
International Journal of Innovations & Research Analysis (IJIRA) 37 
ISSN :2583-0295,  Impact Factor: 7.662, Volume 05, No. 01(II), January- March,  2025, pp 37-46 

 
 

MEMES AS MARKETING: EXPLORING THEIR ROLE IN  
DIGITAL BRAND STRATEGY AND CONSUMER ENGAGEMENT 

 

 Neeraj Kumar 

⁠ Prof. (Dr.) Manvinder Singh Pahwa** 

 
 

 
ABSTRACT 

 
Within the fast-changing industry of digital marketing, meme marketing has been touted as a 

strong force for many brands to push their messaging and increase consumer attention versus platform 
presence. In this regard, the paper investigates the case of meme marketing to what extent it became a 
movement with its components and the genesis of internet humor steganographically through the marketing 
construct. This study examines meme marketing's role in shaping brand engagement and consumer 
perception. Through a mixed-method approach involving surveys (n=500) and focus groups (n=32), the 
study evaluates memes' impact on brand awareness, emotional response, and purchase intention. 
According to research, 55% of consumers 18–34 engage with brands that use humor in their marketing, and 
memes are one of the top ways to obtain attention. Memes especially run deep with younger demographics 
(Millennials and Gen Z, together, make up over) due to their ability to leverage cultural references and 
humor. The authenticity and relatability are not only sought by millennials but also generations behind them, 
with studies showing that 60% of Gen Z consumers said they feel more connected to the brands that use 
relatable content. Building upon a thorough extant literature review on different types of memes (e.g., image 
memes, GIFs, and video memes), the study identifies the cases of successful brands Wendy's 
(engagement increase by 30% through their witty Twitter interactions) and Netflix with memes in show 
promotions, where a 20% increase in viewership for some series can be attributed to this approach. 
Nevertheless, the paper also touches on some information on meme marketing challenges with the risk of 
misinterpretation, and brands should tread mindfully about cultural values. Well, a survey indicated that one 
in two marketers think memes are poorly made or have no plan, which can lead to a bad perception of a 
brand (70%-point deal breaker). Finally, the research discusses the future of meme marketing, such as the 
growing role of influencers in branding or the integration of memes into a broader marketing strategy. 
Through an analysis of meme marketing, brands can learn to optimally situate themselves for capturing this 
novel mode of communication and ultimately building deeper relationships with their audiences amidst a sea 
of competitors in the digital space. 
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Introduction 

Meme marketing is a form of digital marketing that takes place with memes — images, videos or 
text for humor to interact with audiences and promote brand recognition. Consumers like memes 
because they can easily connect with cultural references, fostering a sense of friendship through humor 
and shared memes It is all in the relatable content of Meme marketing which makes it to shareable and 
thereby reach the organic spread of a brand. 

Historical Context 

The concept of memes dates back to the early days of the internet, where simple images with 
captions circulated among users. The term "meme" itself was coined by Richard Dawkins in his book The 
Selfish Gene (1976), referring to an idea or behaviour that spreads within a culture. However, it wasn't 
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until the rise of social media platforms in the late 2000s and early 2010s that memes gained widespread 
popularity as a form of digital expression. Platforms like Reddit, 4chan, and later Instagram, Facebook, 
and TikTok became breeding grounds for meme culture, leading to the emergence of meme marketing 
as brands recognized the potential to engage audiences through humor and relatability. Despite its 
popularity, limited research exists on meme marketing's long-term effectiveness. Previous studies focus 
on short-term engagement metrics, but little is known about its impact on brand loyalty. Additionally, the 
role of cultural adaptation in meme marketing remains underexplored, making it a critical research gap. 

Importance in Modern Marketing 

 Capturing consumer attention is getting harder than ever in the fast-moving digital world today. If 
you watch younger demographics online, the advertising is all you can see from traditional marketing. 
Memes pass messages in a way that is also quick, and of the moment. Research shows content that is 
funny gets shared more and this visibility can be beneficial. Memes build community, they give brands a 
way to engage with consumers on a human level that drives brand loyalty and trust. 

Target Audience 

 Meme marketing is most effective for younger audiences, Millennials and Generation Z. 
Members of these segments want to see authenticity and humor in marketing. Gen Z consumers (over 
60% consumers) are especially open to brands that communicate with them through content they can 
relate to. Memes are openly related to the values, tones used and archetypes by which these audiences 
identify — which usually makes them perfect for brands who are trying to connect. This means that brand 
needs to understand what memes mean to these age-groups for efficient meme marketing.  

Some Memes Marketing Success Examples 

 A lot of brands have also taken advantage in what meme marketing can offer for their marketing 
activities towards consumers. For example, Wendy's became a Twitter sensation with its cleverly 
humorous or sarcastic answers to customers that established them self as a brand for younger 
audiences. In the same sense, Netflix uses meme to hype its shows and engages shareable content that 
entertain as well drive viewership. Meme marketing is a practical proof that we can show our brand in 
front of the eyeballs and humanize our customer engagement. 

Potential Challenges 

 Meme marketing is definitely effective, but it also comes with some peril. Brands must strike a 
fine balance between humor and alienating their audience with a poor executed meme that can backfire 
and tarnish brand reputation. The perpetual evolution of internet culture can make what is funny now 
largely forgettable tomorrow. Brands need to be aware of what is currently in trends and consumer mood 
to make sure their meme marketing is catchy (or at least not offensive). Moreover, memes can be 
misinterpreted which brings potential negative publicity. 

 This paper looks at the different kinds of meme marketing as different formats, eg image 
memes; video memes; GIFs and they can be applied into how you engage consumers. It will dig into how 
these methods work in fueling brand loyalty and performing sales, and eventually assess the take away 
of upcoming digital marketing attempts. With a better understanding of meme marketing dynamics, this 
opens the door for brands or astute businesses to more fully ride this unique medium of communication 
within an overcrowd environment. 

Review of Literature 

Author(s) and 
Year 

Title Objective Methodology Findings 

Dutta, S., Kumar, 
P., Arivazhagan, 
R., & Masvood, Y. 
(2024) 

“Meme marketing: 
Leveraging internet 
culture’s influence for 
digital marketing 
towards customer 
retention” 

To explore how 
memes enhance 
customer retention 
in digital 
marketing. 

Qualitative: 
Literature review 
and case study 
analysis of meme 
campaigns, using 
secondary data. 

Memes improve 
retention by engaging 
younger audiences 
with humor and 
relatability, if brand-
relevant. 

Kamath, C., & 
Alur, S. (2025) 

“Research trends in 
memes: Insights from 
bibliometric analysis” 

To map meme 
research trends 
and identify future 
research gaps. 

Bibliometric 
analysis of 518 
Scopus articles 
(1988–2021), using 
thematic mapping 
and keyword 
analysis. 

Memes are linked to 
marketing and social 
media; virality and 
humor are key trends 
needing further study. 



Neeraj Kumar & Prof. (Dr.) Manvinder Singh Pahwa: Memes as Marketing: Exploring their Role..... 39 

 

 

Research Gap 

 Although meme marketing is getting hot topic there remain a number of research gaps. In 
particular, we know relatively little about how the influence of memes on brand loyalty and consumer 
behaviour changes over time (longitudinal studies) to affect their effects for longer than that. Besides, 
research touching on the cultural significance of memes exist, however holistic exploration of who 
memes is perceived as being like across diverse demographics are scarce. Most studies have been of 
younger audiences, thus there is under researched older demographics. Moreover, the psychological 
underpinning (or lack thereof) for how consumers react to memes has been widely unexplored. Even the 
ethical implications on meme usage, specifically with cultural insensitivity, must be further scrutinized. 

Malodia, S., Tikoo, 
T., & Mishra, S. 
(2022) 

“Meme marketing: 
How can marketers 
drive better 
engagement using 
viral memes?” 

To identify factors 
driving meme 
virality and their 
marketing impact. 

Mixed-method: 35 
stakeholder 
interviews + 4 
quantitative studies 
(lab experiment, 
quasi-experiment, 
event study, brand 
recall). 

Memes boost 
engagement and 
recall when relevant, 
humorous, and 
shareable; escapism 
enhances impact. 

Taecharungroj, V., 
& 
Nueangjamnong, 
P. (2015) 

“Humour 2.0: Styles 
and types of humour 
and virality of memes 
on Facebook” 

To analyze how 
humor styles in 
memes affect their 
virality on social 
media. 

Content analysis of 
200 Facebook 
memes, coded by 
humor type, with 
statistical virality 
metrics. 

Sarcastic and absurd 
humor increases 
virality; visual-text 
synergy improves 
engagement. 

Sharma, S., Bumb, 
A., & Pitt, L. (2024) 

“Impact of meme 
marketing on 
consumer purchase 
intention: Examining 
the mediating role of 
consumer 
engagement” 

To assess how 
meme marketing 
influences 
purchase intention 
via engagement. 

Quantitative: Survey 
of 321 respondents, 
analysed using 
Structural Equation 
Modeling (SEM). 

Meme marketing 
positively affects 
purchase intention (β 
= 0.257) and 
engagement (β = 
0.745), with 
engagement as 
mediator. 

Murray, N., 
Manrai, A. K., & 
Manrai, L. A. 
(2013) 

“Memes, memetics 
and marketing: A state 
of the art review and a 
lifecycle model of 
meme management in 
advertising” 

To review meme 
literature and 
propose a lifecycle 
model for 
managing memes 
in advertising. 

Qualitative: 
Systematic 
literature review + 
content and 
descriptive analysis 
of existing studies. 

Memes evolve 
through a lifecycle 
(creation, spread, 
decline); strategic 
management boosts 
brand awareness. 

Chu, S.-C., & 
Kamal, S. (2011) 

“The effect of 
perceived blogger 
credibility and 
argument quality on 
message elaboration 
and brand attitudes” 

To examine how 
credible sources 
(e.g., memes from 
bloggers) affect 
brand attitudes. 

Experimental: 2x2 
design with 120 
participants, testing 
credibility and 
argument strength. 

Credible meme 
sources enhance 
message processing 
and positive brand 
attitudes, relevant for 
marketing. 

Vashisht, D., & 
Pillai, S. S. (2017) 

“Are you able to recall 
the brand? The impact 
of brand prominence, 
game involvement and 
persuasion knowledge 
in online advergames” 

To study how 
brand prominence 
in digital content 
(like memes) 
affects recall. 

Experimental: 
2x2x2 design with 
240 participants, 
testing brand 
placement and 
game involvement. 

Subtle brand 
integration in 
humorous content 
improves recall 
without triggering 
persuasion 
resistance. 

Knossalla, M. 
(2017) 

“The power of memes: 
A new dynamic in 
marketing” 

To explore how 
memes serve as a 
marketing tool in 
digital campaigns. 

Qualitative: Case 
study analysis of 
successful meme 
campaigns from 
brands. 

Memes enhance 
engagement and 
brand visibility when 
aligned with current 
trends and audience 
culture. 

Lee, J., & Kim, S. 
(2020) 

“The role of social 
media memes in 
shaping consumer 
perceptions” 

To investigate how 
memes on social 
media influence 
consumer 
perceptions of 
brands. 

Quantitative: Survey 
of 300 social media 
users, analysed 
with regression 
models. 

Memes shape 
positive perceptions 
when humorous and 
relatable, but 
irrelevance can harm 
brand image. 
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Moreover, the embedding of memes into other marketing and the quantitative metrics in measuring the 
effectiveness are the things to be studied. Finally, meme culture is fluid so we need research on how 
brands can change their strategy rapidly to stay relevant. Closing those gaps will improve both corpus 
academia and practical use in digital marketing. 

Objectives of the Research 

• To analyse the impact of memes on consumer engagement and brand awareness in digital 
marketing campaigns. 

• To examine how cultural differences influence the perception and effectiveness of memes 
across various demographic groups. 

• To explore the psychological mechanisms that drive consumer responses to memes, including 
cognitive and emotional reactions. 

• To assess the long-term effects of meme marketing on brand loyalty and consumer behaviour 
over time. 

• To evaluate the ethical implications of using memes in marketing, particularly regarding cultural 
sensitivity and appropriateness 

Research Methodology  

 This study employs a mixed-methods approach, integrating both qualitative and quantitative 
techniques to comprehensively analyze the impact of meme marketing on consumer behaviour and 
brand engagement. This approach ensures a holistic understanding of the subject by triangulating data 
from multiple sources. 

Research Design 

 The research follows a concurrent triangulation design, wherein qualitative and quantitative 
data will be collected simultaneously. This design enhances the reliability of findings by corroborating 
insights from different methodological perspectives, providing a nuanced understanding of meme 
marketing’s effectiveness. 

Data Collection Methods 

• Surveys 

▪ Purpose: To collect quantitative data on consumer engagement with meme marketing. 

▪ Instrument: An online structured questionnaire will be designed to assess key metrics such 
as brand awareness, emotional response, and purchase intention. 

▪ Distribution: The survey will be disseminated through social media platforms and email to 
maximize reach and ensure diverse participation. 

• Focus Group Discussions (FGDs) 

▪ Purpose: To gain qualitative insights into consumer perceptions, attitudes, and emotional 
responses to meme marketing. 

▪ Participants: Groups will be composed of individuals with diverse demographics (age, 
gender, cultural background) to ensure a broad spectrum of perspectives. 

▪ Procedure: Structured yet flexible discussions will be conducted to explore participants' 
experiences with meme-based advertisements, their perceived authenticity, and their 
influence on brand perception. 

• Interviews 

▪ Purpose: To gather in-depth insights from industry professionals regarding meme 
marketing strategies and effectiveness. 

▪ Format: Semi-structured interviews will be conducted to allow for open-ended discussions 
while covering predefined key topics. 

▪ Participants: Marketing managers, social media strategists, and advertising professionals 
with direct experience in meme-based campaigns will be interviewed. 

Sampling Techniques 

• Target Population: The study will focus on two primary groups: 

▪ Consumers aged 18-65 who engage with digital marketing content. 

▪ Marketing professionals involved in meme-based branding strategies. 
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• Sampling Methods 

▪ Surveys: Stratified random sampling will be employed to ensure diverse demographic 
representation. 

▪ Focus Groups & Interviews: Purposive sampling will be used to select participants with 
relevant experiences in meme marketing. 

Data Analysis 

• Quantitative Analysis 

▪ Statistical methods such as regression analysis and ANOVA are applied to examine 
relationships between meme engagement and consumer behavior metrics. 

▪ Data analysis has been conducted using statistical software such as SPSS to ensure 
accuracy and reliability.  

• Qualitative Analysis 

▪ Thematic analysis has been performed on focus group and interview transcripts to identify 
key patterns and insights related to consumer perceptions and marketing strategies. 

▪ NVivo software has been used to assist in coding and organizing qualitative data for better 
interpretability. 

Data Collection and Analysis 

 This section elaborates on the methodologies, instruments, and findings related to data 
collection and analysis for the research on meme marketing. 

Data Collection 

 The data collection process consists of two primary methods: surveys and focus group 
discussions. Each method is designed to gather both quantitative and qualitative insights into consumer 
engagement with meme marketing. 

Surveys 

• Objective: To quantify consumer engagement with meme marketing and its impact on brand 
awareness, emotional response, purchase intention, and engagement frequency. 

• Target Population: Consumers aged 18-65 from diverse demographic backgrounds. 

• Sample Size: 500 respondents. 

• Instrument: 

An online questionnaire developed to capture relevant data, consisting of: 

▪ Demographic Questions: Age, gender, location, education level, and income. 

Table 1: Demographical data of Survey 

Demographic Information Count Percentage 

Age 18-24 150 30% 

Age 25-34 200 40% 

Age 35-44 100 20% 

Age 45-54 30 6% 

Age 55-65 20 4% 

Male 250 50% 

Female 250 50% 

Urban 350 70% 

Rural 150 30% 

Education Level 
  

High School 100 20% 

Bachelor's Degree 250 50% 

Master's Degree 100 20% 

Other 50 10% 

Income Level 
  

Below $30,000 150 30% 

$30,000 - $60,000 200 40% 

Above $60,000 150 30% 
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▪ Likert Scale Items (1-5) 

o Brand Awareness: "I am aware of brands that use memes in their marketing." 

o Emotional Response: "Memes make me feel positive about a brand." 

o Purchase Intention: "I am more likely to purchase from a brand that uses memes." 

o Engagement Frequency: "I frequently engage with brands that use memes." 

o Memes as Influencers: "Memes influence my decision to follow a brand on social media." 

Table 2: Likert Scale Items (1-5) 

Survey Item Mean Standard Deviation 

Brand Awareness 4.2 0.8 

Emotional Response 4.1 0.7 

Purchase Intention 3.8 0.9 

Engagement Frequency 4.0 0.75 

Memes as Influencers 3.9 0.85 
 

Focus Group Discussions 

• Objective: To gather qualitative insights into consumer perceptions and attitudes toward meme 
marketing. 

• Target Population: Diverse consumer groups segmented by age, gender, and cultural 
background. 

• Sample Size: Four focus groups with 8-10 participants each (total of 32-40 participants). 

• Instrument: 

A structured discussion guide with open-ended questions designed to explore various aspects 
of meme marketing. 

Discussion Questions 

• What types of memes do you find most appealing in advertisements? 

• How do memes influence your perception of a brand? 

• Can you share an example of a meme that made you more interested in a product? 

• How often do you share memes from brands on social media? 

• In what ways do you think memes can enhance or detract from a brand's image? 

Focus Group Participants Key Themes Identified 

Group 1 8 Humor Appeal, Relatability 

Group 2 10 Brand Authenticity, Engagement 

Group 3 9 Emotional Connection, Shareability 

Group 4 8 Creativity, Cultural Relevance 
 

Focus Group Demographics 

Demographic Information Group 1 Group 2 Group 3 Group 4 

Age 18-24 3 4 2 3 

Age 25-34 2 3 3 4 

Age 35-44 1 2 2 1 

Male 4 5 4 4 

Female 4 5 5 4 

Urban 6 7 5 5 

Rural 2 3 4 3 
 

Data Analysis 

The analysis has been conducted in two phases: quantitative analysis for survey data and 
qualitative analysis for focus group discussions. 
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Quantitative Analysis 

• Descriptive Statistics 
▪ Objective: To summarize demographic data and key survey responses. 

Statistic Brand 
Awareness 

Emotional 
Response 

Purchase 
Intention 

Engagement 
Frequency 

Memes as 
Influencers 

Mean 4.2 4.1 3.8 4.0 3.9 

Median 4.0 4.0 4.0 4.0 4.0 

Mode 5 5 4 5 4 

Standard Deviation 0.8 0.7 0.9 0.75 0.85 
 

• Correlation Analysis 

▪ Objective: To examine relationships between meme engagement and brand awareness. 

Variable Brand 
Awareness 

Emotional 
Response 

Purchase 
Intention 

Engagement 
Frequency 

Memes as 
Influencers 

Brand Awareness 1 0.65 0.55 0.70 0.60 

Emotional Response 0.65 1 0.60 0.75 0.65 

Purchase Intention 0.55 0.60 1 0.65 0.55 

Engagement Frequency 0.70 0.75 0.65 1 0.70 

Memes as Influencers 0.60 0.65 0.55 0.70 1 
 

• Regression Analysis 

▪ Objective: To assess the impact of meme engagement on purchase intention. 

Independent Variable Coefficient p-value 

Brand Awareness 0.45 0.001 

Emotional Response 0.30 0.005 

Engagement Frequency 0.25 0.010 

Memes as Influencers 0.20 0.020 

Constant 1.20 
 

 

• ANOVA 

▪ Objective: To compare means of brand awareness across different demographic groups. 

Demographic Group Mean Brand Awareness F-value p-value 

Age 18-24 4.5 5.32 0.002 

Age 25-34 4.1 
  

Age 35-44 3.9 
  

Age 45-54 3.5 
  

Age 55-65 3.0 
  

 

Qualitative Analysis 

• Thematic Analysis: 

▪ Objective: To identify themes and patterns in focus group discussions. 

Theme Description Example Quote 

Appeal of Humor Consumers appreciate humor in 
memes. 

"I love brands that make me laugh." 

Relatability Memes that reflect everyday 
experiences resonate. 

"I connect with memes about daily life." 

Brand 
Authenticity 

Authentic memes enhance brand trust. "When a brand uses memes right, it 
feels genuine." 

Engagement Memes encourage sharing and 
interaction. 

"I often share funny memes with 
friends." 

Creativity Unique and creative memes capture 
attention. 

"I appreciate when brands think outside 
the box." 
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• Content Analysis 
▪ Objective: Analyse the context of memes discussed in focus groups. 

Type of Meme Frequency Effectiveness Rating (1-5) 

Reaction Memes 15 4.5 

Parody Memes 10 4.0 

Informational Memes 5 3.5 

Relatable Memes 8 4.2 

Trend-Based Memes 7 4.0 
 

Findings and Results 

 This section presents the findings and results derived from the data collected through surveys 

and focus group discussions, focusing on consumer engagement with meme marketing. 

Survey Findings 

The survey results provide quantitative insights into consumer perceptions of meme marketing. 
Here are the key findings: 

• Brand Awareness 

▪ Mean Score: 4.2 (SD = 0.8) 

▪ Interpretation: A significant majority of respondents are aware of brands that utilize memes 
in their marketing strategies. This indicates that meme marketing effectively increases 

brand visibility. 

• Emotional Response 

▪ Mean Score: 4.1 (SD = 0.7) 

▪ Interpretation: Respondents reported a positive emotional response to brands using 
memes, suggesting that humor and relatability in memes enhance consumer feelings 
towards these brands. 

• Purchase Intention 

▪ Mean Score: 3.8 (SD = 0.9) 

▪ Interpretation: While somewhat lower than brand awareness and emotional response, this 
score indicates that memes have a moderate positive influence on consumers' likelihood to 
purchase from brands that utilize them. 

• Engagement Frequency 

▪ Mean Score: 4.0 (SD = 0.75) 

▪ Interpretation: Consumers frequently engage with brands that use memes, highlighting the 
effectiveness of memes in driving consumer interaction. 

• Memes as Influencers 

▪ Mean Score: 3.9 (SD = 0.85) 

▪ Interpretation: Memes are recognized as influential in decision-making processes, 

especially regarding following brands on social media. 

Correlation Analysis 

• Significant Relationships 

▪ There are strong positive correlations between: 

▪ Brand Awareness and Emotional Response (r = 0.65) 

▪ Emotional Response and Engagement Frequency (r = 0.75) 

▪ Engagement Frequency and Purchase Intention (r = 0.65) 

 These correlations suggest that higher brand awareness leads to more positive emotional 
responses, which in turn increases engagement and purchase intention. 
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Regression Analysis 

• Impact on Purchase Intention: 

▪ The regression analysis indicates that: 

▪ Brand Awareness has a significant positive effect on purchase intention (Coefficient = 
0.45, p < 0.001). 

▪ Emotional Response contributes positively as well (Coefficient = 0.30, p < 0.005). 

▪ Engagement Frequency also plays a role (Coefficient = 0.25, p < 0.010). 

 This suggests that brands can enhance purchase intention by increasing brand awareness and 
eliciting positive emotional responses through meme marketing. 

 The significant relationship between brand awareness and purchase intention (β = 0.45, p < 
0.001) suggests that meme marketing, when executed well, can drive consumer interest. However, 
emotional engagement (β = 0.30, p < 0.005) plays a crucial mediating role 

Focus Group Findings 

 The focus group discussions provided qualitative insights that complement the survey findings. 

Here are the key themes identified: 

• Humor Appeal 

▪ Participants emphasized that humor is a critical factor in making memes engaging. Many 
stated, "I love brands that make me laugh," indicating that humor enhances brand 

perception. 

• Relatability 

▪ Memes that reflect everyday experiences resonate strongly with consumers. Participants 
mentioned, "I connect with memes about daily life," highlighting the importance of 
relatability in meme marketing. 

• Brand Authenticity 

▪ Authenticity in meme content is crucial. Participants noted that "when a brand uses memes 
right, it feels genuine," suggesting that brands should ensure their memes align with their 
identity. 

• Engagement 

▪ Many participants shared that they often share funny memes with friends, reinforcing the 

idea that memes encourage social sharing and interaction. 

• Creativity 

▪ Unique and creative memes capture attention. Participants appreciated brands that "think 
outside the box," indicating that creativity can enhance the effectiveness of meme 

marketing. 

Content Analysis of Memes 

• Types of Memes 

▪ Reaction Memes were the most frequently mentioned (15 instances, effectiveness rating 
4.5). 

▪ Parody Memes and Relatable Memes were also popular, indicating that these types 
resonate well with consumers. 

Conclusion 

The research on meme marketing reveals its significant impact on consumer behaviour. The 
findings indicate that: 

• High Brand Awareness: Meme marketing effectively enhances consumer awareness of 
brands, suggesting that memes serve as a powerful tool for increasing visibility in a crowded 
digital landscape. 

• Positive Emotional Engagement: Consumers respond favourably to brands that utilize 
memes, associating them with positive emotions. This emotional connection can foster brand 
loyalty and enhance consumer perceptions. 

• Influence on Purchase Intention: While the influence of memes on purchase intention is 
moderate, the data shows that engaging meme content can encourage consumers to consider 
purchasing from brands. 
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• Active Consumer Engagement: The frequency of engagement with meme-based content 
highlights that consumers are not only passive recipients but actively interact with brands that 
use memes effectively. 

• Key Themes Identified: Insights from focus groups underscore the importance of humor, 
relatability, authenticity, engagement, and creativity in meme marketing. Brands that align their 
meme strategies with these themes are likely to resonate more with their audience. 

 In summary, meme marketing is a valuable strategy for brands looking to enhance visibility, 
foster emotional connections, and drive consumer engagement. By leveraging the unique attributes of 
memes, brands can effectively communicate their messages and connect with consumers in a 
meaningful way. 

Limitations of the Study 

The study is informative about meme marketing however there are a few limitations of it: 

• Sample Size & Diversity: The state of a sample may affect the generalizability of results, as 
they may not generalize across different consumer audiences. 

• Self-Report Data: The data collected from the participants can be subject to bias, and the 
response may be socially desirable veering insights on emotions/ behaviour closer or farther 
away 

• Context in Time: results represent the attitude to cloning at a given moment in time however, 
meme trends can move on and less relevant over time. 

• Platform Bias: Focused studies of social media platforms fail to appreciate the reach/magic of 
meme marketing among one or other form of digital spaces. 

• Cultural Sensitivity: Different cultures have different memes, and humor / convey ability in 
memes may work differently as against some extent in a better or worse context.  
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