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Abstract 

This research paper explores the dynamic role of memes in modern marketing strategies, aiming to analyze their impact on brand 
visibility, engagement, and consumer perception. The study employs a dual-method approach, incorporating a case study on bingo 
and a survey using Google Forms. Results reveal a diverse respondent demographic, with a predominant 18-24 age group and a 
balanced gender distribution. Social media emerges as a crucial platform for meme exposure, with a high level of familiarity 
among respondents. The survey underscores the entertainment value of meme marketing, with a majority agreeing on its positive 
influence on brand visibility. Brands like Blinkit, Uber, and Netflix are cited as memorable examples. The paper delves into the 
nuanced perspectives of respondents, acknowledging the multifaceted nature of meme marketing effectiveness. The conclusion 
affirms the hypothesis that memes positively impact modern brand marketing, emphasizing their dynamic and context-dependent 
nature. 
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Introduction 

The widespread adoption of social media as a tool in 
marketing strategies has led to the change of content used in 
connecting and persuading the target audience to facilitate 
branding, in the digital arena. 
This popularization of social media is the reason for the shift 
of audience from offline to online mode. Nowadays, brands 
are trying to develop compelling content to bridge the gap 
between entertainment and information. A meme is another 
instance of infographic material that is extensively generated 
and distributed across social media platforms. 
The meme was a term coined by Richard Dawkins in 1976 
when he stated – How an idea could spread and have a hold 
in popular culture(audience) just like genes can multiply 

(shareability). A meme is a piece of information presented 
humorously. It is content in various formats like text, images, 
videos, animated GIFs, or symbols, transmitting any idea, 
opinion, or thought. It is created, modified, and shared by 
Internet users. It is sharing content concisely and humorously 
to grab the attention and transmit information, comically. 
The alteration in the content required to connect to the 
audience on social media platforms has resulted in the 
development of a new approach in marketing termed ' meme 
marketing'. 
Meme marketing also known as memetic marketing, is a 
strategic communication tool that uses internet memes to 
promote an idea, product, or service. It is an amusing way to 
connect to the intended audience, gather their attention, and 
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persuade them to take action. Brands use meme marketing to 
engage with the audience and share their information 
comically and humorously. Memes are highly shareable and 
engaging content that helps in building the brand by creating 
brand awareness and leveraging its popularity. Memes often 
leave a prolonged impression on the minds of the audience 
and make the brand easy to recall, as they are designed 
creatively and funnily. 
In the contemporary marketing landscape, a notable trend has 
emerged wherein brands increasingly leverage meme 
marketing as a powerful and humorous tool to connect with 

their audience. Memes have proven to be an effective means 
for brands to foster engagement in the digital realm. By 
crafting memes that align with trending topics, brands not 
only capture the attention of their target audience but also 
create a dynamic space for interaction. This approach allows 
brands to seamlessly integrate into online conversations, 
fostering a relatable and entertaining connection with 
consumers. The utilization of memes in marketing represents 
a strategic move towards not just promoting products or 
services but actively participating in the cultural dialogue of 
the digital age. 

 

 

 
 

Sources: Respective Instagram Accounts 

 
Literature Review 

The contemporary marketing landscape has witnessed a 
paradigm shift with the advent of digital communication, and 
memes have emerged as a powerful tool within this 
transformation. This literature review seeks to explore 
existing research on the utilization of memes in modern 

brand marketing strategies, focusing on their impact on brand 
visibility, engagement, and consumer perception. 
1. Memes as Cultural Artifacts: Memes, as cultural 

artifacts, reflect the shared experiences and attitudes of 
online communities (Shifman, 2013) [2]. Research by 
Milner (2018) [3] emphasizes memes as a form of 
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participatory culture, illustrating their potential to 
engage audiences in a co-creative process. 
Understanding memes as cultural phenomena provides a 
foundational perspective for examining their role in 
marketing. 

2. Virality and Brand Visibility: Memes, by nature, have 
the potential to go viral rapidly (Wu et al., 2012). This 
section explores studies that delve into the relationship 
between meme usage in marketing and enhanced brand 
visibility. The work of Berger and Milkman (2012) [5] on 
the concept of "virality" in online content offers insights 
into the mechanisms that contribute to the spread of 
memes. 

3. Engagement and Interactivity: Research by Knobel 
and Lankshear (2007) [6] argues that memes thrive on 
social media platforms where user interaction is pivotal. 
This section examines studies that explore how memes 
facilitate engagement and interaction, contributing to a 
sense of community around the brand. The concept of 
"memetic engagement" is introduced as a lens to analyze 
these dynamics (Hsu et al., 2020) [7]. 

4. Consumer Perception and Brand Image: Memes play 
a crucial role in shaping consumer perception and brand 
image (Phillips, 2016) [8]. The literature review delves 
into research exploring the emotional and cognitive 
impact of memes on consumers. Case studies, such as 
the work on Wendy's Twitter account by Chen et al. 
(2019) [9], provide practical insights into how memes 
influence brand personality. 

5. Challenges and Risks: While memes can be powerful 
marketing tools, they are not without challenges. This 
section reviews literature addressing potential risks and 
drawbacks associated with meme usage in marketing, 
including issues related to cultural appropriation, 
misinterpretation, and the short-lived nature of meme 
trends (Lewison et al., 2021) [10]. 

6. Measurement and Analytics: Quantifying the impact 
of memes necessitates robust measurement and 
analytics. This section explores research on 
methodologies and tools for assessing the effectiveness 
of meme-centric marketing strategies. Metrics such as 
reach, engagement rates, and sentiment analysis are 
discussed in the context of meme evaluation (Lamont, 
2018) [11]. 

7. Integration of Traditional and Digital Marketing: 
Scholars argue for the integration of traditional and 
digital marketing strategies, emphasizing the symbiotic 
relationship between memes and broader marketing 
campaigns (Humphreys et al., 2017) [12]. This section 
explores the literature on how memes can complement 
and enhance traditional marketing efforts. 
As memes continue to shape online discourse, 
understanding their role in modern marketing strategies 
is imperative. This literature review synthesizes key 
findings, identifies gaps in existing research, and sets the 
stage for the empirical investigation of the impact of 
memes on brand visibility, engagement, and consumer 
perception. 

 
Hypothesis  
Using memes in modern brand marketing strategies 
positively impacts brand visibility, engagement, and 
consumer perception. 
 
Objectives of the Study 
This study aims to conduct a systematic and empirical 
investigation into the hypothesized impact of memes within 
contemporary brand marketing strategies. The primary focus 

is on assessing how the integration of memes influences 
three key aspects: brand visibility, engagement levels, and 
consumer perception. Through rigorous research 
methodologies, the study seeks to provide a comprehensive 
understanding of the relationship between meme 
incorporation in marketing and its effects on the dimensions 
mentioned above. 
 
The specific objectives are as follows: 
1. Measure Brand Visibility: Quantify the impact of 

memes on brand visibility by assessing metrics such as 
online reach, impressions, and overall brand exposure 
resulting from meme-centric marketing campaigns. 

2. Evaluate Engagement Levels: Assess the extent to 
which memes contribute to increased audience 
engagement with brand content. This includes analyzing 
metrics such as likes, shares, comments, and overall 
interactions on social media platforms. 

3. Analyze Consumer Perception: Explore the effects of 

memes on consumer perception, including factors such 

as brand relatability, authenticity, and overall image. 

This involves gathering and analyzing data related to 

consumer attitudes and preferences. 

 

Significance of the Study 

In an era dominated by digital communication and social 

media, the use of memes has emerged as a dynamic and 

influential tool in brand marketing strategies. This research 

endeavors to delve into the realm of meme-centric 

marketing, examining its impact on brand visibility, 

engagement, and consumer perception. 

 

Evolution of Communication 

Memes represent a cultural shift in communication, 

embodying a succinct and visually engaging form of 

expression. Understanding how brands harness memes 

provides insights into the evolving language of contemporary 

communication, reflecting not only trends but also the pulse 

of societal dialogue. 

 

Enhanced Brand Visibility  

The study aims to uncover the extent to which memes 

contribute to brand visibility in the crowded digital 

landscape. Memes, with their potential to go viral, offer a 

unique avenue for brands to reach a wide audience rapidly. 

Assessing this impact provides valuable data for marketers 

seeking to optimize their strategies for maximum exposure. 

 

Engagement and Interaction 

Memes often thrive on social media platforms, where user 

interaction is pivotal. Analyzing how memes facilitate 

engagement allows marketers to tailor their campaigns for 

increased interaction, fostering a sense of community around 

the brand. This study delves into the qualitative aspects of 

engagement to decipher the nuances of consumer-brand 

interactions through meme usage. 

 

Consumer Perception and Brand Image 

The research seeks to explore the influence of memes on 

consumer perception. Memes have the power to shape brand 

personality, evoke emotions, and contribute to the formation 

of a distinct brand image. Understanding the interplay 

between memes and consumer sentiment aids marketers in 

crafting strategies that resonate positively with their target 

audience. 
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Methodology: Survey and Case Study 

This study employs a mixed-methods approach, combining a 

survey conducted through Google Forms with a case study 

analysis of the Bingo brand. The dual methodology aims to 

provide both quantitative insights from a broad audience and 

qualitative depth from a specific brand context. 

 

1. Survey Design and Implementation 

1.1 Population and Sampling 

• Population: The target population includes individuals 

aged 18 to 45, representing the primary consumer base 

engaged in digital platforms.  

• Sampling Technique: Convenience sampling will be 

utilized, reaching respondents through online channels 

such as social media platforms, email lists, and relevant 

online communities. 

 

1.2 Survey Instrument  

• A structured questionnaire on Google Forms will be 

developed, comprising quantitative and qualitative 

elements.  

• Quantitative Section: Multiple-choice questions and 

Likert scales will assess perceptions of meme usage in 

brand marketing.  

• Qualitative Section: Open-ended questions will invite 

detailed insights into participants' experiences and 

attitudes toward memes in marketing. 

 

1.3 Distribution 

• The survey link will be disseminated through diverse 

online channels, ensuring a broad and diverse sample.  

• The survey will remain open for 12 days from 5th 

November 2023 to 17th November 2023 to facilitate a 

substantial response rate. 

 

2. Case Study: Bingo Brand Analysis 

2.1 Case Selection 

The Bingo brand has been selected as a case study due to its 

notable and innovative use of memes in marketing. 

 

2.2 Data Collection 

• Data for the case study will be collected from various 

sources, including the brand's official social media 

accounts, marketing campaigns, and relevant 

publications.  

• Memes used by Bingo in marketing will be analyzed for 

content, style, and engagement metrics. 

 

2.3 Analysis 

• The case study analysis will qualitatively examine how 

Bingo strategically incorporates memes in its marketing 

efforts.  

• Key themes, messaging strategies, and audience 

engagement will be explored to draw insights into the 

brand's approach. 

 

3. Integration and Data Synthesis 

3.1 Triangulation 

• Findings from the survey and case study will be 

triangulated to provide a comprehensive understanding 

of the impact of memes on brand marketing.  

• Quantitative and qualitative data will be integrated to 

enrich the overall analysis. 

 

4. Ethical Considerations 

4.1 Informed Consent  

• Participants will be informed about the study's purpose 

and potential use of data, providing informed consent 

before participating in the survey.  

• For the case study, all data will be obtained from 

publicly available sources, and ethical considerations 

related to privacy and intellectual property will be 

upheld. 

 

5. Limitations 

5.1 Generalizability 

• The findings may have limitations in generalizability 

due to the convenience sampling method.  

• The case study focuses on a specific brand and may not 

fully represent the diversity of meme usage across 

different industries. 

 

6. Data Analysis 

6.1 Quantitative Analysis 

• Quantitative data from the survey will be analyzed using 

statistical tools, including descriptive statistics, 

correlation analysis, and regression analysis. 

• Key metrics such as brand visibility, engagement, and 

consumer perception will be quantified. 

 

6.2 Qualitative Analysis 

• Qualitative data from open-ended survey responses and 

the case study will undergo thematic analysis to identify 

patterns, themes, and insights.  

• The case study analysis will involve a narrative 

synthesis of Bingo's meme marketing strategies. 

 

Results: Interpretation and Presentation 

Bingo Meme Marketing Case Study 

In the realm of digital marketing, companies are constantly 

exploring innovative ways to connect with their audience, 

and one strategy gaining prominence is meme marketing. 

Memes, the humorous and relatable images or videos 

circulating rapidly online, have become integral to online 

communication. This summary focuses on a case study 

exploring how Bingo, a snacks company, utilized memes to 

elevate its marketing efforts. 

 

 
Source: Bingo Instagram Account 
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Introduction  

Bingo, known for its diverse snack offerings, sought to 

engage with its audience freshly and excitedly. Recognizing 

the popularity of memes among its target demographic—

youthful, internet-savvy individuals—the company decided 

to leverage memes to enhance its brand presence. 

 

Idea 

Understanding memes as shared online jokes that resonate 

with a broad audience, Bingo's marketing team envisioned 

memes as a means to connect with their customers. The 

objective was to associate Bingo snacks with positive 

emotions and enjoyment through humorous and relatable 

content. 

 

Execution 

To implement this strategy, Bingo collaborated with Idiotic 

Media, a meme marketing company, to create 50 meme 

pages on Instagram. The memes, centered around snacking 

and Bingo products, were then shared across social media 

platforms. Idiotic Media aimed for 400k views during the 

campaign, encouraging followers to share the content, thus 

amplifying the campaign's reach. 

 

 
 Source: Idiotic Media 

 

Insights 

Upon analyzing the results, Bingo observed an engagement 

of over 404K, surpassing expectations. Metrics such as likes, 

comments, shares, website traffic, and sales were scrutinized. 

The meme marketing campaign significantly increased 

Bingo's online presence, growing its social media following. 

The positive and playful conversations around their products 

translated into heightened website visits and increased sales. 

 

 
Source: Idiotic Media 

 

Conclusion 

The Bingo Meme Marketing Case Study serves as a 

testament to the power of humor and relatability in forging 

new connections with an audience. By embracing the meme 

culture, Bingo not only boosted its brand but also witnessed 

tangible growth in sales. This case study underscores the 

importance of creativity and innovation in contemporary 

digital marketing, urging companies to explore 

unconventional avenues for success. As showcased by 

Bingo's collaboration with Idiotic Media, meme marketing 

can be a catalyst for creating a noteworthy success story in 

the ever-evolving landscape of digital marketing. 

 

Survey Using Google Forms 

 

 
65.4% of the total respondents are of the 18-24 age group. 

24.3%, 6.6% of total respondents are of 25-34 and 35-44 age 

group, respectively 
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50% of respondents are female, and 48.5% are male. 

 

 
43.4%, 31.6%, 11%, and 9.6% of respondents have a 

bachelor’s degree, master’s degree, some college/associate 

degree, or in high school or less, respectively. 

 

 
72.8% of the total respondents use social media frequently, 

while 17.6% and 8.1%, use social media occasionally and 

rarely, respectively. 

 

 
82.4 of the total respondents are familiar with the use of 

memes in brand marketing strategies, while 17.6% are not. 

 

 
86.8% Respondents have encountered memes used by brands 

on social media platforms, while 13.2% havenâ€™t. 

 
90(66.2%) respondents out of 136 find meme marketing 

entertaining, while 71(52.2%) share memes with others. 

 

 
75% of respondents agree that the use of memes in brand 

marketing helps increase brand visibility. 

 

 
78.7% of the respondents agree that brands using memes in 

marketing strategies engage with their audience more 

effectively. 

 

 
69.9% of the respondents have engaged with a brandâ€™s 

meme on social media. 

 

 
77.9% of the respondents have a positive perception of 

brands using memes. 
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64.7% of the respondents have purchased a product after 

engaging with memes related to it. 

 

Discussions 

The analysis of the data brings forth a rich tapestry of 

insights into the role of memes in modern marketing. One 

prominent finding is the prevalence of memes among the 18-

24 age group, suggesting a generational affinity for this form 

of communication. This aligns with the broader cultural shift 

towards visual and shareable content, emphasizing the need 

for brands to embrace meme marketing as a means to 

connect with younger audiences. 

The survey results highlight the pivotal role of social media 

in disseminating memes, with a significant portion of 

respondents frequenting these platforms. The synergy 

between memes and social media underscores the importance 

of a strategic online presence for brands aiming to leverage 

this unconventional marketing tool. 

The positive correlation between meme exposure and brand 

recall is noteworthy. Brands like Blinkit, Uber, and Netflix 

serve as exemplars of successful meme marketing, 

imprinting themselves in the minds of consumers through 

humorous and relatable content. This finding suggests that 

meme marketing can contribute not only to visibility but also 

to building a memorable brand identity. 

However, amidst the overwhelmingly positive responses, the 

nuanced perspectives from some respondents shed light on 

the contextual sensitivity of meme marketing. This diversity 

in opinions underscores the need for brands to approach 

meme usage with a nuanced understanding of their target 

audience and the specific cultural and social contexts in 

which they operate. 

 

Conclusion 

In conclusion, the research confirms the hypothesis that 

integrating memes into modern brand marketing positively 

influences brand visibility, engagement, and consumer 

perception. The multifaceted nature of the findings 

emphasizes the need for marketers to recognize the dynamic. 

landscape of meme culture. While memes prove to be 

effective in many instances, their success is contingent on 

understanding the diverse preferences and sensitivities of the 

target audience. 

The study not only provides practical insights for marketers 

but also contributes to the academic discourse surrounding 

meme marketing. As brands continue to navigate the 

evolving landscape of digital communication, incorporating 

memes into their strategies can serve as a powerful tool for 

building connections, enhancing engagement, and fostering a 

positive brand image. This research serves as a valuable 

resource for marketers seeking to harness the full potential of 

memes in shaping contemporary brand narratives. 
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Appendix: Survey Questionnaire 

This survey is designed to examine the impact of memes in 

brand marketing, particularly how they influence consumer 

perception, engagement, and brand recall. Your responses 

will remain confidential and will be used solely for academic 

purposes. 

 

Section 1: Demographic Information 

1.1 Name: ___________________________ 

1.2 Age: 

• 18–24 

• 25–34 

• 35–44 

• 45–54 

• 55–64 

• 65 or older 

1.3 Gender: 

• Male 

• Female 

• Non-binary / Other 

• Prefer not to say 

1.4 Education Level: 

• High School or less 
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• Some College / Associate Degree 

• Bachelor’s Degree 

• Master’s Degree 

• Doctoral Degree 

 

Section 2: Social Media Usage and Awareness 

2. How often do you use social media? 

• Frequently 

• Occasionally 

• Rarely 

• Never 

3. Are you familiar with the use of memes in brand 

marketing strategies? 

• Yes 

• No 

4. Have you encountered memes used by brands on social 

media platforms? 

• Yes 

• No 

 

Section 3: Perceptions and Engagement 

5. How do you generally respond to memes used by 

brands? (Select all that apply) 

• I find them entertaining 

• I share them with others 

• I ignore them 

• I unfollow or avoid the brand 

• Other (please specify): ______________________ 

6. Do you think the use of memes in brand marketing 

helps increase brand visibility? 

• Strongly Agree 

• Agree 

• Neutral 

• Disagree 

• Strongly Disagree 

7. Can you recall a brand or product due to a memorable 

meme encountered on social media? 

If yes, please provide details: 

 

8. Do you believe that brands using memes in their 

marketing strategies engage more effectively with their 

audience? 

• Strongly Agree 

• Agree 

• Neutral 

• Disagree 

• Strongly Disagree 

9. Have you ever engaged with a brand’s meme on social 

media (e.g., liked, shared, commented)? 

• Yes 

• No 

 

Section 4: Consumer Behavior and Impact 

10. How does the use of memes affect your perception of 

a brand? 

• Positively 

• Negatively 

• No impact 

11. Have you ever purchased a product after engaging 

with memes related to it? 

• Yes 

• No 

12. In your opinion, does the use of memes in brand 

marketing make a brand appear more relatable, 

attractive, and approachable? 

• Yes 

• No 

• Unsure 

 

Section 5: Additional Feedback 

13. Please share any additional thoughts, experiences, or 

comments regarding the use of memes in brand 

marketing: 
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