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“Culture jamming” commonly refers to a range of tactics
used to critique, subvert, and otherwise “jam” the
workings of consumer culture. [...] 

Jammers typically retool existing cultural forms,
poaching an image, corporate logo, advertisement,
billboard, city wall, or retail space and transforming it
into something new. [Kalle] Lasn uses the metaphor of
jujitsu to describe how culture jammers use [corporate]
products and strategies against themselves.
 
(DeLaure & Fink, pp. 6 and 12-13)



1) Understudied (both in
media/cultural studies and law)
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1) Understudied (both in
media/cultural studies and law)

2) Broader debates on IP and freedom
of expression (e.g. Izyumenko 2026)

W H Y  C U L T U R E  J A M M I N G ?

https://papers.ssrn.com/sol3/papers.cfm?abstract_id=6805099


Instant Parody vs Hoax ('slow-release parody')
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Instant Parody vs Hoax ('slow-release parody')

Similarities: Repetition with critical distance
(Hutcheon 2000)

Differences: Timing of satirical message;
Role assigned to target and audience

T O W A R D S  A  T A X O N O M Y

https://www.press.uillinois.edu/books/?id=p069383


I N S T A N T  P A R O D Y

Billboard Liberation Front (2010)



S L O W - R E L E A S E  P A R O D Y  ( H O A X )

The Yes Men / Dow Chemical Hoax

2004: spoof website + fake BBC appearance
(Dow taking 'full responsibility' for Bhopal
disaster)

Immediate disavowal by Dow and BBC

Yes Men press release: "Fortunately, there is
no chance that the company will ever do
anything like this unless forced to by law."



S L O W - R E L E A S E  P A R O D Y  ( H O A X )

Delayed resolution
Incongruity is there from the start, but less
obvious and only confirmed at a later stage

'Tactical embarrassment' 
Forcing the target to disavow, increasing media
exposure. Initial confusion is key

Splitting the audience 
"One is confronted with the fact that others were
in the know all along, and that one might have
been among them, had one attended more
carefully to the relevant cues" (Semeijn 2026)

https://philarchive.org/rec/SEMTHW


I N S T A N T  P A R O D Y  V S  H O A X



T-shirt parodying Carling Black Label beer logo:
“America’s lusty, lively beer | Enjoyed by men
around the world”.

Message: SAB “had exploited and still is exploiting
black labour, it has and should have a feeling of
guilt and SAB worldwide could not care less" (at
20).

Operation explained as "ideological jujitsu" (at 93)

Lawsuit for trademark tarnishment (harming the
company’s reputation through association with
unpleasant topics)

C A S E  # 1 :  L A U G H  I T  O F F  V .  S A B  ( 2 0 0 5 )



In our consumerist society where branding occupies
a prominent space in public culture, one does not
have to be a 'cultural jammer' to recognise that
there is a legitimate place for criticism of a
particular trademark, or of the influence of branding
in general or of the overzealous use of trademark
law to stifle public debate. 

(Laugh it Off, Conc. Opinion by Judge Sachs)

C A S E  # 1 :  L A U G H  I T  O F F  V .  S A B  ( 2 0 0 5 )

https://www.saflii.org/za/cases/ZACC/2005/7.html


Mattel v. MCA Records (2002) Nadia Plesner v. Louis Vuitton (2011)



C A S E  # 2 :  S A M H E R J I  V .  O D E E  ( O N G O I N G )



Samherji = Fishing company accused of bribing
Namibian officials to secure fishing quotas

May 11 , 2023: Conceptual artist Odee creates a
spoof website (samherji.co.uk) issuing a fake
apology ("We take full responsibility for our
actions"). Samherji issues immediate denial

th

May 17 : Press release clarifying that the
website was part of artistic intervention (also
presented as a mural at the Reykjavík Art
Museum)

th

Samherji files copyright and trademark lawsuit

C A S E  # 2 :  S A M H E R J I  V .  O D E E  ( O N G O I N G )



C A S E  # 2 :  S A M H E R J I  V .  O D E E  ( O N G O I N G )

"The Defendant’s case [is] that the Website, the
Fake Press Release and his subsequent press
release were elements in a performance artwork
following the practice known as ‘culture jamming’
[…]. It is the Defendant’s position that for the
performance of the artwork to be effective, there
needed to be an element of deception".

(Samherji v. Odee, para. 61)

https://www.judiciary.uk/wp-content/uploads/2024/11/Samherji-HF-v-Oddur-Fridriksson.pdf


High Court of England and Wales rules in
favour of Samherji

Website is "clearly not a case" of parody:
No noticeable difference, no immediate
"humour or mockery" (at 73)



Still a parody, albeit not immediate: "In reality
that’s not how things work – no company ever
apologises in the way this fake website tried to
make it seem". (Namibia Fact Check, 11 May 2023)

High Court creates binary: either instant parody
or outright deception (same happens in other
cases – e.g. FPÖ v. Die Tagespresse, 2025)

Should courts revise their definition of parody,
making room for slow-release parodies?

https://namibiafactcheck.org.na/report/fake-samherji-fishrot-apology-circulating/
https://globalfreedomofexpression.columbia.edu/cases/fpo-v-die-tagespresse/


Distinct sub-genre with specific features (delayed
resolution, tactical embarrassment, splitting the
audience)

Can be valid contribution to public debate and
encourage self-reflection: “The realization that one
was taken in by a discourse that, in retrospect, was
clearly implausible, can prompt reflection on one’s own
epistemic habits” (Semeijn 2026)

M A K I N G  R O O M  F O R  ' S L O W - R E L E A S E '  P A R O D I E S

https://philarchive.org/rec/SEMTHW


Distinct sub-genre with specific features (delayed
resolution, tactical embarrassment, splitting the
audience)

Can be valid contribution to public debate and
encourage self-reflection: “The realization that one
was taken in by a discourse that, in retrospect, was
clearly implausible, can prompt reflection on one’s own
epistemic habits” (Semeijn 2026)

"In our critical focus [...] on correct or good
interpretation, we haven’t been able to recognize the
many ways in which misreading is productive – it is
generative of argument, intimacy, and social cohesion”
(Williams 2023, p. 10).

M A K I N G  R O O M  F O R  ' S L O W - R E L E A S E '  P A R O D I E S

https://philarchive.org/rec/SEMTHW
https://press.princeton.edu/books/hardcover/9780691170688/reading-it-wrong?srsltid=AfmBOopsMgWeS-zJStf8gyeoVB_uQhk1pfaVFcs20Pn9NGK7cDqoHyFQ


Godioli, A., Jacques, S., Young, J. and Matamoros-
Fernández, A. (2025) What’s in a Joke? Assessing
Humor in Free Speech Jurisprudence. Forum for
Humor and the Law / Columbia Global Freedom of
Expression.

Funding: 'Humor in Court' project (Dutch
Research Council, 2022-2027)

Advisory Board: UNESCO (Global Media Defence
Fund), European Court of Human Rights, African
Court on Human and Peoples' Rights, ARTICLE 19
etc.

Goal: Fair approach to humor in free speech
cases, in light of human rights law +
interdisciplinary humor research



Trademarks often fill in gaps in our
vocabulary and add a contemporary flavor
to our expressions. Once imbued with such
expressive value, the trademark becomes a
word in our language and assumes a role
outside the bounds of trademark law.

(Mattel, Inc. v. MCA Records, Inc. [2002], at
III.A)
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