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Abstract 

Internet memes have become an important element of modern digital communication. With the 

development of social media platforms, meme communication is actively used by brands to attract 

the attention of the target audience, increase engagement and establish an emotional connection. 

Despite its growing popularity, the impact of meme communication on brand perceptions has not 

yet been sufficiently studied.  

The aim of this paper is to study the impact of memes as a marketing communication tool on brand 

perception in digital media. The central research question of the study is to determine the impact of 

meme communication on consumer perceptions of the brand  in digital media and according to the 

research hypothesis, the more viral the meme used by the brand, the higher the probability of 

positive perception and memory of the brand by the consumer.  

The research design and strategy are based on a mixed model. As part of the quantitative research, 

an online survey was conducted, in which 101 respondents participated. As part of the qualitative 

research, the digital communication strategy of Ryanair and AlterSocks was analyzed and semi 

structured interviews was conducted with 4 digital marketing specialists. 

The results of the study showed that meme communication has a positive impact on brand 

awareness, positive perception and memorability, it was revealed that memes contribute to the 

“humanization” of the brand and this establishment of an emotional connection with the consumer, 

although the research hypothesis was only partially confirms, namely, empirical data showed that 

positive perception is determined by the format and content of the meme itself and the virality of 

the meme doesn’t determine the proportional increase in this effect. Also, this positive impact isn’t 

automatically reflected in the increase in trust in the brand and purchasing behavior.  

The study also showed that the effectiveness of meme communication depends on the age 

characteristics of the audience, platform specificity and cultural context. it was revealed that humor 

based on local cultural codes and the user’s everyday experience is particularly effective, which leads 

to higher audience engagement and interest. The study identified ethical and reputational risks 

associated with the use of meme communication, especially in sectors where consumer trust is of 

critical importance. In addition, a trend was identified, according to which, against the backdrop of 
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the overproliferation of AI generated visuals, the demand for authentic and natural digital content 

from consumers is sharply increasing.  

The results of the study confirm that memes are an effective tool for modern digital marketing and 

public relations, although their “ formula for success” requires in depth knowledge of the audience, 

consideration of the cultural context and adherence to ethical standards. The work is one of the first 

attempts to comprehensively study the relationship between meme communication and brand 

perception in Georgian academic space and create the basis for further research on this issue. 

Key words: Meme Communication, Internet Meme, Digital Marketing, Mimetics, Reactive 

Marketing, Brand Perception.  
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ურთიერთობის სფეროს სპეციალისტებს, რომლებმაც დამითმეს დრო და საკუთარი 

შეხედულებები და პრაქტიკული გამოცდილება გამიზიარეს. ასევე, მადლობას ვუხდი 

რაოდენობრივ კვლევაში მონაწილე თითოეულ რესპონდენტს, რომლებიც კვლევისთვის 

საჭირო მონაცემების შეგროვებაში დამეხმარნენ.  
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შეუძლებელი იქნებოდა. 

ამ გზის გავლა გაცილებით რთული იქნებოდა ჩემი მეგობრების გარეშე. 

განსაკუთრებული მადლობა ნინო დიაკონიძესა და მირანდა მელაძეს კვლევის პროცესში 

გაწეული დახმარებისთვის; მარიამ ზირაქაშვილს - მუდმივი მხარდაჭერისა და 

მოტივაციისთვის; ნინი ნემსწვერიძეს - ნაშრომის სათაურის ჩამოყალიბებასა და 

დახვეწაში  შეტანილი მნიშვნელოვანი წვლილისთვის.  

ნაშრომს ვუძღვნი ჩემს დას, ანა კაკალაძეს.  

 

 

 

 


