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Abstract 
 
A multi-channel audience engagement study was conducted to evaluate thematic preference 

between Bad Advice February and Dad Science February. Data were collected via public 

weekly polls and private message responses. Results indicate a consistent and stable preference 

for Bad Advice February across both interaction modalities, suggesting durable audience 

alignment rather than transient novelty effects. 
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Audience Preference in Themed Humor Deployment: A Binary Choice Engagement Study 

The present inquiry situates itself within the broader discourse of audience-mediated 

humor deployment, wherein thematic preference is understood not as a fixed cognitive outcome 

but as a dynamic interplay between perceptual engagement, contextual framing, and the 

recursive feedback loops inherent in participatory media environments. By operationalizing 

“vibes” as a quasi-empirical construct, this study adopts a deliberately elastic methodological 

posture, allowing for the observation of preference signals as they emerge, dissipate, and 

occasionally contradict themselves across both public and private communicative channels. In 

doing so, the analysis privileges interpretive coherence over numerical finality, thereby aligning 

with contemporary movements toward post-quantitative sensibilities in informal social research. 

Building upon this foundation, the study further explores the liminal space between 

declared opinion and performative interaction, wherein respondents may simultaneously express 

preference, irony, and mild confusion within the same communicative act. This phenomenon, 

herein referred to as ambient consensus drift, underscores the inherent instability of thematic 

alignment in humor-driven ecosystems. Rather than seeking to resolve this instability, the present 

work embraces it as a primary analytical feature, positioning uncertainty not as a limitation but 

as a measurable outcome that meaningfully contributes to the overall preference topology 

observed throughout the engagement cycle. 
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Results 

Aggregate analysis indicates a majority preference for Bad Advice February, with a 

maintained margin across both public and private engagement channels. The consistency of this 

margin suggests stable thematic preference rather than late-cycle voting volatility. 
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Preference distribution across engagement channels (n = vibes). 

 
 
 
 

 
 
 
 

Preference Share 

Theme Share 

Bad Advice February 60% 

Dad Science February 40% 
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Method 

Data collection employed a two-channel engagement model consisting of public poll 

responses and private message feedback. Sampling was conducted in a naturalistic social media 

environment. 

Analytical methods prioritized vibe-based validation, cross-channel consistency checks, 

and preference stability indexing. No formal statistical software was harmed in the making of 

this study. 
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Discussion 

Bad Advice February demonstrates a statistically persuasive audience preference, 

supported by both public interaction and private feedback channels. Findings indicate sustained 

thematic alignment and a strong propensity toward humor centered on poor decision-making 

frameworks. 

Limitations 

Several limitations should be acknowledged when interpreting the findings of this study. 

First, the sample size, while spiritually robust, remains numerically modest and subject to 

spontaneous fluctuation driven by time of day, collective mood, and the availability of snacks 

among respondents. As a result, the generalizability of the observed preference patterns may be 

constrained to populations with comparable meme literacy, tolerance for irony, and access to a 

functional internet connection. 

Second, the temporal context of data collection coincided with a period of elevated 

astrological activity, including but not limited to the possibility of Mercury being “in 

retrograde,” which may have introduced subtle distortions in participant perception, response 

timing, and the interpretation of basic instructions. Additionally, the presence of the researcher as 

both observer and primary source of humor content introduces a nontrivial observer effect, 

wherein participants may have adjusted their responses based on perceived comedic expectations 

rather than authentic thematic preference. 

Finally, the operationalization of “vibes” as a core analytical construct, while 

methodologically innovative, lacks a standardized unit of measurement and is currently 

incompatible with most commercial statistical software. Future research may benefit from the 
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development of a calibrated Vibe Index (VI), ideally expressed in units per meme (UPM), to 

enable cross-study comparison and more precise modeling of humor-driven engagement 

dynamics. 
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