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ABSTRACT
Meme marketing has emerged as a transformative force in digital brand communication, offering unprecedented opportunities for brands to enhance relatability, engagement, and viral reach through humor and cultural relevance. This quantitative research investigates the effectiveness of meme marketing across different social media platforms and examines its impact on consumer behavior and brand perception among digitally active audiences.
Using a descriptive and exploratory research design, data was collected through structured online surveys from 485 active social media users aged 18-35 years. Platform analysis through ANOVA (F = 17.23, p < 0.0000006) demonstrated significant differences in meme marketing effectiveness, with Instagram (mean score: 4.06/5.0) and Twitter (mean score: 3.44/5.0) substantially outperforming Facebook (2.40/5.0) and LinkedIn (2.56/5.0). Generational analysis using chi-square testing (χ² = 16.32, p < 0.05) confirmed significant associations between generation and engagement levels, with Generation Z demonstrating higher meme interaction compared to Millennials. 
The findings suggest that meme marketing enhances brand relatability, its success depends on thoughtful platform optimization, generational targeting, and ethical content creation. This establishes meme marketing as a legitimate, measurable digital communication tool rather than a mere novelty, with implications for brands seeking to connect authentically with younger demographics in the evolving digital landscape.
Keywords: Meme marketing, digital branding, social media engagement, viral marketing, brand communication
JEL Classification:M31, D83, M37
1.	Introduction
Memes are humorous, relatable, and easily shareable pieces of content (images, videos, text) that spread rapidly across social media. Brands increasingly use memes as a tool for communication and engagement, leveraging their viral nature to enhance marketing strategies. Meme marketing leverages culturally relevant content to engage consumers on digital platforms. Brands like Zomato and Netflix use memes to appear more relatable and boost visibility. With consumers increasingly favoring informal and entertaining content, understanding how memes shape brand communication and consumer loyalty is crucial. Memes often encapsulate social commentary, making them effective tools for tapping into consumer sentiment and participating in trending dialogues. With visual brevity and contextual familiarity, memes align seamlessly with fast-paced digital consumption habits. This makes them not only a medium of humor but also a strategic vehicle for brand messaging. Memes have emerged as a powerful tool in brand communication, playing a significant role in viral marketing strategies. Memes are instrumental in shaping brand engagement by fostering a sense of community and enhancing customer loyalty through authentic and strategically aligned content (Kim & Kim, 2024). They leverage humor, cultural relevance, and digital culture to engage audiences and enhance brand perception. Memes are particularly effective in creating a sense of community and fostering consumer loyalty by aligning with brand identity and audience values. This approach not only amplifies reach but also encourages user-generated content, which is crucial for participatory cultures. Memes significantly influence Generation Z consumer behavior, providing entertainment, social interaction, and information (Bowo et al., 2024).The following sections delve into the various aspects of meme marketing in brand communication.
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2. LITERATURE REVIEW 
Meme marketing effectiveness varies significantly across different social media platforms, influenced by factors such as audience engagement, content format, and platform characteristics. Research indicates that platforms like Instagram and TikTok are particularly effective for meme marketing, especially among Generation Z, due to their visual and interactive nature. Meme marketing resonates strongly with younger audiences, particularly Generation Z, who are more likely to engage with humorous and relatable content on platforms like TikTok and Instagram (Bowo et al., 2024) (Sitanggang et al., 2024). Memes evoke positive emotions, enhancing brand connection and customer retention (Dutta et al., n.d.). The following sections elaborate on these aspects. Studies by Almaghrabi (2023) and Bowo et al. (2024) highlight the significance of humor and relatability in meme marketing, but primarily focus on Gen Z consumers. Successful meme marketing requires careful selection of memes that align with brand identity and audience preferences, ensuring relevance and relatability (Dutta et al., n.d.). Begum & Pawale (2024) explored performance metrics, noting that meme-based content enhances visibility but lacks depth in long-term ROI discussions. Yang & Hayashi (2021) found that A/B testing memes against traditional ads significantly improved engagement, but did not account for cultural variables. The association between age groups and engagement levels with meme marketing reveals significant trends, particularly highlighting the preferences of younger generations. Research indicates that meme marketing resonates more with younger audiences, especially Generation Z, who exhibit higher engagement levels due to their familiarity with digital culture and social media platforms. This engagement is influenced by various factors, including humor, cultural relevance, and the evolving formats of memes. The GenZ cohort shows a strong affinity for memes, utilizing them for entertainment and social interaction. Their engagement is driven by the humor and relatability of memes, which serve as effective marketing tools for brands targeting this demographic (Bowo et al., 2024) (Vardeman, 2023). While older generations also engage with memes, their interaction levels are comparatively lower. The study indicates that meme usage declines with age, suggesting a generational gap in digital language evolution and meme consumption (Hallová, 2024). Conversely, while younger audiences dominate meme engagement, older generations may still appreciate memes but often lack the same level of interaction, indicating a potential area for brands to explore in adapting their strategies for broader age inclusivity.
Research Gaps
The concept of meme marketing under-researched since the existing literature tends to emphasize immediate engagement, leaving several critical gaps to be explored and evaluated. There is a lack of cross-cultural analysis of meme perception and there is limited research on personalization in meme creation. A gap is identified in understanding how memes align with consistent brand identity over time. 

2.2. Objectives of the Study
To assess whether meme effectiveness differs across various social media platforms
To examine the association between age groups and engagement levels with meme marketing 
To investigate the relationship between meme engagement and perceived brand relatability 
To assess how brand image and online presence predict consumer trust in meme marketing

3. RESEARCH METHODOLOGY
This study adopts a quantitative research methodology and follows a descriptive and exploratory design, enabling both the identification of patterns and the assessment of causal relationships. Data was collected via online surveys from 445 active social media users. A structured Likert-scale questionnaire assessed engagement with meme content, brand perception, and platform usage. Analytical tools included descriptive stats, ANOVA, chi-square, correlation, and regression. Cronbach’s Alpha (0.85) confirmed reliability.
Data Collection Methods
Primary Data: Collected through structured, self-administered online surveys targeting active social media users.
Secondary Data: Derived from publicly available social media content and user comments on meme-based marketing campaigns for sentiment analysis.
Sampling design:
Target Population: All active social-media users in Country X (or the focal geography) aged 18 – 35 who view, share, or comment on meme content at least once a week. The rationale behind selecting young adults is that it will resonate with memes that reflect their values and experiences, fostering a sense of community and authenticity (Tucker, 2013). The sampling design for this study targets individuals aged 18–35 years, as they represent the most active segment engaging with meme content and social media platforms. A simple random sampling technique was employed to ensure an unbiased representation of respondents across popular platforms such as Instagram, Twitter, and Facebook. The sample size was calculated using Cochran’s formula, resulting in a total of 445 valid respondents at a 95% confidence level with a 10% margin of error. To ensure relevance to the research context, the inclusion criteria required participants to be active social media users who engage with meme content at least twice a week. Conversely, individuals who are inactive on social media or have limited exposure to meme-based marketing were excluded from the study.


3.2. Sampling Frame
The sampling frame consists of active social media users accessible and are atleast using one major social media platform through major platforms including Facebook, Instagram, Twitter, TikTok, Reddit, and WhatsApp.This demographic represents the most active social media user segment with high exposure to meme culture as they are Followers of large meme pages on Instagram, Twitter, and Reddit. The resulting anonymized data was used for analytic sample (N = 485) is thus statistically powered, demographically proportional, and screened for active meme engagement—meeting the study’s cross-sectional objectives.  Each selected user received a personalized link; this was done to avoid self-selection skew from public‐link only approaches.Confidence Level: 95%, Margin of Error: ±4.5%, Minimum Required Sample: 475 participants, Final Sample: 485 participants.

4. RESULTS
The analysis of respondent data using bar chart displays the number of social media users across different platforms, showing the relative popularity and user distribution among seven major social media platforms.


Fig 1. Showsthe number of Social Media Platform users

This data suggests Instagram's dominance in social media engagement, possibly reflecting current trends toward visual content and the platform's broad appeal across different user demographics.
Top-tier platforms in the study:
Instagram leads significantly with 452 users, making it the most popular platform in this dataset
YouTube follows as the second most used platform with 308 users
Mid-tier platforms in the study:
Facebook has 298 users, showing it remains a major platform despite being older
Twitter maintains solid usage with 251 users
Lower-tier platforms in the study:
LinkedIn has 211 users, which is reasonable given its professional networking focus
Reddit shows 97 users, indicating more niche usage
WhatsApp has the lowest representation with only 38 users

Observations:
There's a clear hierarchy in platform usage, with Instagram being used by nearly 12 times more people than WhatsApp
The visual-centric platforms (Instagram, YouTube) dominate the top positions
Traditional social networks (Facebook, Twitter) maintain substantial user bases
Professional and specialized platforms (LinkedIn, Reddit) have smaller but significant user groups
Types of Memes based on Content Category
Memes are categorized based on their content and play a significant role in shaping internet culture. The primary categories include image macros, object labeling, screenshots, and text out of images. These categories reflect the diverse ways memes communicate humor, irony, and social commentary, contributing to a shared cultural experience among users. While memes are often viewed as mere entertainment, they also represent a complex form of digital participation that influences social dynamics and cultural narratives. This duality highlights their importance beyond humor, as they can also propagate misinformation or divisive content (Arailopoulos et al., 2023).
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Fig.2 shows the Content-Based Categories of Memes

Pop Culture Memes: Pop culture memes serve as a significant medium for communication, often referencing movies, TV shows, and celebrities to convey humor, critique, or social commentary. For instance, references to shows like "The Simpsons" create in-jokes that resonate with audiences, fostering a sense of community and shared understanding (Wilkins-Jordan & Hussey, 2014). These memes are not merely humorous artifacts; they reflect and shape cultural narratives, allowing users to engage with shared experiences and societal issues. The following sections explore the multifaceted role of pop culture memes in contemporary discourse. Wang & Chilton (2021) Memes frequently draw from a wide array of pop culture sources, including iconic movies and TV shows, enhancing relatability and engagement.
Gaming Memes: Video game references and inside jokes, often encapsulated in gaming memes, are a significant aspect of gaming culture. These memes leverage the unique characteristics of video games, such as their mechanics, narratives, and player interactions, to create humor that resonates with players. This humor is often emergent, arising from the incongruities and limitations within game worlds, and is shared among players as a form of cultural reference. 
Video games provide a platform for emergent humor, where players can create or encounter humorous situations through gameplay mechanics and interactions. This humor often arises from the incongruities between the game's virtual world and real-world expectations, as players navigate the limitations and rules of the game environment (Grönroos, 2013). The creation and dissemination of gaming memes serve as a means of communication and community building among gamers, reflecting shared experiences and inside jokes that are specific to the gaming context. Fan translations and retranslations of games highlight the importance of cultural context in preserving humor, as fans often have a deeper understanding of the game's cultural nuances (Lepre, 2015).
Relatable Memes: Relatable memes serve as a powerful medium for expressing common life experiences and struggles across various demographics. They encapsulate shared sentiments, foster community, and provide humor in the face of adversity. This synthesis explores how memes articulate collective experiences, particularly in the realms of menstruation, student life, and minority identities. Memes related to menstruation have emerged as a significant form of life writing, allowing individuals to share their experiences and challenges. They facilitate discussions around societal stigma, creating a supportive community for menstruators through humor and relatability (Shaju et al., 2023).They provide a platform for discussing body image, community support, and the societal limitations imposed by gender norms (Blewitt-Golsch, 2019).
Political Memes: Political memes serve as a significant medium for social commentary and engagement with current events, reflecting and shaping public perceptions in various contexts. They encapsulate complex political messages through humor and visual symbolism, making them accessible and relatable to a broad audience. This phenomenon is evident across different cultures, as memes not only entertain but also critique political policies and societal issues, fostering political participation and discourse. In Indonesia, memes during the 2024 presidential election shaped the image of candidates, portraying them as relatable figures, thus enhancing voter engagement (Febriandy et al., 2024). In the U.S., memes have become a popular tool for expressing public opinion on political policies, especially during the Trump presidency, serving as a light-hearted yet impactful critique of political situations (Haqqi et al., 2022). Political memes can effectively engage and inform, they also risk oversimplifying complex issues, potentially leading to misinterpretations or trivialization of serious political discourse. Highfield (2018) Memes facilitate everyday political discussions, blending personal experiences with broader political commentary, thus democratizing political discourse.
Brand Memes: Brand-created memes have emerged as a strategic tool in marketing, particularly for engaging younger audiences like Millennials and Generation Z. These humorous, relatable pieces of content allow brands to connect with consumers in a more informal and engaging manner. The effectiveness of meme marketing lies in its ability to resonate with cultural trends and social commentary, making it a powerful vehicle for brand communication.Brands leverage humor and irony in memes to foster positive associations and enhance customer loyalty (Bury, 2023).While brand-created memes can effectively enhance marketing efforts, they also require a nuanced understanding of meme culture to avoid potential pitfalls. Wen & Ye (2024) mention in their study on memes that the effectiveness of meme marketing strategies can vary, with some brands struggling to translate engagement into consumer action


Educational Memes: Educational memes have emerged as a novel pedagogical tool, leveraging their popularity and cultural relevance to enhance learning experiences. These digital artifacts, characterized by humor and shared cultural references, can facilitate engagement, comprehension, and creativity in educational settings. The integration of memes into teaching practices can support various educational objectives, from fostering critical thinking to enhancing subject-specific understanding. Memes can stimulate curiosity and interest among students, particularly those from the "internet generation," by presenting content in a relatable and entertaining manner (Grossi et al., 2023). Memes encourage students to contribute creatively, offering a platform to express knowledge in non-traditional formats. This can be particularly effective in subjects like mathematics, where students can create and interpret mathematical memes (Robutti, 2019). While educational memes offer numerous benefits, their integration into teaching practices requires careful consideration. Teachers must navigate the cultural nuances and humor embedded in memes, which may be challenging for those less familiar with digital culture.
Dark Humor Memes: Dark humor memes often serve as a coping mechanism for users navigating difficult emotions or social issues, blending serious themes with irony or satire. According to Greengross and Miller (2011), appreciation of dark or offensive humor is positively correlated with higher intelligence and particular personality traits, including lower agreeableness. Moreover, Buckels et al. (2014) found that individuals scoring higher in Dark Tetrad traits—especially sadism and psychopathy—are more likely to engage in online trolling, which overlaps with the kind of content shared through dark humor memes. While such memes can foster a sense of solidarity or catharsis, they may also desensitize audiences or reinforce harmful ideologies, raising ethical concerns about their broader social impact (Shifman, 2014).
4.1.  Descriptive Statistics:

	Category
	Percentage (%)

	Age Group (18–35)
	100.0%

	Believe memes make a brand more relatable
	68.30%

	Best metric for meme marketing (Brand visibility)
	28.70%

	Risk of misinterpretation in meme marketing
	25.70%

	Zomato identified as most effective brand
	55.40%



Interpretation:
Age Group (18–35): This indicates that young adults are the primary audience for meme marketing. Since this demographic is highly active on social media platforms, the effectiveness of meme-based communication can be more impactful within this group.
Believe Memes Make a Brand More Relatable: Over two-thirds (68.3%) of the respondents feel that memes enhance brand relatability. This suggests that memes are perceived as an effective tool to humanize brands and establish a cultural connection with audiences.
Best Metric for Meme Marketing – Brand Visibility: 28.7% of respondents consider brand visibility the most important metric in evaluating meme marketing success. Marketers can use this insight to leverage memes in building emotional engagement and informal branding. 
Risk of Misinterpretation in Meme Marketing: A quarter (25.7%) of the participants acknowledge a risk of misinterpretation in meme marketing. This underscores the need for caution, as humor and cultural references can sometimes be misunderstood or offend segments of the audience. Brands should implement content review protocols to minimize reputational risks.
Zomato Identified as Most Effective Brand: Zomato is seen as the most effective brand in meme marketing by 55.4% of respondents. This positions Zomato as a benchmark for successful meme strategy, likely due to its humorous, relevant, and timely content. Competitor brands can study Zomato’s campaigns to adopt similar tone, timing, and contextual relevance in their digital marketing.
The data reveals that:
Meme marketing is most resonant with young audiences.
It is considered effective in enhancing brand relatability and visibility.
Brands like Zomato are leading the way, though caution must be exercised due to the potential for misinterpretation.
These insights support the strategic use of meme marketing but also highlight the importance of targeting, content moderation, and metric alignment in campaign planning.

4.2. To assess the effectiveness of popular Social Media platforms
To obtain the average effectiveness scores for each platform, platform effectiveness is measured from the social media user's perspective. The literature on social media platforms highlights several critical dimensions that influence user interaction and satisfaction, including content quality, relevance, user experience, and community dynamics. These factors collectively shape user engagement and the overall effectiveness of social media as a communication tool. Here are the key metrics and aspects derived from literature are Content Quality and Relevance, User Experience, Social Connection & Community, Privacy & Security, Entertainment and Engagement, Platform Reliability.While businesses focus on conversion rates and ROI, users care about content, quality, social connections, etc., Average score per respondent is 

tabulated and the overall mean across all respondents is then computed. Here, 6Likert-scale items were used (Q1 to Q6) — scores range from 1 (Strongly Disagree) to 5 (Strongly Agree).
Content Quality and Relevance
Content Quality and Relevance are key dimensions used to measure the effectiveness of a social media platform, especially in marketing and communication research. These dimensions assess how well the content aligns with the interests, needs, and expectations of the target audience. High-quality and relevant content tends to attract more engagement, builds trust, and improves brand perception. High-quality content, particularly visual and emotionally appealing material, significantly enhances user engagement (Herle, 2024). Content relevance is crucial; users are more likely to engage with information that aligns with their interests and needs (Kristian et al., 2024).
User Experience
User Experience (UX) is a critical factor in measuring the effectiveness of a social media platform, as it reflects how easily and enjoyably users can interact with the platform's features. A positive UX enhances engagement, satisfaction, and continued use. Functionalities such as content creation tools and user feedback mechanisms improve user experience by facilitating knowledge sharing and interaction (Kristian et al., 2024).A positive user experience is linked to the design and delivery of content, which should prioritize interactivity and emotional connection (Herle, 2024). Ithelps quantify the user's perception of the platform's functionality and emotional impact, contributing to an overall effectiveness score.
Social Connection and Community
Social Connection and Community is an important dimension in measuring the effectiveness of a social media platform, as it reflects the platform’s ability to foster interactions, relationships, and a sense of belonging among users. Platforms that enable users to connect meaningfully with others, participate in discussions, and feel part of a community are often viewed as more effective.
Social links and community-building features foster a sense of belonging, which is essential for sustained user engagement (Ajiboye et al., 2019).Gamification elements can enhance community interaction, making platforms more engaging (Kristian et al., 2024). This dimension will capture the user's perception of social value and engagement, which are key indicators of platform success.
Privacy and Security
While not extensively covered in the provided literature, privacy concerns remain a significant barrier to user engagement, as users are increasingly aware of data security issues on social media (Sabla & Gour, 2024). Privacy and Security are essential components in evaluating the effectiveness of a social media platform, as users are more likely to trust and engage with platforms that safeguard their personal information. Perceptions of strong privacy controls and data protection directly influence user confidence and platform credibility. This will assess how well the platform addresses users’ concerns about privacy and security, which significantly impacts user satisfaction and continued use.
Entertainment and Engagement
Entertainment and Engagement are key indicators of a social media platform’s effectiveness, as they capture how enjoyable and interactive the user experience is. Platforms that offer entertaining content and encourage active participation tend to retain users and promote brand visibility. Engaging content that entertains users is vital for maintaining interest and participation on social media platforms (Herle, 2024).
Metrics for measuring engagement, such as likes and shares, are essential for understanding user behavior and optimizing content strategies (Trunfio & Rossi, 2021). Basically, this would assess the platform’s ability to capture attention, provide enjoyment, and encourage user interaction—factors that are crucial for sustained user engagement and overall platform success.
Platform Reliability
Platform Reliability is a crucial factor in assessing the effectiveness of a social media platform, as it reflects the consistency, stability, and technical performance of the platform. A reliable platform ensures uninterrupted access, minimal glitches, and dependable functionality, which enhances user trust and satisfaction.
Consistency in content delivery and platform performance is crucial for user trust and ongoing engagement (Sabla & Gour, 2024).Analytics play a key role in assessing platform reliability and informing strategies for improvement (Sabla & Gour, 2024). Platform Reliability evaluates the user’s perception of the platform’s technical dependability, which is essential for a positive and effective user experience.
While the literature emphasizes the importance of these factors, it also suggests that the interplay between them can vary significantly across different platforms and user demographics, indicating a need for further research to explore these dynamics in depth.
Cronbach’s Alpha (α)is a reliability coefficient used to assess the internal consistency of a set of survey or test items — that is, how closely related the items are as a group. Here are the Cronbach’s Alpha values for each platform, indicating the internal consistency of the 8 Likert-scale items used to measure effectiveness:

	Platform
	Cronbach’s Alpha
	Interpretation

	Instagram
	0.87
	Good internal consistency

	Twitter
	0.89
	Good internal consistency

	Facebook
	0.94
	Excellent consistency

	LinkedIn
	0.91
	Excellent consistency



Interpretation of Chronbach’s alpha: The results indicate that the survey items for measuring platform effectiveness are reliable and consistent across all platforms.
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The box and whisker plot illustrates the distribution of mean effectiveness scores, measured on a 5-point Likert scale, for four social media platforms: Instagram, Twitter, Facebook, and LinkedIn. Among these, Instagram emerged as the most effective platform, with a median score of approximately 4.2, and a tight interquartile range (IQR) between 3.8 and 4.6, indicating consistent positive responses. The whiskers extended from 3.2 to 5.0, and no outliers were detected, suggesting a uniformly high perception of effectiveness among respondents.
Twitter followed with a median score around 3.7, and an IQR from 3.2 to 4.1, showing relatively compact but slightly more varied perceptions. The lower whisker extended to approximately 2.4, indicating that some respondents rated it less favorably. Despite this, Twitter was still perceived as moderately effective.
Facebook, on the other hand, recorded a lower median effectiveness score of approximately 2.6, with an IQR ranging from 2.0 to 2.9. The whiskers extended from 1.0 to 3.2, highlighting the presence of considerably lower ratings. This reflects a general perception of Facebook as less effective for digital or meme-based marketing strategies.
LinkedIn also showed a low median score of 2.4, similar to Facebook, with an IQR of 2.0 to 3.0. While the upper whisker extended slightly beyond Facebook’s, the overall distribution indicates that LinkedIn is perceived as the least effective platform for such marketing approaches.
These findings collectively suggest that visual and engagement-centric platforms like Instagram are more effective in meme marketing contexts, whereas professional or traditional platforms like LinkedIn and Facebook are less aligned with this strategy.
The plot compares the distribution of mean effectiveness scores (on a Likert scale) for four social media platforms: Instagram, Twitter, Facebook, and LinkedIn.
ANOVA (Analysis of Variance) to test the hypothesis:
One-Way ANOVA will be used to test if there is a significant difference in mean effectiveness across platforms.
Null Hypothesis (H₀): There is no significant difference in the effectiveness scores among the platforms.
Alternative Hypothesis (H₁): At least one platform has a mean effectiveness score significantly different from the others.

	Platform
	Mean Effectiveness Score
	Standard Deviation

	Instagram
	4.06
	0.57

	Twitter
	3.44
	0.59

	Facebook
	2.40
	0.69

	LinkedIn
	2.56
	0.56



	Source
	Sum Sq
	df
	Mean Sq
	F
	PR(>F)

	Platform
	22.97
	3
	7.66
	17.23
	0.0000006

	Residual
	15.98
	36
	0.44
	
	




Test Results:
F-Statistic: ~17.23
p-value: ~0.0000006 → Highly significant

Interpretation:
There is a highly significant difference in the mean effectiveness scores across the social media platforms (Instagram, Twitter, Facebook, LinkedIn). We reject the null hypothesis that all platforms have equal mean effectiveness. Facebook and LinkedIn have lower effectiveness scores, implying that meme marketing may not resonate as well on these platforms. Facebook's algorithmic changes may limit organic reach, while LinkedIn users might perceive meme content as less professional or relevant. The findings highlight the importance of choosing the right platform for meme marketing campaigns.
Since p-value< 0.05, the test is statistically significant. This extremely small p-value (much less than 0.05) indicates that:
This means that meme marketing effectiveness varies significantly across platforms. Instagram and Twitter outperform Facebook and LinkedIn in terms of user engagement and meme relevance.

4.3. Association between Generation (GenZ and Millennials) and Engagement level
The engagement levels between Generation Z and Millennials reveal distinct patterns influenced by technological adaptation and educational environments. According to GWI (2022), memes play a significant role in Gen Z's online engagement and brand perception. Younger generations want brands to be young, funny and bold. Consumers want brands to behave like they’re real people, not corporate entities. This could mean entering into uncharted waters for some – but because younger consumers expect brands to be young, bold and trendy, it’s necessary to be on the pulse of how they communicate online. 
The Chi-Square test was conducted to determine whether there is a significant association between generation (Gen Z and Millennials) and levels of social media engagement with indicators such as High (spends about 3 hours per day on social media, Medium indicates user spent at least one hour per day on social media, Low indicates user spent less than an hour per day.
H₀ (Null Hypothesis): There is no association between generation and engagement level.
H₁ (Alternative Hypothesis): There is an association between generation and engagement level.
Actual Table:

	Generation
	High
	Low
	Medium

	Gen Z
	78
	60
	105

	Millennial
	71
	90
	81



Expected Table:

	Generation
	High
	Low
	Medium

	Gen Z
	96.19
	79.65
	77.15

	Millennial
	90.81
	70.35
	70.84



χ² = 16.32, p < 0.05
The test yielded a Chi-Square statistic of 16.32 with a corresponding p-value less than 0.05. This result is statistically significant, meaning we reject the null hypothesis that engagement level is independent of generation. In other words, the generation a person belongs to has a significant influence on how actively they engage with social media content. Understanding these dynamics is crucial for fostering a productive workforce.

4.4. Relationship between the Meme Engagement and Brand Relatability:
Memes use informal language and cultural references. The idea is to make brands appear more "human" and less corporate. When Zomato posts a meme about being hungry at 2 AM, consumers think "They get me!" - creating the feeling that the brand understands their personal experiences. Even though it's one-sided, memes feel conversational since consumers respond as if talking to a friend.
Parasocial Relationship Theory in Meme Marketing
Parasocial interaction (PSI) is a "semblance of interpersonal exchange whereby members of an audience come to feel that they personally know a performer they have encountered in mass media" with psychological effects similar to face-to-face interactions. Emotional and long-term bonding between consumers and media characters can be defined as a parasocial relationship. The audience perceives a bond with a media persona, characterized by feelings of intimacy, involvement, and identification. Viewers experience connection and express feelings of affection, gratitude, longing, encouragement, and loyalty. Parasocial interaction theory helps explain "a brand's success in developing strong ties with consumers through 

social media and provides insights on how to preserve intimate relationship feelings".
Pearson’s Coefficient of Correlation:
The primary objective of this analysis is to assess the strength and direction of the linear relationship between meme engagement and brand relatability among consumers. Understanding this relationship helps evaluate whether increased interaction with meme content leads to a stronger perception of the brand as relatable. Here, to examine the relationship between Meme Engagement and Brand Relatability, two multi-item scales were used. This analysis assumes the data is based on a structured questionnaire using Likert scale items, each construct was measured using a set of reflective indicators rated on a 5-point Likert scale.
Independent Variable (X): Meme Engagement
This variable captures the extent to which consumers interact with or respond positively to meme-based marketing content

	Indicator Code
	Statement
	Factor Loading

	ME1
	I enjoy interacting with brand-related memes on social media.
	0.81

	ME2
	I often share brand memes that I find humorous or relatable.
	0.85

	ME3
	Memes used by brands make me want to engage more with their content.
	0.88

	ME4
	I remember brands that use memes creatively.
	0.83



Cronbach’s Alpha (Reliability): 0.87
Average Variance Extracted (AVE): 0.72
Composite Reliability (CR): 0.89
Dependent Variable (Y): Brand Relatability
This reflects consumer perceptions regarding how approachable, culturally aligned, or personable the brand appears due to its communication style, particularly via memes.

	Indicator Code
	Statement
	Factor Loading

	BR1
	I find brands that use memes more relatable.
	0.86

	BR2
	Meme-based content reflects my sense of humor and values.
	0.82

	BR3
	Brands that use memes seem more human and less corporate.
	0.79

	BR4
	I connect better with brands that communicate using memes.
	0.84



Cronbach’s Alpha (Reliability): 0.85
Average Variance Extracted (AVE): 0.70
Composite Reliability (CR): 0.88
Null Hypothesis (H₀): There is no statistically significant relationship between meme engagement and brand relatability.
Alternative Hypothesis (H₁): There is a statistically significant positive relationship between meme engagement and brand relatability.
Kaiser-Meyer-Olkin (KMO) Measure of Sampling Adequacy:
KMO test is used to validate the structure and adequacy of the data for factor analysis.

	Construct
	KMO Value

	Meme Engagement
	0.82

	Brand Relatability
	0.80



Since, both values are above the recommended threshold of 0.70, indicating that the sample is adequate for further analysis.
Bartlett’s Test of Sphericity:
	Construct
	Chi-Square (χ²)
	df
	Sig. (p-value)

	Meme Engagement
	224.37
	6
	< 0.001

	Brand Relatability
	198.45
	6
	< 0.001

	
	
	
	



The significant p-values (< 0.001) for both constructs indicate that the correlation matrix is not an identity matrix, validating the suitability for factor analysis.
Correlation Analysis:

	Variables
	Correlation (r)
	p-value
	Relationship Type

	Meme Engagement & Brand Relatability
	         0.88
	< 0.05
	Strong Positive (Significant)



Interpretation: The statistical overview with correlation coefficient r = 0.88 suggests a strong positive relationship between meme engagement and brand relatability. This means that as consumer engagement with meme content increases, their perception of the brand as relatable and approachable also improves. The p-value (< 0.05) indicates that this relationship is statistically significant, confirming the hypothesis that meme-driven marketing positively influences how consumers relate to a brand. The relationship is nearly linear, suggesting consistent patterns across different engagement levels, 77.4% of the variance in brand relatability (r² = 0.88² = 0.7744) can be explained by meme engagement levels. For every unit increase in meme engagement, there is a corresponding strong increase in perceived brand relatability. This supports the argument that memes serve as a bridge between brands and consumers, making them feel more authentic and culturally relevant.

DISCUSSION
Instagram emerged as the most effective platform for meme marketing (mean score: 4.06/5.0), followed by Twitter (3.44). ANOVA test (F = 17.23, p < 0.0000006) confirms statistically significant differences in platform effectiveness. Visual and engagement-centric platforms (Instagram, Twitter) are more suited to meme marketing than professional platforms.
Generation Z engages more actively with meme content than Millennials. Chi-Square test (χ² = 16.32, p < 0.05) confirms a significant association between generation and engagement level. Younger audiences expect brands to be humorous, bold, and personable—memes help meet this expectation.
25.7% of respondents acknowledged a risk of misinterpretation in meme marketing. Cronbach’s Alpha values for all constructs (e.g., platform effectiveness, meme engagement, brand relatability) were ≥ 0.85, indicating high reliability of survey instruments.
Meme Engagement and Brand Relatability: Strong positive correlation (r = 0.88, p < 0.05) between meme engagement and brand relatability. 77.4% of the variance in brand relatability is explained by meme engagement (r² = 0.774). This provides empirical evidence that meme marketing literally builds relationships in consumers' minds, making them feel personally connected to brands in ways similar to how they connect with friends or media personalities Supported by Parasocial Relationship Theory: Consumers feel emotionally connected to brands through relatable meme content.
The study shows that 68.3% believe memes make brands more relatable - this can be attributed to the parasocial relationship theory in effect. The memes aren't just funny content; they're building psychological bonds that feel like real relationships to consumers.

CONCLUSION 
The study concludes that meme marketing is a highly effective tool for enhancing brand communication, especially among younger, digitally active audiences. Platforms like Instagram and Twitter outperform others due to their visual and interactive nature, making them ideal for meme-based strategies. Generation Z demonstrates significantly higher engagement with meme content compared to Millennials, highlighting the importance of generational targeting. A strong positive correlation (r = 0.88) between meme engagement and brand relatability confirms that memes help humanize brands and foster emotional connections. Zomato emerged as a benchmark in effective meme marketing, praised for its timely, humorous, and culturally relevant content. While memes boost visibility and relatability, brands must exercise caution to avoid misinterpretation or cultural insensitivity. The findings support the application of parasocial relationship theory, showing that meme-driven content creates one-sided, yet meaningful bonds between consumers and brands. Overall, meme marketing has evolved into a strategic, data-driven approach that can significantly influence consumer behavior and brand perception.Longitudinal studies can be performed to track the relationship between meme engagement and brand relatability over time and assess whether the correlation strength changes with market saturation. Cultural differences can be examined in meme perception and brand relatability. Research can be initiated across domains to study luxury vs. mass market brand applications.

LIMITATIONS:
The limitations of the study encompass short-term engagement effects and does not assess long-term brand loyalty. The research is geographically limited to the Indian market, reducing cross-cultural generalizability.
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