
Memetic marketing 
in theory and practice 
 
  
 

 

 

 

 

 

 

 

 

 

 

 

 

 

Project: 

KAN-CIBCO2000U Master’s thesis 

Hand-in date: 15th of May 2017 

Taps incl. spaces: 169,088 

Pages of taps incl. spaces: 74 

Total pages incl. front page and appendices: 113 

 

Student: 

Sofie Strøm Toustrup 

International Business Communication in Intercultural Marketing 

Copenhagen Business School 

 

Supervisor: 

Whitney Byrn 

Department of Management, Society and Communication 

Copenhagen Business School 

  



Copenhagen Business School 2017  Memetic marketing in theory and practice 
Sofie Strøm Toustrup  Master’s Thesis 

Page | 2 

INDEX OF CONTENTS 
Index of figures ................................................................................................................................................. 6 

Index of images ................................................................................................................................................. 6 

Preface: Executive summary ............................................................................................................................ 7 

Preface: Foreword ............................................................................................................................................ 8 

Part one: Introduction ...................................................................................................................................... 9 

Purpose of the study .................................................................................................................................... 9 

Research formulation ................................................................................................................................. 10 

Structure of the thesis ................................................................................................................................ 11 

Scope and limitations ................................................................................................................................. 12 

Part two: Methodology .................................................................................................................................. 14 

The present study ....................................................................................................................................... 14 

The inductive exploratory research process ......................................................................................... 15 

Primary data ................................................................................................................................................ 16 

The participants ...................................................................................................................................... 17 

The questionnaire ................................................................................................................................... 18 

Secondary data ........................................................................................................................................... 20 

Analytical method ....................................................................................................................................... 21 

Data management .................................................................................................................................. 21 

Data quality issues ...................................................................................................................................... 22 

Reliability ................................................................................................................................................. 22 

Validity ..................................................................................................................................................... 23 

Ethical considerations ............................................................................................................................ 23 

Part three: Theoretical foundation ................................................................................................................ 24 

Academic research ..................................................................................................................................... 24 

Research on marketing .............................................................................................................................. 25 

Research on online consumption of internet memes .............................................................................. 26 

Part four: Analyses of internet memes and memetic consumption ............................................................ 28 

Introduction to internet memes ................................................................................................................ 28 

Internet memes as viruses ..................................................................................................................... 28 

Internet memes as jokes ........................................................................................................................ 30 

Internet memes as digital artefacts ....................................................................................................... 33 

Popular consumption of internet memes ................................................................................................. 34 

Digital participatory culture ................................................................................................................... 35 

Cultural capital ........................................................................................................................................ 36 



Copenhagen Business School 2017  Memetic marketing in theory and practice 
Sofie Strøm Toustrup  Master’s Thesis 

Page | 3 

Summary ..................................................................................................................................................... 37 

Part five: Presentation of results ................................................................................................................... 39 

Presentation of results ............................................................................................................................... 40 

Age of respondents ................................................................................................................................ 40 

General perception of memetic marketing ........................................................................................... 40 

Perception of memetic marketing simulations ..................................................................................... 41 

Presentation 7: Additional inquiries ...................................................................................................... 44 

Further presentation of results .............................................................................................................. 45 

Summary ..................................................................................................................................................... 45 

Part six: Discussion ......................................................................................................................................... 46 

Why should companies even consider internet memes for marketing purposes? ................................ 46 

The rejection of advertisements ............................................................................................................ 46 

From one-way communication to two-way communication ............................................................... 48 

The future of marketing ............................................................................................................................. 49 

Humour ................................................................................................................................................... 50 

How can companies use memetic marketing approaches? ..................................................................... 51 

H1: Memetic marketing approaches for awareness purposes ................................................................ 51 

Introduction ............................................................................................................................................ 51 

Purpose ................................................................................................................................................... 52 

Examples ................................................................................................................................................. 53 

Strategic advantages and disadvantages .............................................................................................. 55 

Sub-conclusion ........................................................................................................................................ 56 

H2: Memetic marketing approaches for branding purposes ................................................................... 57 

Introduction ............................................................................................................................................ 57 

Purpose ................................................................................................................................................... 57 

Examples ................................................................................................................................................. 59 

Strategic advantages and disadvantages .............................................................................................. 61 

Sub-conclusion ........................................................................................................................................ 62 

H3: Memetic marketing approaches for customer engagement purposes ............................................ 63 

Introduction ............................................................................................................................................ 63 

Purpose ................................................................................................................................................... 63 

Examples ................................................................................................................................................. 64 

Strategic advantages and disadvantages .............................................................................................. 65 

Sub-conclusion ........................................................................................................................................ 67 

Memetic marketing considerations ........................................................................................................... 67 



Copenhagen Business School 2017  Memetic marketing in theory and practice 
Sofie Strøm Toustrup  Master’s Thesis 

Page | 4 

The size of the company ........................................................................................................................ 68 

The area of business ............................................................................................................................... 68 

Approaches to memetic marketing ....................................................................................................... 69 

Subjects of internet memes ................................................................................................................... 69 

Intellectual property rights .................................................................................................................... 70 

Instant reaction and long-term associations ......................................................................................... 70 

Endorsements and credibility ................................................................................................................ 71 

Communities do not appreciate the effort and ‘trolls’ ........................................................................ 71 

Summary ..................................................................................................................................................... 72 

Part seven: Conclusion ................................................................................................................................... 74 

Reflections on study and further research ............................................................................................ 75 

Bibliography .................................................................................................................................................... 77 

Appendices ...................................................................................................................................................... 87 

Appendix A: Presentation of the questionnaire ........................................................................................ 87 

Appendix A.1: Introduction to questionnaire (translation from original Danish version) .................. 87 

Appendix A.2: Perception of memetic marketing ................................................................................. 88 

Appendix A.3: Introduction to simulations ........................................................................................... 89 

Appendix A.4: First simulation: CrossFit Copenhagen .......................................................................... 89 

Appendix A.5: Second simulation: LEGO ............................................................................................... 90 

Appendix A.6: Third simulation: GOSH COPENHAGEN ......................................................................... 91 

Appendix A.7: Fourth simulation: HBO Nordic ...................................................................................... 92 

Appendix A.8: Additional questions ....................................................................................................... 93 

Appendix A.9: Final information ............................................................................................................ 94 

Appendix B: Presentation of results .......................................................................................................... 95 

Appendix B.1: Perception of memetic marketing in general (bar chart)............................................. 95 

Appendix B.2: Industries ........................................................................................................................ 95 

Appendix B.3.1: Perception of CrossFit Copenhagen simulation (bar chart) .................................... 100 

Appendix B.3.2: Perception of CrossFit Copenhagen simulation (explanatory answers) ................. 100 

Appendix B.3.3: Additional questions to CrossFit Copenhagen (%) .................................................. 103 

Appendix B.4.1: Perception of LEGO simulation (bar chart) .............................................................. 103 

Appendix B.4.2: Perception of LEGO simulation (explanatory answers) ........................................... 103 

Appendix B.4.3: Additional questions to LEGO simulation (%) .......................................................... 106 

Appendix B.5.1: Perception of GOSH COPENHAGEN simulation (bar chart) .................................... 106 

Appendix B.5.2: Perception of GOSH COPENHAGEN simulation (explanatory answers) ................. 106 

Appendix B.5.3: Additional questions to the GOSH COPENHAGEN simulation (%) .......................... 109 



Copenhagen Business School 2017  Memetic marketing in theory and practice 
Sofie Strøm Toustrup  Master’s Thesis 

Page | 5 

Appendix B.6.1: Perception of HBO Nordic simulation (bar chart) .................................................... 110 

Appendix B.6.2: Perception of HBO Nordic simulation (explanatory answers) ................................ 110 

Appendix B.6.3: Additional questions to the HBO Nordic simulation (%) ......................................... 113 

Appendix B.7: Internet meme behaviour ............................................................................................ 113 

Appendix B.8: Age ................................................................................................................................. 113 

 

  



Copenhagen Business School 2017  Memetic marketing in theory and practice 
Sofie Strøm Toustrup  Master’s Thesis 

Page | 6 

INDEX OF FIGURES 

Figure 1: Structure of the thesis .................................................................................................................... 11 

Figure 2 Structure of methodology ............................................................................................................... 14 

Figure 3: The inductive research process ...................................................................................................... 15 

Figure 4: Structure of questionnaire ............................................................................................................. 18 

Figure 5: Structure of the analyses of internet memes and consumption of internet memes ................. 28 

Figure 6: Model of the lifecycle of internet memes. Source: Bjarneskans et al. (1999) ............................. 29 

Figure 7 Structure of presentation of results ................................................................................................ 39 

Figure 8: Age of respondents ......................................................................................................................... 40 

Figure 9: Perceptions of memetic marketing in general .............................................................................. 40 

Figure 10: Perception of memetic marketing simulations ........................................................................... 41 

Figure 11 Perception of memetic marketing simulations ............................................................................ 41 

Figure 12: Additional inquiries ....................................................................................................................... 44 

Figure 13: Use adblocker or similar. Translated from Reklameanalysen 2016. Source: Lorenzen (2016) 47 

Figure 14: Structure of the discussion of how companies can use memetic marketing approaches ....... 51 

Figure 15: Structure of section on considerations ........................................................................................ 67 

 

 

INDEX OF IMAGES 

Image 1: CrossFit Copenhagen simulation .................................................................................................... 19 

Image 2: LEGO simulation .............................................................................................................................. 19 

Image 3: GOSH COPENHAGEN simulation .................................................................................................... 19 

Image 4: HBO Nordic simulation .................................................................................................................... 20 

Image 5 Example of textual internet meme with no corresponding visual artefact .................................. 31 

Image 7: Grumpy Cat internet memes .......................................................................................................... 33 

Image 8: Oreo’s ’Oreo Horror Stories’. Source: Dasha (n.d.) ....................................................................... 53 

Image 9: Toms’ ’One Day Without Shoes’. Source: Saldana, (2016) ........................................................... 54 

Image 10: Pepsi's remix of ’Harlem Shake’. Source: Pepsi (2013) ............................................................... 59 

Image 11: Pixar's remix of ’Andy's coming’. Source: Pixar (2016) ............................................................... 60 

Image 12: IKEA Singapore's Shelf Help Guru. Source: IKEASingapore (2015) ............................................. 64 

Image 13 Examples of Italian Hand memes .................................................................................................. 68 

 

  

file:///C:/Users/SofieStrøm/Documents/Projekter%20-%20In%20Medias%20Res/MA%20in%20IBC%20-%20Intercultural%20Marketing/Master's%20Thesis%202017/Tese/Udgaver%20til%20rettelse/V19%20Complete%20+%20ok%20kildeliste.docx%23_Toc482550611
file:///C:/Users/SofieStrøm/Documents/Projekter%20-%20In%20Medias%20Res/MA%20in%20IBC%20-%20Intercultural%20Marketing/Master's%20Thesis%202017/Tese/Udgaver%20til%20rettelse/V19%20Complete%20+%20ok%20kildeliste.docx%23_Toc482550614
file:///C:/Users/SofieStrøm/Documents/Projekter%20-%20In%20Medias%20Res/MA%20in%20IBC%20-%20Intercultural%20Marketing/Master's%20Thesis%202017/Tese/Udgaver%20til%20rettelse/V19%20Complete%20+%20ok%20kildeliste.docx%23_Toc482550616
file:///C:/Users/SofieStrøm/Documents/Projekter%20-%20In%20Medias%20Res/MA%20in%20IBC%20-%20Intercultural%20Marketing/Master's%20Thesis%202017/Tese/Udgaver%20til%20rettelse/V19%20Complete%20+%20ok%20kildeliste.docx%23_Toc482550618
file:///C:/Users/SofieStrøm/Documents/Projekter%20-%20In%20Medias%20Res/MA%20in%20IBC%20-%20Intercultural%20Marketing/Master's%20Thesis%202017/Tese/Udgaver%20til%20rettelse/V19%20Complete%20+%20ok%20kildeliste.docx%23_Toc482550619
file:///C:/Users/SofieStrøm/Documents/Projekter%20-%20In%20Medias%20Res/MA%20in%20IBC%20-%20Intercultural%20Marketing/Master's%20Thesis%202017/Tese/Udgaver%20til%20rettelse/V19%20Complete%20+%20ok%20kildeliste.docx%23_Toc482550620
file:///C:/Users/SofieStrøm/Documents/Projekter%20-%20In%20Medias%20Res/MA%20in%20IBC%20-%20Intercultural%20Marketing/Master's%20Thesis%202017/Tese/Udgaver%20til%20rettelse/V19%20Complete%20+%20ok%20kildeliste.docx%23_Toc482550621
file:///C:/Users/SofieStrøm/Documents/Projekter%20-%20In%20Medias%20Res/MA%20in%20IBC%20-%20Intercultural%20Marketing/Master's%20Thesis%202017/Tese/Udgaver%20til%20rettelse/V19%20Complete%20+%20ok%20kildeliste.docx%23_Toc482550622
file:///C:/Users/SofieStrøm/Documents/Projekter%20-%20In%20Medias%20Res/MA%20in%20IBC%20-%20Intercultural%20Marketing/Master's%20Thesis%202017/Tese/Udgaver%20til%20rettelse/V19%20Complete%20+%20ok%20kildeliste.docx%23_Toc482550623
file:///C:/Users/SofieStrøm/Documents/Projekter%20-%20In%20Medias%20Res/MA%20in%20IBC%20-%20Intercultural%20Marketing/Master's%20Thesis%202017/Tese/Udgaver%20til%20rettelse/V19%20Complete%20+%20ok%20kildeliste.docx%23_Toc482550638
file:///C:/Users/SofieStrøm/Documents/Projekter%20-%20In%20Medias%20Res/MA%20in%20IBC%20-%20Intercultural%20Marketing/Master's%20Thesis%202017/Tese/Udgaver%20til%20rettelse/V19%20Complete%20+%20ok%20kildeliste.docx%23_Toc482550639
file:///C:/Users/SofieStrøm/Documents/Projekter%20-%20In%20Medias%20Res/MA%20in%20IBC%20-%20Intercultural%20Marketing/Master's%20Thesis%202017/Tese/Udgaver%20til%20rettelse/V19%20Complete%20+%20ok%20kildeliste.docx%23_Toc482550640
file:///C:/Users/SofieStrøm/Documents/Projekter%20-%20In%20Medias%20Res/MA%20in%20IBC%20-%20Intercultural%20Marketing/Master's%20Thesis%202017/Tese/Udgaver%20til%20rettelse/V19%20Complete%20+%20ok%20kildeliste.docx%23_Toc482550641
file:///C:/Users/SofieStrøm/Documents/Projekter%20-%20In%20Medias%20Res/MA%20in%20IBC%20-%20Intercultural%20Marketing/Master's%20Thesis%202017/Tese/Udgaver%20til%20rettelse/V19%20Complete%20+%20ok%20kildeliste.docx%23_Toc482550642
file:///C:/Users/SofieStrøm/Documents/Projekter%20-%20In%20Medias%20Res/MA%20in%20IBC%20-%20Intercultural%20Marketing/Master's%20Thesis%202017/Tese/Udgaver%20til%20rettelse/V19%20Complete%20+%20ok%20kildeliste.docx%23_Toc482550644
file:///C:/Users/SofieStrøm/Documents/Projekter%20-%20In%20Medias%20Res/MA%20in%20IBC%20-%20Intercultural%20Marketing/Master's%20Thesis%202017/Tese/Udgaver%20til%20rettelse/V19%20Complete%20+%20ok%20kildeliste.docx%23_Toc482550645
file:///C:/Users/SofieStrøm/Documents/Projekter%20-%20In%20Medias%20Res/MA%20in%20IBC%20-%20Intercultural%20Marketing/Master's%20Thesis%202017/Tese/Udgaver%20til%20rettelse/V19%20Complete%20+%20ok%20kildeliste.docx%23_Toc482550646
file:///C:/Users/SofieStrøm/Documents/Projekter%20-%20In%20Medias%20Res/MA%20in%20IBC%20-%20Intercultural%20Marketing/Master's%20Thesis%202017/Tese/Udgaver%20til%20rettelse/V19%20Complete%20+%20ok%20kildeliste.docx%23_Toc482550647
file:///C:/Users/SofieStrøm/Documents/Projekter%20-%20In%20Medias%20Res/MA%20in%20IBC%20-%20Intercultural%20Marketing/Master's%20Thesis%202017/Tese/Udgaver%20til%20rettelse/V19%20Complete%20+%20ok%20kildeliste.docx%23_Toc482550648
file:///C:/Users/SofieStrøm/Documents/Projekter%20-%20In%20Medias%20Res/MA%20in%20IBC%20-%20Intercultural%20Marketing/Master's%20Thesis%202017/Tese/Udgaver%20til%20rettelse/V19%20Complete%20+%20ok%20kildeliste.docx%23_Toc482550649


Copenhagen Business School 2017  Memetic marketing in theory and practice 
Sofie Strøm Toustrup  Master’s Thesis 

Page | 7 

PREFACE: 

EXECUTIVE SUMMARY 

This thesis investigates how social media users consume internet memes and perceive internet memes in 

marketing initiatives (‘memetic marketing’). The interpretation of the data from this investigation is used 

to reflect on how companies can utilise the potential of memetic marketing in order to connect with 

consumers. Opening discussions of the academic understanding of internet memes and how they are 

consumed in pop culture framed the investigation throughout the thesis.  

A questionnaire containing four memetic marketing simulations and additional questions was distributed 

on the social media platforms Twitter, Facebook, Instagram, and LinkedIn. In the questionnaire, 

respondents were asked to provide their perceptions of the simulations with multi-choice answer options 

and optional text field responses for elaboration. The questionnaire targeted social media users with no 

specific generation in mind for a period of two weeks. The results of the multi-choice responses were 

analysed in relation to the respondents’ perception of the simulation, the company, and whether the 

respondents expressed intent to engage in behaviours such as sharing the initiative or follow the company 

based on their impression from the simulation. The results have been interpreted with a constructivist 

paradigm.  

The following discussion connected the results from the study to marketing literature from academic 

researchers and practicing marketers. The discussion revealed three hypotheses on how companies could 

approach memetic marketing with various purposes to connect with target consumers – for awareness 

purposes, for branding purposes, and for customer engagement purposes. A list of considerations that 

companies should make before executing a memetic marketing strategy was created for companies to 

enable them to make well-informed strategic decisions. These considerations include but are not limited 

to the size of the company and area of business; approaches to memetic marketing; subjects of internet 

memes and intellectual property rights; instant reaction and long-term associations, such as credibility, 

internet communal disapproval, and ‘trolling’.  

 

Keywords: internet memes – memetic marketing – awareness marketing – branding – customer 

engagement – consumer research – internet culture  
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PREFACE: 

FOREWORD 

This research paper has been developed and published as a concluding thesis by a student of International 

Business Communication in Intercultural Marketing from Copenhagen Business School. The project has 

been an exciting and educational process, which has taken place over four months from February to May 

2017.  

The interest in this topic emanated from the author’s increasing exposure to internet memes on social 

media platforms and the fact that companies did not appear to utilise the potential of internet memes. 

The search for recent and relevant academic data and literature on the topic proved surprisingly limited; 

therefore, the main intent of this thesis is to produce preliminary research on consumer perception of 

internet memes in marketing contexts. The primary data has been collected using a questionnaire.  

The thesis is relevant for companies that wish to gain a greater understanding of internet culture and 

appeal to the younger segment of consumers with marketing initiatives that the consumers themselves 

appreciate, wish to share, and engage with. The thesis contains both theoretical and empirical insights 

into what effects successful memetic marketing campaigns have on consumers’ perception. The effects 

of memetic marketing have been investigated through a quantitative survey study, which has been 

distributed via various social media.  

The 143 respondents deserve a heartfelt thanks for their participation in this project. Friends and family 

also deserve a thanks, as they have listened, questioned, and suggested perspectives and nuances, while 

providing support. Last, but not least Whitney Byrn, the supervisor of the project, deserve a huge thanks 

as well.   
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PART ONE: 

INTRODUCTION 

The landscape of market communication has been undergoing some major disruptive changes since the 

coming of the digital age. Sheehan& Morrison (2009) identified four creativity challenges that companies 

face in the changing media landscape: first, how to effectively use social media; second, how to grow 

marketers with creative vision; third, how to involve consumers in telling their own stories and; fourth, 

how to reinvent the mass media model. Similarly, in an age of digitally empowered consumers, Ryan & 

Jones (2011) emphasise that:  

’Really understanding your audience and creating imaginative content that resonates with them is 

a critical component of any online marketing campaign. But if you can take things one step further 

and trigger the inherent desire we all have to share ‘cool’ stuff with our friends, you’re a real winner’ 

(p. 41).  

According to Laybats & Tredinnick (2015), these past 20 years have seen an increase in the density and 

viscosity of personal networks; with social media, persons are now connected to other persons more than 

ever and information flows easily across the networks. Throughout these complex networks, minor, 

mundane phenomena can become famous worldwide overnight and forgotten a week later. Many of 

these phenomena either are or become internet memes.  

The aim of this thesis is to increase the academic knowledge and understanding of how consumers 

perceive internet memes used in marketing initiatives (‘memetic marketing’), and how companies can 

use memetic marketing to connect with consumers. While internet memes may be silly, smart companies 

are learning to ride the wave of their popularity (Markowski, 2013) to appeal to, connect with, or engage 

younger audiences. Ryan & Jones (2011) furthermore emphasise that creativity dictates the future of 

marketing; and with internet memes, companies face a cost-efficient and creative opportunity to appeal 

to their consumers with content that they find interesting, funny, and/or sharable.  

 

 

PURPOSE OF THE STUDY 

When writing a thesis, it is important for the author and researcher of the thesis to state the specific 

purpose; this will function as a guide to find the appropriate research method to answer the research 
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question or questions. The purpose of this thesis is to explore how companies can use internet memes 

for marketing purposes from an academic standpoint. This research area is purposeful and relevant to 

explore, as internet memes in marketing contexts appear to be a research environment of academic 

uncertainty. This thesis will be used to draw hypotheses from the theoretical groundwork and 

quantitative data as collected for the purpose of this project.  

Memetic marketing is an area of study that has attracted interest in recent years; during the 2010s in 

particular, social media users have become increasingly exposed to digital memetic material with the 

increase in content that goes viral, and increase in general popularity of internet memes. Companies have 

come to realise this; and therefore, where internet memes were previously perceived as some silly notion 

occurring in a niche corner of the internet, several digital and physical marketing campaigns have based 

their marketing initiatives on internet memes. Therefore, the topic of internet memes in marketing 

initiatives is relevant from an academic perspective; little academic literature exists on the topic, as most 

literature has been developed by journalists, self-proclaimed marketing experts, and practicing 

marketers.   

The conclusions of this study will provide insight into the horizontal shift between companies’ marketing 

strategies and consumers as well as into how memetic marketing can assist companies to connect with 

their consumers. The results collected will be relevant for companies who seek to understand and make 

use of this phenomenon as well as marketing researchers who wish to explore this area of research 

further. 

 

RESEARCH FORMULATION 

How can companies use internet memes for memetic marketing initiatives? 

1) Why and how are internet memes consumed?  

a) How are internet memes defined? 

b) What purposes does consumption of internet memes serve for consumers? 

2)  How do consumers perceive companies’ memetic marketing initiatives? 

3) How can companies use memetic marketing strategically to connect with consumers? 

a) Why should companies consider memetic marketing? 

b) Which purposes can memetic marketing serve? 

c) What considerations must companies make before initiating memetic marketing strategically? 
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STRUCTURE OF THE THESIS 

This thesis has been divided into eight separate parts, which are visually displayed below in Figure 1 and 

following this, are described in brief. 

Part one of the thesis features the introduction as well as the research area and question. Here, the 

purpose is to establish what elements of the research area are considered throughout the thesis and what 

elements are not.  

The second part establishes the methodological considerations made and the decisions taken to answer 

the research question. Here, the choices are described and discussed to comprise the academic 

arguments on why the chosen approach has been used to answer the research questions. Choice of 

participants, structure of survey, and case selection criteria in the memetic marketing simulations 

featured in the survey are covered and discussed. Furthermore, the part includes information on how the 

data has been handled, analysed, and treated critically.  

The third part includes a brief review of the theoretical foundation. When reading this explorative thesis, 

the reader should be familiar with the theory applied throughout the thesis, together with how the 

researcher uses academic terms and concepts relevant for the reader to know and understand. 

The purpose of the fourth part is to answer the first sub-question. To explore this question, theories and 

articles on internet memes and consumption are treated with critical analyses to get an understanding of 

how internet memes are defined, understood, and consumed throughout internet culture. Coupled with 

and based on the secondary sources, the author proposes suggestions on how to distinguish between 

several types of internet memes.  

In part five, the results from the quantitative survey are presented, analysed, and discussed  to answer 

the second sub-question.  

The sixth part features a discussion to answer the third and final sub-question. Throughout this part, the 

changing media landscape is analysed and discussed. A discussion on how companies can use memetic 

marketing follows with three hypotheses. Additionally, part six features a discussion of precautions that 

Introduction Methodology
Theoretical 
foundation

Analytical 
framework

Presentation 
of results

Analysis Discussion Conclusion

FIGURE 1: STRUCTURE OF THE THESIS 
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companies must consider prior to using memetic marketing. The purpose of this part is to provide 

companies with the necessary information to take well-thought out decisions when deciding to use a 

memetic marketing strategy.  

Finally, part seven contains a conclusion of the overall research question, an evaluation of the study, as 

well as a perspective on further research.  

 

 

SCOPE AND LIMITATIONS 

Scope 

This thesis seeks to contribute to the limited academic literature on memetic marketing. The chosen angle  

is consumers’ perception of memetic marketing as used by companies, and what companies can learn 

from these analyses in order to connect with consumers. To write the thesis from this perspective, 

consumption theory and marketing theory are utilised. The companies featured throughout this thesis 

are mainly B2C oriented and their target audience for marketing initiatives is therefore consumers. While 

the author makes no claims that memetic marketing is unsuitable for B2B marketing, the majority of 

theory gathered from practicing marketers mostly indicates that internet memes appear effective in B2C 

marketing (Markowski, 2013; McDermott, 2012; Ruberg, 2009). The assumptions made on how 

consumers perceive memetic marketing are therefore limited to B2C consumers in this thesis.  

The thesis can thereby be said to look toward the future, in that three hypotheses are made on how 

companies can use memetic marketing. However, it must be underlined that current marketing theories 

agree that the landscape of marketing is changing and traditional one-way advertising is becoming 

obsolete (Cozma, 2015; Evans & McKee, 2010; Lorenzen, 2016); therefore, the proposed hypotheses are 

based mainly on non-advertising marketing initiatives. This will be discussed in depth in part six.   

 

Limitations 

Geography:  

While memetic marketing is possibly applicable for several if not all social media platforms as well as 

across countries and languages, the sample frame has been limited to Danish-speaking persons due to 

time constraints and to limit the scope of the thesis. As the survey is targeted towards Danish speakers, 
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it has been conducted in Danish. The survey results have been translated to English for this thesis, which 

may lead to mistranslation of statements. However, the statements have been translated correctly to the 

best of the author’s ability.  

 

Sample size and characteristics: 

According to Sue & Ritter (2007), literature on the topic of questionnaires indicates an average response 

rate of 30 % for web-based surveys. The survey conducted for the thesis completed with a total number 

of 168 respondents with 143 complete responses and 25 partially complete responses. The completed 

responses accounted for over 30 % of the total collection overview, which supports the argument made 

by Sue & Ritter.  

A factor that must be taken into consideration when evaluating the results of the questionnaire is that 61 

% of respondents who disclosed their age are 21-30 years, while only 5 % were 11-20 years. The lack of 

very young respondents may have distorted the results not in favour of memetic marketing, as theory 

suggests that memetic marketing appeals to young consumers (York, 2015b). Ideally, the sample size of 

respondents aged 11-20 years in particular would have been larger to give a more well-adjusted image of 

how consumers perceive companies’ memetic marketing efforts. Nevertheless, the conclusions made 

from the data collection may provide an inspirational arrow for future studies in this academic field.  

 

Intellectual property rights and calculations 

Any statements that may support the argument that companies must be aware of intellectual property 

rights when using memetic marketing will not be explored further beyond statements made in secondary 

sources. Furthermore, any calculations that might support the argument that using internet memes can 

be cost-friendly in comparison to creating other types of advertising campaigns intended to go viral will 

not be featured in this thesis; instead, this argument relies solely on secondary sources to assume the 

correctness of this proposition. The choices are based on the fact that this thesis’ main focus is the 

communication aspect of marketing and neither the legal nor the economic aspect.   
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PART TWO: 

METHODOLOGY 

Throughout part two, the methodological principles and considerations that have served as framework 

for data collection and analytical approach are described in detail. Initially, the decisions made in terms 

of research approach and interpretative paradigm are reviewed. Following this, the choice in target 

participants and distribution method are analysed and followed by a discussion on the question guide and 

the case selection criteria for the memetic marketing simulations. Moving on further, the approach to 

gathering both primary and secondary data will be covered, as well as the analytical method to approach 

the data and information on how the data has been used throughout the thesis. A discussion on data 

quality issues, such as validity, reliability, and ethical considerations completes part two.  

 

FIGURE 2 STRUCTURE OF METHODOLOGY 

 

THE PRESENT STUDY 

To answer the second sub-question in the research formulation, an interpretative consumer study was 

executed. A quantitative questionnaire served as survey format to collect data in this thesis. The 

questionnaire serves two purposes in this thesis: to get an impression of consumers’ general perception 

of memetic marketing and to get an impression of consumers’ perception of memetic marketing 

simulations. The results of the survey, the analyses, and discussions hereof are used to get insight into 

how memetic marketing as used by companies is perceived. The questionnaire contains both quantitative 

multi-choice answer options as well as optional qualitative text field answer options. The combination of 

qualitative and quantitative studies provides a deeper insight into the subject that is explored, as the 

relative strengths and weaknesses of the differing methods supplement each other.  
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THE INDUCTIVE EXPLORATORY RESEARCH PROCESS 

The study is carried out using an explorative approach in an attempt to get an insight into the 

respondents’ perception of memetic marketing. The data tendency as well as the noticeable deviations 

are taken into account when conducting the analyses.  

When researching a phenomenon from an academic standpoint, the researcher can furthermore choose 

between two structural approaches. One approach is the deductive approach, where the researcher 

examines a phenomenon using existing research and uses the research to test or confirm hypotheses. 

With this approach, the researcher begins with a theory and deduces logical extensions to it. The 

researcher can also use an inductive approach, where the researcher usually explores a new phenomenon 

by investigating the social world and concludes with a theory consistent with the interpretation. As such, 

deductive reasoning is based on theoretical knowledge and its principal orientation to the role of theory 

in relation to research is testing of theory. In contrast, inductive reasoning is based on empirical analyses 

and its principal orientation to the role of theory in relation to research is generation of theory (Bryman 

& Bell, 2007).  

For the research purpose in this thesis, the inductive approach is used as the main approach, as the goal 

is to explore a phenomenon with little to no existing research. The process used for this thesis is illustrated 

below together with the parts of the thesis that treat the steps of the process: 

 

FIGURE 3: THE INDUCTIVE RESEARCH PROCESS 

Most inductive research usually contains elements of deductive reasoning, as no phenomenon is 

approached without some prior empirical or theoretical knowledge, and some theory must be used to 

support empirical data and analyses (Bryman & Bell, 2007). The existing knowledge used to support the 

arguments in this thesis is reviewed in part three on the theoretical foundation and discussed further 

throughout the thesis.  

While inductive and deductive reasoning describes the process of learning, the researcher must decide 

on the interpretative paradigm of approaching data as well. Saunders, Lewis, & Thornhill define an 
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interpretative paradigm as 'a way of examining social phenomena in which understanding can be gained 

and explanations attempted' (2009, p. 120). In research, two disciplines are commonly used when 

analysing a phenomenon in social sciences: objectivism, which accepts an external, tangible reality that is 

approachable and knowable. Here, a phenomenon has the characteristics of an object and thereby an 

objective reality. The other approach is constructivism, which assumes that there is no objective reality, 

only social reality, which is constructed by all social actors grounded by their social and cultural 

backgrounds. A phenomenon is approached, interpreted and understood differently by all social actors 

(Bryman & Bell, 2007). 

The focus of this study is social phenomena such as consumption, consumer perception, and marketing, 

and the research is therefore based on the interpretative paradigm, in which people’s understanding of 

any phenomena is subjective, and thereby the data results are interpreted and understood in a manner 

accordingly. The analytical approach to reality is therefore social constructivist, where the truth is a 

matter of interpretation.  

To conduct an analysis, two types of data are commonly used; primary and secondary data. The 

researcher observes and/or collects primary data from first-hand experience during the research process. 

The data can be collected through various quantitative and qualitative methods, such as questionnaires, 

interviews, or direct observation. The researcher gathers secondary data from existing data observed 

and/or collected by another researcher. This data, similarly to primary data, can either take form as 

qualitative or quantitative data. The researcher needs additional data from secondary sources to discuss 

the researcher’s own data, as other literature provides the means for the researcher to develop, examine, 

comprehend, and evaluate his or her own research.  

 

 

PRIMARY DATA 

The primary data used during this thesis has been obtained using questionnaires as data collection 

method (see Appendix A for full questionnaire). The primary data was gathered using online survey 

provider SurveyXact and distributed through social media. SurveyXact is provided by Copenhagen 

Business School for free and is recognised by the institution as a reliable web survey host. SurveyXact 

offers a varied selection of question formats, and response options such as single and multiple responses, 

as well as scale and matrix responses. 
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By conducting web-based surveys, data can be gathered relatively effectively and efficiently from a large 

and broad variation of respondents, as the respondents and the researcher are not restricted in asking 

questions and providing answers by a particular physical location at a particular time (Sue & Ritter, 2007). 

The questionnaire was distributed via Facebook, Twitter, Instagram, and LinkedIn with a hyperlink using 

the researcher’s social media profile, thereby using personal networks on the various platforms. The 

questionnaire was furthermore shared with the researcher’s acquaintances’ personal networks as well as 

on survey groups on Facebook, where active members would support each other in serving as 

respondents. As the questionnaire was distributed online, asymmetrical power balance between 

interviewer and subject was avoided, and as the questionnaire was constructed in a way where the results 

could not be linked to any individual, it would lead to more honest answers (Sue & Ritter, 2007). 

When developing the question guide, it was kept in mind that the questions should not be too many; 

instead, they should be fewer and concrete to avoid the respondents losing the ability to concentrate or 

running out of patience, which is recommended with questionnaires (Sue & Ritter, 2007). As the 

interviewer is not present when the persons respond, any questions the respondents may have remain 

unanswered. As such, the question guide must be precise and questions can have examples to help the 

respondent. In one-on-one interviews or focus group interviews, the interviewer can regulate the 

interview process by ensuring that the interviewee or interviewees drink water, takes breaks, and so on. 

Web-based surveys should instead be short and concrete. The author’s questionnaire was developed with 

simplicity in mind with closed multiple-choice responses and optional text fields for elaboration.  

The responses from the questionnaire support the analyses on how consumers perceive memetic 

marketing initiatives. The questionnaire features imagery of existing memetic marketing campaigns not 

produced by the author of this thesis as well as memetic marketing simulations produced by the author.  

 

THE PARTICIPANTS 

The questionnaire was distributed through and targeted specifically to social media users with no 

requirements to gender, age, or even awareness of internet memes. These choices were based on how 

on social media, users do not choose their exposure; instead, a user’s acquaintances share material with 

that user deliberately, while also exposing the user to material that the acquaintances comment on, like, 

are tagged in, etc. Use of social media has become similar to wearing shoes when going outside and 

brushing your teeth, and people not partaking in the online communities of internet memes are 

nonetheless exposed often if not on a daily basis to them (Segev, Nissenbaum, Stolero, & Shifman, 2015). 
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For this reason, most users with a social media profile are considered part of the population who have 

experienced the rise of internet meme popularity, even though internet memes in pop culture is a 

relatively new phenomenon. Distributing the questionnaire throughout social media would give access to 

online users who are somewhat familiar with internet memes and thereby have a perception of internet 

memes in general and companies’ use of them, whether the users are consciously aware of it or not. Even 

if the respondent had not once seen an internet meme during his or her digital life, that respondent could 

still provide valuable perceptive reflections on memetic marketing. 

 

THE QUESTIONNAIRE 

The questionnaire is divided into four phases as visualised in Figure 4. In the 

initial phase, the respondents are asked to consider their general perception 

of memetic marketing by having multi-choice answer options. In the 

following phase, the respondents are asked to react to four memetic 

marketing simulations (see section on case selection criteria for memetic 

marketing simulations below). Here, the respondents are provided with 

multi-choice answer options as well as an optional text field, if they want to 

elaborate on their reaction to the memetic marketing simulation. During the 

second-to-last phase, respondents are asked about their sharing 

experiences on social media and finally, the respondents are inquired about 

their age (see Appendix A for full questionnaire). 

The questionnaire was published and remained open for responses from 15th 

to 29th March 2017. Respondents were offered the opportunity to win a gift 

card of DKK 200 to Gavekortet.dk. The author’s three-year old nephew would pick the winner, as he is 

unable to read and thereby preferential bias was avoided.  

Using marketing simulations, respondents were offered context  specifically designed to answer the 

author’s questions (Halliday, 2016). To choose four memetic marketing simulations, a pilot study was set 

up with the author’s friends and family prior to the final case selection. The purpose behind the pilot study 

was to present the subjects with ten memetic marketing simulations and have them choose the four 

which they found the most funny and sharable. The internet memes used in the simulations were 

designed to ensure that all or as many as possible viewers could recognise the internet meme in question. 
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The four selected simulations were CrossFit Copenhagen, LEGO, GOSH 

COPENHAGEN, and HBO Nordic. The memetic marketing simulations 

featured in the survey are: 

CrossFit Copenhagen (see Image 1). Three popular comic memes were used 

to create a comic series of seven images in this memetic marketing 

simulation. The three utilised comic memes were as follows: first, the 

female version of the Are You Serious Face meme; then, five images 

consisting of the Yao Ming Face meme; and finally, one Me Gusta meme. In 

the memetic marketing simulation, it was indicated that CrossFit 

Copenhagen is in particular for sports people who are serious about their 

muscle exercise. The image was featured on a bus stop billboard in the 

simulation to resemble the traditional advertising format.  

LEGO (see Image 2). To create this memetic 

marketing simulation, a macro image of a shark with 

its head above water was combined with the text 

‘SJÆLDENT BILLEDE AF HAJ DER TRÆDER PÅ EN 

LEGO-KLODS’ [‘RARE PICTURE OF A SHARK 

STEPPING ON A LEGO BRICK’]. This image is mainly 

humorous in nature and has no LEGO logo anywhere 

on the image. It serves as a ‘relatable’ message, and as such it is in its nature more focused on branding 

rather than advertising. In the simulation, the image had been uploaded to LEGO’s official Instagram 

profile.  

GOSH COPENHAGEN (see Image 3). In this memetic 

marketing simulation, a classical art image of a round-faced 

person was used as a Classical Art meme. This image was 

combined with superimposed text, stating, ‘NÅR DU 

GLEMMER AT KONTURERE’ [‘WHEN YOU FORGET TO 

CONTOUR’]. This internet meme served as a ‘relatable’ 

internet meme for female make-up consumers in 

particular. In the bottom right of the image, there was an 

image of GOSH COPENHAGEN’s Contour’n Strobe Kit 

IMAGE 1: CROSSFIT COPENHAGEN 

SIMULATION 

IMAGE 2: LEGO SIMULATION 

IMAGE 3: GOSH COPENHAGEN SIMULATION 
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together with text emphasising that this product is new, and GOSH COPENHAGEN’s logo. As such, the 

simulation’s motivations are mainly branding but also advertising. In the simulation, the image had been 

uploaded to GOSH COPENHAGEN’s official Facebook page.  

HBO Nordic (see Image 4). To create this memetic marketing 

simulation, the Doge internet meme was utilised in 

combination with statements in superimposed text, saying ‘IS 

COLD’, ‘OH NO’, ‘SUCH WINTER’, ‘MUCH SNOW’, ‘WOW,’ and 

‘SNOW’. The image of the Shiba Inu dog, which the Doge 

internet meme consists of, was here manipulated in black 

and white to equate the wolf of the Stark banner from the 

Game of Thrones series. Above the image, a text briefly 

reminds viewers that the upcoming season of Game of Thrones will be available from July 2017. While 

making a clear reference to a popular show on HBO Nordic, the internet meme serves mainly to be 

humorous and more brand-oriented than strictly advertising. In the simulation, the image had been 

uploaded to HBO Nordic’s Danish Twitter profile.  

 

 

SECONDARY DATA 

The majority of the secondary data used in this thesis has been gathered through scholar databases 

acknowledged by Copenhagen Business School, such as Science Direct, Business Source Complete, and 

JSTOR. The remaining data has been gathered from news sites, blog uploads, and various websites.  

During the search for literature, the search has strived for recent and updated literature as secondary 

data due to the major changes in the marketing landscape over the past few years. Academic literature 

on memetic marketing is limited; as memetic marketing is a relatively unexplored concept in academia, 

and memetic marketing is a relatively new concept in marketing contexts as well, less demands have been 

imposed on the academic quality of various literature, such as blog uploads made by practicing marketers. 

Instead, the overall focus has been on the key points that are found in the text. These blog uploads, journal 

articles, and news articles will furthermore be used to gain an insight into the current landscape of 

marketing.  

IMAGE 4: HBO NORDIC SIMULATION 
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The secondary data will be used as references throughout the analyses and discussions to discuss or 

support arguments and findings.  

 

 

ANALYTICAL METHOD 

The analyses feature both quantitative elements from the multi-choice segment of the survey as well as 

qualitative elements from the optional text fields. The combined approach was found most suitable for 

the research purpose  in this thesis; to gather data for quantitative figures to make general assumptions 

and a qualitative depth of the data to understand the motivations behind the answers made by recipients. 

The results are featured throughout the analyses, which will function as an in-process discussion of 

literature, marketing, and internet memes. The conclusions are based on the discussions on the findings 

from the primary data and the supporting secondary data.  

 

DATA MANAGEMENT 

Once a phenomenon has been observed, documented, organised, analysed, and interpreted, 

understanding takes place as the observations become data. The online survey provider SurveyXact 

features automatic data computations, which have assisted in getting an overview of and analysing the 

data collected for this thesis. However, it must be emphasised that the purpose of the empirical material 

is not to find a unified answer or population-applicable perception of internet memes to use for answering 

the research question. Instead, the data has been used to gain an understanding of the respondents’ 

perception and thereby to legitimise my arguments throughout this thesis. 

Part five is dedicated to a review of the findings, either modelled into statistical formats or described 

verbally; however, part five will not go into depth of each of the reflective statements made in the optional 

text fields by the respondents, but rather shed light on those relevant for the analysis. The total results of 

the questionnaires as accumulated by SurveyXact will feature in Appendix B.  
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DATA QUALITY ISSUES 

RELIABILITY 

When using the quantitative research approach, the researcher must assess reliability as criteria for 

evaluation. Reliability describes the consistency of measure and can help the researcher assess whether 

his or her results are representative for the group in question, and thereby to which extent a repeated 

examination yields the same results or not. Reliability in constructivist research cannot claim 100 % 

accuracy, since subjective, unmeasurable factors may influence the respondents’ answers and the 

researcher’s interpretation. While the researcher can take steps to avoid a biased interpretation, 

respondents remain able to provide biased answers. This concern must be considered and addressed in 

the initial phases of the analysis (Bryman & Bell, 2007).  

As the questionnaire in this thesis targets members of the general population, it has been assumed that 

respondents are not specialists in terms of understanding the underlying process and choices of 

marketing initiatives, and how their answers will assumedly be influenced by their lack of knowledge. 

While undoubtedly some will have knowledge, whether theoretical or practical, in formulating sound and 

clear answers, it is expected that several respondents will not. The lack of clear answers could influence 

the researcher’s constructivist interpretation of the responses, and the researcher must take measures 

in an attempt to avoid misinterpretation as to ensure the results are valid.  

In the data collection for this thesis, the research has relied on consumer memory and perception alone, 

and it has been assumed that the answers provided by the respondents are truthful according to their 

worldview. As the research is based on the constructivist paradigm, the analyses and conclusions are 

based on the respondents’ subjective attitudes and perceptions according to their worldview. However, 

with the amount of subjective data on which the interpretations, analyses, and conclusions are based, 

the possibility for a repeated study with similar results decreases. Furthermore, as the respondents 

participating in this survey were completely random and based only on their own willingness to 

participate, there is no guarantee of a broad and varied representation of the general population with 

100 % accuracy.  

Also related to the issue of reliability is the continuous development of the internet and the nature of its 

users. The research may become invalid and the results unreliable, should the same or a similar study be 

conducted in the future. The data of this study is gathered to represent the reality of the time in which 

the data has been collected, and is thereby not intended to be considered accurately repeatable in future 

studies. However, this method was found to be the most appropriate for dispersal of questionnaires, as 
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this data collection approach would be able to cover a large and broad demographic. For this reason, the 

research is considered reliable as it can provide an initial insight into what may be the general perception 

of Danes, which can be used for further research.  

As mentioned previously, questionnaires are useful for research that requires a representative set of data 

from a broader group of people. This representative dataset can be used for statistical models. Such a 

method of research may conflict with the constructivist paradigm; however, when using questionnaires 

with both multiple-choice answers combined with written reflections, the quantitative method of 

gathering data is considered justified for the purpose of the thesis.  

 

VALIDITY 

Validity concerns the conclusions based on the answers provided by the respondents. This data quality 

issue can be improved by asking questions as clear as possible and by attempting to cover the subject 

from several angles (Sue & Ritter, 2007). In the questionnaire, the questions were stated as neutrally as 

possible, and the respondent was served several multi-choice answers to pick between and to elaborate 

on, if the respondent felt the need to. This was done to enable the respondent to provide the answers 

that he or she truly felt reflected their opinions and thereby to avoid unnecessary bias.  

 

ETHICAL CONSIDERATIONS 

Another issue that must be considered is the age of respondents, in particular young people under 18 

years. It can cause ethical issues, if their parents have not given consent to their participation in the 

questionnaire or the contest. This method was chosen nonetheless, as more and younger persons obtain 

their own online identity on social media. All the recipients have furthermore been informed of the 

purpose for this research, their contribution, and that the participants are completely anonymous. 

Thereby the questionnaires are neither considered morally unacceptable nor affecting the younger 

respondents in any manner that may be considered unethical.  
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PART THREE: 

THEORETICAL FOUNDATION 

In part three, the theoretical foundation is presented. Here, the purpose is to reflect on the choices of 

secondary data – academic and non-academic literature – used to analyse and discuss the arguments 

made in the following parts and sections. Three main sections are covered in the following order: 

Academic research, research on marketing, and finally research on online consumption of internet 

memes. Each of the sections will describe the concepts from this field of research relevant to my thesis. 

The literature review has served as backbone for the arguments of the thesis, and the findings from the 

literature review are used to interpret the raw data gathered from the survey.  

Secondary sources from non-academic and academic literature can be biased, in particular bloggers, who 

are seldom held accountable for the validity of their statements, whether they be miscommunicated, 

misunderstood, or blatant lies. It is essential for the researcher to be critical when using secondary data. 

However, insofar it appears relevant, critical reflections will be emphasised of a given source when using 

it.  

 

 

ACADEMIC RESEARCH 

As mentioned in part one, little academic research appears to be available on the topic of memetic 

marketing, although there is a larger amount of non-academic literature on the topic, such as news 

articles by journalists and blog posts by practicing marketers. However, academic research on the topic is 

essential for further understanding of the subject. Academic studies seek to contextualise findings with 

an existing, larger body of research. Furthermore, there are requirements to academic research which 

are optional to non-academic texts; these requirements include but are not limited to considerations 

made in terms of reliability and validity, high quality, lack of bias, and more. These requirements must be 

met to produce knowledge that ‘is applicable outside of the research setting with implications that go 

beyond the group that has participated in the research’ (Sight, n.d.). As such, the relevance of this thesis 

is supported by the fact that there is limited academic research or at least limited accessible academic 

research on the topic.  

For theory on analytical approaches as well as considerations on how to collect, conduct, and handle the 

collected data, authors Valerie Sue and Lois Ritter (2007) have served as main theorists on data collection 
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methods and handling of empirical material. Their book on conducting online surveys has functioned as 

inspiration and framework to ensure that the requirements for quantitative and qualitative data in 

academia are observed and that the necessary considerations have been made to make conscious choices 

to optimise the research.  

 

 

RESEARCH ON MARKETING 

In this thesis, the term ‘marketing initiatives’ is used generously. To understand what is meant by this 

term, the concept of marketing as well as three disciplines stemming from it, advertising, branding, and 

earned media should be defined. ‘Marketing’ is the large umbrella that encompasses strategies that build 

awareness of, promotes, and/or protects the company’s products and/or services. Marketing is all about 

positioning the company to maximise profit and shareholder value (Hooley, Piercy, & Nicoulaud, 2012). 

The broad term ‘initiatives’ has been used in this context to cover marketing related activities including 

but not limited to sponsored content on social media feeds, advertising, uploads on social media, whether 

it be statuses or comments, etc.  

Relevant to the marketing initiatives term are the terms ‘consumer’ and ‘customer’. In marketing, the 

target audience is traditionally customers in order to maximise profit; however, in this thesis, the term 

consumer will mainly be used rather than customer. It has been done to emphasise that recipients of 

marketing initiatives are not only customers or potential customers, but also persons who consume the 

company solely by providing a positive word-of-mouth, engaging with the company, sharing the 

company’s initiatives etc.  

While companies become likable and credible through branding strategies and public relations efforts, 

advertising is the marketing discipline that generates sales; advertising is a company’s activities that 

communicate what they have to offer through paid efforts such as TV and radio advertisements, posters, 

sponsored content in newsfeeds and films, banner advertisements and other forms of marketing.  

Opposite advertising is public relations. Where advertising is paid media, public relations is described as 

earned media (Wynne, 2014). Earned media can include but are not limited to social media mentions, 

shares, and retweets, company or product reviews, blog posts by persons not related to the company 

being blogged about, and press coverage (Smith, 2016). Consumers have increasingly become sceptical 

of claims made in advertisements, where the brand functions as the sender of the advertisement; instead, 
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public relations and earned media appear more credible when content is communicated through third 

parties (Ries, 2003). The understanding of public relations as earned media is directly applicable to social 

media; users trust acquaintances or other influencers to be more truthful than paid media efforts.   

Memetic marketing has been coined by marketing writers to be the term that describes the use of 

internet memes for marketing initiatives (Karafiath, 2014; Lin, 2014; McDermott, 2012). The concept of 

internet memes and how companies can use them as marketing initiatives will be explored and discussed 

further in part four and part six respectively.   

For the marketing framework in part six, statements from Rasmus Fisker, Content and Strategy Director 

at MediaCom and lecturer on advertising, provided an insight into the current media landscape and a 

vision for the future media landscape, and his arguments will be supported by literature made by real-life 

marketers. Ashley & Tuten's book Creative Strategies in Social Media Marketing (2015) provided the 

theoretical strategic framework to developing memetic marketing strategies while Ryan & Jones's book 

The Best Digital Marketing Campaigns in the World: Mastering the Art of Customer Engagement (2011) 

provided an insight into the practical framework of successful marketing campaigns. This literature has 

been utilised to get an understanding of the strategic direction that organisations should head for, if using 

strategic memetic marketing. 

 

 

RESEARCH ON ONLINE CONSUMPTION OF INTERNET MEMES 

Online consumption has undergone a revolution during these past few decades, which is now collectively 

defined as Web 2.0 in research. Web 2.0 covers the time and age, where ‘previously passive consumers 

became active contributors,’ to web usage (Chaffey & Ellis-Chadwick, 2012, p. 506). The concept denotes 

that Web 2.0 is an assortment of ‘web services that facilitate interaction of web users with a site to create 

user-generated content and encouraging certain behaviours online such as community or social network 

participation and user-generated content, mashups, content rating, use of widgets and tagging’ (Chaffey 

& Ellis-Chadwick, 2012, p. 677).  

What really signified the coming of Web 2.0 was the consumption of social media and networks. Social 

media can be defined as consumer-generated internet-based applications that cover ‘a variety of new 

sources of online information, created and used by consumers intent on sharing information with others 

regarding any topic of interest’ (Kohli, Suri, & Kapoor, 2015, p. 3). A typical classification includes 
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collaborative projects, such as Wikipedia; user-generated content communities, such as YouTube, 

Tumblr, and other blog formats; social networking sites, e.g. Facebook and LinkedIn; and virtual game and 

social worlds (Kaplan & Haenlein, 2010).  

Social networks are defined as web-based services that allow users to construct a public or semi-public 

personal profile within a confined media; create a list of other profiles with whom they share a particular 

connection; view and traverse their personal list and lists made by other profiles within the media (Boyd 

& Ellison, 2007). Gao & Feng (2016) add that people use social media and networks to share information, 

interact, manage self-expression and impressions, and to be entertained. Interaction between persons 

have increased dramatically with the rise of digital participatory platforms, such as social media. While 

companies may join these social media platforms in order to access the social media networks, consumers 

are in command of the communication flowing toward them; they can ignore advertisements or even 

express themselves as ‘uninterested’ in a particular brand to avoid getting advertisements from them, 

and they can initiate communication directly toward companies (Kohli et al., 2015). 

The age of Web 2.0 can explain the rise of internet memes; a term central to this thesis. A clear, sound, 

and official academic definition of internet memes has not been defined (Davison, 2012), which is 

important to facilitate study of internet memes in academic contexts. To define internet memes is a 

difficult feat, as the concept of internet memes is not static (Castaño Díaz, 2013). Loosely, an internet 

meme can be defined as self-replicating media ideas that spread throughout digital platforms without 

further effort from the creator (Gelb, 1997). Please note that the concept of internet memes and the 

existing academic and non-academic literature on the topic will be covered in depth in part four on the 

characteristics and consumption of internet memes.  

In part four on the characteristics of internet memes and consumer theories on consumption, quotations 

from ethologist and evolutionary biologist Richard Dawkins’s The Selfish Gene (1976) and various media 

will be used to define the concept of internet memes. Dawkins, who coined the term ‘meme’ to describe 

the spread of culture, will be used to describe how internet memes spread throughout online 

communities. Bradley E. Wiggins & G. Bret Bowers' analyses of memes as a genre (2014) served as an 

inspiration for the research on internet memes as digital artefacts, and in particular literature by 

Nissenbaum & Shifman (2015) together with Schau & Gilly (2003) have served as theoretical framework 

for the consumer culture arguments made in this thesis. The research findings are used to discuss and 

understand how internet memes are conceptualised in modern research as well as how and why they are 

consumed throughout online communities.  
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PART FOUR: 

ANALYSES OF INTERNET MEMES AND MEMETIC CONSUMPTION 

In part four, the term ‘internet meme’ and the characteristics of the concept from an academic 

perspective are reviewed and discussed. Discussing the definition of internet memes is relevant in 

academic contexts in particular, as there is no common definition. While there will be no attempt to make 

a unified definition in this thesis, an overview of and discussion on how internet memes are understood 

will take place.  

Defining the concept of internet memes can also provide companies with an understanding of the 

potential of internet memes in marketing initiatives. Understanding the concept, how to use it, and how 

not to use it are essential to creating a marketing strategy incorporating internet memes, as 

misunderstanding the contexts of the internet memes may cause companies to lose credibility. Internet 

memes in marketing initiatives are explored further in part six.  

The investigation into the definition of internet memes and theories on consumption are based on 

secondary data and the researcher’s interpretation on and considerations of the theory.  

Initially, the definition of internet memes will be approached with three descriptions, as illustrated below: 

 

FIGURE 5: STRUCTURE OF THE ANALYSES OF INTERNET MEMES AND CONSUMPTION OF INTERNET MEMES 

A discussion on how and why internet memes are consumed in today’s world will follow and finally, part 

four will be summarised. 

 

 

INTRODUCTION TO INTERNET MEMES 

INTERNET MEMES AS VIRUSES 

The concept of ‘meme’ originates from the book The Selfish Gene written by ethnologist and evolutionary 

biologist Richard Dawkins (1976). In his book, he discusses the idea that living creatures are genetically 
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compelled to behave in a manner that is advancing for their own species. He acknowledges that much of 

human behaviour stems from culture rather than solely genes, and proposes the term ‘meme’ to label 

the non-genetic behaviour. Here, the term is defined as ‘the unit of cultural transmission, or a unit of 

imitation, and examples include ‘tunes, ideas, catch-phrases, clothes fashions, ways of making pots or of 

building arches’ (Dawkins, 1976, p. 192). He compares memes to viruses; how memes ‘propagate 

themselves in the meme pool by leaping from brain to brain via a process which, in the broad sense, can 

be called imitation’ (Dawkins, 1976, p. 192). Memes, as described by Dawkins, are therefore understood 

as a metaphor for viruses figuratively speaking, as they spread non-genetic behaviour similar to an 

infection from person to person. Memes have a lifecycle similar to that of parasites, as is explained by 

Bjarneskans, Grønnevik, & Sandberg (1999): 

‘During the transmission phase of the meme it is encoded in a vector, such as a spoken message, 

text, image, email, observed behaviour or slab of stone. When a potential host decodes the meme 

(reads the text, hears the message) the meme may become active and infects the person, who 

becomes a new host (the infection phase). At some point the meme is encoded in a suitable vector 

(not necessarily the same medium it was originally decoded from) and can be spread to infect new 

hosts.’ 

Since then, the term has evolved ‘beyond [its] academic 

definition,’ with the coming of Web 2.0 and ‘the expansion of 

the computer usage and the exponential growth of the 

Internet, particularly forums, chats, blogs and social networks’ 

(Castaño Díaz, 2013). Memes are still a topic in research on 

digital culture (E. S. Jenkins, 2014; Motlagh, 2013); however, 

the concept of internet memes is a separate branch of research 

from memes in digital culture.  Commenting on the concept of internet memes, Richard Dawkins claimed 

that an internet meme: 

‘[…] is a hijacking of the original idea [that is, memes]. Instead of mutating by random chance, 

before spreading by a form of Darwinian selection, internet memes are altered deliberately by 

human creativity. In the hijacked version, mutations are designed, not random, with the full 

knowledge of the person doing the mutating’ (Dawkins, 2013, 4:16-4:40) [the brackets are made 

by author].  

FIGURE 6: MODEL OF THE LIFECYCLE OF INTERNET 

MEMES. SOURCE: BJARNESKANS ET AL. (1999) 
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In modern internet memetic contexts, this ‘virus’ is instead termed as ‘viral’. Similar to the biological 

concept of memes, internet memes have a lifecycle. Hayes (2007) uses the term ‘bemes’ to define 

modern-day internet memes, as they spread more rapidly than their predecessors (internet memes only 

appearing in niche communities) due to the immense power of social media users’ personal networks 

and user-driven media networks.  

‘Do the math. There are nearly 60 million blogs […] and many millions of social media citizens […] a 

beme today can be created, promulgated and soldered into social consciousness in a fraction of the 

time it took memes to [do so] 30 years ago’ (Hayes, 2007) [The brackets are made by the author]. 

As internet memes have grown in popularity, the fertility of internet memes has grown correspondingly, 

thanks to the mass exposure. Instead of infecting people around you with an ill-contaminated sneeze, 

digital users can with a push of a digital tap, like a hierarchy model, spread internet memes to hundreds 

of social media users in an instant (Nardi, Schiano, & Gumbrecht, 2004, p.1). Gelb (1997) applied 

Dawkins’s definition to communication artefacts. She described memes as ‘self-replicating ideas that 

move through time and space without further effort from the source’ (p. 57). This statement will end this 

section and be further investigated in the following paragraphs.  

 

INTERNET MEMES AS JOKES 

The limitations of the various definitions of internet memes are that they remain vague in terms of what 

they encompass, what they can encompass, and what they do not and cannot. For example, internet 

memes are often created by repurposing elements from pop culture (Nissenbaum & Shifman, 2015), 

creating an endless flow of signifiers borrowed from pop influencers. However, not all internet memes 

are grounded in pop culture (Fonvielle, 2014); some do only appear in digital niche communities.  

Marketers and some academic researchers usually limit internet memes  to images (Karram, n.d.; Mills, 

2014; Victor, 2015) or texts (e.g. Deanne, 2012; Kariko, 2016; Segev, Nissenbaum, Stolero, & Shifman, 

2015); however, to limit the concept of internet memes to image macros or texts is a gross 

understatement of the level of variation and digital shapes and even physical shapes, where users remix 

a challenge and upload the image to the internet (Chandler, 2013). To name a few examples: 

- Video, such as ‘Watch Your Profanity’ and ‘Ain’t Nobody Got Time for That’; 

- Modification of video, such as ‘We Are Number One’ and ’Bee Movie’; 

- Audio, such as ‘Lebron James’ and ‘What Are Those’; 
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- Still images, usually with text superimposed over the image (‘image macro’ images), which can be 

sub-divided into: 

o Real-life images, such as ‘Ridiculously Photogenic Guy’ and ‘Overly Attached Girlfriend’; 

and 

o Cartoon images, such as ‘Trollface’ and ‘Forever Alone’; 

- Animated images (GIFs), such as ‘Nyan Cat’ and ‘Epic Sax Guy’; 

- A collection of images, such as ‘Funny Yearbook Quotes’; 

- Physical behaviour, such as ‘Planking’; 

- Online behaviour, such as Darude’s ‘Sandstorm’ and ‘Rickrolling’; 

- Intentional misspellings, such as ‘Bone Arm Baguette’; 

- Manner of language, such as ‘Doge’ and ‘Joseph Ducreux’; 

- A phrase or word, such as ‘Derp’ and ‘U Jelly’;  

- Challenges, such as the cinnamon challenge and the mannequin challenge;  

- And many, many more1  

It must also be emphasised that an internet meme is not limited to any 

one digital format. Audio memes and GIFs can originate from a video, 

as an example. Furthermore, textual internet memes are often used in 

hashtags on Twitter, which does not in all cases contain visual elements, 

and Instagram, which does not in all cases contain textual elements. 

Furthermore, it must be emphasised that the list of internet memes will be forever outdated (Castaño 

Díaz, 2013; Chayka, 2014), an example hereof being hashtags, which didn’t exist until around 2007 with 

the origin of Twitter. As it is impossible to predict the future of media, the list can never be 

comprehensive.  

Many modern definitions indicate that internet memes are a sort of inside joke shared by people via 

online communities and social media (Davison, 2012; McNevin, 2015). Shifman (2012) found that three 

vital elements required in humour are found in the majority of humorous internet memes; these are 

playfulness, unexpected incongruity, and viewer superiority. However, some internet memes, while 

appearing playful or humorous in their digital function, can carry a grave reference to current, previous, 

or future situations, such as political, environmental, economic etc. (Adegoju & Oyebode, 2015; Worland, 

                                                                 
1 15,900 meme entries on Know Your Meme 

IMAGE 5 EXAMPLE OF TEXTUAL INTERNET 

MEME WITH NO CORRESPONDING VISUAL 

ARTEFACT 
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2014). Example hereof are the ‘Sceptical Third World Success Kid’, where a black kid 

comments on the different standards of living in the First World versus living in the 

Third World.  

A joke on the internet, in whatever digital form it may be, is not necessarily an 

internet meme. It is the fidelity or infidelity of form that can make a joke on the 

internet into a full-fledged internet meme. As the spread of the internet meme is 

dependent on the meme being in digital form, even if originating from physical behaviour, the joke in its 

entirety or elements of it must be easily manipulated, remixed, and/or repurposed (Davison, 2012). Once 

the joke in its initial form has been picked up by other individual members, who subject the joke to 

derivation and adaptation and sharing, the joke becomes an internet meme (Ross & Rivers, 2017). 

Furthermore,  the behaviour to which the digital format is re-appropriated and repurposed must stabilise 

(Milner, 2012). As such, the internet meme gets remixed by different users with different messages but 

with an unchanging point (Dickerson, 2013). Any individual, organisation, and/or institution can remix and 

repurpose the content of an internet meme; grasp the memetic element from its context origin, 

manipulate it into new discursive forms, and thereby repurpose it (Baym & Shah, 2011).  

Due to the constant derivation and adaptation, internet memes have been classified as ‘groups of items 

sharing common characteristics of content, form, and/or stance, which were created, transformed, and 

circulated by many participant through digital participatory platforms’ (Gal, Shifman, & Kampf, 2016, p. 

1700). The groups of items must share an inherent meaning as well as characteristics. Davison (2012) 

proposed three separate components in an internet meme that must correspond with each other for the 

inherent meaning of the internet meme to be consistent: the manifestation, the behaviour, and the ideal.  

The manifestation is the internet meme’s observable, external phenomena. It 

is the remixes that prove that it is an internet meme and not just a joke. In the 

case of Grumpy Cat (see images on the right), it is the consistent action of 

adding superimposed text that expresses the ideal of the internet meme.   

The behaviour is the derivation and adaptation actions taken by the individual 

creators. The behaviour creates the manifestation. In the case of Grumpy Cat, 

the behaviour is to use an image of the cat (see image on the right) and add 

superimposed text to reflect the message of the ideal.   

IMAGE 6 EXAMPLE OF 

SCEPTICAL THIRD WORLD 

SUCCESS KID 
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The ideal is the idea communicated. The ideal directs the behaviour. In the 

case of the Grumpy Cat (see image on the right), the ideal would be that This 

specific cat is grumpy about everything and everyone.  
 

IMAGE 6: GRUMPY CAT 

INTERNET MEMES 

INTERNET MEMES AS DIGITAL ARTEFACTS 

Shifman (2014) defines internet memes as ‘cultural information that passes along from person to person, 

yet gradually scales into a shared social phenomenon’ and similarly, Shervington (n.d.) defines internet 

memes as ‘packets of information that spread through the internet – with meaning to the person who 

has the ‘code’ to that meme. No code is therefore just an image with text. With the code, the meaning 

comes to life’. Contrary, Wiggins & Bowers emphasise that internet memes, in their ‘current meaning 

describe a genre, not a unit of cultural transmission’ (2014, p. 1890), and coined the definition of internet 

memes as digital artefacts. This definition is helpful to understand internet memes for three reasons:  

Virtual physicality. Internet memes as artefacts possess virtual physicality, that is, they exist in the digital 

environment and in the human mind. The seemingly endless repetition of production, consumption, and 

remixing highlights the importance and the virtual physicality of internet memes in participatory digital 

culture. The virtual physicality of internet memes was described and discussed in the previous section on 

internet memes as jokes.  

New media landscape. Internet memes as artefacts highlight their social and cultural role in the new 

media world. A cultural artefact offers insight into the culture that consumes internet memes, creators 

and users, whereas a social artefact provides insight about the social behaviour of those individuals or 

communities that produce it. Internet memes possess both attributes; ‘the social system knows how to 

create a meme and that the creation or reproduction of memes may motivate the continued production 

of a given meme for an unknown period of time’ (Wiggins & Bowers, 2014, p. 1891). 

Participatory digital culture. Internet memes as artefacts underline the ‘purposeful production and 

consumption among members of participatory digital culture’ (Wiggins & Bowers, 2014, p. 1891). Jenkins 

(2009) defines a participatory culture as ‘a culture with relatively low barriers to artistic expression and 

civic engagement, strong support for creating and sharing one’s creations, and some type of informal 

mentorship whereby what is known by the most experienced is passed along to novices’ (p. 3). Despite 

the addition of ‘digital’ to the term, it is applicable in full to the culture of internet memes. Shifman (2014) 

considers internet memes as the most useful concept for understanding current cultural trends because 
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it epitomises the essence of Web 2.0 interactivity. This will be explored further in the section on 

consumption of internet memes below.  

Nissenbaum & Shifman (2015) suggest that internet memes in contemporary digital culture form and 

signify communal belonging for consumers. Understanding internet memes as giving consumers both 

social access as well as internal feeling of ‘communal belonging’ may be one of the reasons why they are 

so appealing to young consumers in particular; they feel a sort of belonging to a greater group, pop 

culture, which the older population is not part of.  

Users who create memetic content do therefore not post them at random; instead, they address a specific 

and familiar crowd (Burgess, 2008) whom they are likely to try to impress with creative and humorous 

efforts when remixing an internet meme. These memetic content posts can address a crowd of close 

acquaintances in the user’s network, but also across community platforms such as 9gag, Imgur, and 

Reddit, where users are usually anonymous and do not necessarily know the persons on the other side of 

the screen.  Internet meme literacy is required to understand internet memes, but also to gatekeep the 

communal group. The ‘gates’ are subject to communal debate, as the perception of good and bad taste 

in internet memes are constantly undergoing discussion. Users participating in internet meme-based 

discourse communities are thereby valued by other members by ‘their ability to express an up-to-date 

literacy in the specific culture of the group contrasted with the wider, unaffiliated mainstream digital 

culture’ (Nissenbaum & Shifman, 2015, p. 3). Knobel & Lankshear's (2005) definition adds that internet 

memes ‘directly shape […] mindsets of a social group’ (p. 1) and as such, knowing the right conventions 

increases the user’s memetic cultural capital and distinguishes in-group members from out-groups. The 

concept of cultural capital will be explored further in the section on pop consumption of internet memes.   

 

 

POPULAR CONSUMPTION OF INTERNET MEMES 

Consumption communities originate from the introduction of mass media and modern marketing 

practices (Aksoy et al., 2013). Due to this development, Aksoy et al. (2013) conclude that consumers have 

increasingly based their ‘societal identity on their consumptive role’ (p. 224), and developed relatively 

concrete consumer identities based on the brands they consume. In consumer consumption research, it 

is a common assumption that possessions are ‘the direct physical translation of abstract identity’ (Schau 

& Gilly, 2003, p. 388). However, as stated so eloquently by Schau, H. J. & Gilly: 'If "we are what we are" 
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(Belk, 1988, p. 160) and "I link, therefore, I am" (Hafner, 1999), does it follow that we are what we post?' 

(2003, p. 386). Throughout this section, the questions of how users use internet memes and why users 

use internet memes are discussed, as research shows that social media have proved to be an impressively 

fertile environment for consumer activities related to internet memes (du Preez & Lombard, 2014).  

 

DIGITAL PARTICIPATORY CULTURE 

While the descriptions in the section on internet memes as digital artefacts still apply in modern contexts, 

the world of internet memes has changed drastically over these past couple of years. During the 2010s, 

internet memes have proved to be a phenomenon not limited to niche communities (Nissenbaum & 

Shifman, 2015), but also to the general masses (Chayka, 2014). With digital tools such as Know Your Meme 

and Meme Generator as both websites and apps, the barriers for internet memetic creation have 

lowered, and the production of internet memes is no longer limited to users of the community platforms, 

as everyone can now produce internet memes (Xu, Park, Kim, & Park, 2016). Furthermore, with the Know 

Your Meme database website, users can in a couple of minutes become internet meme literate. The 

administrators of the Know Your Meme database administer segments internet memes as ‘confirmed’ or 

‘researching’, which means that self-proclaimed internet meme experts decide which phenomena can be 

considered internet memes and what the inherent meanings are according to rules not accessible from 

the website. Thereby any user can remix an internet meme according to rules of both the popular culture 

and niche communities to perfection, even though that user has no previous cultural capital initially. On 

this, Marwick (2013) stated that internet memes in modern times ‘typify the shift from a culture of 

consumption to one of production’ (p. 13). 

Internet memes have become part of the ‘mundane web diet’ of many internet users, appearing casually 

and to no one’s surprise on various social media platforms; YouTube, Facebook, Tumblr, and Instagram 

to name some (Segev et al., 2015, p. 417). The increase in exposure to internet memes is a result of the 

Web 2.0 age with the outreach of social media; a status posted in any Facebook community can be shared 

easily with the community member’s network, and an acquaintance in this network can share the status 

just as easily and so on. 

To create one yourself, remix an existing one, or simply sharing another person’s internet meme creation, 

may therefore be an attempt of the user to extend their identity; to keep up with the trends, be 

humorous, relatable, or creative are four examples. Identity, as characterised by Kleine, Kleine, & Allen 

(1995), is the tension between how a person defines themselves as an individual and how a person 



Copenhagen Business School 2017  Memetic marketing in theory and practice 
Sofie Strøm Toustrup  Master’s Thesis 

Page | 36 

situates themselves in social groups in ‘affiliative relationships’. Users use their digital possessions to 

demonstrate their skills, tastes, accomplishments, or unique creative efforts (McCracken, 1988); the 

desired self is made tangible by users associating themselves with digital possessions. However, a user’s 

affiliative identity is essential for ‘situating the self within the social world and for communicating identity 

to the intended audience’ (Schau, H. J., & Gilly, 2003, p.387).  

In particular creating or remixing internet memes can be considered an extension of the producer’s self 

or a show of participation in a participatory culture. Online users use symbols and signs to express both 

their individual and affiliative identity. As stated by Belk (1988), the relationship between a person and an 

object is ‘never a two-way (person-thing), but always a three-way (person-thing-person)’ (p.147). In the 

modern digital world, the social groups are seldom restricted to the person’s affiliative relationships; 

instead, ‘the world is watching,’ (Schau, H. J., & Gilly, 2003, p.388), as any status update can be distributed 

across social networks and platforms.  

The distribution of sharing internet memes across networks to various and diverse demographics, to one 

follower, to all followers, or to no specific users, are relatively straightforward decisions for the user; the 

majority of internet memes are humorous and/or relatable in nature, and sharing them with friends can 

thus validate the sender’s desired identity as being humorous and relatable (Schau & Gilly, 2003). Most 

social media users, from Facebook to Twitter to Instagram, are likely to encounter and/or distribute one 

or more internet memes on a daily basis (Wiggins & Bowers, 2014).The description above may explain 

how internet memes are consumed across social media. 

 

CULTURAL CAPITAL 

Related to the topic of individual and affiliative identity is the concept of ‘cultural capital’ (Bourdieu, 1984; 

Nissenbaum & Shifman, 2015). Cultural capital is a digital status symbol. The term encompasses the 

benefits of an insight into culture and the social implications of cultural taste. For a user, being able to 

recognise and understand cultural items, codes, and references, as well as being able to use them 

creatively, can enhance the user’s status with the user’s social affiliates. Being culturally knowledgeable 

and literate of the internet memes can set that user apart from others less knowledgeable or less literate 

of the trending phenomenon, ‘serving as a mark of honor’ (Nissenbaum & Shifman, 2015, p. 4), it can 

increase the value of a person’s digital affiliative identity.  

To build cultural capital, the user’s internet meme creation or remixing must be in good taste; a taste 

classified by a constant normative differentiation (Bourdieu, 1993; Nissenbaum & Shifman, 2015, p. 4). In 
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the case of internet memes, Know Your Meme may claim to define internet memes and perhaps claim 

which are and are not in good taste; however, due to the uncontrollable spread online, the masses may 

have the majority vote to distinguish between good and bad taste and not just a high-ranking select few 

in the internet meme community. Still, Know Your Meme’s definitions may serve as guidelines. For a user 

to know the online community’s current distinction and be able to use it to enhance the user’s cultural 

capital may improve, enhance, or maintain the user’s digital identity. Related to this, the user must also 

be able to know the distinction between current, outdated, and old, but persistent internet memes.  

The understanding of the lifecycle of internet memes is essential to any person’s cultural capital, to avoid 

the ‘horror scenario’ of telling a friend about this ‘hilarious new trending meme’, which has long been 

outdated and which everyone has grown tired of. At the same time, being able to recognise and refer to 

old internet memes and repurpose them in a casual, but tasteful manner in accordance to the online 

community’s distinction can enhance the person’s cultural capital (Nissenbaum & Shifman, 2015).  

The model of the lifecycle in the section on internet memes as viruses is almost perfectly applicable to 

the initial phases and the spread of internet memes. First, the material is encoded: a physical or digital 

phenomenon occurs, e.g. a video is created. Next, the transmission is decoded: someone else becomes 

aware of the phenomenon and may choose to create a type of media digitally. The media appears on the 

person’s personal network of other potential hosts. The media continues to be encoded, transmitted, and 

decoded across newsfeeds, across platforms, and an internet meme is born.  

While the remixing and sharing of a particular internet meme may decline and disappear from newsfeeds 

and pop culture as it loses its popularity, the reuse of internet memes seldom stop completely as persons 

may reuse them, if the internet memes are suitable in another context, and some internet memes may 

persist strongly. The term ‘reuse’ refers to how an otherwise outdated meme can be reused later in its 

lifecycle, but seldom become trending again. Furthermore, the term ‘persist’ refers to internet memes 

that continue to be strongly remixed past their popularity in pop culture.  

 

 

SUMMARY 

Part four featured analyses and discussions of the properties of internet memes and consumption of 

these. After the introduction, the characteristics of internet memes were analysed. The analyses were 

based on three perspectives: internet memes as viruses, internet memes as jokes, and internet memes 
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as digital artefacts. It was found that similar to parasites, internet memes ‘infect’ persons online, and the 

level of spread has increased corresponding with the increase in social media consumption. When 

analysing internet memes as joke formats, it was found that internet memes require some sort of 

recognisable thread, which must reach consensus by consumers of the internet meme in order for it to 

spread across the internet. Next, internet memes as digital artefacts were analysed, and it was found that 

use of internet memes signified a type of belonging to a non-physical, exclusive online group of persons 

‘in-the-know’.  Members in this group decide upon the terms of how an internet meme is to be used and 

understood. Next, internet memes in modern consumption culture let them enhance their digital identity 

and cultural capital, whether they create an internet meme, remix an internet meme, or share another 

person’s internet meme creation. To achieve cultural capital, the user must be knowledgeable of and 

literate in the internet meme he or she uses as well as understand where it is in its lifecycle.  
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PART FIVE: 

PRESENTATION OF RESULTS 

A great deal of non-academic literature on memetic marketing propagates the general success of 

memetic marketing (Harris, 2015; Victor, 2015). Most articles on memetic marketing appear to have an 

up-down approach solely, suggesting and discussing corporate approaches and strategies (Victor, 2015; 

York, 2015; and more). Part five will function as a down-up approach, getting an insight into consumers’ 

perception of memetic marketing initiatives, before utilising the results to discuss how companies can 

develop memetic marketing strategies.   

Throughout this part, the results from the online questionnaire will be presented and discussed in terms 

of what general characteristics can be applied to the general perception of memetic marketing and 

branding. These analyses will assist legitimising the second sub-question in the research question. How 

companies can use these results for memetic marketing strategically will be explored further in part six.  

The characteristics of the general perception of memetic marketing will be explored by utilising the 

gathered quantitative and qualitative primary data and theory described in part two and three of this 

thesis. The questionnaire will be approached as an insight into the respondents’ reaction towards 

memetic marketing initiatives. Quantitative figures and qualitative statements will be used throughout 

the section to analyse and discuss the perception of memetic marketing of the respondents in the sample 

frame.  

 

FIGURE 7 STRUCTURE OF PRESENTATION OF RESULTS 

Prior to the analysis and discussion in this thesis, the status quo on the primary data gathered from the 

questionnaire will be established. First, the ages of the respondents are reviewed in brief. Following this 

section, the results from the first part of the questionnaire are covered, and next, the results from the 

four memetic marketing simulations are analysed and discussed. Part five is finalised with a review of the 

additional inquiries from the questionnaire and is concluded with a summary. 
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PRESENTATION OF RESULTS 

AGE OF RESPONDENTS 

Out of 143 respondents, the respondents tilted heavily in favour of 

the age group 21-30 years (61 %) (see Appendix A.8 for question and 

Appendix B.8 for results).  

The second largest age group was 31-40 years (13 %), and the third 

largest age group was 51-60 years (12 %). The three smallest age 

groups represented in the questionnaire were 41-50 years (8 %), 11-

20 years (5 %), and 61-70 years (1 %). No respondents who disclosed 

their age were below 10 years or above 71 years.  

As mentioned earlier in the thesis, the imbalanced dispersal of ages 

of the respondents has been noted and will be taken into consideration when the results are analysed 

and discussed in part six. 

 

GENERAL PERCEPTION OF MEMETIC MARKETING 

In the initial question of the questionnaire, 

the respondents were asked to choose 

between one or more responses on how 

they perceived memetic marketing in 

general. The respondents were also asked 

to suggest areas of business, which they 

would not consider suitable for memetic 

marketing. These suggestions are reviewed 

in the discussion.  

63 % responses found memetic marketing 

‘funny’ in comparison to 17 % disagreeing 

with this statement; similarly, the 

responses indicating memetic marketing to 

be ‘quite alright’ (49 %) trumped responses 

that indicated that it was ‘not okay’ (2 %). 
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However, 59 % of respondents considered use of memetic marketing ‘amateurish’ and the number of 

respondents stating that memetic marketing would neither make them follow the company on social 

media nor make them like the company more trumped statements indicating an opposite position (22 % 

and 33 % respectively). 4 % of responses furthermore indicated that memetic marketing would make the 

respondent unfollow the company, and 7 % indicated that they would dislike the company, if it used 

memetic marketing. These responses possibly came from people who were either not in the target group 

(such as elderly people) or who may feel that companies are attempting to participate in a digital culture, 

where they are unwelcome.  

 

PERCEPTION OF MEMETIC MARKETING SIMULATIONS 

The figure below displays the distribution percentage of responses in each of the simulations. Each 

simulation will be analysed and discussed individually and in relation to the other simulations below.  
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In the CrossFit Copenhagen simulation, 10 % of responses indicated that they did not find the content 

amusing, and 9 % thought it felt forced. The CrossFit Copenhagen simulation furthermore received the 

highest percentage of responses that considered it a bad idea for CrossFit Copenhagen to use it in 

marketing initiatives. 

While the majority of respondents recognised the internet memes used in the simulation (65 %), many of 

the explanatory responses stated that they did not find the internet memes funny or appropriate in this 

memetic marketing context. Two respondents remarked that the message from the simulation could 

discourage persons from choosing CrossFit Copenhagen as fitness centre, because the message 

emphasised that CrossFit Copenhagen was for persons who are serious about their exercise, and other 

respondents added that the content appeared derogatory for women who wanted to train using small 

weights. Several respondents voiced that they did not find that the message was persuasive or made 

them consider CrossFit Copenhagen as an appealing training facility, because the imagery did not 

emphasise the benefits of training.  

While the LEGO, GOSH COPENHAGEN, and HBO Nordic simulations were all posts to the individual 

companies’ official social media, the CrossFit Copenhagen simulation was featured on a bus stop billboard 

to resemble the traditional advertising format. However, as will be discussed further in part six, 

consumers are increasingly becoming agitated with advertisements in general. This element may have 

had an influence on consumers’ perception of the simulation, even if it wasn’t mentioned in the 

explanatory responses.  

The LEGO simulation saw the most favourable perception of the four simulations; 18 % of responses found 

the content funny in comparison to 4 % that did not; 13 % of responses thought it was quite alright while 

only two respondents (0 %) did not find it okay. 6 % would want to share it with acquaintances and 6 % 

would follow LEGO on social media; both were 2-4 % above the responses to the same questions in the 

remaining three simulations.  

Respondents, when asked to elaborate on their answers, praised the simulation for being funny and 

relatable, and respondents wanted to share it with acquaintances. Several respondents furthermore 

commented on how they found it appropriate for LEGO to use internet memes, as LEGO can be allowed 

to be playful because it produces and sells toys. LEGO was also commended for being self-deprecating, 

and one respondent expressed that he or she liked how the content did not try to market LEGO’s 

products. Several responses emphasised that the image would not encourage positive purchase 

behaviour from consumers, as the imagery paints Lego brick toys in a somewhat unappealing light.   
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GOSH COPENHAGEN saw the second highest number of responses indicating that the simulation was 

funny (11 %). The internet meme was intended to be relatable in nature, and several responses indicated 

that this was how they perceived it. While an internet meme attempting to be ‘relatable’ can be amusing 

to people, who cannot relate to the content, the ‘it is funny’ response is nonetheless interesting in light 

of the makeup-related comedic message in the simulation. These results could perhaps indicate that while 

respondents do not necessarily emphasise with the situation, they nonetheless appreciate the humour. 

However, in comparison to its simulation counterparts, this simulation saw the highest percentage of 

responses that were not okay with the simulation (3 %). In the explanatory responses, a common thread 

of criticism appeared for the subject in the image, who is a very round-faced woman in a classical art 

internet meme. Respondents emphasised that beauty ideals are a very sensitive subject and that the 

image had an element of a fat-shaming; that the image pressured consumers to look a certain way and 

to purchase the product.  

In the HBO Nordic simulation, the percentage of responses stating that the content was not funny (13 %) 

trumped the responses stating the opposite (10 %); yet, respondents expressed that they were okay with 

the content (13 %) and only 4 % found the content amateurish, which was the lowest percentage for all 

four simulations.  

The Doge internet meme was recognised by 47 %; the internet memes in the CrossFit Copenhagen 

simulation were recognised by 65 %; and the GOSH COPENHAGEN internet meme was recognised by 41 

%. Respondents were not asked whether they recognised the LEGO internet meme. However, while under 

half of respondents recognised the Doge internet meme, it is perhaps the most widely-known of the 

internet memes in the simulations. The actual dog from the original internet meme, named Kabosumama, 

have over 7,000 followers on Twitter (@kabosumama), over 29,500 followers on Instagram 

(@kabosumama), and close to 3,000 subscribers on YouTube (kabosumama), and has even been remixed 

by American politicians  

Across the explanatory responses, several respondents expressed that they did not recognise the joke; 

they either expressed that they did not recognise the internet meme used in the simulation (53 %), 

despite its fame, or they did not recognise the reference because they hadn’t seen Game of Thrones, 

where the phrase ‘Winter is coming’ is often used. While many expressed in the elaborative responses 

that they didn’t find the content of the simulation particularly funny in and on itself, they nonetheless 

emphasised that memetic marketing was in particular suitable in the entertainment industry. 
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PRESENTATION 7: ADDITIONAL INQUIRIES 

The majority of respondents had shared an internet meme with one or more of their acquaintances; 

‘several times’ (43 %), ‘regularly’ (28 %), and ‘once’ (8 %). The remaining 20 % had never shared an 

internet meme with one or more acquaintances.  

A greater majority of respondents had experience with one or more acquaintances sharing one or more 

internet memes with them. 4 % of respondents had been shared an internet meme once, while 

collectively 86 % of respondents had been shared one or more internet memes by one or more 

respondents several times or regularly. Only 10 % of respondents had never experienced this. 

However, 78 % of respondents 

had never generated an internet 

meme themselves, which could 

suggest that the majority of 

internet memes they share are 

internet memes that they 

actively search for, or the 

memes are shared with them.  

That is, similar to a hierarchy, 

one person shares content with 

their network, whether it be 

acquaintances, followers, 

communities, etc.; then persons 

from that network share it with 

their network and so on. This hierarchy model of sharing content could affirm the statements made by 

researchers that the level of internet memes in pop culture has accelerated with Web 2.0.  

The two following questions in the questionnaire focused on how receptive respondents were to tag their 

acquaintances in a humorous advertisement. In general, the majority of recipients had tagged someone 

in a status (74 %) or been tagged by someone in a status (83 %), because it was funny. The number of 

recipients tagging others (48 %) or being tagged (57 %) in one or more advertisements was more 

balanced. This phenomenon could either be due to 1) the recipients experience little to no exposure to 

advertisements because of adblocking software, 2) the recipients do not find the advertisements 

interesting enough to share, and/or 3) the respondents are not receptive to sharing advertisements in 
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general. Nonetheless, close to half of the sample population had tagged one or more acquaintances in 

advertisements, which translates to willingness to share material created by companies, insofar they find 

it shareworthy.  

 

FURTHER PRESENTATION OF RESULTS 

For an English translation and transcription of the original questionnaire in full (translated from Danish by 

the author), please see Appendix A. For an English translation and transcription of the responses from the 

questionnaire (translated from Danish by the author), please see Appendix B. Further results considered 

relevant for the analyses, discussions, and conclusion will be elaborated on in the upcoming part six, the 

discussion.  

 

 

SUMMARY 

In part five, the results from the questionnaire have been presented in brief. It was revealed that a 

majority of respondents welcomed the concept of memetic marketing initiatives, although some 

concerns were expressed in terms of the area of business, which will be explored further in the discussion. 

Following this, the results from the memetic marketing simulations were presented. The LEGO simulation 

saw the overall most positive response, while the CrossFit Copenhagen simulation saw the generally most 

negative response. Consumers were provoked by the CrossFit Copenhagen and GOSH COPENHAGEN 

simulations because these simulations joked about body ideals, which several respondents found to be a 

sensitive subject. Overall, the responses to the questionnaire affirmed that the use of internet memes is 

by no means a guarantee of success; it depends on the company, the area of business, the internet meme, 

the joke, the marketing type (advertisement or other), the recipients, and more. The results from the 

questionnaire will be explored further and discussed in correlation with the relevant sections in the 

upcoming part.  
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PART SIX: 

DISCUSSION 

After analysing consumers’ perception of memetic marketing initiatives in brief, the natural progression 

of this thesis is to discuss why companies should consider memetic marketing initiatives as well as how 

companies should approach memetic marketing strategically. The considerations that companies must 

make prior to executing a memetic marketing strategy are furthermore to be discussed, as to provide 

companies with the tools to make well-informed strategic decisions. The discussion throughout this part 

will seek to answer the third research question.  

To enlighten this question, marketing theory and real-life cases of successful memetic marketing 

initiatives are utilised. Based on existing marketing literature and the results from the survey, three 

hypotheses on how companies can use memetic marketing initiatives are proposed: for awareness 

purposes, for branding purposes, and for consumer engagement purposes. While these approaches 

overlap each other on purposes, advantages, and disadvantages throughout the discussion, they each 

require separate analyses and discussions. The marketing theory, real-life cases, and primary data results 

are used to shed light on what potential, precautions, and risks that companies must consider.  

It must be stressed that this part will not delve into whether some companies, organisation types, or 

industries are better suited to execute a memetic marketing strategy than others; however, some 

industries or organisation types which have been explicitly pointed out in the survey as being unsuitable 

for memetic marketing initiatives will be mentioned, although not analysed in depth.  

 

 

WHY SHOULD COMPANIES EVEN CONSIDER INTERNET MEMES FOR MARKETING PURPOSES? 

To justify the essence of this thesis, the question of why the topic of internet memes for marketing 

purposes is relevant to research must be explained, which is why the marketing landscape and its 

disruptive evolution during the past two decades and the future outlook will be presented.  

 

THE REJECTION OF ADVERTISEMENTS 

In today’s digital world, it has become more difficult for companies to reach potential and current 

consumers than ever before (Markowski, 2013). 
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Rasmus Fisker, Content and Strategy Director at global 

media agency MediaCom, argues that the exposure 

levels of ads have increased, but not the quality; and as 

such, ads appear to be ‘shouting louder’ to the masses 

rather than communicating the right messages to the 

right segments (Fisker, 2017b). While Facebook is one of 

the most used social media platforms, web 

advertisements often take up a prominent section of the 

site (Halliday, 2016). Internet users have become jaded 

with standard online display advertising; ‘it’s more than 

simple banner blindness’ (Ryan & Jones, 2011, p. 93). 

Several internet usert make a conscious and elaborate 

effort to side-step online ads.  

The use of ad blocking technology has been steadily rising in the world (PageFair, 2015), and Denmark is 

by no means an exception. According to Mindshare’s Reklameanalyse 2016, the Danish population has 

grown tired of the classic advertising formats; up to 36 % find ads bothersome (Lorenzen, 2016). As a 

result, the Danes are increasingly installing ad blocking services. As many of these ‘impressions’ are 

irrelevant and thereby unconvincing to most recipients, the attention level decreases and the irritation 

with ads increases. Also, 68 % of Danes use their smartphone to surf the internet, which is an increase 

from 21 % in 2011 (Lorenzen, 2016), and Danes between ages 15 and 29 spend three and a half hours on 

social media per day (Dohrmann, 2015). However, as there is little space for ad banners, advertising 

instead moves to the social media feed. As such, the smaller the screen, the more people find ads 

intrusive, as they become unable to ignore them. Regis McKenna, a widely known marketing consultant, 

found that ‘as advertising has proliferated and become more obnoxiously insistent, consumers have 

gotten fed up. The more advertising seeks to intrude, the more people try to shut it out” (Ries, 2003, p. 

6). As consumers become increasingly dissatisfied with how companies market themselves towards the 

consumers, and as consumers are increasingly making use of the tools provided to combat the oncoming 

flood of ads, companies stand to lose credits to their names as well as followers on social media, users, 

fans, and more. 

 

 

FIGURE 13: USE ADBLOCKER OR SIMILAR. TRANSLATED FROM 

REKLAMEANALYSEN 2016. SOURCE: LORENZEN (2016) 
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FROM ONE-WAY COMMUNICATION TO TWO-WAY COMMUNICATION 

During the past couple of years, the ground beneath companies’ feet has shook and created a horizontal 

shift between companies and consumers in terms of marketing (Dickerson, 2013). Deighton and Kornfeld 

(2009) make an interesting point on this; they note that what empowered firms have similarly empowered 

consumers. They even advocate using the term ‘person’ rather than “consumer”, as the literal meaning 

of ‘consumer’ is too narrow for the modern empowered buyer. As such, power has shifted from 

companies to the digitally empowered consumer (Halliday, 2016). 

Gary Vaynerchuk (2015) emphasise that companies should use ‘attention marketing’ rather than 

‘impressions marketing’. Attention marketing is less focused on wide exposure and more on the level of 

engagement between the consumer and the brand (Vaynerchuk, 2015) and on convincing the target 

group rather than promoting a message (Markowski, 2013). This engagement can be measured in time 

spent e.g. reading the company’s article, sharing or liking the company’s content etc.  

For companies, it means that they should consider moving from a one-way communication advertising 

strategy to a two-way communication consumer engagement strategy. While advertisements belong 

under the marketing umbrella of paid media, engaged consumers share the company’s content and 

provide positive word-of-mouth. Engaged consumers can therefore be argued to fall under an umbrella 

of social earned media, which is a major advantage for companies. ‘With advertising, you tell people how 

great you are. With publicity, others sing your praises. Which do you think is more effective?’ asked Robert 

Wynne (2014). As advertising increasingly lacks credibility with consumers, then the question of how 

consumers are influenced by other consumers (‘influencer marketing’) is a field of increasing interest in 

the marketing field (Fisker, 2017a). When a user’s well-liked acquaintance/online person shares an 

internet meme that they find noteworthy with their personal network on social media, it may function as 

a sort of third-party endorsement from the acquaintance/online person. For this reason, a company’s 

‘earned’ social media is much more valuable than any paid or earned media and can thereby provide a 

major strategic advantage.  

All in all, the descriptions above suggest that companies should consider pursuing a marketing approach 

focused on humorous and sharable content to connect with consumers and have them engage with the 

company.  
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THE FUTURE OF MARKETING 

A 2016 social media marketing industry report supported the argument for an increased desire for 

consumer engagement and showed that social media tactics and engagement are top priorities for 

companies to master (Stelzner, 2016).  

In comparison to physical campaigns, events, and other physical initiatives, social media is a cost-efficient 

channel for companies to connect with consumers (Kariko, 2016). Companies can use social media for 

customer relationship management, consumer research, customer service, sales promotion delivery 

channels, advertising, branding activities, and lead generation (Ashley & Tuten, 2015). In terms of non-

digital effects, Dholakia and Durham (2010) found that consumers changed their behaviour when they 

began to follow the Facebook page of a restaurant; that they visited the restaurant more often and 

provided a generally more positive word-of-mouth to acquaintances.  

The question remains whether or not consumers are interested in connecting with companies on social 

media. As was mentioned earlier in the section on ad blocking, consumers have increasingly found 

advertisements intrusive, and therefore consumers might find it intrusive if companies continually 

attempt to engage with them on sites, where, historically, the intent has been to interact with the 

consumers’ personal network? 

According to eMarketer senior analyst Debra Aho Williamson, consumers are interested in connecting 

with companies on social media. She finds that interactions between companies and consumers are 

growing, and that consumers pay attention to and value the interactions with companies (Ryan & Jones, 

2011). The results from a survey conducted by Insite Consulting supported this argument; respondents 

from 35 countries answered that 50 % were connected to companies on social media; 42 % had interacted 

with a company on social media; and 36 % had shared content about a brand or a company on social 

media (InSite Consulting, 2011). 

Real-life examples of successful digital marketing campaigns and Ryan & Jones's (2011) analyses of these 

suggest that companies should consider to focus on developing a more effective and efficient strategy to 

approach the ‘increasingly fragmented attention of their audience. They need to innovate, to think 

outside the box… to interact and engage with online communities in truly creative and compelling ways’ 

(p. 93). As the digital market is moving faster than ever before, Ryan & Jones encourage companies to 

look actively for ways to differentiate themselves while watching out for trends, apps, and sites increasing 

as well as decreasing in popularity. Ryan & Jones furthermore emphasise that companies should follow 

the target audience as the audience moves from place to place; marketing should become dynamic to 
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follow in the footsteps of the target consumer as he or she listens to radio in the morning, plays games 

or interacts with others. Companies should acknowledge and understand ‘the increasing sense of 

fickleness between media […]. Imagine a brand with no name – that is our destination, that is our future’ 

(p. 194).  

The research described above suggests that consumer engagement is likely to increase when companies 

approach consumers on the consumers’ terms with communication efforts that they appreciate in a 

format they are willing to consume.  

Here is where internet memes may serve as an asset like no other for companies; if comprehensive 

research is conducted to become literate on internet memes and on how to remix and repurpose them 

in good taste, internet memes in communication efforts can  assist companies’ target audiences from 

niches to masses; and if the internet memes are used appropriately, they may be recognised and 

appreciated by an audience, similarly to celebrities (Sax, 2012). As such, internet memes can be a cost-

effective way of mass communication (Kariko, 2016). Below, humour in communication efforts is 

reviewed to extend the assumption above.  

 

HUMOUR 

Throughout the world of marketing, humour is perceived as an effective method to get consumers’ 

attention (Weinberger & Gulas, 1992), and all literature by practicing marketers blogging on memetic 

marketing found for this thesis has emphasised how essential humour is to internet memes in pop culture. 

Weinberger and Gulas (1992) made a review about the impact of humour in advertising. While the review 

is based solely on advertisement efforts, it is assumed in this thesis that the arguments found in the review 

are applicable to other types of communication efforts as well.  

Weinberger & Gulas (1992) found that there was a strong support for the argument that humour 

increases liking of the advertisement and thereby the company itself. Research furthermore indicated 

that likeness was a very important variable to the effectiveness of an advertisement. If the viewer found 

the advertisement funny or clever, this would predict the success of an advertisement 53 % of the times. 

However, if the viewer found the advertisement boring, this would predict the failure 73 % of the times. 

They furthermore concluded that humour did not enhance source credibility; instead, some research 

suggested that humour could affect credibility negatively. Furthermore, the persuasive effect or humour 

did not trump that of serious appeals. Finally, the issue of audience remains of “what is funny to a certain 
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gender, ethnic, or age group needs to be assessed in relation to the group’s perspective and who is the 

butt of the humor” (Weinberger & Gulas, 1992, p. 57). 

When relating the findings to memetic marketing, which is usually humorous, these findings could 

indicate that memetic marketing initiatives could support the argument that memetic marketing may 

improve likeness of a company. On the other hand, the findings would indicate that the humorous nature 

of memetic marketing would not enhance credibility or serve as more persuasive than other emotional 

appeals. These findings have served as inspiration and support for the hypotheses and arguments made 

and the considerations featured throughout the discussion, where the assumptions will be analysed in 

depth.    

 

 

HOW CAN COMPANIES USE MEMETIC MARKETING APPROACHES? 

This section contains analyses and discussions of the possible answers to the third sub-question in the 

research formulation. To explore this question, three purposes of memetic marketing will be discussed: 

awareness purposes, branding purposes, and consumer engaging purposes (please see the figure below). 

It must be underlined that while distinctions are made between the three purposes, real-life distinctions 

are seldom very clear, and the purpose of any memetic marketing strategy will usually feature two or 

three of the purposes, as they usually overlap. 

 

FIGURE 14: STRUCTURE OF THE DISCUSSION OF HOW COMPANIES CAN USE MEMETIC MARKETING APPROACHES 

 

H1: MEMETIC MARKETING APPROACHES FOR AWARENESS PURPOSES 

INTRODUCTION 

This section explores how memetic marketing can be used in a company’s marketing initiatives to create 
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discussed, followed by a sub-conclusion. Throughout the discussion, marketing literature and 

consumption theory are spun together with relevant points from the survey results.  

 

PURPOSE 

An efficient way to gain awareness is for a type of digital media produced by a company to go viral. Viral 

media ‘persist due to the dynamic interaction among members of participatory digital culture,’ and can 

be viewed as ‘a form of spreadable media, yet one which has enjoyed massive popularity over a distinct 

period of time’ (Wiggins & Bowers, 2014). ‘Viral marketing’ is thereby defined as: 

 ‘Any strategy that encourages individuals to pass on a marketing message to others, creating the 

potential for exponential growth on the message’s exposure and influence. Like viruses, such 

strategies take advantage of rapid multiplication to explode the message to thousands, to millions’ 

(Kirby, 2006, p. 88). 

While the media product may have had a target audience initially, material that goes viral is consumed by 

the masses (Southgate, Westoby, & Page, 2010). The concept of viral is intimately related to the concept 

of internet memes (Cozma, 2015), as many viral phenomena are picked up, remixed, and repurposed into 

internet memes, but not all internet memes go viral, and not all internet memes are based on viral media. 

Porter & Golan (2006) conceptualised viral content as ‘unpaid peer-to-peer communication of 

[provocative] content originating from an identified sponsor using the Internet to persuade or influence 

an audience to pass along the content to others’ (p. 29) [the brackets are made by the author]. Southgate, 

Westoby & Page (2010) disagreed on the use of ‘provocative’ in this definition, as some, but most 

definitely not all, content that goes viral is provocative. Instead, humour and sexuality appear to be the 

most common determinants, argues Golan & Zaidner (2008).  

Southgate et al., (2010) researched viral video viewing and found that a number of elements could 

positively predict the volume of viral viewing of video advertisements. These elements are creative drivers 

such as enjoyment of the advertisement, involvement with the content, and brand positioning practices, 

the distinctiveness of the advertisement, the popularity of celebrities featured in the advertisement, the 

level of brand involvement, and claimed likelihood to forward the advertisement (p. 358). An interesting 

point regarding celebrities in viral content is how subjects that are famous due to internet memes are 

almost as valuable to companies as famous musicians and actors. ‘The Internet-native Grumpy Cat is our 

new Mickey Mouse, with movies and product tie-ins to match, made popular by the grace of Facebook’s 
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massive audiences and sharing algorithms’ (Chayka, 2014). A subject of an internet meme can achieve 

celebrity-like status overnight and fall from grace the following night.  

What makes the concept of viral content so enticing for marketers is how consumers themselves are 

driven to hunt the content down, share it, promote it, and/or discuss it – all of which results in voluntary 

exposure (Southgate et al., 2010). As such, content that goes viral is very interesting to companies at a 

time, where consumers increasingly use elaborate attempts to avoid advertisements.  

As such, the main goal of a memetic awareness strategy is one of infection and not necessarily influence. 

The desired outcome of such a strategy would be brand or product recognition and awareness. Instead 

of directly advertising products or using earned media efforts, such as influencer marketing, companies 

attempt to create media content intended to go viral to gain awareness throughout social media via the 

spread of likes, retweets, re-blogs, and so on (Harris, 2015). However, what really sets a memetic 

awareness strategy apart from a viral marketing strategy is how companies are essentially asking viewers 

to participate in their marketing initiative (see examples below). In comparison to a memetic branding 

strategy, which will be described further in the discussion, a memetic awareness strategy is not based on 

an internet meme, but instead attempts to become an internet meme. A memetic awareness strategy 

depends on the consumers reacting to the company’s initiative by sharing the content and/or repurposing 

the content in new contexts with the same inherent meaning. The purpose of the approach can therefore 

be argued to focus mainly on obtaining new customers.  

 

EXAMPLES 

Example of campaign: Oreo’s ‘Oreo Horror Stories’ 

Oreo, a widely popular sandwich cookie manufactured 

by Nabisco (Mondelēz International) and Cadbury, 

introduced a number of videos on social network Vine2 

parodying scenes from classic horror movies in the 

spirit of Halloween 2013 using Oreos, such as The 

Shining, The Exorcist, and Frankenstein (Radovanovic, 

2013) and renaming them The Exortwist, The Spilling, 

and Milkenstein. This video campaign was launched 

                                                                 
2 Vine was a video hosting service app where users could share six-second looping video clips. The service, owned by 
Twitter, had over 200 million users in December 2015. The service was discontinued as of January 2017.   

IMAGE 7: OREO’S ’OREO HORROR STORIES’. SOURCE: DASHA (N.D.) 
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together with the hashtag #OreoHorrorStories; the company encouraged the viewers to tell their own 

humorous Oreo related horror stories by creating their own videos of horror scenarios featuring Oreos 

on Vine3 or textual horror stories featuring Oreos on Twitter. The campaign is reported as being a huge 

success (Radovanovic, 2013).  

This campaign appears to be a good example of how consumers use internet memes to increase or 

maintain their cultural capital by displaying self-produced humorous and creative content. Ryan and Jones 

(2011), in their study on successful digital marketing, also found that people are very fond of creating 

their own material to post online for others to appreciate. Memetic content allows consumers to do this.    

 

Example of campaign: Toms’ ‘One Day Without Shoes’  

The Toms shoe company launched in 2015 a compelling 

social media campaign called One Day Without Shoes. 

The campaign was initiated by Toms to raise awareness 

for people who did not have the financial capability to 

purchase shoes and thereby did not get to wear shoes.  

To participate in the campaign, a participant, not 

necessarily a consumer of Toms, had to instagram an image of bare feet with the hashtag #withoutshoes. 

For every barefoot image uploaded using the designated hashtag between May 5 and 21, 2016, Toms 

pledged to donate a new pair of shoes to a child in need (up to one million pairs) (Couch, 2015).  

The campaign was an overwhelming success. The level of engagement exploded; first, because it was for 

a good cause and second, because it required little effort from participants. Toms invited bloggers and 

press to their flagship stores to participate in the challenge and collaborated with 600 UK stockists to 

create a buzz about the challenge (Rogers, 2016). Within three days of the campaign launch, 99,000 posts 

had used the designated hashtag (Henning, 2015) and when the campaign had run its due course, Toms 

announced that 296,243 children in need would receive a new pair of shoes thanks to the campaign 

participation (Toms [@Toms], 2015). As such, engagement with the hashtag reached close to 300,000 

posts on Instagram with participants from over 30 countries. In total, the #withoutshoes hashtag 

produced 17 million impressions across Toms’ social media platforms and 62 million impressions in total 

                                                                 
3 The campaign was launched via Vine; however, as the Vine app does not exist any longer, it is not possible to measure 
reception by the Vine community and the impact in terms of number of replications it had on the platform 

IMAGE 8: TOMS’ ’ONE DAY WITHOUT SHOES’. SOURCE: SALDANA, 

(2016) 
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(Rogers, 2016). Several famous persons, such as actors and bloggers, participated in the challenge as well, 

which helped ignite the viral campaign. 

 

 STRATEGIC ADVANTAGES AND DISADVANTAGES 

Content that goes viral can be of major potential value to companies. Southgate et al., (2010) point out 

valuable benefits of content that goes viral: first, viral viewings and shares are basically free exposure. 

Furthermore, Southgate argues that online viewing can represent opportunities for deeper engagement 

with consumers, as the consumers are receiving and sharing the content voluntarily and the digital 

platform encourages further interaction, such as replays, ratings, and commenting, as well as sharing it 

to further the viral cycle. As found by Ashley & Tuten (2015) as well as Southgate et al., (2010), consumers 

perceive company-produced content more favourably if persons they are influenced by have shown or 

expressed appreciation of the content previously. Furthermore, Sinha, Ahuja, & Medury (2011) found 

that when consumers’ knowledge of a brand increased through media, so would the emotional 

attachment to the brand regardless of whether the content of the brand’s appeal was emotional or 

functional.  

Companies must invest resources to create or increase company awareness. Some campaigns may get 

support from paid media, e.g. paid online videos, image slots, online PR efforts (Southgate et al., 2010),  

or in the case of A Day Without Shoes, influencers such as internet and Hollywood celebrities. 

Traditionally, investments in marketing efforts have a high cost and low rate of success (Kohli et al., 2015). 

However, in comparison to the costs of standard marketing campaigns, companies may get attention with 

far lesser investments using social media. With social media, longer time horizons for campaigns are not 

needed, as social media can be used by companies to move information faster and amplify it.  Companies 

may instead invest resources in creative efforts as they can afford to take the lower risk (Kohli et al., 2015). 

However, as stated so brutally honestly by Ryan and Jones:  

'Marketers, be wary of promising a campaign will ever go viral. There is nothing more pathetic and 

job-threatening than the marketer who is so desperate to have a viral hit on their hands they will 

stoop to extraordinary levels of investment' (2011, p. 128).  

Companies still face a relatively high level of risk when investing in creative efforts in a campaign 

specifically intended to go viral; there is no way to predict, guarantee, or measure with 100 % certainty 

why some material go viral. To companies’ frustration, there is the element of unpredictable luck. Some 
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campaigns meet all the conditions, but do not inspire viewers to share it; and some campaigns will inspire 

viewers to create or share mash-ups, spoof responses, re-edits, and discussions. At this point, the 

companies have lost the ability to control, influence, or even suggest the tone or direction of the 

campaign. The consumers have gained full control. If the company is lucky, it would benefit positively 

from the surge of interest caused by the material (Southgate et al., 2010). However, this reaffirms on a 

number of occasions that companies must tread lightly when creating memetic marketing campaigns. 

Companies must take measures to ensure that the message of the campaign is clear, positive and/or 

humorous, sensitive to cultures and minorities to name a few elements; as such, the campaign message 

will be less open to interpretations. 

If companies attempt a memetic awareness strategy, the remixes will play around with the concept and 

the company; perhaps parody, mock, or even subtly criticise. However, according to Ryan & Jones (2011), 

fear of such is unnecessary; ‘Is it so bad to be parodied in viral marketing? What is worse than being talked 

about? Exactly’ (p. 164). Still, companies’ fears have some merit; while the phrase ‘there’s no such thing 

as bad publicity’ has been acknowledged throughout the marketing practices and certainly appear true in 

some instances, companies should not rely on this marketing practice to protect their image and 

reputation during issues or crises. This will be discussed further in the paragraphs on how recipients may 

react to the initiative under the section on considerations for memetic marketing.  

Another factor that companies must consider if using a memetic awareness strategy is that it is not 

necessarily an effective way of obtaining or enhancing positive brand attitudes, brand commitment, brand 

preference, brand love, etc. It is unknown whether the consumer becomes more likely to purchase a 

product or service from a brand showing up on their newsfeeds, even in creative marketing efforts or 

remixed by hundreds or thousands, if the company does not provide a relevant value proposition to the 

consumer. Consumers could instead become exhausted with marketing initiatives ‘creeping in their 

personal territory for the millionth time’ (Cozma, 2015, p. 63). Consumers’ relationship with 

advertisements in particular has degenerated, and it may result in consumers rejecting the material based 

on the fact that it is an advertisement.  

 

SUB-CONCLUSION 

In this segment, it was found that the purpose of memetic awareness initiatives is for the consumers to 

view, share, and remix the initiative. A memetic awareness strategy is in most cases not targeted at a 

specific audience, but rather the large masses assumedly to obtain new consumers. If the content is just 
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right at the right time, consumers themselves hunt it down. With this strategy, the content is dependent 

on consumers remixing it. If consumers do not, then the content does not become an internet meme. A 

major benefit of memetic awareness marketing is the cost advantages, if using social media platforms, 

although the risk of not achieving memetic awareness is very high. However, companies must also 

consider that memetic awareness content does not necessarily increase consumers’ brand commitment 

and may even decrease credibility.  

 

 

H2: MEMETIC MARKETING APPROACHES FOR BRANDING PURPOSES 

INTRODUCTION 

In this section, the focus is on how companies can use internet memes for branding purposes. The section 

begins with a discussion of the purpose and desired results of a memetic branding strategy. Subsequently, 

two real-life memetic branding initiatives will be presented and analysed in terms of their approach and 

why the initiatives are considered successful. Next, the advantages and disadvantages of a memetic 

branding strategy are evaluated and discussed, and following this, the section will close with a sub-

conclusion. Throughout the text, branding and marketing theory is utilised in combination with selected 

relevant points from the survey to guide the discussion.  

 

PURPOSE 

In regards to the concept of “brand”, Cornelissen defines a brand as the "set of physical attributes of a 

product or service, together with the beliefs and expectations surrounding it - a unique combination 

which the name or logo of the product or service should evoke in the mind of the audience" (2011, p. 

252) and the ultimate aim of branding is to achieve favourable responses from consumers (Kohli et al., 

2015). A strong brand is built on blocks of consumers’ perception of vision, image, and culture (Hatch & 

Schultz, 2001). Branding is thereby the process of maintaining or enhancing consumers’ associations and 

thereby their relationship with the brand. As marketing writer Chris Garrett describes: 

‘Your brand is what makes your business feel like a person, and a person is more than an automatic 

vending machine, business transaction or product; a person has personality, and just like a person, 

your business’ brand needs to show its personality’ (2014). 
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A brand image, as in how consumers perceive the brand, is a fundamental component of any brand 

owning company’s competitive strategy, as it enables the company to position and differentiate itself 

from competitors. In today’s ‘over-communicated and product saturated consumer world’ (Marsden, 

2002, p. 307), the products of non-differentiated companies become commodities, which makes 

premium pricing impossible. Differentiation makes companies able to control pricing and encourage 

loyalty, and consumers are more likely to leave their previously preferred choice behind, if another 

company’s brand provides a more meaningful value and is closer to the consumers’ preferred product 

(Kohli et al., 2015). An effective brand positioning is crucial for a company to be differentiated in terms of 

image and values from others and thereby obtain competitive advantage and success (Aaker, 1996). 

While the brand image is a mental construct based on the impressions the company has made and the 

perceptions the consumer has created thereof, the brand image is a reflection of the company’s identity. 

However, the brand image is out of the company’s control, even if the company has a strong identity; 

consumers can disrupt the brand position, because companies themselves have little to no control over 

the information that consumers receive or pass on about the companies’ brand image. It is a result of 

social media and influencer marketing; consumers are more likely to rely on their trusted acquaintances 

or credible influencers rather than paid or sponsored commercial messages (Kohli et al., 2015). Branding 

based solely on heavy messaging (Kohli et al., 2015) or appealing advertising (Burmann & Zeplin, 2005) 

will not build a strong brand image; to gain trust and enhance likability, the company itself must appear 

credible and relatable to influential peers and general consumers.   

A strong company identity will therefore reflect a strong brand image, which consumers may perceive as 

positive. A positive brand image can inspire consumers to engage themselves with and over time love the 

brand (Islam & Rahman, 2016). The concept of brand love is defined as the ‘degree of passionate 

emotional attachment a satisfied customer has for a particular trade name’ (Carroll & Ahuvia, 2006, p. 

81). A strong company identity with a loved brand can thereby be used to build relationships with 

consumers and for this reason, creating a positive brand image can strengthen a company and protect its 

perception and value during issues and crises; function as a sort of ‘halo’ (Coombs & Holladay, 2006).  

When using a memetic branding approach, the purpose would be to position the company as something 

specific to secure a strong market position and create, maintain, or increase loyalty, brand love, brand 

commitment, etc. The company wants to position its brand as being down-to-earth, relatable, trendy and 

humorous, and emphasise the ‘human’ aspects rather than the corporate aspects, if using a memetic 

branding approach. When companies market themselves or their brand indirectly using social media, it 
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feels ‘less forced’, and using trending internet memes in their communication initiatives online can help 

spread awareness and make the company or brand appear more appealing to the general public (Harris, 

2015). As described in part five, the LEGO memetic marketing simulation, which was focused on branding, 

achieved the most positive response. In the text field where respondents could explain their answers, 

several respondents expressed appreciation for the relatable content and how they liked how LEGO was 

self-deprecating. 

In comparison to memetic awareness marketing, companies’ memetic branding initiatives depend on the 

company in question to recognise a trending phenomenon within their target audience, remix and/or 

repurpose the content, and for the target audience to recognise the internet meme behind the initiative 

and appreciate the effort. Meeting and engaging with the target audience digitally is becoming 

increasingly vital to companies, in particular if the target audience are teenagers and/or young adults 

(Ryan & Jones, 2011). 

 

EXAMPLES 

Example of campaign: Pepsi’s remix of ‘Harlem Shake’ 

The premise of the internet meme is as follows: 

‘Step 1: First, play this song; Step 2: Have one 

person in a mask dance solo; Step 3: When it goes 

“do the Harlem Shake,” have everyone in the room 

start dancing’ (Broderick, 2013). Silly, 

uncomplicated, easily replicated, and an internet 

dance craze was born. At its peak, nearly 4,000 

YouTube videos re-enacting the Harlem Shake by various people, in various places, wearing various 

clothes were uploaded per day. In 40 days, Harlem Shake videos had been viewed one billion times on 

YouTube (Soha & Mcdowell, 2016). 

Pepsi, a popular carbonated soft drink manufactured and owned by PepsiCo, featured a remix of the 

Harlem Shake internet meme with famous racer Jeff Gordon and his crew (who are sponsored by Pepsi) 

on February 14th, 2013, on the brand’s YouTube channel. While there appears to be no available statistics 

IMAGE 9: PEPSI'S REMIX OF ’HARLEM SHAKE’. SOURCE: PEPSI (2013) 
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on the overall results for Pepsi, the video has over seven million views on Pepsi’s YouTube channel.4 The 

video is reported to have had an incredibly positive response (Lotan, 2013).  

There is no obvious corporate message to the video. While the underlying purpose of the video upload 

would assumedly have been to increase the number of subscribers to Pepsi’s YouTube channel, the 

product itself is not a part of the video; instead, Pepsi added a human dimension and wove the video 

around the brand using a celebrity that the audience found likeable and with whom they could identify ; 

subsequently, videos have a greater likelihood of resonating with consumers (Ryan & Jones, 2011).  

 

Example of campaign: Pixar Animation Studios executing the “Andy’s Coming” internet meme 

This internet meme challenge trended in 2016 

and is based on the Pixar Animation Studios film 

Toy Story (1995). In the film, the toys came to 

life, but had to act like lifeless toys around 

humans including their owner, Andy. In the 

modern-day challenge, everyone drops to the 

ground and acts lifeless, once somebody shouts 

‘Andy’s coming!’ The first clip showing this 

activity was uploaded to Twitter on October 

26th, 2016, and was retweeted more than 4,000 

times during the following days. It spread to other social media platforms to become a hashtag challenge 

on approximately November 2nd the same year (Passary, 2016).  

On Pixar’s official Instagram account, a video of Pixar employees executing the challenge was uploaded 

on November 11th 2016. To this day, it has accumulated close to 1,500 comments and has been viewed 

270,000 times on Instagram5. Looking at Pixar’s uploads to Instagram, the majority of them have under 

200 comments and have been viewed under 100,000 times. While it could be questioned whether this 

upload has increased Pixar’s likeability, the majority of the comments in the feed appear to be positive 

and appreciate the effort. 

Referring to the discussion on positioning, the positioning ‘may be simply defined in terms of how a brand 

is positioned in the mind of the consumers with respect to the values with which it is differentially 

                                                                 
4 May 15th 2017 
5 May 15th 2017 

IMAGE 10: PIXAR'S REMIX OF ’ANDY'S COMING’. SOURCE: PIXAR (2016) 
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associated or which it ”owns”’ (Marsden, 2002, p. 307). Pixar has a long history of highly viewed and highly 

rated films, values they ‘own’. However, a relatively simple stunt of 100 employees executing a silly 

challenge can assist Pixar by emphasising the values they want to be associated with: trendy, fun, down-

to-earth, etc. What is of particular interest here is how Pixar’s execution of this challenge may resonate 

with both the younger consumer segment, and at the same time the adult segment; younger consumers 

recognise and appreciate the challenge remix, while adult consumers recognise the scenario from the 

movies and may appreciate it.  

 

STRATEGIC ADVANTAGES AND DISADVANTAGES 

A significant advantage to effective branding is how consumers likely want to track the brand or the 

company on digital platforms, such as social media pages, fan pages, or other digital participatory 

communities. For companies, being able to have direct interaction with consumers on digital platforms 

can enhance the intimacy of company-consumer relationships and may foster more rapport with younger 

consumers in particular. Direct interaction makes companies able to clear up any misunderstandings that 

may occur between the company and the consumers (Gao & Feng, 2016).  

If companies are targeting Generation Y consumers in particular (born between 1977 and 1989), memetic 

branding marketing initiatives can provide a great marketing benefit. While Generation X (born between 

1966 and 1976) consumers make their purchase decisions analytically based on functional characteristics, 

Generation Y consumers make their purchases based on symbolic characteristics associated with the 

purchase (Islam & Rahman, 2016).  

However, companies must consider what content to post to appease their target consumers and to reflect 

the desired image. Companies might find entertaining and share-friendly posts enticing, as these have a 

greater chance of becoming popular rather than purely informative posts. However, while entertaining 

posts may gain awareness, they may not enhance the desired level of intimacy between the target 

consumers and the company. L. De Vries, Gensler, & Leeflang (2012) found that there was no significant 

difference between informative or entertaining posts. However, this finding is a clear contrast to a study 

conducted by Kim & Ko (2012); they found that social media posts containing entertainment properties 

were the strongest predictor of consumer intimacy, trust, and purchase intention, while social media 

posts of informative properties were found insignificant. Furthermore, as found in the LEGO memetic 

marketing simulation, entertaining posts did not appear to improve the purchase behaviour of viewers, 

as the self-depreciating message reminded consumers of a relatively negative aspect of LEGO toys. 
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Furthermore, as marketing blogger Mills (2014) emphasises, companies need to be quick when using 

trending internet memes, as one of the major downsides to internet memes is the short life span. A 

company trying to establish itself or its brand as trendy and relatable might shoot itself in the foot by not 

keeping up with what is trending and thus lose respect. While the Doge internet meme proved 

recognisable in the HBO simulation (47 %), one respondent commented that ‘Doge is dead’, insinuating 

that this internet meme is already too old.  

Strong companies  are efficient at consumer retention; however, the company’s brand image may 

deteriorate and loyalty may decrease, if the company’s loyal consumers feel the relationship is one-sided 

or the company does something that the consumers do not feel is consistent with their current or desired 

identity (Huang & Mitchell, 2014). As such, companies must be sure to understand who their loyal 

consumers are, and whether they would appreciate memetic branding initiatives or not.  

The power of internet culture must not be undervalued or underestimated. Ryan & Jones (2011) warn 

that while social media is appreciated by companies for its ability to enhance their brand image, 

reputation, reach, and influence, it is not a neutral zone; it shares more similarities with a minefield. A 

memetic marketing initiative that is unwelcome, insensitive, or disapproved of for other reasons may 

create a backlash of the characteristics mentioned above. The initiative will thus result in deterioration of 

the brand image, reputation, reach, and influence.  

 

SUB-CONCLUSION 

During this section, it was found that successful branding can have various positive effects on a company 

and increase its brand strength and competitive advantage. This strategy is targeted towards existing 

consumers, and the primary purpose is to increase or maintain positive attitudes toward the brand. The 

success of the content is dependent on consumers recognising the internet meme that the initiative is 

based on and appreciating the initiative. One of the benefits of memetic branding initiatives is that using 

an internet meme can require few creative efforts from the companies’ side, if they remix an existing, 

trending internet meme, although the companies should make sure that the internet meme is still 

trending. While memetic branding initiatives can increase brand likability, it remains academically 

uncertain whether branding improves purchase behaviour, credibility, and other relevant factors to 

enhance company performance.  
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H3: MEMETIC MARKETING APPROACHES FOR CUSTOMER ENGAGEMENT PURPOSES 

INTRODUCTION 

The focal point of this section is to examine how companies can use memetic marketing for customer 

engagement purposes. The section begins with a discussion of what purpose a memetic customer 

engagement strategy would serve, and what the desired outcome of such a strategy would be. Next, one 

example of memetic content that encouraged consumer engagement with a company is presented and 

analysed. An evaluation of the benefits and detriments of a memetic consumer engagement strategy 

follows, and the section is finalised with a sub-conclusion.  

 

PURPOSE 

The academic understanding of customer engagement is based on ’the existence of a customer’s 

interactive, cocreative experiences with a specific engagement object (e.g., a brand)’ (Brodie, Hollebeek, 

Jurić & Ilić, 2011, p. 264). Research suggests that high levels of customer engagement provide companies 

with superior corporate performance and advantage, as the company’s customers can provide referrals 

and recommendations for the company’s services and products (Pihl, 2013).  

In customer engagement, the customer is the co-creator of value in the interactive relationship with the 

company. When companies adapt customer engagement strategies, the companies’ messaging shift 

‘from a transactional perspective to an interactional perspective where the brand becomes a part of the 

consumer’s own identity’ (Ashley & Tuten, 2015, p. 17). As such, the value is determined by the 

beneficiary, that is, the customer (Brodie et al., 2011), and sufficient interaction and reciprocation are 

therefore essential to customer engagement (Islam & Rahman, 2016). Jahn and Kunz (2012) found in their 

study of consumer participation in company profile pages on Facebook that functional and hedonic 

contents were participation drivers. The motivators to participation were found to be: entertainment, 

such as want for escapism; hedonism; enjoyment and other emotions; level of information and; irritation 

as a ‘demotivator’ for consumers needing to avoid distractions, anxiety, and other phenomena that dilute 

human experiences (Luo, 2002). 

Van Doorn et al. (2010) find that ‘customer engagement behaviors go beyond transactions,’ and thereby 

suggest that the higher the level of engagement the customer has with the company, the more loyal the 

customer is. Customer loyalty refers to customers’ deeply held commitment to a company or a company’s 
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product, thereby resulting in consistent, repetitive purchases (Oliver, 1999), resistance of company and 

product-switching behaviours (Islam & Rahman, 2016), as well as spreading positive word-of-mouth (Pihl, 

2013). These are all behaviours which research suggests are linked to greater company performance (Pihl, 

2013). Furthermore, retaining existing customers is an inherently more cost-effective approach in 

comparison to acquiring new customers  (Anderson & Mittal, 2000), and loyal customers may also take 

on the role as brand advocates, inspire acquaintances in their personal networks to the brand (Shoemaker 

& Lewis, 1999), and defend the brand during issues or crises (Coombs & Holladay, 2006). As such, 

companies consistently seek and take initiatives to actively build customer loyalty to increase or maintain 

the level of engagement customers have with the company.  

What distinguishes a traditional customer engagement strategy from a memetic customer engagement 

strategy is how the company asks the customer to be creative and not just like it or share it. With memetic 

customer engagement marketing, the company may therefore encourage their persons to remix content 

similarly to an awareness strategy. However, while a memetic awareness strategy is targeted towards the 

masses (‘spread’) and does not invite to further interaction with the company, a memetic customer 

engagement strategy targets existing consumers (‘depth’) and invites consumers to interact with the 

company.  

In brief, memetic customer engagement initiatives depend on the customer to react to the initiative, 

interact with the initiative, and thereby provide meaning to the company’s initiative. In order to get 

customers to interact, the initiative should contain elements such as humour to get customers’ attention 

and have them engage with the content. The main purpose of a memetic customer engagement strategy 

can therefore be argued to be customer retention.  

 

EXAMPLES 

Example of campaign: IKEA Singapore’s Shelf Help Guru 

The Singaporean division of IKEA, a multinational 

designer and seller of ready-to-assemble furniture and 

home accessories, requested its followers on Facebook 

to ask its Shelf Help Guru named Fille Güte questions 

on how to improve their bedroom and bathroom areas. 

Participating in the Facebook thread, participants 

entered into a contest for a chance to win a prize of 50 
IMAGE 11: IKEA SINGAPORE'S SHELF HELP GURU. SOURCE: 

IKEASINGAPORE (2015) 
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dollars to IKEA Singapore (IKEASingapore, 2015). To drive engagement and participation, IKEA Singapore’s 

social media team responded to comments with a funny internet meme starring the Shelf Help Guru. IKEA 

Singapore would convert images of the Shelf Help Guru into image macros with superimposed text as 

replies on Facebook. The replies would play on words, making references to furniture and home 

accessories, and the replies would furthermore feature a link to a product from IKEA to help improve the 

participant’s situation mentioned in the question. While the same image macro would be used in several 

comments, each internet meme posted was personalised to the question. Users even posted their own 

image macros with home accessories that played on words related to furniture throughout the thread 

(IKEASingapore, 2015). 

The success of the campaign highlights the power of offering incentives and using contents to promote 

and encourage engagement through social media. While some smaller companies may feel discouraged 

due to the cost of the prizes, Ryan & Jones (2011) emphasise that ‘everyone loves to win something’ and 

go on to explain that contests with low-cost prizes can generate plenty of social media buzz. Contests can 

expose companies to new persons and potential customers who may not participate themselves, but will 

be exposed to the contest and thereby the company due to their acquaintances who do take part.  

 

STRATEGIC ADVANTAGES AND DISADVANTAGES 

A major advantage to customer engagement is how it can increase brand love (Islam & Rahman, 2016). 

Love of the brand is essential, as engaged customers are not passive recipients of branded information; 

they can become active participants (Schmitt, 2012). Engaged customers participate either passively, 

where they simply consume the company’s content, or actively, where they for example submit consumer 

generated-stories (Hutton & Fosdick, 2011) and share the company created content or opinions on the 

company with acquaintances (Ashley & Tuten, 2015). Effective customer engagement creates loyal, 

dedicated, and protective customers. 

Another major advantage of loyal customers is how research finds that customers tend to remain loyal. 

As found by Kohli et al. (2015), ‘consumers are cognitive misers, and hence parsimonious when it comes 

to using information. As a result, they desire to stay with the same brand if they are satisfied. Even a ‘good 

enough’ brand may restrain them from trying new brands’ (p. 3). According to Kohli et al., customers stay 

with the same brands to avoid spending time and money in trying out new company-owned brands, 

whether the quality, the service, or other benefits may be better than the brand that they already know 

and love. Kohli et al. furthermore emphasise that consumers remain loyal to a brand because they may 
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find that the brand reflects their current or desired identity. This identification with a brand ‘is a more 

stable state and not easy to disrupt’ (p. 3). The costs of the marketing initiatives may therefore be 

compensated by the gain of customer retention.  

Marketers generally categorise social media as a channel for branding purposes (eMarketer, 2013). 

However, Laybats and Tredinnick (2015) warn that it is a mistake ‘thinking of social media as a simple 

brand vehicle, and ceding control over the message is fundamental to the network structures of social 

media interactions’ (p. 200). Customer engagement can be very rewarding for companies; however, in 

comparison to memetic awareness strategies and memetic branding strategies, memetic customer 

engagement strategies require more resources such as creative efforts and time. Once memetic 

awareness or branding content have been distributed, the content requires little or no further effort from 

the company; however, memetic customer engagement requires interaction between the company and 

the customer, as was exemplified in the IKEA Shelf Help Guru, where the IKEA Singapore social media 

team responded with different memes to comments with a question posted.  

A classic approach to engage consumers in content is by carrying out contests, as the example of the Shelf 

Help Guru. While the hope of winning a prize is an effective approach to immediate engagement, the 

question remains whether the contest inspires long-term engagement with the company. If users solely 

engage with companies to win prizes, they can hardly be qualified as loyal customers, which is the desired 

outcome of a customer engagement strategy. As stated by Evans (2010): 

‘Your firm or organization needs to assert its relevance and then deliver through utility, emotion, 

or gained knowledge some sort of tangible value if it is to develop a strong bond with your 

customers that outlast contests, advertising spending, and other direct incentives aimed at driving 

early involvement with the online social presence of the brand, product, or service’ (p. 86).  

Extending on this, Bergkvist and Bech-Larsen (2010) stress brand love as a vital driver of engagement. 

Without brand love, there can be no long-term customer engagement. And with no customer 

engagement, there can be no customer loyalty (Islam & Rahman, 2016).   

Karram (n.d.) also warns that customer engagement initiatives are not necessarily as engaging as 

companies would think; essentially, it depends on the audience. For a memetic customer engagement 

approach to become a success, the intended audience must appreciate the concept of internet memes 

in terms of humour, creativity, and trendiness. ‘If your audience has older members […] all you’ll do is 

alienate them with images they don’t understand’ (Karram, n.d.).  
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SUB-CONCLUSION 

Throughout this section, it was found that successful customer engagement strategies will drive 

customers to participate in the initiatives that a company puts forth. The engagement can strengthen the 

company-customer relationship and increase customer loyalty; factors, which result in customer 

retention. The main target audience is therefore existing or potential customers. The success of the 

content is dependent on customers participating in the initiative to provide meaning. Benefits of memetic 

customer engagement strategies are how engaged customers are dedicated and loyal to a brand, even if 

presented with an alternative, but similar product. However, a lot of effort and resources go into engaging 

customers on a long-term basis.  

 

 

MEMETIC MARKETING CONSIDERATIONS 

Companies face a major marketing opportunity when using internet memes for marketing purposes. 

However, as with any strategic choice, the company must consider the various aspects of the strategy, 

here presented chronologically in the various stages of the marketing initiative: First, the size and area of 

business; next, the format and content; third, legal issues, such as the subjects of the internet meme and 

intellectual property rights; and fourth, the post-launch considerations such as the reactions from 

stakeholders to a memetic marketing initiative. Companies must consider whether the pros outweigh the 

cons to formulate a strategy aiming at a successful outcome. The structure will be illustrated below. 

 

FIGURE 15: STRUCTURE OF SECTION ON CONSIDERATIONS 
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THE SIZE OF THE COMPANY 

Laybats & Tredinnick (2015) make a point on how impromptu 

and creative social media updates may pose a risk too great 

for large companies with very diverse followers or subscribers. 

In the case of internet memes, it is relevant for companies to 

consider, as some internet memes may not be appreciated by 

all cultures, nationalities, minorities, etc. A possible example hereof is the Italian Hand meme, which is an 

image macro series with pictures of hands performing various activities while making a finger purse hand 

gesture. The phrasal template ‘How Italians [a verb and in some instances followed by a noun]’ was placed 

in the image in superimposed text. An audience that may not find this internet meme particularly funny 

could be Italian followers of a company.  

An established organisation with followers from all over the world would stand to lose followers and 

credibility by an ill-judged social media statement that could result in a social media storm. As such, they 

would seek to minimise the risk. However, smaller companies with local or regional followers could situate 

themselves as alternatives to the large conglomerates and thereby exploit the informal register of 

internet memes to attract and position themselves to followers in a way that the audience would 

appreciate (Laybats & Tredinnick, 2015). 

 

THE AREA OF BUSINESS 

In the questionnaire, the respondents were asked to suggest some areas of business, where they would 

find memetic marketing initiatives inappropriate. In general, areas of business that they characterised as 

‘serious’, ‘professional’, or managing a ‘delicate and/or personal subject’ were found to be unsuitable for 

memetic marketing. One respondent answered: ‘In more serious companies, where the company’s 

actions potentially can cause economic losses for customers or society or where the companies can 

influence people’s health – for example hospitals, patients’ associations, regions, insurances etc.’. There 

appeared to be a common census that memetic marketing was not appropriate in the health sector, such 

as the psychiatric sector, doctors, hospitals, apothecaries, nursing, and pharmaceuticals. Other areas of 

businesses that were mentioned were a) asylum institutions, b) undertakers, c) lawyers, d) humanitarian 

organisations and relief aid, e) financial sector, such as banks and insurance, f) public administration, such 

as tax authorities, municipalities, adoption services, and g) B2B companies.  

 

IMAGE 12 EXAMPLES OF ITALIAN HAND MEMES 
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APPROACHES TO MEMETIC MARKETING 

A distinction must be made between two types of approaches of memetic marketing: ‘memejacking’ and 

‘memescaping’. With memejacking, the companies use an existing internet meme, often one that’s 

trending already (Markowski, 2013). The risk is therefore relatively low, seeing as the internet meme is 

successful, and the cost of the marketing initiative can be relatively low, as the memejacked upload 

requires little time for out-of-the-box creative thinking; ‘no graphic designer is required to crank out a 

meme’ (McNevin, 2015). For memejacking to work, it is essential that companies identify the appropriate 

and relevant internet meme or viral event before it becomes outdated.  

With memescaping, the companies create a new meme from scratch (Markowski, 2013). Risk is thereby 

relatively high, because the companies are not guaranteed that the recipients will find the content 

humorous, be interested in it, or if they will merely scroll past it. Furthermore, there are assumedly 

greater costs related to this approach, as more hours designated for creativity, graphics, and legal are 

required.  

 

SUBJECTS OF INTERNET MEMES 

Being that internet memes are basically the joke of the internet, the subjects of these internet memes 

garner a lot of attention, whether the subjects welcome the attention or not. According to Ben Lashes, 

who manages a catalogue of internet memes, internet memes are ‘not just dumb things on the Internet,’ 

they are ‘the next huge pop culture characters’ (Sax, 2012).  Some subjects embrace it and some do not 

appreciate it, as they in several cases become the butt of an international joke, where they are unable to 

change the tone of the internet meme, remove themselves from the internet meme, or influence the 

distribution of the internet meme (Knobel & Lankshear, 2005). While internet users may process the 

context of the original material, whether it be video, audio, or imagery, and find it humorous in the new 

context that they themselves have created and remixed, the subjects of the original material may have 

been uncomfortable or in distress. It may be presumptuous to assume that the subjects of the original 

material find the internet meme as humorous as the distributors of the internet meme.  

Companies should consider whether to contact the subject of the internet meme directly or potentially 

their agency, which has become more common with the increasing popularity of internet memes (Sax, 

2012), to get their approval of referring to it or using it. 
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INTELLECTUAL PROPERTY RIGHTS 

While the cost-friendliness and ease of internet memes are attractive for marketing initiatives, it is 

essential for companies to consider the intellectual property rights of the internet meme. While creators 

can use and remix any internet meme for their own and their acquaintances’ entertainment, once the 

remix of an internet meme has any sort of commercial interest, the owner (whether it be the subject or 

the creator) may claim infringement of rights. Even if the owner of the media in question has not 

registered the media, they can still be granted intellectual property protection (Deanne, 2012).  

The company can attempt to negotiate a permit with the owner of the property rights, who could grant 

the company permission to use the material, usually with a compensation (Mills, 2014); however, during 

the negotiations, the internet meme may become outdated. This consideration underlines again how 

essential it is for companies to track trending internet memes and to know how far the trending internet 

memes are in their lifecycle.   

 

INSTANT REACTION AND LONG-TERM ASSOCIATIONS 

As mentioned previously, memetic literacy is essential for creators to make sure that the remix is in good 

taste. In case of mismanaged memetic marketing campaigns, internet memes can discredit companies 

(Cozma, 2015). Companies must understand the context of the internet meme to use it correctly, as they 

will experience an instant reaction which could affect the consumers’ long-term associations of the 

company.  As such, companies should use theory on memetic marketing not only on how to create or 

remix an internet meme, but also on how not to:  

‘Can an ad be misinterpreted to prompt ridicule or associations with ideas that will reduce 

consumption? If so, once the unfortunate development is discovered, the advertising will of course 

be stopped. And will that solve the problem and halt the replication of the damaging idea? Of 

course not’ (Gelb, 1997, p. 59).  

The internet can be a hostile environment for companies; internet communities are not forgetful and 

tend to be unforgiving, even if the brand removes the upload. The marketing initiative may continue to 

circulate on user-generated websites and news sites, referring to it in their compilation articles on the 

‘worst marketing campaigns made’ and so on. 
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ENDORSEMENTS AND CREDIBILITY 

While many companies assumedly like the idea of viral content, as it may function as a method to gain 

new consumers, the question remains whether it would enhance credibility, increase endorsements or 

popularity, or inspire positive purchase behaviour from existing or even new consumers. Consumer 

response to social media initiatives is usually measured in whether the consumer ‘links, bookmarks, blogs, 

refers others, clicks, friends, subscribes, submits an inquiry or idea, and/or buys the brand’ (Ashley & 

Tuten, 2015, p. 17). However, internet memes are not popular among all demographics, as was shown in 

the results from the questionnaire, and the entire point of memetic marketing is to connect with the 

target audience by association. If the company’s target audience is an older population, who are unlikely 

to be knowledgeable or fond of internet memes, the company risks alienating itself with its target 

audience with awareness, branding, or customer engagement initiatives that the target audience does 

not understand or appreciate (Karram, n.d.). As such, the company risks losing credibility with its target 

audience and lose endorsements from consumers.  

Ryan and Jones (2011) underline in their book on successful digital marketing campaigns that companies 

must look for existing and deep-seated characteristics in their target demographics and must understand 

and leverage those characteristics to maximise their desired appeal to those consumers. If internet 

memes do not appeal to the target demographic, it would not make sense to use memetic marketing.  

 

COMMUNITIES DO NOT APPRECIATE THE EFFORT AND ‘TROLLS’ 

Another danger of memetic marketing is how target consumers may become exhausted with it. People 

consuming internet memes may feel part of a larger community, part of the ‘inside joke’. Companies’ 

memetic marketing efforts may cross the border of the communal territory and try to push themselves 

into a community where they and their initiatives are not welcome (Cozma, 2015). Users may even feel 

provoked that companies attempt memetic marketing. No matter how hilarious, sharable, relatable, or 

engaging the internet meme may be, ‘culture eats strategy for breakfast,’ is a famous phrase in the world 

of strategic management attributed to the late business guru Peter Drucker (Hyken, 2015) and is 

applicable to the case of online communities.  

A manner in which members of a community or other social media users who feel provoked by the 

initiatives may respond, is by ‘trolling’ (the term can function as both noun, adjective, and verb). Whitney 

Philips, a New York University lecturer working on a book about ‘internet trolls’, defined a ‘troll’ as 

someone who ‘deliberately disrupt[s] online discussions in order to stir up controversy’ (Rampton, 2015). 
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‘To troll’ has furthermore proven correlated positively with sadism, which is the delight in the harm of 

others; as well as Machiavellianism, which is a person’s tendency to be unemotional. Trolls are found to 

experience an emotional benefit in causing or observing the suffering of others (Rampton, 2015). These 

traits could suggest that trolls do not consider the consequences for the receiving end of their trolling 

behaviour. Instead, both practicing marketers Rampton (2015) and York (2015) emphasise that 

companies should not respond to the trolls or devote too much time in dealing with them. Rampton 

underlines that while companies can hire moderators or purchase software for blocking purposes, it takes 

money to defend yourself against online trolls’. Instead, both Rampton and York encourage companies to 

focus on building a strong online presence and community. A strong digital community of supporters will 

not be influenced by trolling comments and may even defend the brand against trolling behaviour.  

 

 

SUMMARY 

Throughout part six, the two questions of why companies should consider memetic marketing as well as 

what purposes memetic marketing would serve are discussed.  

To answer the first question, the current marketing landscape in terms of traditional one-way 

communication was reviewed. Consumers are dissatisfied with traditional advertising, and with the ever-

increasing use of mobile devices, advertisements have become more intrusive. To avoid advertisements 

all together, consumers are increasingly installing ad blocking services on their devices. However, 

consumers appear to appreciate influencer marketing, strategies focused on engagement, and sharable 

content. Internet memes provide companies with cost-efficient content that consumers appear to like.  

Following the review, three purposes of memetic marketing were discussed: awareness, branding, and 

customer engagement. Memetic awareness marketing is efficient to generate awareness of the company, 

but entails a relatively high risk; there is no guarantee that the material will go viral and thereby generate 

awareness. Furthermore, there appears to be no evidence that company-produced content encourages 

consumers to purchase or that it enhances likability.  

Memetic branding marketing can be used to position the company and appeal to consumers. The risk is 

not high, as memetic brand marketing is based on an existing internet meme. However, it is essential for 

companies to understand the internet meme fully and remix it before it becomes outdated.  
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Memetic customer engagement focuses on engaging the consumers and encouraging the consumers to 

interact with the company. This interaction is intended to enhance the consumer-company relationship, 

which can result in customer loyalty. In comparison to memetic and branding strategies, the cost is 

relatively high, as resources for creativity and interaction are essential.  

Following the three hypotheses, the considerations that companies must make prior to initiating a 

memetic marketing strategy were covered. Here, it was found that companies must consider their area 

of business and size of company, whether to memejack or memescape, legal issues, and how memetic 

marketing initiatives will affect consumers’ associations with the company. 
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PART SEVEN: 

CONCLUSION 

During the course of the research and writing process, three areas of memetic marketing have been 

investigated: initially, the understanding of and the consumption of internet memes; secondly, the 

changing landscape of marketing; and lastly, how companies can use memetic marketing. To the best of 

the author’s knowledge, this thesis is the first or at least one of the first academic papers in Denmark on 

memetic marketing and consumers’ perception of memetic marketing. The main contribution of this 

study is therefore to the limited field of memetic marketing research, and the study’s findings may have 

wider implications for the understanding of consumption of internet memes in niche communities and in 

pop culture.  

Part seven seeks to answer the research question as featured in the introduction. To answer this question, 

part seven will review the findings from the analyses and discussions featured across the thesis.  

While a clear and sound definition of internet memes was not achieved, a discussion of the characteristics 

found that while the concept of internet memes has moved beyond its original biological component, the 

spread element remained. The level of consumption was found to have increased corresponding with the 

surge of social media consumption. For any joke on the internet to become an internet meme, some sort 

of recognisable component must be consistent across the remixing behaviour, which consumers ‘decide 

upon’. Furthermore, internet memes used to signify some exclusive communal belonging; however, 

internet memes have gained momentum across social media and are appearing in pop culture frequently 

to the degree that many social media users have come to recognise and recall the different internet 

memes.  

The results from the survey indicated that respondents in general welcomed the idea of memetic 

marketing initiatives, although various factors, e.g. area of business, the internet meme itself, the joke, 

the type of marketing initiative, the target audience, and other influenced their perception. Respondents 

generally indicated that memetic marketing in advertising was not preferable. Instead, respondents 

suggested that they preferred memetic marketing initiatives on social media platforms due to the 

informal tone. In addition to this, many responses indicated that such initiatives would not alter their 

perception of the company.  

Recent research suggests that the landscape of digital marketing is undergoing a change; users are 

disinterested and become agitated with the increasingly intrusive digital advertisements on electronical 
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devices. Instead, users take measures to avoid advertisements and instead appear to appreciate 

influencer marketing as well as interesting and sharable content.   

With the analysis above in mind, three hypotheses were developed and discussed. It was found that 

memetic marketing can be used to connect with consumers with memetic awareness, branding, and 

customer engagement marketing initiatives. Memetic content intended for awareness marketing proved 

efficient to generate awareness of a company or its products, although the company risks wasting its 

resources, as there is no guarantee that the content will go viral or increase likability.  

Memetic branding marketing can be used to differentiate the company and connect with the consumers 

by having the company appear more informal, less corporate, and trendy. However, for a company to 

remix an existing internet meme to appear relatable to consumers, companies must research the internet 

meme to understand its inherent meaning and its lifecycle. Successful memetic customer engagement 

marketing can encourage customers to engage and interact with the company, which may strengthen the 

customer-company relationship. It is vital for companies to understand its target audience when using 

such a strategy, because the initiative has no meaning if no one interacts with it.  

Finally, the various considerations that companies must make before developing a memetic marketing 

initiative were analysed and discussed. It was found that companies must consider the following aspects: 

Their area of business, as consumers may find memetic marketing inappropriate for the business area. 

The size of the company, as a large company is likely to have followers of various cultures and 

nationalities, and they may not understand or appreciate the initiative. Whether to memejack or 

memescape, as there are advantages and disadvantages with each approach.  The subjects of the internet 

memes, who may become agitated with the company’s usage.  Intellectual property rights to avoid legal 

issues. Whether the target group would appreciate the initiative and whether the content of the initiative 

may affect consumers’ long-term associations with the company negatively, and finally how consumers 

may show antagonistic behaviour to the company if they do not appreciate the initiative.  

 

REFLECTIONS ON STUDY AND FURTHER RESEARCH 

This thesis has featured one possible method of investigating consumer perception of four various 

memetic marketing simulations. The results can provide a small insight into a larger, relatively 

undocumented field of marketing from an academic perspective. The thesis may inspire further research, 

which can someday be used to develop conceptual models for students, researchers, and practitioners 

to use. Other approaches to data collection and other simulation scenarios may yield different results. 
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After making the conclusions as described above on the findings from this study, a number of critical 

reflections and questions have arisen:  

First, in the questionnaire, it became clear that several respondents did not understand that the Danish 

word ‘markedsføring’ (English: ‘marketing’), which was used several times throughout the questionnaire, 

included more practices than solely ‘reklame’ (English: ‘advertising’). The author had considered this prior 

to distributing the questionnaire; three of the four simulations appeared on the companies’ social media 

pages, which have a tendency of being more informal in comparison to standard advertising. In 

retrospect, if the types of types of marketing communication had been expressed more clearly in the 

questionnaire, this could perhaps have resulted in more positive responses, as some people complained 

that internet memes were unsuitable for advertising, that they would not like memetic content as 

sponsored content, and that the message of the internet memes would not generate positive purchase 

behaviour.  

The results of the questionnaire may also have been influenced by distorted age group of respondents. A 

larger sample response, in particular a larger proportion of consumers of 11-20 years, would assumedly 

generate a different result, although not necessarily more favourable of memetic marketing.  

As memetic marketing is a relatively undocumented topic in academia, it is difficult to suggest further 

research. However, some suggestions could be: 

- Survey on how consumers would react to other types of marketing initiatives, videos, hashtags, 

challenges and gifs to name a few. 

- Focus group discussions on memetic marketing initiatives in terms of branding, engagement, and 

awareness. 

- One-on-one interviews on memetic marketing initiatives in terms of brand, engagement, and 

awareness. 

Further investigation into the possibilities of memetic marketing may be the first step towards developing 

and executing marketing initiatives that consumers will welcome, actively search for, engage with, have 

a positive perception of, and react to in other ways that will benefit companies in terms of cost 

advantages, strong positioning, strengthening the company-consumer relationships, and more.   
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APPENDICES 

APPENDIX A: PRESENTATION OF THE QUESTIONNAIRE 

APPENDIX A.1: INTRODUCTION TO QUESTIONNAIRE (TRANSLATION FROM ORIGINAL DANISH VERSION) 

Thank you for taking your time to fill out this questionnaire! 

This survey is in Danish and is intended for Danish-speaking respondents. I thank you for your interest. 

I am writing a master’s thesis on how companies can use internet memes in their marketing. Your 

thoughts on the subject is of major value to me! 

Therefore, there are no answers better or more correct than others. It is in not a requirement that you 

have knowledge of internet memes or follow the companies that are featured later in the questionnaire 

on social media.  

The questionnaire takes approximately 15 minutes to complete. 

As a thank you for your participation, you are offered the opportunity to enter a contest to win a 200 

kroner gift card. For more information about the gift card, go to their website: www.gavekortet.dk. 

If you have feedback, questions, or other comments, please feel 

welcome to contact me at soto11ac@student.cbs.dk.  

To begin the questionnaire, press the arrow below. 

Thank you in advance for your help! :-) 

Sofie Strøm Toustrup 
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APPENDIX A.2: PERCEPTION OF MEMETIC MARKETING 

Here are some examples of companies’ use of internet memes in their advertising and on social media:  

 

 

 

 

 

When a company uses internet memes in its marketing, do you think (please choose several answers): 

o It is funny 

o It is quite alright 

o I like the company better 

o I do not like the company better 

o It is not funny 

o It is not okay 

o I dislike the company 

o It makes me want to follow the company 

on social media 

o It does not make me want to follow the 

company on social media 

o It is a bad idea 

o It feels forced 

o It is a good idea 

o I stop following the company on social 

media

Can you mention industries where you do not think that it would be okay to use internet memes? If yes, 

which? If no, you don’t have to write anything. 
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APPENDIX A.3: INTRODUCTION TO SIMULATIONS 

In the following part of the questionnaire I ask you to consider different made up scenarios – the so-called 

marketing simulations. Afterwards, you will be asked some questions about your thoughts on the 

simulations. These simulations are therefore NOT prepared in collaboration with the companies 

mentioned, and the companies can therefore not be held accountable for the statements that appear in 

the simulations.  

 

 

APPENDIX A.4: FIRST SIMULATION: CROSSFIT COPENHAGEN 

CrossFit is a strength and condition program built on constantly varying 

functional movements that are carried out with relatively high intensity. 

CrossFit Copenhagen is the biggest provider of CrossFit exercise options 

in Denmark. 

In this simulation you are asked to look at the image below. Afterwards, 

you will be asked some questions about your perception of the scenario.  

What do you think, when you see the image? Please choose several 

answers.  

o It is funny 

o It is quite alright 

o I like the company better 

o I do not like the company better 

o It is not funny 

o It is not okay 

o I dislike the company 

o It makes me want to follow the company 

on social media 

o It does not make me want to follow the 

company on social media 

o It is a 

bad idea 

o It feels forced 

o It is a good idea 

o I stop following the company on social 

media 

o I think it would be a good idea for the 

company to use it in marketing 

o I think it would be a bad idea of the 

company to use it in marketing
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If you want to, you can elaborate on your answers here: 

 

Additional questions to the simulation: 

Do you use/have you used CrossFit Copenhagen?  Yes No 

Do you follow CrossFit Copenhagen on social media?  Yes No 

Do you recognise the internet memes from the simulation? Yes No 

 

 

APPENDIX A.5: SECOND SIMULATION: LEGO 

LEGO is a Danish toy manufacturer 

that produces and sells Lego bricks 

and more.  

In this simulation you are asked to 

look at the image below. Afterwards, 

you will be asked some questions 

about your perception of the 

scenario.  

What do you think, when you see the 

image? Please choose several answers.  

o It is funny 

o It is quite alright 

o I like the company better 

o I do not like the company better 

o It is not funny 

o It is not okay 

o I dislike the company 

o It makes me want to follow the company 

on social media 

o It does not make me want to follow the 

company on social media 

o It is a bad idea 

o It feels forced 

o It is a good idea 

o I stop following the company on social 

media 

o I think it would be a good idea for the 

company to use it in marketing 

o I think it would be a bad idea of the 

company to use it in marketing



If you want to, you can elaborate on your answers here: 

 

Additional questions to the simulation: 

Do you use/have you owned LEGO toys?   Yes No 

Do you follow LEGO on social media?   Yes No 

 

 

APPENDIX A.6: THIRD SIMULATION: GOSH COPENHAGEN  

GOSH COPENHAGEN is a young and innovative Danish company that produces e.g. perfumes, makeup 

and body care products.  

Contouring is a makeup method where you 

can highlight your cheekbones, change the 

shape of your face, or make your nose look 

smaller.  

In this simulation you are asked to look at the 

image below. Afterwards, you will be asked 

some questions about your perception of 

the scenario.  

What do you think, when you see the image? 

Please choose several answers.  

o It is funny 

o It is quite alright 

o I like the company better 

o I do not like the company better 

o It is not funny 

o It is not okay 

o I dislike the company 

o It makes me want to follow the company 

on social media 

o It does not make me want to follow the 

company on social media 

o It is a bad idea 

o It feels forced 

o It is a good idea 

o I stop following the company on social 

media 

o I think it would be a good idea for the 

company to use it in marketing 
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o I think it would be a bad idea of the 

company to use it in marketing

If you want to, you can elaborate on your answers here: 

 

Additional questions to the simulation: 

Do you use/have you used GOSH COPENHAGEN?  Yes No 

Do you follow GOSH COPENHAGEN on social media?  Yes No 

Do you recognise the internet meme from the simulation? Yes No 

 

 

APPENDIX A.7: FOURTH SIMULATION: HBO NORDIC 

Home Box Office (HBO) is an American pay-tv 

channel that broadcasts cinema films, self-

produced television series and other series. 

Game of Thrones is a very popular show on HBO. 

Throughout the series there are made several 

references to the upcoming winter.  

In this simulation you are asked to look at the 

image below. Afterwards, you will be asked 

some questions about your perception of the 

scenario.  

What do you think, when you see the image? Please choose several answers.  

o It is funny 

o It is quite alright 

o I like the company better 

o I do not like the company better 

o It is not funny 

o It is not okay 

o I dislike the company 

o It makes me want to follow the company 

on social media 

o It does not make me want to follow the 

company on social media 

o It is a bad idea 

o It feels forced 

o It is a good idea 
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o I stop following the company on social 

media 

o I think it would be a good idea for the 

company to use it in marketing 

o I think it would be a bad idea of the 

company to use it in marketing

If you want to, you can elaborate on your answers here: 

 

Additional questions to the simulation: 

Do you subscribe/have you subscribed to HBO Nordic?  Yes No 

Do you follow HBO Nordic on social media?  Yes No 

Do you recognise the internet meme from the simulation? Yes No 

 

 

APPENDIX A.8: ADDITIONAL QUESTIONS 

In this part of the questionnaire I will ask some additional questions.  

Have you shared one or several internet memes with one or 

several of your acquaintances? 

No Once Several times Regularly 

Have one or more of your acquaintances shared one or more 

internet memes with you? 

No Once Several times Regularly 

Have you tried creating an internet meme by using e.g. 

Meme Generator? 

No Once Several times Regularly 

Have you tagged someone in a post because the post was 

funny? 

No Once Several times Regularly 

Have someone tagged you in a post because the post was 

funny? 

No Once Several times Regularly 

Have you tagged someone in a post with an advertisement 

because the advertisement was funny? 

No Once Several times Regularly 

Have someone tagged you in a post with an advertisement 

because the advertisement was funny? 

No Once Several times Regularly  



What is your age? 

o 10 years or younger 

o 11-20 years 

o 21-30 years 

o 31-40 years 

o 41-50 years 

o 51-60 years 

o 61-70 years 

o 71 years or older

 

APPENDIX A.9: FINAL INFORMATION 

Now we have reached the end! 

If you are not interested in participating in the contest, please do not enter anything in the text field below 

and instead just press the arrow below. Please note that your e-mail will not be passed along to third 

parties and will not appear in the final project. If you want to participate in the contest, please enter your 

email address below. 

COMPETITION CONDITIONS 

The respondents, insofar they enter their email address, enter a contest with a prize of 1 SuperGavekort gift card for 200 kroner. For more information 

about the prize, visit www.gavekortet.dk.  

The contest is by no means supported, sponsored, or administrated by Facebook, LinkedIn, Twitter, or Instagram, or any of the companies appearing 

in the questionnaire. 

The contest winner will be chosen randomly among the respondents by Sofie Strøm Toustrup’s three-year-old nephew, who is unable to read and 

cannot be partial in any way. 

The contest winner will be contacted per email, insofar the correct email has been provided. 

The contest winner will be sent the prize. 

In case of doubt or disagreement about the contest conditions, Sofie Strøm Toustrup establishes the interpretation. The prize cannot be interchanged 

to other goods or capital. All taxes and fees to the State has been paid. 

Sofie Strøm Toustrup reserves the right to publish first name and city of the contest winner. The contest winner will be contacted between April and 

June 2017.  

Participants accept the terms and conditions described above.  

Thank you for your answers – you rock! 

If you want to try out being even more awesome, please share the questionnaire with your network.  

Have a great day :-)  

Sofie Strøm Toustrup 

soto11ac@student.cbs.dk  



APPENDIX B: PRESENTATION OF RESULTS 

APPENDIX B.1: PERCEPTION OF MEMETIC MARKETING IN GENERAL (BAR CHART) 

 

 

APPENDIX B.2: INDUSTRIES 

Answers to the question: Can you mention industries where you do not think that it would be okay to 

use internet memes? If yes, which? 

• Undertakers and refugee homes 

• I don’t think that e.g. undertakers should use memes.  

• Serious businesses 

• The health sector, the psychiatric sector, cultural areas 

• No 

• Hospitals/the pharmaceutical  

• Lawyers  

• Actually all kinds of services/industries, that deal with delicate and/or personal matters. The use 

of memes in these areas would make them appear unserious and unprofessional, and I would 

not want to contact them. But for sales and marketing of more general services, memes would 

make it more fun to feel “hit” by marketing.  

• Hospitals 

• Public administration, among others. Generally I don’t like the idea that companies, institutions 

etc. use internet memes  
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• It seems unserious and is just a smart advertising trick 

• Humanitarian organisations 

• No 

• Banks 

• No 

• None – it’s turbo cringe, and I have never seen it done correctly. 

• Telephone companies, hotels, airline companies 

• No 

• In principle, everyone can use it, if it is funny. But very few memes are actually funny and 

become popular via “organic” viral marketing. When you combine a marketing budget with 

memes, you get a lot of not funny things stuck in your face every day.  

• No, it’s OK that they use memes, I just don’t think they are interesting.  

• Such as medicine, tobacco etc.  

• Anything that is serious or professional in any way 

• When related to terror, sickness etc. Serious topics that should not be addressed with humorous 

memes. It’s inappropriate with serious diseases.  

• No 

• Within healthcare, e.g. Hospitals/doctors/the pharmaceutical industry. I think that these areas 

should be serious and neutral in their marketing. 

• In serious business, where the company’s actions potentially may lead to financial losses for 

their customers, or within areas where they may potentially have influence on people’s health, 

e.g. hospitals, the Danish regions, insurance companies etc.  

• It depends on how memes are used. 

• Undertakers 

• I don’t think so, generally, but companies should strongly consider which messages they are 

sending, and what their target group is. Some memes can be rather sweet/funny, but I also 

think that some of them are extremely vulgar. So you should take care that you don’t push 

anyone away, because they don’t understand the advertisement or the reference. I think this 

goes for the elderly people. But generally I think the idea is funny, and it may be used with most 

companies. It all depends on whether it is received in the right way by the target group. 

• Charities (Red Cross etc.) 
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• Pharmaceutical companies, undertakers, public services 

• Yes, within all lines of business 

• Not as such 

• Nursing, ,insurance, charities 

• In some cases within health care  

• If the product is a serious one, e.g. medical companies or similar. It would seem inappropriate to 

use humorous marketing to such products. 

• Public service, Mærsk, insurance companies 

• Charities 

• Nothing 

• Serious business, e.g. a bank – nowhere where I shall invest more money 

• Hospitals, pharmacies  and the pharmaceutical industry in general. The same foes for the 

financial sector. I don’t think memes are relevant in terms of professional businesses. 

• Serious industries such as pharmaceutical companies. They should appear to have authority and 

be serious, and it would spoil things for me, if they used anything as ridiculous as memes in their 

marketing. 

• Banks and other financial businesses, the tax authorities, undertakers etc. 

• Health care 

• Undertakers 

• Undertakers 

• The pharmaceutical industry, hospitals, social institutions, public institutions and organisations 

in general. 

• Possibly the pharmaceutical industry. But I already think it is rather restricted how much they 

may advertise.  

• Something really serious. 

• If I should take a company seriously, they should not use memes. 

• What I like about memes is that it means that the company tries to keep informed about that 

people like and how they may formulate your message to them in a funny way. It does not mean 

that I respect them any less, but after reading a funny meme, I get a good laugh and move on… 

• Businesses that deal with sick or marginalised people should not use memes. But again, it 

depends on the message the company is trying to deliver.  
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• I think some are funny, but I think that most seem forced. Business where memes are not 

suitable are: B2B, but if the memes are funny, all consumer businesses may probably be 

relevant. 

• Doctors and hospitals using memes would seem untrustworthy, after all, they are taking care of 

your life.  

• Banks, tax authorities, the state and municipalities 

• The pharmaceutical business 

• Businesses that are already doing marketing and businesses “on a short leash” that sell 

controversial products. 

• Areas that deal with very serious and emotional matters 

• Very serious areas, e.g. undertakers. It all depends on the context, and if they are doing it 

properly etc. 

• Areas where they deal with sensible topics should very much consider if they want to use 

memes that they may seem inappropriate. This could be undertakers, hospitals 

• Nongovernmental organisation, adoption agencies 

• If the marketing deals with sensible areas, where misunderstandings or misinterpretations may 

occur, e.g. racism, sexual discrimination or making fun of others. 

• If it is a very serious topic, it’s not so cool… I can’t think of anything specific at the moment 

• Undertakers or gave stones 

• The pharmaceutical business and medicine for serious or deadly diseases  

• The health sector, including the psychiatric area and hospitals 

• Undertakers, lawyers, doctors and other specialists you come to for serious reasons 

• It all depends on the message. For a consultancy company that provides development of 

competencies it would probably be OK. But for pharmaceutical business, transportation and 

similar companies where a serious chpply chain is needed, it would in my opinion deteriorate 

the brand value massively.  

• Just want to elaborate on my choices in the multiple choices. It is really important that the 

companies know how to use memes in the right way, if not it’s just like a bad joke told by your 

dad. I am a bit torn, as I think it may be rather cheesy when companies use memes, it’s like your 

parents trying to appear young – cringy. 

• Organisations that deal with delicate matters 
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• Armish advertisements ☺ 

• The justice department 

• Municipal and the public sector 

• Banks 

• The health care sector, Medical, chemical, lawyers 

• I would rather answer that it might be a good idea. I am sure that the target group is young 

rather than old. 

• I would think it would be Ok for must businesses, it’s just a rather funny way of communicating 

your message 

• Pharmaceutical companies, public sector ….. and I think it would be a bad idea (not exactly “not 

OK”) within other businesses such as banks 

• All but the TV Station Zulu and other brands, that only appeal to an “unserious” audience. 

• Undertakers, scare campaigns to mention a few 

• Pharmaceutical companies, legal areas 

• Yes 

• Medicine 

• I would really not like it if banks started to use memes. It’s not in general that I don’t like the use 

of memes, but it really depends on how it is done and though which media. When eg Kims 

launched their new meme crisp, it really did seem forced. 

• Charities 

• Medicine 

• The pharmaceutical industry and hospitals 

• The pharmaceutical industry, banks, the psychiatric field, fund raising and charities 

• Sickness and death 

• B2B sales 
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APPENDIX B.3.1: PERCEPTION OF CROSSFIT COPENHAGEN SIMULATION (BAR CHART) 

APPENDIX B.3.2: PERCEPTION OF CROSSFIT COPENHAGEN SIMULATION (EXPLANATORY ANSWERS) 

• It’s funny – but not that funny, I would not share it with my friends as I can’t really imagine 

anyone I would like to share it with 

• I think it frightens people away who don’t work out on a daily basis 

• It does not make me laugh – not very funny 

• Of course it is not serious, but in a way that catches your eye and makes you stop and actually 

look at it. If it was a poster with a fitness chick and their logo, I would not give it a second glance. 

I’ll never get a perfect body, but when using memes the ad is more target towards the ordinary 

Dane and not the already almost perfect 5-pack that only needs one more can for the collection.  

• It seems vulgar, and as mentioned before, it is a smart trick from the marketing business. Old 

news. The companies’ hunger for more growth and revenue is always present, and they happily 

use whatever they can get from the pop culture, sub cultures and time spirit in a decade that 

will milk you for everything you have got. 

• It simply seems as if – like in the commercials – they try too hard and the ad seems like on the 

last picture: totally forced.  

• It appears to be a rather desperate ad. I myself don’t think it is very funny.  

• I think it is both OK and funny, and I might want to share it with others. But if it’s the only way of 

marketing, I might find it unserious. 

• Seems totally stupid. I was never a fan of those heads. 

• I think it is unprofessional. 
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• I don’t think I understand the message, what is the ad trying to tell? The text is also strange, why 

does he say “le” all the time, is he French?  And then I don’t like the drawings, even though I 

know that many young people find them funny. 

• The pictures show no pleasure of Crosfit. 

• It seems unserious, and if you are not very familiar with memes you might easily miss the point 

re which product the ad deals with. 

• Not everyone are very serious about their training, and these people are lost here. But there is 

no doubt that all those who work out in a serious manner every day because they like it, might 

find it funny and maybe more appealing due to the fact that only serious people will work out 

there. Nut you will lose all the new beginners. 

• The idea is actually ok, but it totally fails in some areas. I do know that there might not have 

been time to go into details, but there is too big a difference between the female faces for it to 

be credible. (I have seen the laughing/crying face before.) In the same way the white mask also 

fails. She seems to be suffering a lot, as if it is terrible to be serious about her training, which is 

probably the opposite effect than the desired one. It all seems rather confusing and irritating. 

• I think something is missing in the end. E.g. crossfit is for you who are serious about your 

training and then another meme. I think the start of the meme was funny but not the end. So 

yes, memes are OK but this one is not good. 

• It’s not my kind of humour, and I don’t it will attract more people to the place. I do, however, 

think it would appeal to people who already do crossfit. 

• Stereotype expression and perception of women.  

• When somebody makes fun with something that is serious but nut critical, I would post on 

facebook to share funny – and true – messages with my friends. 

• It is both funny and not funny and a bit unpleasant, and it also makes me curious, as it 

distinguishes itself from other training centre marketing activities. 

• Degrading for many women and for people who prefer training using small weights. 

• They are bad memes. 

• I think it is funny, but close to the limit. I might imagine that someone would feel “hit”, but I 

don’t think those people would be thhe target group. 

• I am to conservative for that kind. 

• Good products almost always sell themselves. 
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• I think this belongs to the internet. It seems unserious that adult people are creating this kind of 

viral marketing. 

• It is funny, but if the company continues to do this kind of marketing, I’ll get tired of it. 

• I don’t think it makes any sense, maybe it is because I don’t knot the pictures that are used. 

• As a girl who works out I only ask: Is that funny? 

• Even if the ad is silly it clearly shows that if you pull yourself together instead of fooling around, 

you might achieve results if you work out. 

• It is funny, because it makes a bit of fun with themselves. 

• It made me laugh. And besides I know that I am not the only one to come up with excuses to 

avoid exercise.  

• I actually like the idea, but some women might feel offended. 

• A Me gusta-meme does not make the product appear serious. That’s rather bad when you 

message is that you are serious when it comes to training. 

• If you want to use memes in your marketing, it must be done “seriously funny” and with 

considerations. It might very quickly get vulgar, as the above clearly demonstrates.  

• It is vulgar, and it makes no sense. 

• I don’t like the way it projects women. Other memes could be used. 

• Maybe I just don’t understand it? But I might share it with my friends wo make fun of Crossfit 

Copenhagen if they used that kind in their marketing. 

• The idea is fine, however, the execution is just too “strained” 

• It seems ironical when the ad mentions being serious and at the same time the picture does not 

seem serious. 

• I think it is funny because I find that memes are funny. But I think that in this context, this meme 

is too unserious. 

• I don’t understand the “le”. 

• It is a funny way or marketing your business. The ad does not make me want to join Crossfit, but 

I am sure I would remember it for quite some time, which would be useful for a company. 

• If you want to attract young people to fitness, it is a good idea to advertise with something they 

can relate to, and which they also think is funny. 

• You want to get to know more about the programme. 

• The pictures disparage people who do not lift heavy weights. 
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APPENDIX B.3.3: ADDITIONAL QUESTIONS TO CROSSFIT COPENHAGEN (%) 

 

APPENDIX B.4.1: PERCEPTION OF LEGO SIMULATION (BAR CHART) 

 

APPENDIX B.4.2: PERCEPTION OF LEGO SIMULATION (EXPLANATORY ANSWERS) 

• I will share it with my acquaintances, because it is by God a situation that we have all 

experienced 

• Everybody recognises the scenario. It is funny that LEGO is self-deprecating 

• It is better than the one before 

• Should LEGO use it for marketing, there would need to be a stronger punchline than that it hurts 

to step on it XD. But it's good in the way that it relates to something EVERYONE who has played 

with LEGO knows. 

• The picture here is funny because it does not directly try to sell the goods. You can’t see the 

good and the meme stir feelings that most are familiar with without them saying to me that I 

should purchase. Both smart and effective 
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• It is in turn funny, because you can recognise the feeling of stepping on a Lego brick and it fits 

with the shark’s expression. But I don’t think that I would increasingly like to purchase Legos 

• Lego I would consider following on SoMO. But the main reason would be because I also like the 

brand in itself 

• It’s funny, it’s social media, so it does not seem as clear marketing. It is so fucking dangerous to 

try to be down with the youth, it will in most cases appear really “cringe”. As long as it is 

camouflaged correct and used right it’s okay 

• It is funnier, but not really fun. Again: if it was shared natively, that would be ok. But as 

sponsored content I would become tired of it 

• It is very funny. I like animal pictures that are being made even for memes and advertisements 

• I am a mother, so I recognise it from my weekdays. Would share it with my husband 

• In my opinion, LEGO can be a little childish in their advertising, as it is just toys 

• It is funny without being too excessive and forced. But if it is open advertising, I don’t think I 

would find it particularly funny 

• The text is funny – the image just supports the text. It could be any other image.  

• Lego IS funny 

• The same as before 

• I would follow LEGO on social media because this advertisement speaks to adults and not for 

children, like their marketing otherwise does. And then it's fun with a scenario that most people 

know and maybe even relate to LEGO. So, it is funny - also because it's not a company that has a 

hard time being taken seriously 

• It is too unrealistic to be funny 

• It is funny, because they recognise the feeling of stepping on a Lego brick  

• It works because the message is simple and fits with the image really well. At the same time, it 

matches with LEGO as toy brand that they use humour LEGO  

• I think it would appeal to adults on the "It's funny 'cos it's true' way. If LEGo had a sense of 

humour like that, I think they would appeal to an older audience too 

• Come on, it is Lego! I don’t have anything more to day ;)  

• It does not fit with Lego's way of communicating 

• The surprising element makes it funny. That it is not a human means that I don’t think it violates 

a group of citizens 
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• It is not derogatory to anyone, and everyone can relate to the feeling of stepping on a Lego 

brick. However, I do not think that LEGO would get any use out of this for marketing 

• It is funny 

• I can really not see what the image has to do with lego 

• Haha – it would be nice that because Lego already is a “thing” in memes, so it would really make 

sense for them. Don’t really know why it had to be a shark, but ok… 

• Same comment as crossfit 

• Relative to marketing there is no message – therefore I don’t think it would be a good idea. 

Maybe if there was a more well-thought relation to the product 

• I think it is funny, but not very sales oriented. So, as meme it is good, but not as advertising. 

While the earlier from crossfit had a clear message about training seriously and achieving great 

results, then this the only message I get here that it really hurts to step on a lego brick… maybe 

not so positive for the company to remind people about the downsides about their product. But 

it relation to keep yourself visible on social media and thereby be easier to remember, it can 

probably have an effect 

• It’s advertising from Lego where it’s underplayed and that’s why it’s fun. Does it make me want 

to purchase Lego? No, not at all – so does the advertisement work or is it wasted resources?? 

• Doesn’t do a lot for Lego 

• Cool humour 

• I we all have tried to step on a LEGO brick, so I think it’s really fun because it’s recogniseable 

from your weekday 

• I do not think there is a funny or logical connection beween product and memes 

• I think it is too internal… 

• I think it was funny. I just don’t know what message it should convey 

• It’s not so mediocre and easy to relate to. Although I just don’t see that it has anything to do 

with marketing 

• I think it’s funny and I’m a fan of using memes, but just this meme I wouldn’t find suitable for 

LEGO 

• Simple, funny, and effective. Just how it is just one image / meme is a benefit in relation to the 

one before 
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• I think it is more OK if LEGO uses it, because it already is ‘just’ about toys to kids, and you don’t 

have to be serious when it comes to entertaining kids 

• I think they would waste my time showing such an advertisement 

• If LEGO wants to target an audience in the middle of their 20s, I think they should use this form 

of marketing. It is funny, and LEGO is all over the world known for that it hurts to step on their 

bricks.  

• I think it is a bit mediocre and a bit bothersome, when you perceive LEGO as a serious company 

• LEGO bricks are presented as something negative and would not encourage people to buy it 

• I don’t think neither parents nor children ‘gets’ the idea behind the image. And sharks can be 

frightening to some children.  
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APPENDIX B.5.1: PERCEPTION OF GOSH COPENHAGEN SIMULATION (BAR CHART) 

 

APPENDIX B.5.2: PERCEPTION OF GOSH COPENHAGEN SIMULATION (EXPLANATORY ANSWERS) 

• It’s very funny and relatable 
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• Many knows the scenario. It is wildly exaggerated and therefore it gets funny. Maybe not so 

much for people who suffer from overweight, they might feel offended. 

• I do feel that the company pressurises me to use a specific product. 

• It is really bad. 

• Again, it is unserious in the right way. It catches my eye. And it makes me (who know nothing 

about contouring) understand it and the fact that it may be used by others than make up gurus 

and wannabees. 

• It seems vulgar. And as I have stated before, it’s just smart ad tricks. Old news. The companies’ 

hunger for more growth and revenue is always present, and they happily use what ever they can 

get from the pop culture, sub cultures and time spirit in a decade that will milk you for 

everything you have got. 

• It’s exaggerated, I can’t explain why it is exaggerated compared to the shark and the Lego brick, 

I must admit, because that one is exaggerated too. But here girls do know that it is not what 

happens when you don’t use makeup.  

• It’s funny, but as marketing I think it would be a joke that is a bit too rude.  

• Very funny but maybe not very suitable for marketing, as the picture is ‘ugly’, and the company 

does make beauty products. 

• Very suitable as informal communication on social media, I think the companies could do more 

of that kind. 

• Brilliant, just like the Lego simulation. As long as it is not obvious marketing and done in the right 

way.  

• Cringe 

• It just seems silly. 

• Beauty and beauty ideals are a sensitive topic, and you may offend a lot of people when making 

memes about head shapes etc. 

• If a company wants to use memes, they had bloody better use them right! I am not buying this! 

• I do see the point, but I think it is a bad picture to use. I think the ad would work better with a 

more convincing picture. 

• There are two pictures, I commented on the lower one (not the cover picture) 

• Not pretty. 

• Same as before 
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• It is funny and I would definitely share it! It addresses the female target group who knows about 

this subject, and it makes it relevant. In addition, it is a line of business that mostly use faultless 

models to promote their products, this makes an ordinary person like me becoming more 

interested in the product than if I saw a woman, that I would never get to look like, 

• The idea that you get to look like that if you forget to contour is unpleasant, and at the same 

time you get the feeling that they are making fun of the person with the ‘blown up face’, and 

most people will not make fun of other people. 

• I think it is funny, because you have seen so much on youtube where they show you how big a 

difference contouring can make. 

• Fatshaming is never ok. 

• I am not interested in GOSH, therefore I would never share it with my friends, but the idea is still 

good and funny. 

• There is a risk that a lot of people will not find this ad funny or think that it adds anything 

positive to the brand, 

• It is funny but not exactly brilliant. 

• Those green eyes, it looks ugly and sloppy 

• I don’t think I am in the target group for this ad. 

• I think it signals that we must all be perfect and look the same. 

• Can women really take themselves and their makeup seriously when watching this? I really don’t 

think so.  

• It seems to be discriminating towards fat people. 

• The page is more relatable for ordinary people, as it is not just another perfect picture of a 

model or film star with perfect eyelashes and cheek bones.  

• The picture in the ad for the contour kit is easy to relate to as you may often be too critical 

about yourself, when you look at yourself. Here they make an example that people will try to 

avoid in stead of something they will aim at. It is easier to relate to than an artificial, perfect 

body ideal. 

• Miserable handling of GOSH. 

• There is a risk that someone may see this as Fatshaming. 

• They make it seem as women have to look a certain way. 

• Using memes for marketing is not something that I think goes well with GOSH’s brand. 
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• Easy to understand, and those who use it will probably easily be able to relate to it. 

• It is ok, as long as it is not a picture of a real person. It would not have been ok, if the woman on 

the picture was real. 

• Because it is in line with the classical art memes, I think it is rather funny and well thought 

through. 

• Same problem as before. It is funny and different, but I don’t think it is suitable for GOSH. 

• I don’t feel that I have any connection with GOSH, so it makes no difference for me. 

• I don’t use this type of makeup, but I think that the meme is funny in this context, as it is 

something most girls know and can relate to if they have forgotten this important aspect in their 

makeup routine. 

• It is funny but strange, when GOSH is posting it. 

• It is a good thing to make funny ads. But you have to remember your target group, I don’t know 

GOSH, but it seems to be for a bit older women/girls, so they may not think it is so funny and 

attractive as a girl of 12-14 years. 

• Seems condescending 

• I feel provoked. I strongly disagree with the ad, it gives me the feeling that GOSH encourages the 

reader to look the same – have the same cheek bones and look skinny. 

 

APPENDIX B.5.3: ADDITIONAL QUESTIONS TO THE GOSH COPENHAGEN SIMULATION (%) 
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Do you use/have you used products from GOSH…

Do you follow GOSH COPENHAGEN on social media?

Do you recognise the meme used in the simulation?

Yes No
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APPENDIX B.6.1: PERCEPTION OF HBO NORDIC SIMULATION (BAR CHART) 

 

 

APPENDIX B.6.2: PERCEPTION OF HBO NORDIC SIMULATION (EXPLANATORY ANSWERS) 

• A lot of my friends would think this was extremely funny. 

• It is irrelevant to use memes in this context. 

• I did not understand it. 

• I am very excited to see what memes they will come up with for their other series ☺ 

• The picture of the wolf and the many words hits the show spot on. It has a very pure style, 

which goes very well with the other logos of the show. Apart from the one “oh no”, that seems 

rather childish in comparison with the other remarks. 

• I think I am the one who never really understood the meaning of those dog memes. So to me it 

seems rather forced. 

• Very funny, I am a fan of GoT and HBO but I don’t follow them on SoMe. 

• Same as before. 

• 2 x cringe. 

• I don’t understand it. 

• I think it is an unserious ad that suits HBO very well, as the purpose of HBO is entertaining. 

• Is it a well known wolf-meme?? I only see the picture and the text as a kind of warm up for July 

where the next season starts.  
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It would be a bad idea for CC to use memetic marketing
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• I think they could have used any other picture. The point is that they bring out some news, for 

that reason I might share it with some friends who also watch GoT, but I would not do it 

because of the picture. 

• Maybe I just think it is boring? 

• There are SO many memes about GoT that are funnier. Look at their t-shirts. 

• Exactly GoT is hardly the right series to picture in this way. It is not exactly humorous and silly.  

• Dead people do not make me want to watch HBO. 

• The same as before. Unserious and lack of information re the product for people who are not 

very familiar with memes. 

• It is rather funny, but not enough to make me share it, it is not extraordinary. There are SO 

many memes with GoT that are funnier. But HBO could certainly learn to use memes in their 

marketing, ,it is very contemporary and will catch the young generation. 

• It is aesthetically nice, you recognise words from the series etc. 

• I don’t understand it, but then, I haven’t seen GoT, so maybe that’s why. 

• I think it is easier for companies within the entertainment industry to get away with using 

memes than e.g. makeup companies. Different target groups. 

• As HBO makes entertainment, it does not undermine their credibility if they use memes. 

However, I don’t find this meme funny. 

• It’s harmless and makes fun of the gloomy atmosphere in the series. 

• ….. and cute direwolfs are cute.  

• I haven’t watched GoT, so I can’t really say if it is funny or not. But I would say that it works 

rather well. I think I would find it more funny, if I knew the context better. 

• I don’t think it is funny, and I don’t understand it. 

• I can’t decode it. 

• it is a line of business where the use of memes actually makes sense. Many people who use 

online services for watching films and series in general also use the internet as entertainment. 

These people would therefore often come across memes.  

• It is funny, and it makes good sense to use memes here. 

• It is a funny meme, ,but it does not match what I normally connect with GoT. 

• There are already GoT memes, if they should jump on the wave, they should start with those. 

This just seems far-fetched. Strange mix of memes. 



Copenhagen Business School 2017  Memetic marketing in theory and practice 
Sofie Strøm Toustrup  Master’s Thesis 

Page | 112 

• It is a bit silly and rather uninteresting and meaningless. 

• Inu Shiba memes are funny and have been shared a lot on the social media. Therefore it is really 

clever to draw on the popularity of those memes to promote something else, that is also good 

entertainment. And the entire mix of the Stark wolf and Inu Shiba. If e.g. Gilette had tried the 

same thing with lady shawers, it would not have been funny, as there is no connection between 

the meme and the product.  

• There are so many Jon Snow memes, they should use them instead. 

• What is the ad for? I would hurry on to the next meme. 

• It does not catch my attention and does not make we want to subscribe. 

• It is not in the spirit of GoT 

• It is more OK than the others, as there are e.g. many 9gages who are huge fans of GoT, but it is 

simply too weird. 

• Maybe it would be more suitable to use memes for another series than GoT. 

• Not easy to understand, it is a “bad meme”. 

• Good idea, bad execution. 

• It works well, as GoT itself is a source for different memes. 

• I don’t understand it. 

• Doge is dead. 

• With no knowledge of the meme it doesn’t really make sense and you’re left with a somewhat 

hollow feeling. Even if I don’t really like this one, I still want to see the series, and it just reminds 

me that I should see the series; but I still think that it is an irritating campaign 

• Doge is funny and widely spread on the internet, and GoT is extremely popular. That is why it is 

funny and also effective to put these two together 

• I don’t understand it 

• It is boring 

• I don’t watch Game of Thrones, so I don’t understand the image 
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APPENDIX B.6.3: ADDITIONAL QUESTIONS TO THE HBO NORDIC SIMULATION (%) 

 

APPENDIX B.7: INTERNET MEME BEHAVIOUR 

 

 

APPENDIX B.8: AGE 
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Have you shared an internet meme with one or more
acquaintances?

Have you been shared an internet meme by one or more
acquaintances?

Have you created your own internet meme by using e.g.
Meme Generator?

Have you been tagged in a post, because it was funny?

Have you tagged someone in a post, because it was funny?

Have you been tagged in a post with an advertisement,
because it was funny?

Have you tagged someone in a post with an advertisement,
because it was funny?
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Are you subscribed/have you been subcribed to HBO Nordic?

Do you follow HBO Nordic on social media?

Do you recognise the meme used in the simulation?

Yes No


