage-
ment. Liking, sharing, and laughing were the top three interactions for all four HBM constructs.
Although “cues to action” was one of the least used HBM constructs, the posts focusing on
this HBM construct had the highest mean values for six online behaviors (comments, likes,
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love, wow, and care), followed by “perceived barriers” which received the highest virality
(shares — M = 246.4, SD = 148.3) and reactions of laughter (M = 191.8, SD = 120.8).

Table 1. HBM constructs and user engagement (European Commission’s Representation
in Romania /ECRR Facebook page)

Perceived benefits Perceived barriers Cues to action Self-efficacy
(N=5) (N=12) (N=5) (N =20)
; M = 336.25, _ _ M = 458.8, M =256.85,
Likes SD = 260.16 M=2516,SD=1278 | o5 _ 5142 SD = 204.1
Comments |M=21.3,SD=32.72 |M=7.8, SD=3.56 M =356, M =8.65, SD = 8.00
TS oEE e SoHeEES SD = 26.06 TEES oEES
M =168.16, _ _ M =235, M =173.35,
Shares | gp=121.2 M=2464, SD=148.3| gp _ 1407 SD=142.6
Love M=791,SD=7.27 M =52, SD =443 M=84,SD=7.3 M=6.1, SD=7.01
Wow M =0.66, SD = 0.88 M=1.6,SD=1.94 M=2,SD=1.87 M =0.75, SD = 0.91
M =180.2, M =926,
Haha M =53.08, SD=65.10 | M =191.8, SD = 120.8 SD = 128.4 SD=82.79
Sad M =0.66, SD = 0.88 M =250, SD =1.87 M=2,SD=2.34 M =0.45, SD=0.6
Angry M =3.41, SD = 3.55 M=2.4,SD=1.67 M =6, SD =4.63 M=2,SD=1.25
Care M=1.91,SD=1.72 M=1.4,SD=114 M=22,8S5D=083 |M=1.9,SD=214

On the ROVaccination Facebook page, four HBM constructs were employed (Table 2):

“self-efficacy” (N = 3), “cues to action”, “perceived benefits” (N = 2, each), and “perceived
barriers” (N = 1). Unlike the engagement in the ECRR posts, where sharing was the second
online behavior with the highest means values for all HBM constructs, the ROVaccination
posts embedding “perceived barriers” and “self-efficacy” triggered more laughter than shar-
ing. The descriptive analysis showed that users were inclined to like and share more cartoons
that included “cues to action” but they preferred to comment more on those embedding “per-
ceived barriers”. In terms of reactions, laughter was the online behavior with the highest en-
gagement, “perceived barriers” receiving more haha reactions (M = 404.5, SD = 135.0) than
the other HBM constructs.
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Table 2. HBM constructs and user engagement (ROVaccination Facebook page)

Perceived benefits Perceived barriers Cues to action Self-efficacy

(N=2) (N=1) (N=2) (N=3)
Likes |55 374 S~ 525 Sp- 2757 =840, SD= 3528
Comments |M=66.5, SD=31.8 |M=127, SD = 38.1 M =92, SD=22.6 M =50.6, SD = 20.7
Shares M=121,8D=1.4 M =1475,SD=3.5 M=216,SD=131.5 |M=127,SD=77.2
Love M=26,SD=14 M=8,SD=9.8 M =26, SD=29.8 M =26, SD=13.4
Wow M=0.5,SD=0.7 M=4,8SD=4.2, M=2,SD=0.1 M=2,8D=1.73
Haha M =24, SD=8.4 g’; =4(1)‘3L5§0 M =198, SD = 244.6 "S/’; fggﬁé
Sad M=10.5,SD=148 |[M=45,5D=0.70 |M=0.5 SD=0.70 M=0.33, SD = 0.57
Angry M =3, SD=2.82 M=4,8D=1.41 M=2.5,SD=0.70 M=3,S8D=1.73
Care M=5,SD=0.1 M =3.5, SD=0.70 M=7,SD=5.6 M=4,8SD=1

Humor resources and online engagement

RQ?2 focused on the analysis of humor resources and engagement in the cartoons on
COVID-19 vaccination. As observed in Table 3, syllepsis (N = 19) and metaphor (N = 11)
were the most employed humor categories in the ECRR cartoons. As in the case of HBM
constructs, all four humor resources triggered liking, sharing, and laughter as online behav-
iors with the highest level of engagement. The descriptive analysis showed that posts embed-
ding syllepsis received more likes and comments but, at the same time, negative reactions
(sadness and anger), whereas posts focusing on synecdoche received more shares and reac-
tions of laughter.

Table 3. Humor resources and user engagement (European Commission’s Representation
in Romania/ ECRR Facebook page)

Polysemy (N = 9)

Metaphor(N = 11)

Syllepsis(N = 20)

Synecdoche (N =2)

Likes M = 325.33, M =246.18, M =335.15, M=192.5,

SD =222.49 SD=181.82 SD = 245.76 SD =127.99
Comments |M=10.22, SD=8.35 | M=9.27, SD=7.79 M =21.75, M =8.5, SD=10.61

- e R - SD =29.55 o -

Shares M =196.78, M =130.55, M =206.3, M =279.5,

SD = 159.98 SD =77.54 SD = 129.81 SD = 327.39
Love M =8.89,SD = 8.27 M=745,8D=755 |M=595 SD=583 |M=2,5D=1.41
Wow M=0.67,SD=087 |M=127,SD=1.01, |M=1,SD=1.52 M=0.5,SD=1.71
Haha M =80.11, M =95.09 M =114.9, M =142,

SD = 76.05 SD = 102.82 SD = 104.27 SD = 181.02
Sad M=0.89, SD=1.05 | M=0.55SD=0.69 M=1.15,SD=166 |M=0,SD=0
Angry M=1.67, SD=0.71 M=236,5D=238 |M=395 SD=349 |M=1.5 SD=0.71

Care

M=2,58D=1.73

M =227, SD=2.65

M =1.65, SD=1.23

M=15,8D=212
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The cartoons on ROVaccination Facebook page (Table 4) embedded visual metaphors and
polysemy and syllepsis as forms of puns. After liking, laughing was the second most used be-
havior by online users interacting with the cartoons embedding metaphors and syllepsis. The
comparative analysis of the mean values indicated that syllepsis received the highest number
of comments and shares whereas polysemy triggered more likes, reactions of laughter, sur-
prise, and anger.

Table 4. Humor resources and user engagement (RO Vaccination Facebook page)

Polysemy (N = 3) Metaphor (N = 2) Syllepsis (N = 3)
Likes M =1233.33,SD = 60.1 M =659, SD = 372.78 M =704.33, SD = 153.42
Comments M =130, SD = 109.42 M =50.67, SD = 58.03 M =142, SD = 66.57
Shares M =165, SD =114.71 M =143, SD = 108.54 M =186.5, SD = 153.44
Love M =28, SD=12.53 M =19.33, SD=8.14 M =18.67, SD = 3.51
Wow M =3, SD =4.36 M=1,8D=1 M =233, SD=1.53
Haha M =281.67, SD = 456.68 M =133.67, SD = 123.98 M =230.67, SD = 247.95
Sad M =3.33, SD = 4.93 M=7.33, SD=11.85 M=0,SD=0
Angry M =4.67, SD = 3.51 M =1.33, SD=1.53 M =3.33, SD=1.15
Care M =4.67, SD =1.53 M =5.33,SD = 0.58 M=4,8D=1

Multimodal analysis of overperforming cartoons

The last research question focused on the multimodal analysis of the top three cartoons
with the highest overperforming score (OS) for both Romanian authorities.

Figure 1. ROVaccinare/ Figure 2. ROVaccinare/ Figure 3.

ROVaccination, October 24, 2021. | ROVaccination, April 30, 2021. ROVaccinare/ROVaccination,
The speech balloons read: “Why | The speech balloons read: “What | March 27, 2021. The speech
didn’t you take the jab?”, the are they selling?”, the answer — balloon reads: “He got the jab. He
answer — “| am afraid of needles”. | “Vaccine”. Copyright: is immune...”.

Copyright: Costel Patrascan* Costel Patrascan Copyright: Costel Patrascan

8 e put AT
VACSINAT?
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The ROVaccination cartoon (Figure 1) with the best overperforming score (OS = 5.64) and
the highest number of laughter reactions humorously presents the situation of a “perceived
barrier”, illustrating a reporter asking a dressmaker while she is sewing: “Why didn’t you get
the jab?” and the woman answering: “I am afraid of needles”. Focusing on the polysemy of
the word “needle” (sewing needle versus syringe needle), the cartoonist wanted to satirize the
anti-vaxxers. The semiotic strategy explains the language component formed of the two
above-mentioned jab lines. The visual mode emphasizes the dynamic context through the vi-
sual representation of a dressmaker using a sewing needle. The dressmaker, as the target of
humor, finds a non-plausible excuse (their fear of needles) in not getting the jab. This is ac-
tually the basis of the logical mechanism beyond this pun. Employing a situational irony, the
cartoonist focuses his script opposition on something unexpected: someone using needles for
her job is afraid of needles. The dressmaker’s noncompliance with the desired behavior of
getting the vaccine highlights an absurd situation: through their ridiculous excuse, the dress-
maker seems to be portrayed as the voice of stupidity, representing the vaccine opponents
who could provide even unexpected arguments to display their reluctance to vaccination.

The following overperforming (OS = 4.45) and the most shared cartoon (N = 309 shares)
brings forth a referenced situation (people queuing) closely linked to the communist regime
(Figure 2). The cartoonist illustrates people queuing to get the jab. Someone holding a shop-
ping bag, joins the queue asking what is sold as merchandise and a man is saying “Vaccine’.
The language is formed of two jab lines: a question (“What are they selling?”) and an an-
swer (“Vaccine!”). The information value of semiotic strategies is obtained through the co-
herence between the visual representation of a straight line and the punch lines and it enhances
the dynamic context of queuing as a social practice. The target of humor is the woman who
wants to stand in line because she thought that new merchandise was brought. The logical
mechanism and script opposition reside in the understanding of the abnormal situation de-
picted in the cartoon that highlights the macro context shared between the cartoonist and the
online Romanian users. In normal circumstances, people stand in line for desirable merchan-
dise or shortage of goods. In the cartoon, the response of the man in line shows a reversal of
the understanding of merchandise revealing a situational irony. Thus, there is a clash between
the expected answer and the actual answer. The unexpected script opposition relies on queu-
ing at local shops as a social practice during the communist rule, a practice that could be la-
beled as “a postmemory in place” (Cretan & Doiciar, 2023, p. 680). The cartoonist used the
association (vaccine as a merchandise) recontextualizing the vaccine center as a site connect-
ed to everyday life (local shop) and thus trying to convince viewers to get the jab.

The third most overperforming cartoon (OS = 3.17) posted by ROVaccination presents the
context of a domestic situation, the husband reading a newspaper and his wife knitting while
sitting in an armchair (Figure 3). After having shot two arrows in the man’s back, Cupid is
surprised that the man has no reaction to his arrows. His wife is explaining to Cupid that her
husband got the jab and that is why he is immune. The language and the semiotic strategy
complement each other, bringing a clarification on the lack of man’s reaction. The left ver-
sus right representation of the two family members who are not talking to each other displays
an atmosphere of indifference and of routine that Cupid wants to change. But his act of stir-
ring the man’s interest in falling in love with his wife again seems to be futile and the woman
says to Cupid, “He got the jab and he is immune...”. Thus, the target of the irony is Cupid
who is bewildered because his arrows do not have the desired effect. The logical mechanism
and script opposition start with a universal shared knowledge on the meaning potential of
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Cupid’s arrows. The situational irony comes from the syllepsis operating in the verbal and
visual modes of the cartoon. Activating two different contextual meanings for the word “im

mune”, the cartoonist humorously illustrates the unexpected lack of efficacy of Cupid’s ar-
rows, emphasizing the surprising effectiveness of COVID-19 immunization not only against
the pandemic but also against love.

Figure 4. The speech balloons Figure 5. The speech balloon Figure 6. The speech balloon
read: “Are you getting the jab?”, reads: “What's in your hand is not | reads: “How can we get out of
“Do | have a choice?” “Of course: | a lie. (Oct. 27, 2021) pandemic?”. A man is pointing at
Pfizer, Astrazeneca, Moderna, Copyright: European a door where there is a sign with
Johnson & Johnson” (Oct. 30, Commission’s Representation in | the label “Vaccine”. (Oct 21, 2021)
2021) Romania and Costel Patrascan Copyright: European
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The best overperforming cartoon (OS = 2.86) on the European Commission’s Representa-
tion in Romania Facebook page generated the highest number of laughter reactions and illus-
trates a humorous representation of cues to action through a reinterpretation of freedom of
choice (Figure 4). The situation depicts two men sitting on a bench in a park, one of them ask-
ing the other if he will get the jab. He replies that he has no choice. The former replies “Of
course: Pfizer, AstraZeneca, Johnson & Johnson”. The information value of the semiotic strat-
egy shows a left to right visual distribution specific to a face-to-face dialogue that is enhanced
by the language in the punch lines (participant A: “Are you going to get the jab?”, participant
B: “Do I have a choice?”, participant A: “Of course: Pfizer, AstraZeneca, Moderna, Johnson
& Johnson”). The target of humor is participant B who gets an unexpected answer to his sub-
missive reply. The logical mechanism and the script opposition interplay to make the cartoon
funny. Under normal circumstances, the punch line “Do I have a choice?” should have got a
reply focusing on pro arguments for getting the jab. The whole situation is an interplay between
syllepsis and situational irony. The word “choice” relies on hyper-understanding as a linguis-
tic phenomenon, the speaker having the ability “to exploit (the) potential weak points in a pre-
vious speaker’s utterance by playfully echoing that utterance while simultaneously reversing
the initially intended interpretation” (Brone, 2008, p. 2027). The Horatian satire in participant
A’s punch line is meant as a stereotype of the undecided who complain of having their civil
liberties violated but who actually are given at least three choices to pick up from. But at the
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same time, participant A’s humorous answer depicts an imposition on the freedom of choice,
the possibility of not getting the jab being out of the question.

The situation in the second best overperforming ECRR cartoon (OS =2.72) shows an in-
stance of individual self-efficacy (Figure 5), illustrating a doctor vaccinating a man while
saying: “What’s in your hand is not a lie”. The language of the jab line and the semiotic strat-
egy complement each other, the image of the man getting the jab being the humorous visual
representation of the idiomatic expression created through the polysemous word “hand”. Two
hands are visually depicted. On the one hand, we have the hand of the authority (the doctor)
that is intended not to be a lie and the hand of the patient who might feel the vaccine as dan-
gerous. But the transactional act (the actual inoculation of the vaccine) shows that the patient
is willing to believe in the efficacy of the COVID-19 vaccine. The target of humor is the man
getting the jab who seems surprised by the doctor’s words. The script opposition focuses ex-
actly on the clash between what is expected to take place during a conversation between a
doctor and a patient and the situation depicted in the cartoon. The logical mechanism relies
on the fact that in normal circumstances the doctor may tell a patient what type of vaccine he
administered. In this cartoon, the doctor provides an implicit qualifier of the vaccine, label-
ing it as not a lie. The macro context plays an important role in the meaning potential of the
play upon the word “hand”. Conspiracy theorists believe that COVID-19 vaccine is a serum,
or an experiment. The doctor in the cartoon intends to debunk this myth emphasizing, through
the idiomatic expression, the urge of not getting lured by anti-vaxxers’ arguments. Thus, the
undecided viewer could get convinced by the instance of individual self-efficacy represent-
ed by the man getting the jab.

The third overperforming ECRR online cartoon (OS = 2.55) presents the collective ben-
efit of COVID-19 vaccination through the employment of situational irony (Figure 6). The
situation depicts a family asking another person “How can we get out of pandemic?” and the
person points to a door where there is a sign with the label “Vaccine”. The humor resides in
the incongruity between the expectation of the persons asking and the gesture of the man
pointing at the door where the vaccine is administered. This incongruity is obtained through
an extension relation focusing on language (the recontextualization of the word “get out”) and
the semiotic strategy (the display of information value: left — the family versus right — the door
with the sign “Vaccine™). This left versus right display of the represented participants may
have the meaning potential of past (pandemic) versus future (vaccination). The target of hu-
mor is the family who seems to be bewildered by the man’s unexpected nonverbal gesture.
The logical mechanism and script opposition show a clash between the family’s script sug-
gesting one reality (a quest for solutions to end the pandemic) and the other man’s script re-
flecting the denotative meaning of the action of getting out. The man’s pointing towards a door
with the sign “Vaccine” constitutes an unexpected switch from the script of the undecided who
may not have considered vaccination as a potential solution to the script of a concrete solu-
tion (the room where one can get the jab).

Discussion and conclusions

Humor has been studied in Romanian mediascape context mainly related to a strategy of
nonviolent form of resistance to oppression during the communist regime, to a symbol of
democratic criticism during various protests, or to a coping mechanism during the pandem-
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ic. This article contributes to the research associated to humor through cartoons in public
health campaigns by mapping “the landscape of humorous scientific social media content”
(Suetal., 2022, p. 46) in a country from Eastern Europe. Two main aspects will be discussed
related to cartoons in Romanian public health campaigns on vaccination: the communicative
function of cartoons as a message strategy and the socio-cultural relevance of knowledge re-
sources in the cartoon scripts.

Communicative function of cartoons

Our findings suggested a salience of “self-efficacy” and “perceived barriers” in the car-
toons of both Romanian authorities (ROVaccination, and The European Commission’s Rep-
resentation in Romania), but “perceived benefits” and “cues to action” were also employed.
The interplay of HBM constructs in the cartoons is partially in line with previous research
(Guidry et al., 2017; Onuora et al., 2021; Petersen et al., 2021) showing that authorities should
tailor their messages around the citizens’ perceived threats regarding vaccination, and their
fears of vaccines, but this should be intertwined with benefits. This combination between the
acknowledgment of risks and emphasis on benefits may be an effective communication strat-
egy and, in the long run, it may result in a rise in public confidence in authority (Petersen et
al., 2021).

The examination of the humor resources employed by the two Romanian authorities re-
vealed that syllepsis, polysemy, and metaphors were the most employed forms of humorous
meaning. This finding is consistent with previous research showing that various forms of
puns are most frequent in political cartoons (Soare, 2020, p. 53, 56) or in scientific-related
tweets (Su et al., 2022, p. 47).

Liking, sharing, and laughter were the most dominant types of online behavior in the car-
toons posted on the Facebook pages of the two authorities. The exploratory analysis showed
that commenting was not an online behavior as frequently used as liking, sharing, and laugh-
ter in the cartoon-based health communication strategy. Interestingly, sharing as a strategic
behavior, revealing more self-presentation (Kim & Yang, 2017) than the other forms of in-
teractions was more associated with posts embedding “perceived barriers”, “cues to action”,
and “puns”. Although it is expected for a pro-vaccination campaign to focus on posts embed-
ding “self-efficacy”, the exploratory analysis showed that this type of HBM construct did not
receive the highest engagement, “cues to action” and “perceived barriers” being more engag-
ing. Thus, setting an example seems to bring less virality than critiquing the anti-vaxxers and
the undecided for their vaccination reluctance. This focus on an implicit negative portrayal
of people opposing a recommended behavior is consistent with the findings in Labbé and
collaborators’ study (2022). The representation of the “othering process” may have a twofold
consequence: either as a strategy to encourage compliance to the recommended rules and
measures or as a strategy to increase polarization (Labbé et al., 2022, p. 9).

Several discrepancies were noticed between the behavior of Romanian users in relation
to the cartoons employed by the two authorities. Whereas ECRR cartoons focusing on “per-
ceived barriers” had more shares, the ROVaccination cartoons received more likes and shares
when embedding cues to action and more comments when focusing on perceived barriers. This
discrepancy could be explained in terms of the role played by the two authorities in the na-
tional vaccination management. Romanian users were inclined to comment more on the



58 Revista romana de comunicare si relatii publice

ROVaccination Facebook page trying to send messages to the national authority in charge of
vaccination.

This exploratory analysis of cartoons related to COVID-19 vaccination in Romania has
revealed the macro ideology of worldwide authorities throughout the COVID-19 pandemic:
to get at least 70% of the world’s population vaccinated by June 2022 (WHO, 2021). The so-
cial order during this crisis could have been restored if herd immunization were achieved and
if non-compliancy to vaccination were addressed. Self-efficacy was obtained through the vi-
sual depiction of various persons or groups getting the jab: from stereotypical representations
of people queuing to get vaccinated to metaphorical representations of well-known (inter)na-
tional heroes and fairy tale characters. Perceived barriers expressed through various forms of
puns were meant to humorously highlight the incongruity beyond the excuses of the unde-
cided and anti-vaxxers in an attempt to change their behavior towards vaccination.

The socio-cultural relevance of knowledge resources in the cartoon scripts

The multimodal analysis of the cartoons showed that the various figures of humorous
meaning coexist with forms of thought and cultural references as noted by Pedrazzini and
Scheuer (2019) in their analysis of the functioning of rhetoric resources in multimodal car-
toons. Situational irony and Horatian satire were present in the humorous representations of
the anti-vaxxers and the undecided on both Facebook accounts. Although Su and collabora-
tors (2022, p. 35) consider that “media studies are more aligned to Juvenalian satire than its
Horatian counterpart”, such a remark should be contextualized. The aggressive Juvenalian
satire may be a feature of political cartoons but Horatian satire, where the truth is told with
a smile (Holbert et al., 2011), may be a characteristic of cartoons in health communication
campaigns. The playful tone takes the form of an implicit social commentary against some
groups (e.g., anti-vaxxers) that are reluctant to the behavioral change.

The findings of the multimodal analysis of humor in the six best overperforming cartoons
were in line with previous studies (Matwick & Matwick, 2022), showing a prevalence of gen-
eralized setting and character types. The Romanian viewers engaged more with a stereotyp-
ical representation of participants and a global tendency towards COVID-19 vaccination
reluctance. This vaccine hesitancy was also reflected in the leverage of “cues to action”, “po-
tential benefits” and “perceived barriers” depicted in the six best overperforming Romanian
cartoons analyzed in the study. However, only two of these cartoons incorporated self-effi-
cacy as a component of the Health Belief Model (HBM). The lack of socio-cultural specifici-
ty was also noted at the level of the multiple meanings of the words on which puns were
created, the words displaying the same polysemy both in Romanian and in English (e.g., nee-
dle, immune, choice, hand, or get out). Despite this dominance of generalization, the most
shared ROVaccination cartoon embedded a situational irony of a specific socio-cultural con-
text evoking the former communist practice of queuing, the vaccine being recontextualized
as valuable merchandise.

This study has theoretical and practical implications. It contributes to the literature on mul-
timodal approaches to cartoons as multimodal texts in health campaigns and on the commu-
nicative functions of cartoons as a message strategy. Our findings suggested the lack of
“perceived threats” as an important element in the interplay of HBM constructs, with Roman-
ian cartoons laying an emphasis on “perceived barriers”, “cues to action”, “benefits”, and “‘self-
efficacy” to educate the public. Although the literature on public health campaigns emphasizes
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the importance of acknowledging online users’ fears, the lack of threats and severity as com-
municative functions is also mentioned in other studies on comics in health campaigns (Matwick
& Matwick, 2022). Future studies may reveal whether this exclusion of negative HBM con-
structs from public health campaigns leveraging humorous texts is a constant or a specific fea-
ture. Although negative constructs do not prevail, perceived barriers seem to have an important
engaging role. Therefore, alongside the educational communicative goal, cartoons in health com-
munication campaigns have a satirical role of portraying the “otherness” embodied in persons
reluctant to a behavioral change. This is in line with what Matwick and Matwick (2022) label
as the function of the “made-up world” of cartoons that make possible “to address unpleasant
topics” in a “more relatable and memorable” way (p. 10).

The multimodal approach to cartoons focused on health issues should place greater em-
phasis on the macro-context, highlighting whether a generalized versus specific socio-cultur-
al relevance prevails. Romanian communication practitioners should take into account that
cartoons embedding “perceived barriers” and “cues to action” depicted under the form of sit-
uational irony and Horatian satire received more shares. Therefore, this type of engagement
shows that users may display a greater cognitive effort (Kim & Yang, 2017) materialized as
sharing when viewing this type of cartoons.

Although the results showed a dominance of cartoons embedding generalized humorous
situations, it is important to note that the cartoon focusing on a Romanian communist specif-
ic habit generated the highest virality through sharing. Thus, we may conclude that practi-
tioners should include an interplay between generalization and socio-cultural specificity when
tailoring their health message strategy through cartoons.

This study has several limitations. The selection of the public data from both Facebook
accounts was narrowed only to cartoons and an analysis on all humor mechanisms displayed
in other visual and verbal forms may provide a more comprehensive insight into humor re-
lated to vaccination in Romania. Our analysis focused on the exploratory analysis of the en-
gagement behavior of cartoons but the analysis of the online efficacy of cartoons could be
supplemented by an analysis of the comments to these cartoons in order to bring a broader
picture to online users’ perceptions of cartoons as a message strategy. The micro-context with-
in the multimodal analysis of the cartoons was tackled through the cartoonist’s semiotic strat-
egy but we consider that an interview with the cartoonist might help us in identifying his
choices of the semiotic resources in depicting the humorous situations in the cartoons on
COVID-19 vaccination.
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Notes

I CNCAYV, the National Committee for Coordination of anti-COVID-19 Vaccination Activities, was formed
of representatives from various ministries among which the Ministry of Health and the Ministry of Internal
Affairs.



60 Revista romana de comunicare si relatii publice

2 ROVaccinare/ ROVaccination (https://www.facebook.com/ROVaccinare) was the official Facebook
page where the vaccination campaign was promoted in Romania. This page was administered by CNCAV.

3 https://www.facebook.com/comisia.europeana.in.romania

4 All cartoons included in this article were reproduced with permission from the author, Costel Patragcan.

3 All cartoons included in this article were reproduced with permission from European Commission’s Rep-
resentation in Romania and the author, Costel Patrascan.

References

Abdel-Raheem, A. (2022). Metaphorical creativity contributing to multimodal impoliteness in political car-
toons. Intercultural Pragmatics, 19(1), 35-70. https://doi.org/10.1515/ip-2022-0002

Al-Masri, H. (2016). Jordanian editorial cartoons: a multimodal approach to the cartoons of Emad Hajjaj.
Language and Communication, 50, 45-58. https://doi.org/10.1016/j.langcom.2016.09.005

Alemany-Pages M., Azul A.M., & Ramalho-Santos J. (2022). The use of comics to promote health aware-
ness: A template using nonalcoholic fatty liver disease. European Journal of Clinical Investigation, 52(3),
e13642. https://doi.org/10.1111/eci.13642.

Armanca, B. (2017). Humor as a form of symbolic communication during the February 2017 protests in Ro-
mania. In A. Adi & D. G. Lilleker (Eds.), #Rezist — Romania’s 2017 anti-corruption protests: Causes,
development and implications (pp. 103-110). Quadriga University of Applied Sciences.

Bonsoén, E., & Ratkai, M. (2013). A set of metrics to assess stakeholder engagement and social legitimacy
on a corporate Facebook page. Online Information Review, 37(5), 787-803. https://doi.org/10.1108/OIR-
03-2012-0054

Brone, G. (2008). Hyper and misunderstanding in interactional humour. Journal of Pragmatics, 40(12),
2027-2061. https://doi.org/10.1016/j.pragma.2008.04.011

Bounegru, L., & Forceville, C. (2011). Metaphors in editorial cartoons representing the global financial
crisis. Visual Communication, 10(2), 209-229. https://doi.org/10.1177/1470357211398446

Buijzen, M., & Valkenburg, P. M. (2004). Developing a typology of humor in audiovisual media. Media psy-
chology, 6(2), 147-167. https://doi.org/10.1207/s1532785xmep0602 2

Cretan, R., & Doiciar, C. (2023). Postmemory sits in places: the relationship of young Romanians to the
communist past. Eurasian Geography and Economics, 64(6), 679-704. https://doi.org/10.1080/15387
216.2022.2052135

Crowd Tangle Team. (2024). How do you calculate overperforming scores? https://help.crowdtangle.com/en/
articles/2013937-how-do-you-calculate-overperforming-scores

Diddi, P. & Lundy, L.K. (2017). Organizational twitter use: Content Analysis of tweets during breast cancer
awareness month. Journal of Health Communication, 22(3), 243-253, https://doi.org/10.1080/10810730
.2016.1266716

Dubé E., Gagnon D., & MacDonald, N.E. (2015). Strategies intended to address vaccine hesitancy: review
of published reviews. Vaccine. 33(34), 4191-4203. https://doi.org/10.1016/j.vaccine.2015.04.041

Dunmitrica, D. (2022). When protest humor is not all fun: The ambiguity of humor in the 2017 Romanian an-
ti-corruption grassroots mobilization. European Journal of Communication, 37(2), 181-197. https://doi.
org/10.1177/02673231211046

Dynel, M. (2020). Vigilante disparaging humour at r/IncelTears: Humour as critique of incel ideology. Lan-
guage & Communication, 74, 1-14. https://doi.org/10.1016/j.langcom.2020.05.001

Edwards, J. (2014). Cartoons. In S. Attardo (Ed.), Encyclopedia of humor studies (pp. 113—116). Sage.

El-Arousy, N. A. (2007). Towards a functional approach to the translation of Egyptian cartoons. Humor,
20(3), 297-321. https://doi.org/10.1515/HUMOR.2007.015

El Refaie, E. (2003). Understanding visual metaphor: the example of newspaper cartoons. Visual Commu-
nication, 2(1), 75-95. https://doi.org/10.1177/1470357203002001755

El Refaie, E. (2010). Visual modality versus authenticity: the example of autobiographical comics. Visual
Studies, 25, 162-174. https://doi.org/10.1080/1472586X.2010.502674



Cartoon-based Message Strategies on Vaccination 61

European Commission (2022). Flash Eurobarometer 505: Attitudes on vaccination against Covid-19 — Feb-
ruary 2022. https://europa.eu/eurobarometer/surveys/detail/2692

Fine, G. A., & Martin, D. D. (1990). A partisan view: Sarcasm, satire, and irony as voices in Erving Goff-
man’s Asylums. Journal of Contemporary Ethnography, 19(1), 89—115. https://doi.org/10.1177/089124
190019001005

Giarelli, E., & Tulman, L. (2003). Methodological issues in the use of published cartoons as data. Qualita-
tive health research, 13(7), 945-956. https://doi.org/10.1177/1049732303253545

Gilpin, D.R., Palazzolo, E.T., & Brody, N. (2010). Socially mediated authenticity. Journal of Communica-
tion Management, 14(3), 258-278. https://doi.org/10.1108/13632541011064526

Guidry, J. P., Jin, Y., Orr, C. A., Messner, M., & Meganck, S. (2017). Ebola on Instagram and Twitter: How
health organizations address the health crisis in their social media engagement. Public relations re-
view, 43(3), 477-486.

Haerpfer, C., Inglehart, R., Moreno, A., Welzel, C., Kizilova, K., Diez-Medrano, J., Lagos, M., Norris, P.,
Ponarin, E., & Puranen, B. (Eds.). (2022). World values survey: Round seven — Country-pooled. JD Sys-
tems Institute; WVSA Secretariat. https://doi.org/10.14281/18241.20

Hendriks, H., & Janssen, L. (2018). Frightfully funny: Combining threat and humour in health messages for
men and women. Psychology & Health, 33(5), 594-613. https://doi.org/10.1080/08870446.2017.1380812

Holbert, R. L., Hmielowski, J., Jain, P., Lather, J., & Morey, A. (2011). Adding nuance to the study of polit-
ical humor effects: Experimental research on Juvenalian satire versus Horatian satire. American Behav-
ioral Scientist, 55(3), 187-211. https://doi.org/10.1177/0002764210392156

Jewitt, C. & Henriksen, B. (2016). Social semiotic multimodality In N.-M. Klug and H.St6ckl (Eds.), Hand-
buch Sprache im multimodalen Kontext [ The Language in Multimodal Contexts Handbook) (pp. 241-260).
Mouton de Gruyter.

Kearns, C., & Kearns, N. (2020). The role of comics in public health communication during the COVID-19
pandemic. Journal of Visual Communication in Medicine. 43(3), 139-149. https://doi.org/10.1080/174530
54.2020.1761248

Kim, C., & Yang, S.-U. (2017). Like, comment, and share on Facebook: How each behavior differs from the
other. Public Relations Review, 43(2), 441-449. https://doi.org/10.1016/j.pubrev.2017.02.006

Kuipers, G. (2008). The sociology of humor. In V. Raskin (Ed.), The primer of humor research (pp. 361-398).
Mouton de Gruyter.

Labbé, F., Pelletier, C., Julie A. Bettinger, J.A., et al. (2022). Stigma and blame related to COVID-19 pan-
demic: A case-study of editorial cartoons in Canada. Social Science & Medicine, 296, 114803. https://
doi.org/10.1016/j.socscimed.2022.114803

Martin, R. A., Puhlik-Doris, P., Larsen, G., Gray, J., & Weir, K. (2003). Individual differences in uses of hu-
mor and their relation to psychological well-being: Development of the Humor Styles Questionnaire. Jour-
nal of research in personality, 37(1), 48—75. https://doi.org/10.1016/S0092-6566(02)00534-2

Martin, R. A., & Ford, T. (2006). The psychology of humor. Elsevier.

Marx, J., Blanco, B., Amaral, A., Stieglitz, S., & Aquino, M. C. (2023). Combating misinformation with in-
ternet culture: the case of Brazilian public health organizations and their COVID-19 vaccination cam-
paigns. Internet Research, 33(5), 1990-2012. https://doi.org/10.1108/INTR-07-2022-0573

Matwick, K., & Matwick, K. (2022). Comics and humor as a mode of government communication on pub-
lic hygiene posters in Singapore. Discourse, Context & Media, 46, 100590. https://doi.org/10.1016/].
dem.2022.100590

Miller, E., Bergmeier, H. J., Blewitt, C., O’Connor, A., & Skouteris, H. (2021). A systematic review of hu-
mor-based stategies for addressing public health priorities. Health Promotion, 45(6), 568-577. https://doi.
org/10.1111/1753-6405.13142

Muntinga, D. G., Moorman, M., & Smit, E. G. (2011). Introducing COBRAs: Exploring motivations for
brand-related social media use. International Journal of Advertising, 30(1), 13—46. https://doi.org/10.
2501/1JA-30-1-013-046

Negrea-Busuioc, E. (2023). “Vaccine as a cheat sheet’: A metaphor gone awry on Facebook. Frontiers in Psy-
chology, 14, 1198172. https://doi.org/10.3389/fpsyg.2023.1198172



62 Revista romana de comunicare si relatii publice

Onuora, C., Torti Obasi, N., Ezeah, G. H., & Gever, V. C. (2021). Effect of dramatized health messages: Mod-
elling predictors of the impact of COVID-19 YouTube animated cartoons on health behaviour of social
media users in Nigeria. International Sociology, 36(1), 124—140. https://doi.org/10.1177/0268580920961

Pedrazzini, A., & Scheuer, N. (2019). Modal functioning of rhetorical resources in selected multimodal car-
toons. Semiotica, 2019(230), 275-310. https://doi.org/10.1515/sem-2017-0116

Petersen, M.B., Bor, A., Jorgensen, F. et al. (2021) Transparent communication about negative features of
COVID-19 vaccines decreases acceptance but increases trust. Proceedings of the National Academy of
Sciences of the United States of America, 118(29), ¢2024597118. https://doi.org/10.1073/pnas.2024597118.

Popa, D.E. (2011). Political satire dies last: A study of democracy opinion formation and political satire. In
V.Tsakona & D.E. Popa (Eds.). Studies in political humour in between political critique and entertain-
ment (pp. 137-166). John Benjamins Publishing Company.

Ridanpéi, J. (2012). The media and the irony of politically serious situations: consequences of the Muhammed
cartoons in Finland. Media, Culture & Society, 34(2), 131-145. https://doi.org/10.1177/0163443711430754

Rosenstock, .M., Strecher, V.J., Becker, M.H. (1988). Social learning theory and the Health Belief Model.
Health Education Quarterly, 15, 175-183. https://doi.org/10.1177/109019818801500203

Shelley, C. (2001). The bicoherence theory of situational irony. Cognitive Science, 25(5), 775-818,
https://doi.org/10.1016/S0364-0213(01)00053-2

Soare, A. N. (2020). Cartoons in Romanian humorous news. The European Journal of Humour Research, 8(2),
49-61. https://doi.org/10.7592/EJHR2020.8.2.Soare

Spicer, R. N. (2011). Before and after The Daily Show: Freedom and consequences in political satire. In T.
Goodnow (Ed.), The Daily Show and rhetoric: Arguments, issues, and strategies (pp. 19-41). Lexington.

Stefani, C. (2020). Humor during pandemic in Romania on Facebook. Culture e studi del sociale, 5(1, Spe-
cial), 323-334.

Su, L. Y.-F., McKasy, M., Cacciatore, M. A., Yeo, S. K., DeGrauw, A. R., & Zhang, J. S. (2022). Generating
science buzz: An Examination of multidimensional engagement with humorous scientific messages on Twit-
ter and Instagram. Science Communication, 44(1), 30-59. https://doi.org/10.1177/10755470211063902

Tsakona, V. (2009). Language and image interaction in cartoons: Towards a multimodal theory of humor.
Journal of Pragmatics, 41(6), 1171-1188. https://doi.org/10.1016/j.pragma.2008.12.003

van Leeuwen, Theo 2005. Introducing social semiotics. Routledge.

Vraga, E. K., Kim, S. C., & Cook, J. (2019). Testing logic-based and humor-based corrections for science,
health, and political misinformation on social media. Journal of Broadcasting & Electronic Media, 63(3),
393-414. https://doi.org/10.1080/08838151.2019.1653102

WHO (2021). Strategy to Achieve Global Covid-19 Vaccination by mid-2022. https://cdn.who.int/media/
docs/default-source/immunization/covid-19/strategy-to-achieve-global-covid-19-vaccination-by-mid-
2022.pdf





