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E XECUTIVE 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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F OREWORD


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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I NTRODUCTION


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.  



P
URPOSE 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 



(10)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. 



R
ESEARCH 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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S
TRUCTURE 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



(12)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.  



S
COPE 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, 



(13)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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M ETHODOLOGY


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



T
HE 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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(15)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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(16)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.  



P
RIMARY 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. 



(17)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). 



(18)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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(19)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



(20)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.  



S
ECONDARY 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



(21)The  secondary  data  will  be  used  as  references  throughout  the  analyses  and  discussions  to  discuss  or 
 support arguments and findings.  



A
NALYTICAL 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.  



(22)
D
ATA 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 



(23)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.  



(24)
P
ART THREE: 



T
HEORETICAL 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.  



A
CADEMIC 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 



(25)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.  



R
ESEARCH 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, 



(26)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. 



R
ESEARCH 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 



(27)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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P
ART FOUR: 



A NALYSES 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. 



I
NTRODUCTION 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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(29)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)



(30)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’; 



(31)-  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 



(32)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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