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ABSTRACT 

HOW COMEDY AFFECTED THE ETHOS OF THE CANDIDATES IN THE 2008 

AND 2012 UNITED STATES PRESIDENTIAL ELECTIONS 

Adam McCutcheon, M.A. 

George Mason University, 2013 

Thesis Director: Dr. Eve Wiederhold 

 

In a 2008 online interview with CNN, comedian and Saturday Night Live alum 

Chevy Chase admitted that his buffoonish characterization of President Gerald Ford was 

motivated by his desire to remove the Republican from office. As one of the stars of this 

program, Chase understood the power that its brand of comedy had on its viewers, and he 

played up his characterization out of personal political motivations. At the time, Chase 

speculated that Tina Fey’s portrayal of Sarah Palin during the 2008 United States 

presidential election was motivated by the same desire to block her and presidential 

nominee John McCain from office. My thesis will look at the influence that these “soft 

news” programs such as Saturday Night Live have on its viewers, and through a 

rhetorical analysis will then look two popular online websites, The Onion and 

Someecards, and interpret the motivations behind these two websites comedic output in 

the month leading up to the 2008 and 2012 presidential elections. The results indicate that 
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there is a tremendous bias in favor of the Democratic party, and the Republican party is at 

a clear disadvantage in winning the favor of millions of potential voters who frequently 

visit these websites.  
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INTRODUCTION 

In the fall of 2008, I wrote a final paper for ENGL 611 called “How Comedy 

Persuaded the 2008 US Election and Helped Destroy the Ethos of John McCain and 

Sarah Palin.” The exigency for writing that paper came from a CNN interview I read that 

year from comedian Chevy Chase, who in the 1970s made a living out of lampooning 

political figures of that time, particularly President, and Republican, Gerald Ford on 

Saturday Night Live (SNL). In the interview, Chase admitted to playing up his caricature 

of Ford because of his desire to see a Democrat enter the White House. Chase also 

believed that the 2008 Republican nominees were facing the same bias, clearly showing 

the ability “soft news” outlets and its talent has in persuading viewers/voters with their 

brand of comedy and ridicule. 

CNN: Let's go back to '76.  

Chevy Chase: It was Gerald Ford that was president but hadn't been elected and 

was running again and I just ... 

CNN: Some people say he was an accidental president and you made him 

accident prone. 

Chase: Actually, he was accident prone and he was a sweet man, a terrific man, 

became good friends later, and a relatively good athlete in college too ... but he just 
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tripped over things a lot. ... You know, after a while, you just start writing the jokes and 

start doing it.  

So it's not that I can imitate him so much that I can do a lot of physical comedy, 

and I just made it, I just went after him. And I certainly, obviously my leanings were 

Democratic and I wanted Carter in and I wanted [Ford] out and I figured look, we're 

reaching millions of people every weekend, why not do it. 

CNN: You mean to tell me in the back of your mind you were thinking, hey I 

want Carter ... 

Chase: Oh, yeah. 

CNN: And I'm going to make him look bad. 

Chase: Oh yeah. What do you think they're doing now, you think they're just 

doing this because Sarah's funny? No, I think that the show is very much more 

Democratic and liberal-oriented, that they are obviously more for Barack Obama. [In the 

'70s], out of the Nixon era, and it was not unlikely that I might go that direction. 

CNN: I talked to one political pundit who said, I think Chevy Chase cost Ford the 

presidency. 

Chase: When you have that kind of a venue and power where you can reach so 

many millions of people and you've become a show that people watch, you know, you 

can affect a lot of people, and humor does it beautifully, because humor is perspective 

and has a way of making judgment calls. ... So I think there was no question that it had 

major effect and in fact, in speaking with his family and then later him, and even reading 

some of his books ... he felt so, too. 
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CNN: What do you think of Tina Fey's portrayal of Sarah Palin? 

Chase: I think it's actually very spot on. ... I think, though, what Tina is saying is 

-- and she has also admitted it -- "This woman is not a dumb woman, she's a smart 

woman, so am I, Tina Fey. Neither of us are smart enough to be the president, though." 

CNN: So having said that, what do you think then the impact is? You touched on 

your impact on Ford and his presidency... 

Chase: I think more now than ever the impact is great because of how much 

larger the impact of the media is generally on people's lives, all sorts of media. ... I mean 

so there's so many outlets, but people just spend so much of their time in front of their 

computers and watching television in their computer. (Chase) 

I have always been a fan of Chase’s comedy, so his comments from his CNN 

interview piqued my interest and made me ask myself, “Do comedians have the ability to 

affect presidential elections?” My findings at the time were that comedy television shows 

such as The Daily Show with Jon Stewart (TDS) and SNL, along with internet websites 

such as The Onion and Someecards.com, contributed greatly to the destruction of the 

public perception of the Republican candidates in the 2008 United States presidential 

election, John McCain and his running mate Sarah Palin. McCain, the Arizona senator 

and decorated Vietnam veteran, was called “out of touch” (Forbes.com), and Palin, the 

Alaskan governor, was described as “a total disaster” (ThinkProgress.org).  

While these comedy outlets took shots at both tickets, research from the Center 

for Media and Public Affairs (CMPA) showed that the Republican party took the brunt of 

the jokes with 243 jokes directed at then Senator Obama, but 658 directed at McCain 
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(Media Monitor). In fact, the CMPA’s research revealed that “Obama got the best press 

CMPA has ever measured for a presidential nominee” and Obama’s press was 2 to 1 

positive, while McCain’s was 2 to 1 negative (Media Monitor). A report by CBS This 

Morning in August 2013 quoted similar numbers for the 2012 campaign of President 

Obama and Republican challenger Mitt Romney, with Obama again getting half as many 

jokes as the Republican nominee (CBS This Morning).  

CMPA’s release about the ratio of jokes from past presidential elections that favor 

the Democratic candidate, as well as the comments from Chevy Chase that his 

Democratic political affiliations motivated his buffoonish characterization of Republican 

President Gerald Ford became my exigency to analyze the comedic output of The Onion 

and Someecards in the month leading up to the presidential elections. My intent with the 

2008 paper, as well as this thesis, was to investigate if these comedic institutions were 

using comedy to influence how their readers or viewers felt about a particular political 

party.  

But what do we mean by “motives”? William Benoit’s attempt to discuss Kenneth 

Burke’s conception of motive stated that it was “an internal state or drive (motivation) 

that functions to create or impel action” (Benoit 67). If we are to accept Benoit’s 

definition, then comedic institutions are compelled to release comedy to entertain their 

viewers. However, when looking at motivation from a rhetorical perspective, not only are 

we looking at what these comedic institutions intended to do with a particular piece of 

comedy, we also need to look at how that particular piece of comedy could be interpreted 

in any given rhetorical context (the rhetorical context under investigation is the entirety 
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of comedic releases from The Onion and Someecards during the month preceding the 

2008 and 2012 presidential elections).  

Finding and using a rhetorical lens that has the flexibility to lead to different 

perspectives on the use of language, in this instance a joke (or many jokes), is central to a 

successful investigation into the motives behind comedic institutions and their political 

comedy. Burke’s Dramatistic pentad, which he introduced in A Grammar of Motives, will 

serve as the guide for rhetorical analysis because it is a powerful tool that allows us to 

look at motivations behind communication, a key question to be answered in this paper. 

Burke states that this theory is “concerned with the basic forms of thought which…are 

exemplified in the attributing of motives” (Burke xv). Dramatism introduces five basic 

terms: Act, Scene, Agency, Agency and Purpose, and I will use these five terms to dissect 

the output of The Onion and Someecards in the month leading up to the presidential 

election to infer their motives and how they influenced these elections in favor of 

President Obama. Inferring their motives will be accomplished by interpreting the 

rhetorical dialogue between The Onion and Someecards and their readers. By looking at 

the entire output of both comedic institutions during the month leading up to the 2008 

and 2012 presidential elections, using the pentad and its various combinations as our lens, 

we can engage in acts of interpretation to infer the rhetorical effects of their 

communications on their readers.  

Christopher Medjesky argued in his 2012 dissertation, The Logic of Ironic 

Appropriation: Constitutive Rhetoric in the Stewart/Colbert Universe, “The popular 

media supplies a space for rhetors to share their myths in society, making it an important 
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area of study for rhetorical critics” (7), so I feel my decision to look at both the 2008 and 

2012 campaigns was motivated by my desire to not only expand upon my 2008 research, 

but to also contribute important new research into the field. For example, while many 

have written about the 2008 campaign (this will be covered in the Literature Review), not 

much has been written about the 2012 campaign, especially since we are not even a year 

removed from that election. This paper will expand the research into the 2012 campaign, 

and include analysis of two websites, The Onion and Someecards, that is not available in 

the field today. I will argue that while these two websites take a backseat to the TDS, SNL 

and Colbert Report when it comes to public recognition, these two websites have a much 

greater reach, and thus more influence, when it comes to reaching a 21
st
 century 

audience. 

Burke’s writings on identification can also help explain the power of political 

parody. Medjesky argues, when writing about Burke’s musings on identification, “to 

identify with one thing is to disassociate with another…rhetorical critics cannot ignore 

this influence on how people identify with certain ways of seeing the world and reject 

others” (8). This sort of political duality allows people to use the interpretations and 

judgments from political parody to form their own interpretations of a political candidate 

outside the narrow scope of what a Democrat or Republican should believe. In other 

words, political parody has the power to shape a viewer’s world view (or political 

leanings), while at the same time completely separating them from a political party.  

Medjesky continues that while people commonly subscribe to “mythical 

conceptions of reality” (8), those conceptions are constantly challenged by new ideas and 
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experiences, so identification is unstable and always changing. Our opinions of political 

candidates is often molded by how the entertainment we intake chooses to identify them. 

Their interpretations are in some ways mythical, or made-up, such as Chase’s 

characterization of Gerald Ford, and yet those characterizations soon become how we 

identify with a candidate, even though we see these candidates in speeches and town hall 

events on the political trail, it is often the mythical characterization that we end up 

identifying with. 

First this paper will explore how television and soft news, or less traditional, 

programs have the ability to persuade viewers, and coupled with its use of political 

parody, can influence how a viewer identifies with a political party or candidate. It will 

then examine why comedy is the preferred method of persuasion. I will then argue that 

the emergence and evolution of social networks has created new social pressures to 

identify with a certain candidate based on a friend or celebrity’s positioning. Finally, I 

will then look at the perceived motivations behind comedic outlets ratio of jokes directed 

at Republicans and Democrats in the 30 days preceding the 2008 and 2012 United States 

presidential elections.  
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THE POWER OF “SOFT NEWS” 

In the 2006 essay, “The Oprah Effect: How Soft News Helps Inattentive Citizens 

Vote Consistently”, Matthew Baum defines hard news is defined as the type of news that 

covers breaking events, top leaders, or majors issues in our daily lives (Baum 947). This 

type of news coverage is typically found on the traditional major networks and from 

cable news networks such as CNN, Fox News, MSNBC, etc. It is typically deemed of 

higher quality than soft news, which “lacks a public policy component, featuring instead 

sensationalized presentation, human-interest themes, and dramatic subject matter” (947). 

Outside of the major networks and the cable news cycle, a preponderance of soft news 

outlets have emerged, a term that Baum uses to describe news outlets that are “obviously 

geared more towards entertainment than enlightenment” (Baum). Baum identified “soft” 

programs as those that ranged from talk shows to entertainment news programs such as 

Dateline NBC, Entertainment Tonight, Extra, Hard Copy, Inside Edition, Politically 

Incorrect and Oprah. Soft news can cover a wide spectrum of programming from 

Hollywood entertainment and tabloid news, network newsmagazines and daytime/late 

night talk shows (Baum 947). The Ellen DeGeneres Show, the Today Show and E! News 

could fit into this wide spectrum that Baum describes, whereas the soft news programs 

that will be discussed in this paper are the aforementioned TDS, SNL, satirical news 

organization The Onion, and the website Someecards.com, an online e-card service that 
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provides a satirical look at current events and modern life. I am interested in these soft 

news programs that use comedy as a way of attracting viewers. I think it is worth 

exploring this specific genre and these specific sites because no observable research has 

been done on these two sites, despite the fact that their popularity and influence (at least 

in regards to total Twitter followers) is unrivaled compared to the other soft new 

programs such as TDS and Colbert Report where multitudes of research is available 

because of the popularity in popular culture of the shows two stars. As of November 

2013, The Onion has the largest Twitter following with over 5 million followers, with 

Someecards coming in second at over 2 million followers. TDS comes in third with just 

over 1.9 million followers, and Colbert Report comes in last with just under a 800,000 

followers. The Onion and Someecards impressive Twitter numbers allows them access to 

greater numbers of potential voters, and thus their voices can be more persuasive at 

election times, yet essentially no scholarly research has been done to attempt to study the 

effects their comedy has on its followers. 
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Figure 1: The Onion Twitter profile 

 

 
Figure 2: Someecards Twitter profile 
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Figure 3: The Daily Show Twitter profile 

 

 
Figure 4: Colbert Report Twitter profile 
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Viewers of soft news programs (such as daytime talk shows) are exposed to 

additional information that may influence their decisions about who to vote for (Baum 

946). Viewers of only traditional news programming may only be exposed to a 

candidate’s political stance on key political issues such as economics, education, or gun 

control. However viewers of soft news programs get the opportunity to see candidates in 

situations and scenarios that are not often covered in traditional news programs. When a 

candidate appears on a daytime or late night talk show they are often sitting on a couch 

and answers personal questions such as what their favorite books are and what TV shows 

do they watch. This provides the soft news viewer with a rare glimpse into a more 

relaxed version of the candidate than what is often seen on the evening news, leading to a 

more well-rounded understanding of a candidate. Baum argues that this leads soft news 

viewers to make more informed decisions (because they have seen the candidate in 

multiple formats, both personal and political) to vote for the candidates that meet their 

self-described preferences over non-viewers of soft news programs, suggesting that these 

programs can facilitate increased voter competence among its viewers over non-viewers 

(Baum 946). 

 Voters’ consistency is dependent on the information they consume, and news 

consumed for entertainment purposes can prove to be useful for the less politically 

engaged segments of the public, outside the norm that scholars have assumed (Baum 

957). Simply because of the types of news these programs generate has led many scholars 

and journalists to not take these programs seriously for their ability to genuinely educate 

the public about politics (Baum ix). I argue, however, that my focus on the rhetoric of 
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comedy will illustrate that comedy is a powerful tool of persuasion and should be taken 

seriously by scholars and journalists. Past methods of analysis are somewhat inadequate 

when they do not take seriously the effect that soft news programs have on its viewers. 

The Onion and Someecards have large online followings, so while their influence in sheer 

volume alone is great, its effect is even greater when one considers how persuasive 

political comedy can be.  

In the 2000 and 2004 United States presidential elections, TDS stepped into the 

forefront of delivering daily comedy pieces in a news format on television, doubling its 

audience between 2001 and 2005 to 1.3 million viewers (Brewer and Marquardt 250). Its 

“Indecision” segments parodied daily political events, and additionally covered the two 

parties’ conventions, presidential debates and election night. A consistent mantra of the 

comedy outlets throughout President George W. Bush’s two terms was lampooning his 

apparent difficulty with public speaking, and by the 2008 election YouTtube had become 

a resource to see the president’s most recent gaffe instantaneously. It was now possible to 

watch entire episodes or segments of TDS or SNL instantly, due to networks providing 

streaming video online almost as soon as the original program airs. This is significant 

because political candidates no longer had to simply worry about being lampooned by 

late night talk show hosts and their few million viewers. Candidates now had to worry 

about their latest gaffe or off-stage comment going viral and reaching a worldwide 

audience that could be shared on social media and across new media platforms.  

Cable television and the internet have created a multitude of new programming 

options and news sites where viewers can get information on political candidates, both in 
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the hard and soft news variety. Recent research has focused primarily on the impact that 

two of Comedy Central’s highest-rated programs, The Daily Show and The Colbert 

Report, have on its viewers, primarily the key 18-34 demographic (Comedy Central). 

Though these programs are rooted in comedy and satire, research shows that these 

programs have become a trusted news source for many viewers (Jones and Baym 278). In 

fact, a 2009 Time magazine online poll revealed that Jon Stewart is “America’s most 

trusted newsman.” This influence over the younger voting demographic creates an 

opportunity for soft news program to shape overall impressions of political candidates.  

Because soft news outlets hold more cultural capital with today’s younger voting 

demographic, their content can increase their political literacy (Dubisar and Palmeri 88), 

but it has also been shown to be detrimental to their views of the entire political process 

(Baumgartner 341). While the majority of research looks at the humor from soft-news 

programs and how it affects our view of political candidates, Baumgartner asserts that the 

“Daily Show Effect” goes much further than this (345). Baumgartner’s findings 

suggested that exposure to TDS and its brand of humor not only was detrimental to young 

Americans support for both candidates, but it also increased cynicism to the entire 

political process (361). Baumgartner ultimately felt that the negative perceptions that 

young Americans received from TDS could lead to distrust of political leaders and a 

reduced turnout at the voting booth (362). However, this assertion was refuted according 

to research data from Center for Information and Research on Civic Learning and 

Engagement (CIRCLE) at Tufts University’s Tisch College, who showed that voter 

turnout of people under aged 30 increased in 2008 against 2004 by over 2 million voters 
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(Center for Information and Research on Civic Learning and Engagement). Programs like 

TDS can certainly have a strong effect on its audience on how it perceives certain 

candidates by how they frame their commentary, but it has not be shown, as Baumgartner 

asserts, that it can be entirely detrimental to the political process and lead to such an 

increase in cynicism that it drives younger voters away from the polls. 

It is interesting to point out, however, that Baumgartner’s research reveals that 

soft news programs such as TDS does have a positive effect on its viewers by increasing 

their overall political discourse. As Baum argued in 2002 that soft news does increase 

political knowledge with the “inattentive public” (Baum 91), Baumgartner and Morris 

argue that not all soft news programs are alike, and the types of discourse in TDS 

increases political knowledge and discourse by simplifying the political process. Their 

findings showed that “found that exposure to The Daily Show increased internal efficacy 

by raising viewers’ perception that the complex world of politics was understandable” 

(362), and by “presenting politics as the theater of the absurd, Stewart seemingly 

simplifies it” (362).
1
 

Research has shown that soft news programs have a considerable persuasive 

effect on their viewers’ perceptions of political candidates, and it is by no accident that 

                                                 
1
 Assumptions should also not be made that younger viewers news viewing habits are “monolithic” (Young 

and Tisinger 113) and that they only get their political news from soft news programs such as TDS. While 

the evidence presented thus far shows that these programs bring in strong ratings from the younger 

demographic, and have the tendency to be persuasive with them, it should also be understood that these 

younger viewers take in a much wider spectrum of news programming outside soft news (Young and 

Tisinger 114). Younger viewers are in fact watching all forms of traditional news, and those who report to 

learn from soft news programming are significantly more likely to report to also learning from traditional 

news programs (Young and Tisinger 128). Trends indicate that younger viewers are receiving less 

campaign news from network news and more from soft news, but these same viewers are more likely to 

also view traditional news over non-viewers of soft news (Young and Tisinger 128). 
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they have chosen comedy as their preferred method of persuasion. Aristotle’s definition 

of rhetoric asserts that the rhetor observes “the available means of persuasion”, and the 

Aristotelian view of rhetoric is significant here because all of the soft news outlets being 

examined in this paper are attempting to persuade their viewers, but they have chosen to 

do so with comedy (Aristotle). Because of its persuasive effects, comedy is an often used 

method in modern advertising to sell products (Catanescu and Tom 92), with insurance 

firms (State Farm, Progressive, Geico, Allstate) and beer distributors (Budweiser, Miller) 

both having commercials in heavy rotation that utilize comedy as a selling tool in their 

advertising. Catanescu and Tom argue that the use of comedy is a proverbial double-

edged sword, having the ability to call attention to an ad and increase recall over 

traditional non-comedic advertising, however it also can be inappropriate or offensive to 

some customers, and can also distract attention away from the product (92). In regards to 

political commentary, comedy has the ability to make information processing easier and 

reduce counterarguments, while at the same time having a greater likelihood of overall 

message discounting (Nabi, Moyer-Guse and Byrne 29).  

Nabi, Moyer-Guse and Byrne found that students who read modified versions of 

comedic messages from comedians Bill Maher and Chris Rock (some versions were 

attributed to the comedians and others were not) were more likely to discount the 

messages with a comedic tone than those with a serious tone, though they were processed 

with equal depth (29). This suggests that “humorous messages might be processed 

carefully (but not critically), yet simultaneously discounted as irrelevant to attitudinal 

judgments” (Nabi, Moyer-Guse and Byrne 29).  
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Comedic messages were found to have a “sleeper effect”, in that they were found 

to have persuasive effects several days after exposure, more so than serious messages 

(Nabi, Moyer-Guse and Byrne 49). The Chris Rock comedy piece was the only message 

to have an influence increase over several days and a “significant gain in attitude change 

emerged after one week” (Nabi, Moyer-Guse and Byrne 49). Originally discounted as a 

joke, the lasting effects of the comedic message caused respondents to recall the message 

more over the course of a week, increasing its persuasive weight (Nabi, Moyer-Guse and 

Byrne 49), indicating that “humorous messages were, in fact, discussed more than the 

serious ones” (Nabi, Moyer-Guse and Byrne 49).  

While comedy messaging can suffer from message discounting, where “the 

message form itself suggest the information contained in the humorous message is not 

relevant to forming judgments about important issues” (Nabi, Moyer-Guse and Byrne 

33), research has shown that while comedic messages may not have immediate 

persuasive effects, the long-term effects of comedic messaging is more powerful than 

serious messages (Nabi, Moyer-Guse and Byrne 50). This would suggest that comedy can 

be a powerful tool in changing attitudes towards presidential candidates. Nabi, Moyer-

Guse and Byrne’s results would also indicate that the comedic messaging in soft news 

programs can have a more powerful effect on attitudinal judgments thanthe constant 

stream of attack ads that air each political season. 

Successful recall of factual information is most often associated with print media, 

such as newspapers, and research shows television news display poorer information 

processing compared against print news (Hollander 411). Younger viewers, however, get 
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more information out of television programming than older viewers, and it increases their 

knowledge about a political campaign, but their modest ability to recall events associated 

with a political event may make it difficult to engage in competent intellectual 

conversations (Hollander 412). 

Smith and Voth argued in 2002 that the 2000 presidential election between 

George Bush and John Kerry marked an important point in which comedy played a larger 

role in how we viewed the two candidates (Smith and Voth 124). “The manner in which 

the humor unfolded in the 2000 presidential campaign drastically differed from elections 

past. Humor mutated from a means of dealing with reality to actually defining reality” 

(Smith and Voth 124). Instead of relying on hard news for information gathering about 

presidential candidates, society “relied on humorous perspectives of incongruity” as a 

means to decipher and understand the actual issues of the election (Smith and Voth 124). 

Smith and Voth continue by saying that SNL’s rhetoric on the 2000 election was 

immediate and noteworthy, but postulated whether its effect was an anomaly or “one that 

will be seen in future political campaigns” (127). It is fair to say that 2000 was not an 

anomaly, and the increased influence of soft news rhetoric has played a large hand in the 

outcomes of presidential elections since. 
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SOCIAL MEDIA AND POLITICS 

Social media is becoming an omnipresent member of our society, and the power 

of social media cannot be overlooked or ignored. Its relevance to comedy and political 

discourse can be found in both the growing number of people who are online using social 

media, and the large number of politicians who are using social media to court these 

potential voters. The most prevalent social media sites used today were still in their 

infancy or were not even created during the 2004 presidential election. By 2008, though 

still in its infancy, social media sites such as Facebook, Twitter, LinkedIn and MySpace 

had all become part of our lexicon (Bennett). The use of social media has become an 

integral part of the election process, both for voters and for those seeking office. By 2010, 

92% of the major party candidates for the U.S. House had a campaign website, and over 

three fourths had used Facebook, Twitter or YouTube in some capacity (Gulati and 

Williams 578).  

Social media is also changing how presidential candidates engage voters in the 

United States, but since its use was still in its initial phases during the 2008 campaign at 

times it lacked a coherent plan (Effing, van Hillegersberg and Huibers 26). During the 

2008 campaign, Obama used 15 different social media sites to engage voters (Effing, van 

Hillegersberg and Huibers 26), “complementing offline work with an online campaign” 

(Effing, van Hillegersberg and Huibers 26). Social media is a new tool for political 
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participation, creating opportunities for political participation, empowerment and 

engagement (Effing, van Hillegersberg and Huibers 30).  

Unlike in 2008, the 2012 campaign was aided by an onslaught of new technology 

and social networks, which created new opportunities for people to post and received 

news and entertainment. The iPhone was only a year old at the time of the 2008 election, 

and the iPad was two years from release. Facebook was only at 100 million active users 

in the fall of 2008, but by the fall of 2012 it was at over 1 billion active users (Associated 

Press). Twitter was barely two years old at the time of the 2008 race, and Pinterest was 

still a year and a half from being launched. The prevalence of faster phones and explosion 

in use of social networking sites such as Facebook, Twitter and Pinterest have made 

sharing news and videos easier within the past five years, thus placing even greater 

importance on the types of coverage released by comedy outlets.  

Dubisar and Palmeri studied how a student project, creating a political video 

remix, became an important form of civic action during the 2008 presidential campaign 

(77). In this assignment, students were asked to create a remix of a political speech or 

discourse with the purpose of persuading the audience to see the source text in a new 

way, and possibly offering a critical commentary about a political figure (Dubisar and 

Palmeri 80). The most celebrated of these remixes (based on YouTube hits) was a video 

remix of actor Seth McFarlane, who provides the voice of Peter Griffin on the Fox 

animated program Family Guy, reading a Sarah Palin interview transcript in the voice of 

Peter Griffin, intertwined with video from the actual interview with Katie Couric. After 

two weeks, the video had received over 5,000 hits, and by the time the article was 
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published, it had received over 42,000 hits (Dubisar and Palmeri 87). To date, the video 

is now over 138,000 hits and is still available via YouTube (Kostyo). This video 

demonstrates the power that comedy has to destroy the ethos of political candidates, and 

its intersection with a comedic figure such as Peter Griffin only strengthens its ability to 

reach a wider audience. Thanks to advances in technology, video remix is becoming 

easier for everyone to participate in, and currently stands as an important way for citizens 

to engage in political discourse (Dubisar and Palmeri 89). 

Dietel-McLaughlin agree that a “remix culture” (4) in which students have the 

means and understanding to appropriate a video or audio message from a politician and 

provide a social commentary on through the mans of video remix is the “most powerful 

means of discursive knowledge construction and political commentary” because it allows 

them to speak their voice and “possibly resist dominant discourses of power” (4).  

The affordability, ease and preponderance of social media has made the exchange 

and flow of ideas on any number of topics immeasurably easier, however little research 

has be done to understand how ideas emerge and gain momentum in the online world 

(Sobkowicz, Kaschesky and Bouchard 470). Opinion research seeks to identify emerging 

societal trends, and an analysis of online opinion trends finds that in the blogosphere 

there is an emerging reliance on peer advice and recommendations of political candidates 

and policies (Sobkowicz, Kaschesky and Bouchard 470). Research from the 2006 

elections showed that a third of the 60 million users in the United States who sought 

information about the elections online were looking for perspectives and opinions from 

inside their community, highlighting the importance social media has in the revolution of 
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our political opinion formation (Sobkowicz, Kaschesky and Bouchard 470). People and 

their use of social media have become the key influencer and information source, as well 

as an organizer of social/political events (Sobkowicz, Kaschesky and Bouchard 477). 

Because of its young population, 35-45% of the population in the Middle East and North 

Africa is under 25, whom also happen to be the majority of social media users in those 

countries (Safranek 3). 

Recent events outside the United States have shown how social media is 

becoming an emerging partner in political and regime change (Safranek 1). Political 

events and protests from Egypt to Syria were shared and spread to the world via 

Facebook, Twitter and YouTube. These emerging social media outlets undoubtedly 

played a part in the regime changes witnessed in these countries; however it is impossible 

to measure exactly how much social media is to credit (Safranek 1). Regardless of the 

measurability of social media effectiveness to bring about political regime change, what 

cannot be argued in these countries is that it provides a voice and hope for a citizenry that 

has been silenced by repressive regimes (Safranek 7). 
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USING DRAMATISM TO INFER THE MOTIVES OF THE ONION AND 

SOMEECARDS 

Dramatism 
In 1945 when Burke introduced Dramatism and the five key terms associated with 

it - Act, Scene, Agent, Agency, and Purpose - in A Grammar of Motives, he was looking 

for a way to substantiate the method we use to define what people are doing and why 

they are doing it, or rather to attribute a motive behind their words and actions. Burke 

believed that life was drama, and you could discover the motives of people (actors) by 

investigating their actions through their discourse and the elements surrounding that 

discourse. Burke states that the forms of thought we use to attribute motives are present 

in “metaphysical structures, in legal judgments, in poetry and fiction, in political and 

scientific works, in news and in bits of gossip offered at random” (Burke xv). These 

political works, news and bits of gossip are the focus of this section. 

Burke defines these terms as follows: 

Act – Names what took place 

Scene – Background of the act 

Agent – What person performed the act 

Agency – The means or instruments they used 

Purpose – The why (Burke xv) 
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Each term can be attributed to any rhetorical situation, including the factors 

leading up to said situation, and the event itself. For example, a parent (Agent) scolding 

(Agency) a child for spilling a drink (Act) at the dinner table (Scene) after they told them 

to be careful (Purpose) is an appropriate use of Dramatism. The motive behind the 

Agent’s frustration is because the Act itself could have been avoided if the Agent’s 

warning had been heeded. This is a rather simplistic example of how one could use 

Dramatism to infer motives but it also represents how easy it can be applied to any 

rhetorical situation.  

Dramatism is also a flexible rhetorical device because scholars have used it to 

analyze the motives and intentions behind myriad rhetorical scenarios, from an 

alternative approach to art criticism in the classroom (Weitz) to crime-scene profiling 

(MacLennan). This flexibility is perfect for its use as device to determine the motives 

behind the publications (Act) of The Onion and Someecards (Agent) in the month leading 

up to the 2008 and 2012 presidential elections (Scene). Burke states that “any complete 

statement about motives will offer some kind of answer” to the five questions within the 

Dramatistic pentad: what was done (act), when or where it was done (scene), who did it 

(agent), how he did it (agency), and why (purpose). (Burke xv). While it is important to 

understand that each element of the pentad can stand alone independently, it is equally 

important to understand how they work together. Once the analysis of each element is 

complete, we can see how they work together and then we can infer a motive. 
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Agent & Purpose 

The Onion 
The Onion is a satirical news organization founded in 1988 by two college 

students, Tim Keck and Chris Johnson, on the campus of the University of Wisconsin at 

Madison. The Onion has evolved from a locally published college paper to a website with 

over 5 million unique visitors each month that produces daily video content (Wells). 

 In 2008, The Onion released a direct-to-video movie, and in 2011 it expanded its 

substantial reach into television with the premiere of television shows, Onion Sports 

Dome and Onion News Network, on Comedy Central and IFC, respectively (both 

programs were eventually cancelled). It reports on both US and international events, 

often lampooning real-life events with a satirical spin with articles such as “Psychiatrists 

Deeply Concerned For 5% Of Americans Who Approve Of Congress” (The Onion). 

They also report on seemingly ordinary events purported to be major news such as “Area 

Man Stubs Finger Every Single Time He Touches Basketball” (The Onion). 

The Onion’s well-written and seemingly credible articles have often been cited by 

outside news organizations and politicians as real events, most notably: 

- In 2002, The Beijing Evening News republished in its international news page, 

portions of the article “Congress Threatens To Leave D.C. Unless New Capitol Is 

Built” 

- In 2010, The Fox Nation website, a part of the Fox News network, presented as 

fact the article “Frustrated Obama Sends Nation Rambling 75,000-Word E-Mail” 
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-  In 2011, the United States Capital Police investigated The Onion for a series of 

tweets made from its Twitter account claiming that Congressman were holding 

children hostage inside the Capitol building 

- In 2012, US Congressman John Fleming, on his Facebook page, posted a link to 

the article “Planned Parenthood Opens $8 Billion Abortionplex”, with the 

comment “More on Planned Parenthood, abortion by the wholesale” 

 

 
Figure 5: Congressman John Fleming’s Facebook post, 2012 

 

Someecards 
Someecards is a website which takes a satirical look at real-life and current events 

through the medium of e-cards. The site was launched in 2007, and in 2013 was reported 

to have over 600,000 unique visitors per month (see Figure 6). 
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Figure 6: Someecards.com profile on Compete.com, 2013 

 

The site publishes new e-cards daily, which are often a reflection of current 

events, as well as a mixture of cards that are targeted to everyday events such as 

birthdays, anniversaries, and the workplace. The website now publishes selected user-

generated e-cards and publishes them on their website and Twitter feed. 
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Figure 7: Someecards.com Happy Birthday card, 2013 

 

 
Figure 8: Someecards.com Anniversary card, 2013 
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Figure 9: Someecards.com Workplace card, 2013 

 

The popularity of The Onion and Someecards is evident by the large number of 

monthly visitors to their websites, as well as their large Twitter following. Both sites have 

an overwhelming ability to influence potential voters, and through investigation of its 

publications in the month leading up to the 2008 and 2012 elections, it paints a picture of 

Democratic favoritism and Republican skewering.  

The Purpose, or the why, in this investigation is perhaps the simplest element of 

the pentad. These entities released these stories about the presidential candidates because 

it is what they do year-round. They provide social commentary on what is going on in the 

world, and during election time it is important for these soft news entities to reflect what 

is going on in the world and what the traditional news entities are reporting. 

Scene 

2008 and 2012 presidential elections 
The 2008 and 2012 presidential elections serve as the Scene in this investigation, 

and the scope of investigation was limited to the comedic items released by The Onion 

and Someecards in the month preceding both elections. This one-month window was 
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selected to focus on the most intense time of the campaign when both candidates, and 

supporters of those candidates, are doing the most to win the election. 

The 2008 election pitted Senator Barack Obama, the first African American to 

win the nomination of a major party in a United States presidential election, against 

Senator John McCain. Sarah Palin notably becoming McCain’s surprise pick for his vice 

presidential running mate in August of 2008. Both The Onion and Someecards took shots 

at the Republican parties VP nominee, mocking both her debate performance and an 

interview she conducted with Katie Couric in September of 2008. This interview 

generated a plethora of material for every late night talk show and comedic entity.  

In the interviews, Palin claimed that her state’s (Alaska) proximity to Russia 

granted her foreign policy experience, and she was unable to name one other Supreme 

Court case, besides Roe v. Wade, she disagreed with: 

Palin: Well, let's see. There's --of course --in the great history of America rulings 

there have been rulings, there's never going to be absolute consensus by every American. 

And there are -- those issues, again, like Roe v Wade where I believe are best held on a 

state level and addressed there. So you know -- going through the history of America, 

there would be others but--" 

Couric: Can you think of any? 

Palin: Well, I could think of -- of any again, that could be best dealt with on a 

more local level. Maybe I would take issue with. But you know, as mayor, and then as 

governor and even as a Vice President, if I'm so privileged to serve, wouldn't be in a 
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position of changing those things but in supporting the law of the land as it reads today. 

(Huffington Post). 

It was this response that went viral and did considerable damage to both her 

reputation and the entire McCain campaign. While the comedic releases from the 2008 

campaign attacked both parties, their tone was substantially different for each party. 

When The Onion made fun of Obama, it was often for his supposed lack of experience or 

mocking a Republican claim against him. Two notable examples were a video release 

from the The Onion entitled “Obama Undertakes Presidential Internship To Ease 

Concerns About His Lack Of Experience”, and a news story entitled “Obama Under Fire 

For Playing T-Ball During Vietnam” (The Onion). Neither of these stories paint Obama 

in a terrible light, one playfully mocking his lack of experience, and the other poking fun 

at a hypothetical Republican stunt where the Vietnam Veterans Alliance makes fun of 

Obama for not serving in a war that McCain did serve in, failing to mention that Obama 

was not even alive at the outset of the war. Conversely, The Onion’s releases on McCain 

during the 2008 campaign were attacks on his age and how uncharismatic out of touch he 

was with voters. For example, “John McCain Accidentally Left On Campaign Bus 

Overnight” mocked his age, and “Scandal: McCain Won Miss Congeniality Of U.S. 

Senate In 2000, 2003” is a direct, sarcastic comment on McCain’s lack of charisma (The 

Onion). 

Much can be said about the 2012 election, as well, where The Onion took shots at 

Republican attacks on the President, and spun sarcastic headlines out of his good qualities 

and lead in the polls: 
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“Obama Unsure How To Turn Huge Support Among Women, Latinos, Gays, 

African-Americans Into Electoral Victory” 

“Obama Camp Vows To Win Neighborhoods Where Romney Staffers Are Too 

Afraid To Go” 

“Obama Takes Out Romney With Mid-Debate Drone Attack” 

What was more evident, however, in the 2012 campaign for Obama was that he 

was targeted more often in attacks because of his four years in office. A lagging economy 

and health care act had drawn the ire of many, and The Onion did not fail to point this 

out: 

“Obama Hoping Jim Lehrer Doesn't Bring Up U.S. Economy” 

Much like McCain in the 2008 campaign, Mitt Romney was attacked, however 

instead of mocking his age, The Onion took him down for his wealth and his lack of 

connection with female and Hispanic voters: 

“Romney Throws Quinceañera For Ann In Last-Minute Attempt To Get Hispanic 

Vote” 

“Romney Tells Heartbreaking Lie About Single Mother Of 4 He Never Met” 

“Romney To Town Hall Audience: 'I Own Horses And Care For Them, And You 

Are All Like Horses'” (The Onion) 

Act-Agency 
Act and Agency are two elements of the pentad that are closely related in this 

case. The release of an article is the Act, or what took place, and the means or 

instruments they used, their website, is the Agency. While they are both independent 
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actions, they are closely related and work in partnership with each other. Burke 

connected elements of the pentad in A Grammar of Motives, stating that “using ‘scene’ in 

the sense of setting, or background, and ‘act’ in the sense of action, one could say that 

‘the scene contains the act (Burke 3).’” Act and Agency have a similar connection in this 

case in that the Agency (a website) contains the Act (releasing of an article).  

In order to attempt to infer motive, we must look at the total number of releases 

(Acts), classify those releases as either positive, negative or neutral, and from there see if 

there was a bias or preference in those releases (see Appendix for full list of headlines 

and e-cards). During the month preceding the 2008 campaign, The Onion released 21 

news stories about Obama, and only 7 about McCain. Palin was mentioned in 3 articles, 

with Joe Biden not coming up in any stories.  

The 2008 releases from The Onion were classified as: 

 

 Positive Negative Neutral 

Obama 9 1 11 

McCain 0 3 4 

Biden 0 0 0 

Palin 0 3 0 

Table 1: The Onion news releases during month preceding 2008 presidential election 
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The 2008 campaign from The Onion saw a ratio of positive to negative jokes of 

9:1 for the Democratic candidates, with 11 neutral jokes, and a ratio of 0:6 positive to 

negative jokes for the Republican candidates, with 4 neutral articles. This overwhelming 

ratio shows a clear bias towards the Democratic ticket, with zero positive articles for the 

Republicans.  

Someecards output during this same period of time in 2008 was a little more 

difficult to substantiate because some cards that I reviewed for my paper in 2008 were 

completely removed from the site (for instance, one insensitive card made fun of Palin’s 

mentally disabled son, Trig, which has since been removed from the site altogether). In 

total, Someecards released 9 cards about Obama, and 2 cards about McCain. Palin was 

mentioned in 4 cards and Biden in only 1.  

The 2008 releases from Someecards were classified as: 

 

 Positive Negative  Neutral 

Obama 7 0 2 

McCain 0 2 0 

Biden 1 0 0 

Palin 0 4 0 

Table 2: Someecards card releases during month preceding 2008 presidential election 
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Much like the results from The Onion, Someecards cards from the 2008 campaign 

period graded out with an 8:0 positive to negative joke ratio for the Democratic 

candidates, with 2 neutral cards, and a ratio of 0:6 positive to negative jokes for the 

Republicans with 0 neutral cards. Once again, we can see a clear bias of positive to 

negative jokes in favor of the Democratic candidates. 

Moving to the 2012 presidential campaign, The Onion released 13 cards about 

Obama in the month leading up to the election, with Romney appearing in 31. Paul Ryan, 

the Republican VP candidate, and Biden both appeared in 7. The positive to negative 

jokes ratio for the Democratic candidates was 5:5, with 10 neutral articles. The 

Republican candidates had a positive to negative joke ratio of 0:20, with a total of 18 

neutral jokes.  

The 2012 releases from The Onion were classified as: 

 

 Positive Negative  Neutral 

Obama 4 5 4 

Romney 0 17 14 

Biden 1 0 6 

Ryan 0 3 4 

Table 3: The Onion news releases during month preceding 2012 presidential election 
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While Obama appeared in more negative jokes during this campaign, most 

focusing on the failing economy during his four years in office, there was still an 

overwhelming bias towards the Democratic candidates, with 0 positive jokes appearing 

for the Republican candidates; however their ability to claim18 neutral jokes was a step 

in the right direction. Romney also had 3 times as many jokes appear during this time 

period than Obama, proving that he was a heavy target, more so than McCain in 2008. 

The Someecards output in the month before the 2012 election was down, as far as 

total releases, compared to 2008. Obama appeared in 5 cards (3 cards were directed at 

both candidates and were graded as neutral), and Romney appeared in 10 (including the 3 

neutral cards noted above). Ryan appeared in 3 cards, and Biden only 1.What stayed the 

same was the negative releases for the Republican candidates, and the generally positive 

releases for the Democratic candidates. 

 The 2012 releases from Someecards were classified as: 

 

 Positive Negative  Neutral 

Obama 2 1 3 

Romney 0 7 3 

Biden 0 0 1 

Ryan 0 2 1 

Table 4: Someecards card releases during month preceding 2012 presidential election 
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In total, The Onion released 13 positive stories about Obama in 2008 and 2012 

combined, along with 6 negative stories. Between McCain and Romney in 2008 and 2012 

combined, The Onion released 0 positive stories, along with 19 negative stories. These 

numbers alone would indicate a tremendous bias, however when you mix in the numbers 

from Someecards (9 positive to 1 negative for Obama from 2008 and 2012, and 0 positive 

to 9 negative for McCain and Romney) it becomes quite clear that these comedic outlets 

had no intention of painting the Republican candidates in a positive light.  
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CONCLUSION 

Comedy stands as an important method to analyze political discourse because its 

ability to influence viewers and readers is well-documented. Soft news programs such as 

TDS and SNL, who use comedy to entertain and influence their viewers, are ushering in a 

new era of political discourse where the most well-rounded and educated viewers are 

those that view not only traditional news programs, but entertainment based news 

programs as well.  

Burke’s pentad gave us the foundation needed to read the motives of comedic 

entities by engaging in acts of interpretation through the analysis of the releases of The 

Onion and Someecards in the month leading up to the 2008 and 2012 elections. This 

research has shown that these entities, whose followings online rival and often exceed 

those of the more decorated soft news programs, skew their humor pro-Democratic. The 

viewers of these programs are traditionally a younger, more open-minded demographic 

that have ushered in a more liberal political agenda. This political agenda stands in stark 

contrast of the Republican party, who continue to push for lax gun control laws and 

restrictions on gay marriage, making them an easy target for these soft news programs. 

These comedic entities have, and will continue to have, the potential to persuade their 

readers and millions of potential voters towards the Democratic side.  
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Future research into this filed should look to investigate the metrics behind these 

sites to see if page views and retweets have led these entities to form an overwhelming 

bias against Republican candidates, or if it is a mere reflection of the individuals running 

these websites and those crafting the copy, much like Chevy Chase crafted his 

lampooning of Gerald Ford in an attempt to remove him from office using the only 

weapon he had available to him, comedy. It was important to look at the output of The 

Onion and Someecards because both these websites have large, online followings, and 

both have used social media to spread their daily postings to millions of readers each day. 

While most, if not all, of the research in this field has been focused on shows such as TDS 

and SNL, neither of these programs tweet to over 7 million readers each day, as The 

Onion and Someecards do. Both of these websites had a clear bias against the Republican 

candidates, and it was by a wide, overwhelming margin. Other late night entities kept 

their jokes far more fair and balanced, but again, that may be because the traditional 

network entities have stronger controls to keep jokes attacking both sides, something that 

does not come into play with online entities. Their influence cannot be ignored, and 

future research into this field will hopefully expand on my findings and consider these 

entities a serious threat to the Republican party.   
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APPENDIX 

The Onion Story Headlines 

2008: 
Obama Runs Constructive Criticism Ad Against  

Parents Of Obama Volunteer Couldn't Be More Proud, Sick Of  

Gunman Kills 15 Potential Voters In Crucial Swing State  

Obama Clinches 'Joe Cabernet Sauvignon' Vote  

Obama Under Fire For Playing T-Ball During Vietnam  

First-Ever Untouched Photos Of The Weird Birthmark On Barack Obama's Face  

Michelle Obama All That Stands Between Love-Struck Media, Barack Obama 

Was There Too Much Sex And Profanity In The HBO Presidential Debate?  

Southern Sheriff Pulls Over Obama Campaign Bus For Broken Taillight  

Fleet Of Alien Destroyers Demand Details Of Obama's Universal Health Care 

Plan  

Obama Advertising In Video Games  

Obama Purchases Ad Space On Side Of McCain’s Bus 

Obama Undertakes Presidential Internship To Ease Concerns About His Lack Of 

Experience  

'I Would Make A Bad President,' Obama Says In Huge Campaign Blunder  

As Election Draws Near, Area Man Moves To All-Obama T-Shirt Rotation  
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What In The Heck's A Barack Obama?  

Fleet Of Stem-Cell Container Trucks Ready To Go If Obama Elected  

Obama Warns He May Cease To Exist Unless America Believes In Him  

Obama's Record-Breaking Fundraising Effort Bankrupting NPR, World Wildlife 

Fund, ACLU  

Kobe Bryant Scores 25 In Holy Shit We Elected A Black President  

Barack Obama's And Manuela Fonetcilla's Race Problem Or Whatever Her 

Problem Is  

Scott Bakula Jumps Into McCain's Body Just Before Election  

John McCain Accidentally Left On Campaign Bus  

Cool McCain Supporter Wears 'McCain 2000' Shirt To Campaign Speech  

John McCain Not Going To Ask Cindy McCain Twice  

Scandal: McCain Won Miss Congeniality Of U.S. Senate In 2000, 2003  

McCain Refusing To Tell Voters What's In Box Unless Elected  

McCain Blasts Obama As Out Of Touch In Burma-Shave-Style Billboard 

Campaign  

Flyers Defenseman Ceremonially Checks Sarah Palin Into Boards 

Palin Brushing Up On Foreign Policy At Epcot 

Palin Family Just Sitting Around Living Room Eating Jerky 

2012: 
Obama Unsure How To Turn Huge Support Among Women, Latinos, Gays, 

African-Americans Into Electoral Victory  
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Obama Camp Vows To Win Neighborhoods Where Romney Staffers Are Too 

Afraid To Go  

Obama Makes Surprise Visit To Quantum-Branching Multiverse On Alternate 

Hyperdimensional Plane  

Hugo Chávez Endorses Obama 

Obama Hoping Jim Lehrer Doesn't Bring Up U.S. Economy 

Sasha Obama Asks Father Why He Was Acting Like Such A Pussy During 

Debate  

Nation Tunes In To See Which Sociopath More Likable This Time (Negative) 

Bruce Springsteen Accidentally Plays 'Big Government's Stealin' Our Livelihood' 

At Obama Rally  

Obama Takes Out Romney With Mid-Debate Drone Attack 

Weeping Obama Breaks Down, Admits Bin Laden Still Alive And Out There 

Somewhere  

U.S. Signs Declaration Of Dependence On China  

Obama Announces We Are Invading Iran Right Now 

Defeated Man Victorious  

Both Candidates Announcing Unmitigated Support For Eugenics Virtually Only 

Way Tonight's Debate Will Matter At All 

Nation Demands More Pre-Debate News Stories About Body Language 

Millions Of Excited Americans Gather To Watch Candidates Deliver Series Of 

Short, Elaborately Rehearsed Speeches 



43 

 

Nation's Lower Class Still Waiting For First Mention By Either Presidential 

Candidate 

Millions Head To Internet To Figure Out Their Own Opinions About Debate 

Nation Unsure Which Candidate's Plan To Destroy The Environment Will Create 

More Jobs 

Campaign Adviser Recommends Throwing Old Blanket Over Romney For 

Debates  

Nation's Debate Viewers Disgusted With Selves After Connecting With Mitt 

Romney  

Mitt Romney Jots Down Ideas For Concession Speech While Obama Talks  

RomneyLabs Concocts 'Doomsday Zinger' Capable Of Swinging Any Debate, 

However Lopsided  

Romney Volunteers Going Door-To-Door To Let Obama Supporters Know 

President's Dead 

Mitt Romney Adopts New ‘Ronnie Ferocious’ Persona For Debates 

Romney Pledges To Replace All Foreign Policy With Jobs Right Here In America  

Update: More Romney Google Searches Revealed  

Romney Throws QuinceañeraFor Ann In Last-Minute Attempt To Get Hispanic 

Vote  

Mitt Romney Frantically Running Around Ohio Smiling And Waving  

Would A Man Who Doesn't Support Women Let His Wife Pick Out Any Oven 

She Wants For Her Birthday?  
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Romney Tells Heartbreaking Lie About Single Mother Of 4 He Never Met  

Romney Foreign Policy Debate Prep In Crisis Mode After Discovering Existence 

Of Country Called 'Womania'  

Romney Dominated Debate, Say Pundits Trying To Figure Out GOP Candidate's 

Policies  

Romney Frantically Figuring Out How Tax Plan Could Actually Work After 

Realizing He Might Win Election  

Romney Proudly Explains How He's Turned Campaign Around 

Romney's Terrifying Google Search History Leaked  

Romney Slowly Turning Into $100 Bill  

Serious Mitt Romney Demanding To Be Addressed As 'Mitthew'  

Mitt Romney Terrified What Will Happen If He Ever Stops Running For 

President  

Romney Pitches In To Repair Thousands Of Downed Romney-Ryan Lawn Signs  

Romney Delivers Stern Warning To China, Speaking Directly Into The Camera In 

Fluent Mandarin  

Savvy Man Registers 'Sleepy Romney' Twitter Account Just In Case Candidate 

Looks Tired  

Romney Promises Any Pennsylvanian Who Votes For Him Can Have Ann 

Romney For One Hour 

Romney To Town Hall Audience: 'I Own Horses And Care For Them, And You 

Are All Like Horses'  
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Tearful Mitt Romney Announces He Has Rare Disease Where You Can't Sit 

Quietly On Stool When Repeatedly Asked To  

Romney Stands Behind Ryan To Show Good Campaigning Stance 

Romney: 'This Is Why They Call Me Turnaround Mitty From Comeback City' 

'I Feel Your Pain,' Romney Tells Campaign Rally Attendees Who Make $20 

Million A Year 

Panicking Romney Attempts To Lay Off Debate Moderator  

Eloquent Biden Brings Entire Audience To Tears In Debate Stunner 

Biden Implores Obama To 'Rub One Out' Before Debate 

Biden Shares 20-Minute Post-Debate Kiss With Janna Ryan 

Security Removes Biden's Rowdy Buddies From Auditorium 

Biden Unleashes Torrent Of Vomit On Debate Stage  

Biden's Handlers Suggesting He Forget The Words 'Pink' And 'Stink' Altogether  

Poll Workers Overhear Biden Repeating Phrase 'Banged Her' While Reading 

Names On Ballot  

Naked, Tied-Up Paul Ryan Tells Staff He Can’t Prepare For Debate Unless They 

Slap Him Harder  

First Question From Debate Audience Somehow Comes From Paul  

Paul Ryan Spending Final Day Of Campaign Reminding Homeless People They 

Did This To Themselves 

Paul Ryan Smiles, Thumbs Up Way Through Question About Specificity Of Tax 

Plan 
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Paul Ryan Releases 90-Minute High-Endurance Budget-Slashing Video 

Ryan Chugs Down Rhino Horn And Bull Semen Shake For Mid-Debate Boost 

Ryan Handed Romney's Latest Political Positions Before Walking On Stage 

Someecards e-cards 

2008: 
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2012: 
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