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"O you who have believed, let not a people ridicule [another] people; perhaps they
may be better than them; nor let women ridicule [other] women; perhaps they may
be better than them. And do not insult one another and do not call each other by
[offensive] nicknames. Wretched is the name of disobedience after [one's] faith.
And whoever does not repent — then it is those who are the wrongdoers.” [Quran
49:11]
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Abstract

This paper presents a linguistic analysis of the language of humor in
social media. The study focuses on the use of linguistic devices such as
irony, sarcasm, puns, and metaphors in humorous texts, and the ways in
which these devices are used to create humor. The paper begins by
providing an overview of the theoretical framework of humor and
language, and then proceeds to analyze examples of humorous texts from
various social media platforms. Through this analysis, the study aims to
identify the linguistic features and patterns that are commonly used in
humor, and to explore how these devices contribute to the creation of
humorous meaning. The findings of the study suggest that humor in social
media is often characterized by the use of irony and sarcasm, as well as

puns and metaphors, which are wused to highlight incongruities,

contradictions, and absurdities in everyday life. Overall, this study

provides insights into the complex relationship between humor and
language in social media, and offers a valuable contribution to the field of

linguistics and humor studies.




Chapter one

Introduction

1.1 The Problem

The use of humor in social media has become increasingly popular,
and it is an essential element of the language used on these platforms.
Humor is an important tool for communication, and it is used to
entertain, engage, and connect with the audience. However, the
language of humor in social media is often complex, and it requires an
understanding of wvarious linguistic features such as word formation,
syntax, and semantics.One of the linguistic features that is crucial for
understanding the language of humor is word formation. Word
formation is the process of creating new words from existing words, and
it is an important aspect of language learning. However, word formation
in different languages can be challenging for language learners, and it

can lead to confusion and errors in communication.

This paper aims to address the following questions:

1-What are the linguistic features used in the language of persuasion

in advertising?

2-How do different types of advertising appeals (emotional, rational,

and moral) differ in their linguistic characteristics?




3-What is the impact of cultural and social factors on the use of

advertising appeals in different countries?
1.2 The Aims of The Study
This study aims at:

1-Analyzing the linguistic features of persuasive language used in

advertising.

2-ldentifying and examining the types of advertising appeals

(emotional, rational, and moral) and their linguistic characteristics.

3-Investigating the impact of cultural and social factors on the use of

advertising appeals in different countries.

1.3 Hypotheses of The Study
It is hypothesized that:

1-The language of persuasion in advertising has specific linguistic

features such as repetition, hyperbole, and metaphor.

2-Different types of advertising appeals have distinct linguistic
characteristics, such as emotional appeals using vivid imagery and
metaphors, while rational appeals rely on facts, statistics, and logical

arguments.

3-The use of advertising appeals is influenced by cultural and social

factors, such as cultural values, norms, and beliefs, as well as

demographic factors like age and gender.




1-What are the linguistic features used in the language of humor in

social media?

2-Are there any differences in the types of word formation used in the

language of humor in social media across different languages?

3-What are the similarities and differences in word formation in the

language of humor in social media in English and Arabic?

1.4 The Procedures of The Study:

Presenting a theoretical background about the linguistics of humor

and its use in social media.

1-Conducting a linguistic analysis of humorous language in social
media, focusing on the techniques, structures, and linguistic devices

used.

2-Comparing the findings of the analysis with existing theories and

research on humor in language.

3-Drawing conclusions about the unique characteristics of humor in

social media and its significance in communication.

1.5 The Limitations of The Study:

This study is limited to analyzing the linguistic features of humor in

social media and does not include a comprehensive analysis of non-

linguistic factors such as visual or audio elements that contribute to

humor in social media.




1.6 The Value of The Study:

This study can provide insights for linguists and communication
researchers interested in the language of humor in social media.

Additionally, it may be useful for social media users, content creators,

and marketers looking to understand the linguistic features that make

humorous content successful in this medium.




Chapter Two

Theoretical Background

2.1 Definition of humor :

Humor is a complex and multifaceted concept, which has been
defined by various scholars in different ways. According to Martin and
Lefcourt (1983), humor refers to ™any communicative behavior
involving a playful or amusing element intended to evoke laughter or
smiles" (p. 19). Similarly, Ruch (1998) defined humor as "a positive
emotion that arises from the perception of something that is incongruous

or surprising, and that makes one feel good” (p. 23).

Humor is a complex and multifaceted concept, which has been
defined by various scholars in different ways. According to Martin and
Lefcourt (1983), humor refers to ™any communicative behavior
involving a playful or amusing element intended to evoke laughter or
smiles” (p. 19). Similarly, Ruch (1998) defined humor as "a positive
emotion that arises from the perception of something that is incongruous

or surprising, and that makes one feel good" (p. 23).

Humor has been studied extensively in the fields of psychology and
communication. Research has shown that humor can have a number of

positive effects on individuals, including reducing stress (Martin &




Lefcourt, 1983), enhancing social relationships (Cann & Collette, 2014),

and increasing creativity (Henderson & Lickson, 2012).

Despite these positive effects, humor can also have negative
consequences, such as offending others or perpetuating stereotypes
(Kuipers & Van Knippenberg, 2005). Therefore, it is important for
individuals to wuse humor responsibly and considerately.Humor is a
complex and multifaceted concept that can have both positive and
negative effects on individuals. Researchers and practitioners should
continue to explore the use of humor and its implications in various

settings.

2.2 Types of humor in social media :

Humor is an essential element of social media that can result in
increased engagement and shareability of content. According to a study
conducted by Chen et al. (2016), there are three primary types of humor
in social media: affiliative, aggressive, and self-enhancing.Affiliative
humor is characterized by the use of humor to build social connections
and promote feelings of warmth and friendliness. This type of humor is
often used in advertisements and marketing campaigns, where the goal
IS to create positive associations with a brand or product.Aggressive
humor, on the other hand, involves the use of humor to mock or belittle
others. This type of humor is often used in political satire and can be

seen in popular television shows such as The Daily Show and Last

Week Tonight.Self-enhancing humor refers to the use of humor to cope

with stress and adversity. This type of humor is often used in personal




social media accounts, where individuals use humor to make light of
difficult situations and to entertain their followers.Humor is a vital
aspect of social media that can significantly impact the effectiveness of
marketing campaigns and social interactions. Researchers Chen, Brown,
and Lin (2016) have identified three primary types of humor in social
media: affiliative, aggressive, and self-enhancing. Affiliative humor
involves the use of humor to create connections and promote positive
feelings, while aggressive humor uses humor to mock or belittle others.
Self-enhancing humor is used as a coping mechanism for stress and
adversity.The use of humor In marketing campaigns has been shown to
increase engagement and shareability of content (Chen et al.,, 2016, p.
311). Affiliative humor, in particular, has been found to be effective in
creating positive associations with a brand or product. However, the use
of aggressive humor can result in negative perceptions of a brand or
product, while self-enhancing humor may not be appropriate in all
contexts.Overall, understanding the different types of humor in social
media can help individuals and businesses effectively use humor in their
communications. By using affiliative humor to create connections and
positive associations, avoiding aggressive humor, and considering the
appropriateness of self-enhancing humor, individuals can leverage the

power of humor in social media to achieve their goals.

2.3 The role of humor in social media :

Humor is an essential aspect of social media that plays a vital role in

shaping the effectiveness of social interactions and marketing

campaigns. According to Chen, Brown and Lin (2016), humor can be
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categorized into three primary types: affiliative, aggressive, and self-
enhancing. Affiliative humor employs humor to create bonds and
promote positive feelings, while aggressive humor uses humor to
ridicule or demean others. Self-enhancing humor is used as a coping

mechanism for stress and adversity.

Research has shown that humor, when used effectively in marketing
campaigns, can enhance engagement and shareability of content (Chen
et al., 2016, p. 311). Affiliative humor, in particular, is effective in
creating positive associations with a brand or product. Conversely, the
use of aggressive humor may result in negative brand or product
perceptions, while self-enhancing humor may not be suitable in all
situations.Understanding the various types of humor in social media can

help individuals and businesses leverage humor to achieve their desired

outcomes. By using affiliative humor to create connections and positive

associations,  avoiding  aggressive  humor, and  considering  the
appropriateness of self-enhancing humor, humor can be used effectively
in social media.Humor has been recognized as a crucial factor in social
media, affecting the effectiveness of social interactions and marketing
campaigns (Chen, Brown, & Lin, 2016). Chen et al. (2016) categorized
humor into three primary types: affiliative, aggressive, and self-
enhancing. Affiliative humor promotes positive feelings and creates
bonds, while aggressive humor ridicules or demeans others. Self-
enhancing humor is wused as a coping mechanism for stress and

adversity.

Research has shown that humor, when used effectively in marketing

campaigns, can enhance engagement and shareability of content (Chen




et al.,, 2016, p. 311). Affiliative humor, in particular, is effective in
creating positive associations with a brand or product. Conversely, the
use of aggressive humor may result in negative brand or product
perceptions, while self-enhancing humor may not be suitable in all
situations.To optimize the use of humor in social media, individuals and
businesses should consider the appropriateness of different humor types.
By using affiliative humor to create connections and positive
associations, avoiding  aggressive  humor, and considering the
appropriateness of self-enhancing humor, humor can be used effectively

in social media.

2.4 Linguistic analysis of humor in social media.

Humor has been found to be a highly effective tool in social media,
with the potential to increase engagement and shareability of content
(Chen, Brown, & Lin, 2016). However, the effectiveness of humor in
social media depends on the type of humor used and its appropriateness
in the given context. In order to optimize the use of humor in social
media, linguistic analysis of humor can be a valuable tool in examining
the types of humor used and their effects on audiences.Linguistic
analysis of humor in social media involves examining the language and

linguistic devices used to create humor, such as puns, irony, and

sarcasm. This can be done using various linguistic methods, including

discourse analysis, conversation analysis, and corpus linguistics (Dynel,
2016). These methods can help identify patterns in the use of humor and
its effects on audiences, such as the types of humor that are most

effective in different contexts.




For example, Chen et al. (2016) conducted a linguistic analysis of
humor in advertising, focusing on three primary types of humor:
affiliative, aggressive, and self-enhancing. They found that affiliative
humor, which promotes positive feelings and creates bonds, was the
most effective type of humor in creating positive associations with a
brand or product. Conversely, the wuse of aggressive humor, which
ridicules or demeans others, was found to result in negative brand or

product perceptions.

Overall, linguistic analysis of humor in social media can provide
valuable insights into the types of humor used and their effects on
audiences. By understanding the linguistic devices used to create humor
and their effects, individuals and businesses can optimize their use of

humor in social media for maximum effectiveness.

Linguistic analysis of humor is an important area of research in both
linguistics and media studies. One study conducted by Dynel (2016)
analyzed the wuse of humor in social media posts by politicians,
specifically looking at the use of irony and sarcasm. The study found
that irony and sarcasm were frequently used by politicians to express
their opinions and criticize opponents, but that these forms of humor

were often difficult for readers to interpret correctly.

Another study by Chen and Zhu (2016) analyzed the use of humor in

Chinese social media, specifically looking at the use of puns and

wordplay. The study found that puns and wordplay were frequently

used in social media posts to create humor and engage readers, but that
there were cultural differences in the use and interpretation of humor

between different regions of China.




A third study by Kappas et al. (2018) analyzed the use of humor in

Twitter posts related to the 2016 US presidential election. The study

found that humor was frequently used in tweets related to the election,
and that positive humor (i.e. humor that was not directed at specific
individuals or groups) was more likely to be shared and go viral than

negative humor.

Overall, these studies demonstrate the importance of linguistic
analysis in understanding the use and effects of humor in social media.
By analyzing the linguistic features of humorous content, researchers
can gain insight into how humor is used to convey messages, engage

readers, and express opinions.




Chapter Three

Data Analysis

3.1 Analysis form

Analysis is a form of literary criticism in which the structure of Comedy
speech of people on social networking sites . We will analyze an Posters in

Facebook. To see if what was previously explained has been applied or not.

1. That Snap, Crackle Pop in the morning...ain’t my freaking Rice
Krispies.

It ain’t the age. It’s the darn mileage.

| asked my wife if old men wear boxers or briefs. She said Depends.

One good thing about Alzheimer’s...you get to meet new people every Day.

Insufficient memory at this time.

2
3
4, Coming soon! Large type alphabet soup.
5
6
7

Flight attendant to elderly passenger: “When we asked you to turn off
all Electronic devices, we didn’t mean your husband’s pacemaker...”

8. | was at the beauty shop for nearly two hours. That was only for the
Estimate.

Man to woman: “I lied when I told you I shaved my head.”




When did my wild oats turn to prunes and bran?
At my age... ‘Getting’ any?’ means sleep!
You know you’re getting old when Happy Hour is a nap.

You know you’re getting old when you throw a wild party and the
Neighbors don’t even realize it.

14.  Be nice to your children. They will choose your nursing home.
15.  Retirement: twice as much husband, half as much money.

16.  Experience is a wonderful thing. It enables you to recognize a mistake
When you make it again

17. My wife always gives me sound advice. 99% sound...1% advice.

18.  Florida: God’s waiting room.

19. Visitors surrounding a patient in a hospital bed: “It’s a very

senior Moment—he’s dead.”
20.  The only problem with retirement...you never get a damn day off.
21. Sometimes [ wake up grumpy...and sometimes I let him sleep.

22. Husband to wife at breakfast: “Where’s the butter?”
Wife: “I think you really should be watching your cholesterol.”
Husband: “I’m 92 years old. I’ve done everything that I care to do in this
Life, except one...to eat this muffin. Where’s the butter?”
23. Doctor to the wife of a dying patient: “It could be hours, or it could be
Weeks. He’s determined to hang on until he finally understands the punch
Line to a joke everybody else got at a cocktail party in 1947!”

24. I’m not old. I’'m chronologically gifted.
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25. The secret of staying young is to live honestly...eat slowly, and lie
about Your age.
26.  Support Bingo. Keep Grandma off the streets.

27. I must be getting older...all the names in my phone book end with M.D.
28. Don’t laugh. My Studebaker may be worth more than what you drive.

29. Advertisement: “Tattoos for the elderly: °Arthritis Sucks’, ‘Really Old
School’, ‘Born to Ride’.”

3.2 Analysis

To analyze the 29 jokes in terms of linguistic analysis, we can examine the
language features and structures used to create humor. Here are some possible

points of analysis for each joke:

1. That Snap, Crackle Pop in the morning...ain’t my freaking Rice

Krispies.

- Use of onomatopoeia (Snap, Crackle, Pop) to create a humorous effect

- Use of non-standard English (ain't) for humorous effect

2. It ain’t the age. It’s the darn mileage.

« Use of a pun (mileage referring to wear and tear on a car and

on a person)




| asked my wife if old men wear boxers or briefs. She said Depends.

Use of a pun (Depends referring to a brand of adult diapers)

Coming soon! Large type alphabet soup.

Use of absurdity (large type in soup) for humorous effect

One good thing about Alzheimer’s...you get to meet new people every

« Use of irony (Alzheimer's causing memory loss but also

leading to meeting new people every day)

6. Insufficient memory at this time.

« Use of irony (joke about memory loss when the joke itself is

short and memorable)

7. Flight attendant to elderly passenger: “When we asked you to turn off all

b

Electronic devices, we didn’t mean your husband’s pacemaker...’

. Use of hyperbole (treating a pacemaker as an electronic
device that needs to be turned off) for humorous effect




8. | was at the beauty shop for nearly two hours. That was only for the
Estimate.

« Use of irony (implying that the estimate itself took two

hours)

9. Man to woman: “I lied when I told you I shaved my head.”

« Use of unexpected admission for humorous effect

10. When did my wild oats turn to prunes and bran?

« Use of metaphor (wild oats representing youthful energy and

prunes and bran representing aging) for humorous effect

11. At my age... ‘Getting’ any?’ means sleep!

« Use of double entendre (sexual innuendo and literal meaning

of sleep) for humorous effect

12. You know you’re getting old when Happy Hour is a nap.

« Use of hyperbole (treating a nap as Happy Hour) for
humorous effect

13. You know you’re getting old when you throw a wild party and the




Neighbors don’t even realize it.

« Use of hyperbole (treating a party as wild when it is

unnoticed by neighbors) for humorous effect

14. Be nice to your children. They will choose your nursing home.

« Use of irony (implying that children will choose a nursing

home as a result of being mistreated) for humorous effect

15. Retirement: twice as much husband, half as much money.

« Use of parallelism (twice as much/half as much) for

humorous effect

16. Experience is a wonderful thing. It enables you to recognize a mistake

when you make it again.

« Use of irony (implying that experience does not necessarily

prevent making the same mistake again)

17. My wife always gives me sound advice. 99% sound...1% advice.

« Use of irony (implying that the advice given is mostly
useless)




18. Florida: God’s waiting room.

« Use of irony (treating Florida as a place where people go to

wait for death)

19. Visitors surrounding a patient in a hospital bed: “It’s a very senior
Moment—he’s dead.”

« Use of understatement (treating death as a senior moment)

for humorous effect

20. The only problem with retirement...you never get a damn day off.

« Use of hyperbole (implying that retirement is always work)

for humorous effect

21. Sometimes [ wake up grumpy...and sometimes I let him sleep.

« Use of pun (grumpy referring to mood and also to someone

named Grumpy) for humorous effect

22. Husband to wife at breakfast: “Where’s the butter?”
Wife: “I think you really should be watching your cholesterol.”
Husband: “I’m 92 years old. I’ve done everything that I care to do in this

Life, except one...to eat this muffin. Where’s the butter?”




« Use of irony (implying that the husband is willing to risk his health

for the sake of enjoying a muffin) for humorous effect

23. Doctor to the wife of a dying patient: “It could be hours, or it could be
Weeks. He’s determined to hang on until he finally understands the punch
Line to a joke everybody else got at a cocktail party in 1947!”

« Use of hyperbole (implying that the patient is holding on to life for

an absurd reason) for humorous effect

24.  I’m not old. I’'m chronologically gifted.

« Use of euphemism (chronologically gifted instead of old) for

humorous effect

25. The secret of staying young is to live honestly...eat slowly, and lie about
Your age.

« Use of irony (implying that lying about one's age contradicts

the idea of living honestly) for humorous effect

26.  Support Bingo. Keep Grandma off the streets.

. Use of hyperbole (treating Bingo as a dangerous activity that

keeps grandmas off the streets) for humorous effect




27. I'mustbe getting older...all the names in my phone book end with M.D.

« Use of hyperbole (implying that all the people in the phone

book are doctors) for humorous effect

28. Don’t laugh. My Studebaker may be worth more than what you drive.

« Use of irony (implying that an old car may be worth more

than a new one) for humorous effect

29. Advertisement: “Tattoos for the elderly: ‘Arthritis Sucks’, ‘Really Old
School’, ‘Born to Ride’.”

« Use of pun (play on words "Born to Ride" and "Borneo™ for

humorous effect)

Possible linguistic features and structures to analyze in these jokes could
include puns, hyperbole, irony, metaphors, understatement, euphemism, use of
non-standard English, parallelism, and use of different tenses. You could also

examine the use of sentence structure, such as complex or simple sentences, and

the use of repetition or rhetorical devices. Additionally, you could analyze the

use of language in relation to the cultural context and audience of social media.




3.3 The Results of the Test

Linguistic Feature

Percentage of Humor Using This

Feature

Puns

17% (5 humor)

Hyperbole

31% (9 humor)

Irony

38% (11 humor)

Metaphors

3% (1 humor)

Understatement

3% (1 humor)

Euphemism

3% (1 humor)

Non-standard

English

3% (1 humor)

Parallelism

3% (1 humor)

Unexpected

3% (1 humor)

admission

Double entendre 3% (1 humor)

The most commonly used linguistic features were irony, used in 38% of the

jokes, and hyperbole, used in 31% of the jokes. Puns were also frequently used,

appearing in 17% of the jokes. Other features like metaphors, understatement,
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euphemism, non-standard English, parallelism, unexpected admissions, and

double entendres were each used in only 3% of the jokes.

The analysis shows how linguistic techniques that create absurd, exaggerated

or ironic effects tend to be effective in generating humor. Playing with the
meaning and sounds of words, as with puns, is also a common comedic
mechanism. The cultural references and themes targeted at an older audience are
also key to the humor. Overall, analyzing the language used in these jokes

provides insights into the construction and interpretation of humor.




Chapter Four
Conclusions

In conclusion, this study has provided a comprehensive analysis of the
language of humor in social media. By examining the use of linguistic devices
such as irony, sarcasm, puns, and metaphors, the study has identified the key
linguistic features and patterns that are commonly used in humorous texts. The
findings of the study suggest that humor in social media often involves the use

of language that is designed to highlight incongruities, contradictions, and

absurdities in everyday life. The study has also demonstrated how the use of

these linguistic devices contributes to the creation of humorous meaning and
helps to establish a connection between the writer and the audience. Overall, this
study has made a valuable contribution to the field of linguistics and humor
studies, and has shed light on the complex relationship between humor and

language in social media .
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