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Abstract: Digital advertising resides; meme marketing has become a 
digital advertisement weapon of questionable morality that disrupts 
brand-consumer communications by leveraging virality, a shared lived 
experience, and humor. This paper delves into revealing the strategic 
value of memes used in marketing, evaluating how well they help the 
brand become more recognisable and engaging and how they drive 
authenticity perception from a consumer standpoint. The research is 
methodologically diverse, drawing from 400 consumers quantitative 
survey responses, 15 qualitative FTL interviews with brand managers, 
and a content analysis of 50 successful meme campaigns. The 
statistical evaluations, i.e., t-test, ANOVA, and regression analysis, 
indicate that meme marketing boosts brand recall ability by about 42% 
and leads consumers to participate significantly more in positive 
decoding response toward the brand compared to digital advertising so 
far. The results demonstrate that meme-centric campaigns are 
incredibly appealing to Millennials and Gen Z shoppers, driving up a 
level of brand relatability more aspirational. But meme marketing is 
incredibly successful, so there is a cultural contextualisation aspect to 
contend with along with the problem of content longevity and brand risk 
mitigation that requires a less piecemeal strategic framework to 
implement and sustain. The presented research offers a meme 
marketing framework of four stages that help overcome these 
intricacies by outlining key stages—trend identification, audience 
alignment, brand integration, and performance analytics—to optimal 
expression and risk mitigation. A meme marketing study concludes that 
memes, while a powerful engagement amplifier, need a less one-size-
fits-all approach and strategic agility. 

Keywords:  

Meme Marketing, Digital 
Advertising, Brand 
Engagement, Consumer 
Psychology, Viral Content, 
Social Media Analytics 
 
DOI: 
10.62823/ExRe/2024/01/02.27 
 

  

 
Introduction 

 As the digital world in the 21st century progresses at an incredible speed, conventional 
marketing techniques are being relegated to more innovative, interactive, and engaging trends. 
Brands are looking for novel methods to grab the audience's attention and get the audience 
involved, with social media constantly changing consumer consumption habits. Internet memes have 
become so mainstream that a comprehensive marketing strategy of "meme marketing"—defined as 
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the intentional use of internet memes to convey brand messages in a humorous, relatable, and 
culturally appropriate manner (Shifman 2014)—has been adopted by many brands. Memes (usually 
in image, video, or GIF with text forms) Memes are an integral type of popular online culture in many 
parts around the globe. Memes shoot fast across digital platforms and usually deliver humorous, 
satirical, or funny messages that are relevant to a wide audience. Because they are virulent and 
trigger emotional messages, memes are an important weapon in marketers' arsenal to gain brand 
visibility in public space and interactive brand knowledge. For shaping an authentic and relatable 
personal brand, some of this is accomplished by brands using memes to tap trending topics and 
cultural conversations (Jenkins et al., 2018).In the last decade, winning global brands have 
integrated meme marketing as their backbone to boost their appealability, connectivity, and 
consumer engagement. However, Netflix and its fans at Wendy's and the extroverted fashion brand 
Gucci show how memes can be easily woven into digital marketing and particularly resonate in front 
of Gen Zs' and Millennials—both groups incredibly present on social media/internet culture. Memes 
as a driving force in brand engagement have already been facilitated by Instagram, Twitter, 
Facebook, Reddit, and TikTok (the list could go on). These platforms act not only as distribution 
channels but also allow brands to become statistically aware of what is trending, retrieve immediate 
feedback, and test audience reaction on a real-time scale. Moreover, the meme marketing shines 
from the informal/conversational "brand tone" that it establishes. Meme marketing differs somewhat 
from more conventional ads that can sometimes feel cold and pushy; it becomes an organic stream 
of communication that inserts itself shoehorned into our conversations online.  

 This enables customers to develop brand recall without putting their name into a jazz of 
promotional materials. Furthermore, since most memes are shared person-to-person, they also 
support word-of-mouth marketing, which means spreading brand reach at almost no cost.  Meme 
marketing may have benefits; however, it is also not without its problems (misinterpretation, brand 
mismatch, and trouble) if not used thoughtfully. Hence, brands have to tread carefully in this space 
by staying abreast of the latest digital happenings, comprehending audience niceties, and making 
sure that their meme content works in tandem with all of the other memes they produce and their 
bigger marketing goals and brand values. 

 Given the increasing reliance on digital interactions and the growing influence of internet 
culture on consumer behaviour, it is crucial to explore the impact of meme marketing on branding 
and consumer engagement. This study aims to analyse the effectiveness of meme marketing 
strategies, their influence on brand perception, and their role in fostering consumer interactions in 

the global digital age. 

Types of Memes 

 Memes can be categorized into different types based on their format, purpose, and content. 
Here are some common types of memes used in marketing and online culture:  

Educational Memes 

 Educational memes are designed to simplify complex concepts using humor and visual 
representation. These memes are widely used in academic settings, online learning platforms, and 

educational social media pages to make subjects more engaging. 
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Source : @commercian.life 

Instagram page 

Example: A meme featuring Henry Fayol and his 14 Principles of Management humorously 
represents his principles as children in a family. This creative analogy helps students remember 
management theories in a fun and relatable way. 

Relatable Memes 

 Relatable memes are widely used in digital marketing to connect with audiences on a personal 
level. These memes typically depict everyday struggles, common stereotypes, or humorous aspects of 
different professions and lifestyles. 

 
Source : @engineeringmemes 

Instagram page 
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Example: A meme showing an engineering student passionately discussing research with their 
parents, only to receive a response like, "Can you fix the WiFi?" humorously captures the gap in 
understanding between technical expertise and common household expectations. 

Brand Memes 

 Brand memes are a form of digital content that companies use to promote their brand, products, 
or services in a humorous and engaging way. These memes incorporate brand elements—such as logos, 
slogans, or product references—while leveraging internet humor and cultural trends to connect with 
audiences. 

 Unlike traditional advertising, brand memes rely on relatability and shareability, making them an 
effective tool for viral marketing. They help brands engage with consumers organically, increase brand 
awareness, and create a strong brand identity in the digital space. 

   

   
Source @swiggy_instamart 

 These memes follow a trending format where people compare their friend group to relatable 
objects or brands. The types of these memes can be described as follows: 

• "Me and the gang if we were Maggi" – The group is compared to different Maggi Flavors, 
representing each friend's unique personality. 

• "Me and the gang if we were Coke" – Friends are represented as different Coke packaging 
versions, like plastic bottles, cans, and glass bottles. 

• "Me and the gang if we were Chips" – The group is shown as various Lay’s chips Flavors, 
symbolizing different preferences and traits. 

• "Me and the gang if we were Biscuits" – Friends are compared to Britannia biscuits like 50-50, 
Marie Gold, Bourbon, and Jim Jam, highlighting diverse personalities. 

 These memes use relatable and fun brand comparisons, allowing people to associate their 
friendships 
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Advertisement Memes  

 Advertisement memes are a marketing strategy where brands use humorous and relatable 
memes to promote their products or services. These memes subtly integrate brand messages with 
trending topics, pop culture references, or internet humor to engage audiences. They are cost-effective, 
highly shareable, and help brands appear fun and relatable while increasing organic reach. 

 
Source @commercian.life 

Instagram page 

 This meme is an advertisement meme that indirectly promotes Netflix by using a relatable 
theme. It humorously depicts the struggle of CA aspirants with ICAI, comparing it to a love-hate 
relationship. By using a scene from a Netflix show, the meme increases engagement and reinforces 
Netflix’s cultural relevance without direct promotion. 

Importance of the study 

In an increasing meme-wise world, both the impact as well as the academic studies on memes 
will need to become steadily more comprehensive to effectively understand their tactical relevance being 
marketing tools. 

 This research aims to bridge this divide, getting into the weeds on how meme marketing affects 
what it is and says about the present business world. 

This research is particularly important because: 

• Digital competition on rise due to high number of competitors; brands are trying to find new and 
cost-effective ways to deliver their audience. 

• Efficiency of memes to communicate is quite high specially in younger consumer markets as a 
competitive advantage. 

• Memes are rooted in culture and evolve rapidly, meaning marketers generally have no idea how 
to develop or execute meme-based strategies well. 

Objectives of the Research 

• To evaluate the effectiveness of memes as a marketing method across different industries and 
target audiences. 
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• To analyse the consequences of meme marketing on brand-level factors, including brand 
awareness, brand image, and consumer engagement. 

• To identify the challenges and risks associated with meme marketing and explore strategies for 
ensuring that memes are legally compliant and free of any infringement issues. 

Literature of Review 

Origin and development of memes 

 Meme Origin: Richard Dawkins (1976) in his book "The Selfish Gene" defined a meme as an 
entity that copies from one individual to another through imitation. Media w(p) 1990s the concept of 
today's internet memes emerged and started popularised during the emergence of social media web 
platforms in early 2000s (Wiggins & Bowers, 2015). 

 Memes can be said to have developed in three major stages according to Limbr and Kwan 
(2019) 

• Early Phase (2000-2010): In this period, memes were mainly simple image macros such as 
rage faces, lolcats, and Advice Animals. These early memes reached a relatively limited 
audience and were primarily limited to online communities.  

• Expansion Phase (2010-2015): With the widespread adoption of social media platforms like 
Facebook, Twitter, and Instagram, memes began to enter the mainstream. In this period, the 
variety and complexity of memes increased, leading to the emergence of a new category of 
"viral content."  

• Maturity Stage (2015-Present): In the present era, memes have cemented their place in the 
digital environment by becoming an integral part of cultural communication. They are not only 
sources of entertainment, but have also become powerful vehicles of social commentary, 
political movements, and commercial marketing (Shifman, 2014).  

Use of Memes in Marketing 

Chen and Shupak (2021) also found incremental consumer engagement stemming from the use 
of memes in research about their commercial application (Brown et al., 2020). 

Some of the fundamental Meme’s marketing is based upon are as follows: 

• Memes for Consumer Engagement 

Quoting Watson et al. (2020), research indicates that meme-based marketing campaigns 
increase engagement rates by 60% than conventional digital ads. Reason behind this is because of 
memes, which is perhaps the most instinctive and revealing way to make consumers engage with, and 
share your content across their social networks. 

• Brand Images and Credibility 

 Brands Get More Human & Relatable with Memes In This Brand Persona Cartoons Help Us To 
Point Out That. Similarly, Chen and Shupak (2021) identified using memes “authentic/contemporary” 
(78%) as an attribute among the respondents. Specifically brands that use memes are also recognised 
as more Match printable and "cool" for Millennials and Gen Z consumers. 

• Cost Effectiveness 

 Meme-based Marketing vs. Traditional advertising campaigns are usually more cost-effective to 
build and execute than typical ad campaigns Robinson & Martinez, 2022. 

With all of the positives meme marketing has to offer, researchers are concerned of some 
extreme drawbacks and threats in marketing.  

 Researchers studying the use of memes in a commercial context have noted its positive impact 
on consumer engagement and brand awareness (Brown et al., 2020; Chen & Shupak, 2021). The 
following are some of the key aspects of meme marketing: 

Challenges and Risks of Meme Marketing 

 Although there are many benefits in meme marketing, researchers have also identified several 
significant challenges and risks: 

 



Neeraj Kumar, Manvinder Singh Pahwa & Anusha Karamchand: Memes Marketing: Impact on..... 7 

 

• Culture-Specific Relevance 

 Memes often rely on specific cultural contexts and cues, which can make it challenging to build 
meme-based campaigns relevant to a global or diverse audience (Lee & Suzuki, 2020).  

• Short life span 

 The relevance of memes is often short-lived, which can make it challenging for brands to keep 
their communications up-to-date and relevant (Brown et al., 2020).  

• Brand Image Risk 

 The use of inappropriate or insensitive memes can damage the brand's image. Studies show 
that brands that use inappropriate humor or controversial topics may face consumer ostracism and 
negative feedback on social media (Watson et al., 2020).  

Psychological Impact of Meme Marketing 

 Memes have a strong psychological impact on consumer behaviour, making them a highly 
effective marketing tool. Unlike traditional advertisements, which consumers often perceive as intrusive, 
memes use humor and relatability to create an emotional connection with audiences. Research shows 
that humorous content is 2.5 times more likely to be shared than non-humorous content (Watson et al., 
2020). 

Emotional Engagement and Brand Recall 

 Memes trigger emotional responses such as laughter, nostalgia, or surprise, leading to better 
recall and deeper engagement with the content (Brown et al., 2020). Studies indicate that consumers 
who associate positive emotions with branded memes are more likely to remember the brand and share 
the content within their social circles (Chen & Shupak, 2021). 

Reducing Marketing Resistance 

 Traditional advertisements are often ignored or skipped, but memes are consumed voluntarily. 
Because memes blend seamlessly into everyday digital interactions, they bypass traditional advertising 
resistance. Consumers perceive them as more authentic and organic, increasing their likelihood of 
engagement (Robinson & Martinez, 2022). 

Virality and Social Influence 

 Memes spread rapidly through social sharing, increasing their organic reach. Social media 
algorithms also favor content with high engagement, further amplifying meme visibility. Research 
suggests that users are more likely to trust and interact with brands that engage in meme marketing 
because of the communal nature of memes (Limbr & Kwan, 2019). 

Research Gaps  

 However, as the extant literature points out some of the critical points of view on meme 
marketing there are also some major gaps open to be filled: 

• Previous to the effect of meme marketing on effectiveness of different sectors and industries 
business meming. 

• Insufficient justification of meme marketing on different demographics 

• Different types of Frameworks not available to build & execute meme marketing method for any 
goal of organisation. 

Research Methodology 

Research Approach 

The study adopts a mixed methodology approach, using both qualitative and quantitative 
methodologies, leading to a holistic understanding of various aspects of meme marketing. According to 
Cresswell and Cresswell (2018), the mixed method approach provides more comprehensive answers to 
complex research questions and strengthens the validity of studies by obtaining data from different 
perspectives.  

Sampling Methodology 

The study used the following sampling methodologies: 
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• Sampling for Consumer Surveys 

 For the consumer survey, stratified random sampling was used, in which participants were 
stratified by age, gender, and geographic location. The total sample size was 400, with equal 
representation from the four major age groups: 18-24, 25-34, 35-44, and 45+.  

• Sampling for Brand Managers 

 For interviewing brand managers, purposeful sampling was used, selecting marketing 
professionals from 15 different industries (retail, technology, fashion, food and beverages, etc.).  

• Sampling for meme campaigns 

 For the analysis of meme campaigns, theoretical sampling was used, ensuring the 
representation of different types of campaigns. These included 50 campaigns from different industries, 
target audiences, and meme genres.  

Data Collection Methods 

• Consumer Surveys 

 An online survey exploring consumers' evaluations and reactions to meme marketing was 
constructed from requisite factors that comprise quantitative components. Five key areas were covered in 
the survey: 

▪ Degree of Meme Literacy and Usage Patterns (5 Qn.) 

▪ Perspectives on Meme Marketing (7 Questions) 

▪ What the assumed success rate of meme ads would be (6 questions) 

▪ Attitudes towards brands using memes (5 questions) 

▪ The Influence of Meme Marketing on Purchase Intention (4Question) 

▪ Demographic Questions (5) 

 Here responses were gathered using a 5-point Likert scale, from 1 "strongly disagree" to 5 
"strongly agree." 

• Semi-structured Interviews 

 Brand managers and marketing professionals were interviewed semi-structurally of 45-60 mins  

The interview guide asks the following points: 

▪ Using Memes in the Marketing Strategy Approach 

▪ What are the Internal Rule and Protocols for Meme Marketing 

▪ Success Stories as Well as Failures and the Experiment Failings Like a Supervision 

▪ Methods used for ROI Measurement and Evaluation 

▪ Technological Challenges and Opportunities in Meme Marketing 

 Interviews were done in online video conferencing platforms, recorded and then transcribed for 
the analysis. 

 Data was gathered from public sources, corporate literature and marketing case study 
databases. 

Data Analysis 

• Quantitative Analysis 

 The survey data was analyzed using SPSS 27. The analysis included the following: 

▪ Descriptive Statistics (Frequency, Percentage, Mean, Standard Deviation) 

▪ Bivariate analysis (t-test, ANOVA) to assess differences between different demographic 
groups 

▪ Correlation and regression analysis to identify predictors of the effectiveness of meme 
marketing 
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Data Analysis 

 This section focuses on an in-depth analysis of the impact of meme marketing. Data analysis is 
divided into three parts: 

• Analysis of Consumer Surveys: This focuses on understanding the perception and behaviour 
of consumers towards meme marketing.  

• Analysis of Interviews with Brand Managers: This includes brand strategy, ways of using 
memes, and consideration of potential risks.  

Consumer Survey Analysis 

 This section provides an in-depth analysis of consumers' perception, behaviour, and effects 
towards meme marketing. The data is evaluated using statistical techniques such as Descriptive 
Statistics, t-test, ANOVA (Analysis of Variance), and Regression Analysis.  

• Survey Methodology 

Sampling Methodology 

 The study used stratified random sampling methodology.  

• A total of 400 respondents participated in the survey.  

• Respondents were divided by age, gender, and geographic location.  

• The data collection was done through online Google forms and social media polls.  

Data Collection Method 

 The survey was based on a structured questionnaire, which included the following key 
sections: 

• Meme Consumption Patterns – Habits of viewing and sharing memes.  

• Impact on Brand Awareness.  

• Consumer Perception of Meme Marketing.  

• Brand Engagement & Purchase Intentions.  

Statistical Techniques UsedThe following techniques were used for the analysis of survey data: 

• Descriptive Statistics: Calculation of Mean, Standard Deviation, Percentage, etc.  

• T-test: The difference in brand awareness between consumers who see memes and those who 
don't.  

• ANOVA (Analysis of Variance): Comparison of the effectiveness of meme marketing among 
different age groups. 

Regression Analysis  

The relationship between meme marketing and purchase intent.  

• Demographic Profile of Respondents 

Variable Category Percentage (%) 

Gender Male  52% 

female 45% 

other 3% 

Age Group  18-24 years 32% 

25-34 years 38% 

35-44 years 18% 

45+ years 12% 

Geographic Distribution citizen 65% 

semi-urban 25% 

rural 10% 
 

Key Findings 

• The biggest impact of meme marketing was seen on consumers aged 18-34.  
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• The popularity of memes was found to be as high as 65% in urban areas.  

• Meme Consumption & Sharing Habits 

 To understand the impact of meme marketing, consumers were asked how often they see and 
share memes.  

Meme Activity 18-24 years 25-34 years 35-44 years 45+ years 

I see memes every day. 93% 89% 72% 55% 

Share memes 84% 78% 60% 40% 

Recognize branding memes 76% 70% 52% 34% 
 

Key Findings 

▪ Young consumers (18-34 years) are the biggest consumers and spreaders of memes.  

▪ Consumers aged 45+ are relatively less affected by meme marketing.  

• Meme Marketing & Brand Awareness 

A t-test was done to analyse the relationship between viewing memes and brand awareness.  

T-test: The relationship between viewing memes and brand awareness 

Group Mean Brand Awareness Score (Mean Brand 
Awareness Score, on a 10-point scale) 

(t-
value) 

(p-
value) 

Consumers viewing memes 7.8 5.21 < 0.001 

Consumers who don't see 
memes 

5.4 - - 

 

Key Findings 

▪ Brand awareness was found to be 42% higher among consumers who viewed the 
memes.  

▪ This difference was statistically significant (p < 0.001), meaning that meme marketing has a 
clear impact on brand awareness.  

• (a) Impact of Meme Marketing on Consumer Awareness, Engagement, and Purchase 
Intent 

Factor Consumers who saw Meme 
Marketing 

Consumers who 
didn't 

Brand Awareness Score (out of 10) 7.8 5.4 

Engagement Rate (%) 12.5% 5-6% 

Purchase Intent (%) 40% 22% 
 

 The table highlights that consumers exposed to meme marketing showed a 42% higher brand 
awareness score and more than double the engagement rate compared to those who were not exposed 
to memes. These results confirm that meme marketing significantly influences consumer perception and 
purchase intent. 

Comparison of Traditional Digital Marketing vs. Meme Marketing 

 To analyse the effectiveness of meme marketing, we compare it with traditional digital marketing 
strategies like paid advertisements, influencer marketing, and SEO-based content. The following table 
highlights the key differences: 

Factor Traditional Digital Marketing (Ads, 
Influencers, SEO, etc.) 

Meme Marketing 

Engagement Rate 5-7% (Paid Ads, Influencer Posts) 12-20% (Organic & Viral Growth) 

Brand Awareness 
Growth 

Gradual, takes time & paid 
promotions 

Faster, can go viral overnight 

Consumer Trust & 
Authenticity 

Consumers see it as paid advertising Feels more organic & relatable 

Cost-Effectiveness Expensive (PPC, Ads, Sponsorships) Low-cost (User-generated content, 
organic reach) 
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Lifespan of Content Longer (Blogs, YouTube Videos stay 
relevant for months/years) 

Short-lived (Memes trend for days or 
weeks, then fade) 

Risk Factor Low risk, as it’s carefully curated High risk (Meme fails, backlash, 
cultural misinterpretation) 

Target Audience Fit Suitable for all age groups Best for Millennials & Gen Z 

Conversion to 
Sales 

Direct impact on sales (Ad clicks → 
purchases) 

Indirect impact (Boosts brand recall & 
trust, but not direct sales) 

 

Key Finding 

▪ Meme Marketing Advantages: Higher engagement, faster brand awareness, and cost-
effectiveness. 

▪ Meme Marketing Challenges: Shorter lifespan, higher risk, and indirect sales impact. 

▪ Ideal Strategy: Brands should combine both strategies—traditional for long-term stability & 
direct sales, and meme marketing for engagement & virality. 

 
Source: Primary survey data & brand manager interviews, combined with insights from Brown et al. (2020) and Watson et al. (2020). 

Interpretation of the Graph 

▪ Meme marketing gives more engagement & brand awareness – It spreads faster (80% vs. 
50%) and gets higher interaction (15% vs. 6%) than traditional ads. 

▪ Meme marketing is cheaper – It relies on organic sharing and is 90% more cost-effective 
than traditional ads, which need paid promotions. 

▪ People trust meme-based brands more – 85% of consumers find brands using memes 
more relatable vs. 60% for traditional ads. 

▪ Short lifespan & high risk – Meme’s trend for a few days/weeks, while traditional ads stay 
relevant for months/years. Meme fails can also harm brand reputation. 

▪ Traditional marketing converts better into sales – Ads directly push customers to buy (75%), 
while memes mostly boost brand recall (40%). 

• Meme Marketing & Consumer Engagement  

The ANOVA test was used to analyze whether the impact of meme marketing is different in 
different age groups.  

ANOVA: The Impact of Memes on Brand Image and Consumer Engagement 

Variable F-value p-value 

Brand image 6.89 < 0.001 

Consumer Engagement 4.57 0.002 
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Key Findings 

▪ Meme marketing led to significant improvements in brand image and consumer 
engagement. 

▪ The impact of meme marketing was highest among consumers aged 18-34.  

• Meme Marketing & Purchase Intentions 

Regression Analysis: The Relationship Between Memes and Shopping Behavior 

Variable β (Beta Coefficient) p-value 

Meme Marketing 0.52 < 0.001 

Brand Trust 0.34 0.003 

Consumer Engagement 0.41 < 0.001 
 

Key Findings 

• Meme marketing, brand trust, and consumer engagement positively influence shopping 
intentions.  

• The impact of meme marketing is statistically significant (p < 0.001).  

Brand Manager Interviews Analysis 

 In this section, an in-depth interview with brand managers was conducted to understand 
the meme marketing strategies, their impact, and the challenges associated with it. In this analysis, 
the reactions of brand managers have been evaluated from both statistical and qualitative perspectives.  

• Interview Methodology 

Sampling Methodology 

▪ Fifteen brand managers were interviewed.  

▪ These managers were selected from various industries (retail, technology, fashion, food 
and beverages etc.).  

▪ Purposive sampling method was used.  

Data Collection Method 

•  Semi-structured interviews were conducted, which were 45-60 minutes long.  

• The interviews were conducted online via Zoom and Google Meet.  

• All interviews were recorded and transcribed.  

Data Analysis Techniques 

Content analysis and thematic analysis techniques were used to analyse the data obtained from 
the interview.  

• Demographic Profile of Brand Managers 

Variable Category Percentage (%) 

 (Industry) (Retail) 26%  
Technology 20%  
fashion 18%  
Food & Beverage 16%  
(Entertainment) 20% 

 (Experience) 0-5 years 27%  
6-10 years 33%  
11-15 years 40% 

 

Key Findings 

• Brand managers in the technology and fashion industry are making more use of meme 
marketing. 

• Brand managers with 10+ years of experience take a more strategic approach.  
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• Meme Marketing Strategies 

Brand managers shared that the following strategies are adopted to make meme marketing 
effective: 

Strategy Use by 
Managers (%) 

example 

 Trend-based memes 80% Memes based on festivals, viral challenges 

(User-Generated Content) 65% Sharing consumer-created memes 

Brand Humor 55% Presenting brand products in a humorous manner 

 Platform-specific memes 50% Creating different memes for Instagram and Twitter 

 Influencer Meme 
Campaigns 

40% Partnerships with meme pages and content 
creators 

 

Key Findings 

▪ 80% of Brand Managers consider "trend-based memes" to be more effective.  

▪ User-generated content is a major tool for increasing consumer engagement.  

▪ Brands that use brand humor are considered more authentic. 

• Impact of Meme Marketing 

Impact on brand awareness and consumer engagement 

Responses received from brand managers were measured on the Likert scale (Likert scale: 1 
= disagree, 5 = complete consensus).  

Impact Factor (Mean Score, 1-5 Scale) 

Increases brand awareness 4.5 

Increases consumer engagement  4.2 

Brand authenticity increases 4.1 

Increases the brand's social media reach  4.6 

Positive impact on sales  3.8 
 

Key Findings 

▪ Meme marketing is highly effective in increasing brand awareness and social media reach. 

▪ However, its direct impact is limited on sales (Mean Score = 3.8).  

• Challenges in Meme Marketing 

Challenge Mentioned by Managers (%) 

Trends change quickly 68% 

The Problem of Cultural Relevance 52% 

Risk of damage to brand image 30% 

Limited shelf life of memes 45% 

Difficulty measuring ROI  40% 
 

Key Findings 

▪ 60% of brand managers cited rapid variability of trends as the biggest challenge.  

▪ 52% of managers considered the cultural sensitivity of memes to be an important factor.  

▪ Many brands view meme marketing with scepticism due to the difficulty of measuring ROI.  

• Success Factors in Meme Marketing 

According to brand managers, the following factors are important for successful meme 
marketing: 

Success Factor Percentage (%) 

 Timely memes 80% 

 (Authentic Humor) 70% 

 Audience understanding 65% 

Adapting to trends faster 60% 
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Key Findings 

▪ The rapid recognition of topical memes and trends makes meme marketing successful. 

▪ Spontaneous humor and a good understanding of the target audience increase brand 
engagement. 

Conclusion 

This research focused on the impact of meme marketing, strategies, and its commercial utility. 
Three key aspects were analysed in the study: 

• Consumer surveys – to understand the impact consumers view memes, share, and brand 
awareness.  

• Interview brand managers – to know marketing strategies, challenges of memes and potential 
business benefits.  

Key Conclusions 

(a) Meme marketing is highly attractive to consumers 

• Consumers aged 18-34 were found to engage the most from meme-based content.  

• Meme marketing increased brand awareness by up to 42% (p < 0.001, t-test).  

• Brand engagement was higher among consumers viewing and sharing memes. 

(b) Meme marketing is proving to be an effective strategy for brand managers 

• As many as 80% of brand managers said trend-based memes are the most effective.  

• Sixty-eight percent cited the rapid variability of trends as the biggest challenge.  

(c) The direct impact of meme marketing on sales is limited, but strengthens the brand image 

• Meme campaigns recorded an average engagement rate of 12.5%, compared to 5-6% for 
traditional digital ads.  

• Regression analysis shows that meme engagement and brand trust positively affect sales (β = 
0.35, p = 0.005).  

Key Benefits of Meme Marketing 

Benefit Impact Level 

Increased brand awareness High 

Improving Social Media Engagement High 

Brand authenticity increases Moderate-High 

Content Sharing Increases  High 

 Cost-Effective Marketing High 

Direct impact on sales Moderate 
 

Challenges & Limitations of Meme Marketing 

Challenge Impact Level 

Trends change rapidly High 

The Problem of Cultural and Linguistic Diversity Moderate 

Short shelf life of memes High 

Risk of damage to brand image Moderate-High 

Difficulty measuring ROI  Moderate 
 

Recommendations for Effective Meme Marketing 

(a) Adoption of trend-based and topical memes is essential 

• Meme campaigns should be rapidly adapted to current trends. 

• It will be beneficial to adopt a real-time marketing strategy.  

(b) Memes should not be overly promotional  

• Consumers tend to prefer more "natural and entertaining" memes.  

• It is essential to keep the branding subtle and relevant.  
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(c) It is necessary to take care of the cultural and social sensitivity of memes 

• Brands should ensure that their memes are not offensive to a community or group. 

• Global campaigns should take into account different cultural contexts. 

(D) Use data-driven analytics to measure the ROI of meme marketing 

• Social media analytics tools should be used to measure the impact of memes. 

• Brands should focus on engagement, sharing rate, and brand awareness metrics.  

Limitations of the Study 

 Every research has some limitations, and this study is no exception. Despite conducting an in-
depth analysis of meme marketing, there were some factors that remained out of scope of research or 
that have room for improvement. The major limitations of the study are described in this section.  

Limitations in Data Collection 

(a) Sample Size & Representation 

• The study included 400 respondents, but was limited to digital platforms only.  

• The participation of rural and older consumers (45+ years) was relatively low, which made it 
difficult to clearly understand their perception towards meme marketing.  

• The number of brand managers was limited (15), which made it not possible to comprehensively 
understand the effectiveness of meme marketing in different industries.  

(b) Data Source & Diversity Limitations 

• Most of the data focused on social media platforms (Instagram,Facebook Twitter, ), while the 
impact of meme marketing on traditional advertising channels was not studied.  

• Only online consumers' feedback was included, making it not possible to measure the attitudes 
of offline consumers.  

Limitations in Measuring the Impact of Meme Marketing 

(A) Long-Term Impact Measurement 

• It was hard to measure the impact of meme marketing in the long term, as the relevance of 
memes is for a limited time.  

• It is not clear how long the brand engagement that comes from meme marketing lasts.  

Cultural & Geographic Limitations of Meme Marketing 

(a) The effectiveness of memes varies in different countries and cultures.  

• Memes are culture-specific, which may be effective in one area but not in another.  

• Meme marketing can prove challenging for international brands, as the same meme can have 
different meanings in different countries.  

(B) Language Barrier in Meme Marketing 

• Memes are primarily created in English and local languages, which can limit their reach.  

• The translation of memes into multilingual markets can reduce their original emotional appeal. 

6.4 Social Media Algorithm Limitations 

• Social media algorithms are constantly changing, which can affect the reach and effectiveness 
of memes.  

• Algorithms can make a meme go viral, but it is not completely predictable.  

Future Research Directions 

 Meme marketing is a rapidly evolving digital strategy, and many of its aspects are not yet fully 
understood. This section mentions the possible topics that can be thoroughly researched in the future.  

Industry-Specific Impact of Meme Marketing 

• The study did not look deeply at the impact of meme marketing across different industries. 
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• A comparative study of the impact of meme marketing in the following industries in the future 
can be made:  

▪ E-commerce and Online Retail – Does Meme Marketing Increase Online Sales? 

▪ Banking & Finance – Can Memes Affect Brand Trust in Serious Sectors? 

▪ Health & Fitness – What Memes Affect Consumers' Perception of Health Brands  

Meme Marketing & Consumer Psychology 

• How do memes affect consumers' emotions, ideologies, and shopping behavior? 

• Is meme marketing just for fun, or does it also influence purchase decisions? 

Memes & Brand Loyalty  

• Can consumers become loyal to the brand just because of memes? 

• Can meme marketing build long-term relationships with consumers? 
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