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INTRODUCTION 

7KH�ZRUOG� LV� D� IDVW�SDFHG� HQYLURQPHQW�� FRQVWDQWO\�
PXWDEOH�DQG�RGGO\�DGDSWDEOH��ZKLFK�DUH�RQO\�D�IHZ�WUDLWV�
WKDW�FDQ�EH�UHODWHG�WR�WKH�JOREDOL]HG�HUD�RI�TXLFN�LQIRUPD�
tion and an unstoppable generation. The fragmented per�
FHSWLRQ�RI�LQIRUPDWLRQ�LWVHOI�KDV�FKDQJHG�ZLWK�WKH�ULVH�RI�
WKH�LQWHUQHW��WKH�:RUOG�:LGH�:HE¶V��ZKRVH�QDPH�LV�VHOI�H[�
SODQDWRU\��LW�VXJJHVWV�MXVW�KRZ�PXFK�RQH�VPDOO�FRQWHQW�FDQ�
DIIHFW�DQG�LQWHUIHUH�ZLWK�SHRSOH�DOO�RYHU�WKH�SODFH�

+RZHYHU��JOREDOL]DWLRQ�DOVR�EULQJV�D�UREXVW�YLUWXDO�LQÀX�
HQFH��VLQFH�ERUGHUV�DUH�QR�ORQJHU�D�ZD\�RI�OLPLWLQJ�SHR�
SOH¶V�LQWHUDFWLRQV��7KH�GLJLWDO�ZRUOG�LV�D�ZD\�WR�FRQQHFW�DQG�
VKDUH��ZKLFK�LV�WKH�H[SOLFLW�GHPRQVWUDWLRQ�RI�WKH�DGDSWLYH�
ness characteristic of the most recent and intriguing gen�
HUDWLRQ��*HQHUDWLRQ�=�

Completely adapted to the virtual scenario, they have 
WKHLU�ZD\�RI�VKDULQJ�LQIRUPDWLRQ�DQG�FRPPXQLFDWLQJ��HVSH�
FLDOO\�VLQFH�LW� LV�D�KLJKO\�GLJLWDO�JHQHUDWLRQ��1HZ�ZD\V�RI�
expressing their thoughts and opinions develop as the 
SRZHU�RI�VRFLDO�PHGLD�SODWIRUPV�LQFUHDVH��DQG�WKDW�FDQ�
HDVLO\�EH�VHHQ�LQ�WKH�JURZWK�RI�FUHDWLRQ�DQG�VKDULQJ�RI�
memes��ZKLFK�KDYH�EHFRPH�DQ�H[FHHGLQJO\�SRSXODU�IRUP�
of communication (Rocha, 2017).

*HQHUDWLRQ�=� WKLQNV� IDVW�� DQG� WKH�ZD\� LW� VKDUHV� LWV�
thoughts and opinions differ from other generations, mostly 
E\�XVLQJ�VRFLDO�PHGLD�WR�FRQQHFW�ZLWK�WKHLU�IULHQGV��,W�LQGL�
UHFWO\�PDNHV�EUDQGV�VHHN�QHZ�ZD\V�RI�FDSWLYDWLQJ�DQG�
engaging this promising generation. Brands need to under�
VWDQG�KRZ�WR�DSSHDO�WR�WKH�*HQHUDWLRQ�=�FXVWRPHU��WR�VXF�
FHVVIXOO\�FDSWXUH�WKLV�FXVWRPHU�EDVH��ZKLFK�LPSOLHV�WDNLQJ�
popular culture into account (Brill, 2019), memes being an 
expression of such culture.

Such trends are the drivers for this article, trying to 
XQGHUVWDQG�WKH�HVVHQWLDO�FKDUDFWHULVWLFV�RI�*HQHUDWLRQ�=�
and its behavior regarding memes as an increasingly 
important vehicle to convey brand communication. 
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TXDQGR�FRPSDUDGD�FRP�DV�SUHGHFHVVRUDV��WHP�VH�UHYHODGR��
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desire to stay connected. Heightened perception and short 

DWWHQWLRQ�VSDQ�DOVR�FKDUDFWHUL]HG�*HQ�=HUV��

Another essential trait of this unique generation is its 

PHQWDOLW\��ZKLFK�SOD\V�D�FULWLFDO�UROH�LQ�EXLOGLQJ�EUDQG�SHU�

VRQDOLW\�DQG�ZRUNLQJ�RQ�QHZ�PDUNHWLQJ�VWUDWHJLHV��WDNLQJ�

into consideration diversity, social responsibility, and 

RSHQ�PLQGHGQHVV��ZKLFK�DUH�DPRQJVW�*HQ�=¶V�YDOXHV�

$V�WKH\�HQWHU�WKH�JOREDO�PDUNHWSODFH�DQG�GHWHUPLQH�QHZ�

ZD\V�RI�VKDULQJ�FRQWHQW�DQG�SUHIHUHQFHV��*HQ�=�LV�KHUH�WR�

VWD\��HIIHFWLYHO\�VKDSLQJ�QHZ�PHGLD�RXWOHWV�DQG�FKDQJLQJ�

WKH�ZD\�PDUNHWLQJ�DQG�FRPPXQLFDWLRQ�LWVHOI�LV�PDGH�

6RFLDO�PHGLD�DUH�UHSODFLQJ�QHZVSDSHUV��PDJD]LQHV��DQG�

HYHQ�WHOHYLVLRQ��,QVWDJUDP��7ZLWWHU��)DFHERRN��6QDSFKDW��

DQG�7LN7RN�DUH�RQO\�D�IHZ�PHGLD�XVHG�E\�*HQHUDWLRQ�=��

*HQ�=V�VSHQG�D�FRQVLGHUDEOH�DPRXQW�RI�WLPH�RQOLQH��

XVXDOO\�PRUH�WKDQ�¿YH�KRXUV�RQ�WKHLU�PRELOH�SKRQHV�HYHU\�

day (Cheung, 2017). Short videos and images are the pre�

ferred form of communication over articles and usual pro�

SDJDQGD��ZKLFK�LV�WKH�LGHDO�ZD\�WR�FDSWXUH�WKRVH�QHZ�FRQ�

VXPHUV¶�DWWHQWLRQ�DQG�UHDGMXVW�WKH�LQIRUPDWLRQ�WR�UHDFK�DQG�

LQÀXHQFH�WKHLU�SUHIHUHQFHV�DQG�JHW�PRUH�DFTXDLQWHG�ZLWK�

their tastes.

*HQHUDWLRQ�=�LV�DQ�H[SHUW�DW�VKDSLQJ�WKH�IXWXUH��XQOLNH�

any generation has before, caring about social and envi�

URQPHQWDO�LVVXHV��DQG�KDYLQJ�D�XQLTXH�ZD\�RI�GHDOLQJ�ZLWK�

tragic and harsh realities.

7KLV�JHQHUDWLRQ�ZDV�ERUQ�DPLG�HFRQRPLF�FULVHV�DQG�

ZDUV��$V�VXFK��WKLV�JHQHUDWLRQ�KDV�YDOXHV�VXFK�DV�ÀH[LEOH�

VWDELOLW\��DQG�LW�LV�NQRZQ�IRU�VHHNLQJ�RXW�WR�KXPRU�DV�D�ZD\�

to balance the more pressing concerns they have in life 

�6HHPLOOHU�	�*UDFH���������7KH\�IDYRU�KXPRU�LQ�YLGHRV�DQG�

images, mainly conveyed through the tool that motivated 

WKLV�DUWLFOH��PHPHV�

2. MEMES

,QIRUPDWLRQ�WKDW�WUDYHOV�ZLWKLQ�VRFLDO�PHGLD�SODWIRUPV�

KDV�QHZ�FRQWHQW�HYHU\�GD\��TXLFNO\�VSUHDGLQJ�DQG�EHFRP�

ing popular at a very high pace. Most of these contents are 

PDGH�XS�RI�LPDJHV��YLGHRV��DQG�*,)V�WR�FUHDWH�KXPRU�LQ�

its presentation, and suddenly become viral. This type of 

FRQWHQW� LV�NQRZQ�DV�memes, a term created by Richard 

I. LITERATURE REVIEW

*HQHUDWLRQ�=�ZDV�ERUQ�FRQQHFWHG�DQG�KDG�PRUH�RSWLRQV�

WKDQ�WKH�SUHYLRXV�RQHV�LQ�WHUPV�RI�KRZ�DQG�ZKHUH�WR�VSHQG�

PRQH\��7KHUHIRUH��PDUNHWLQJ�WR�WKHLU�PHPEHUV�LV�FKDOOHQJ�

LQJ�DQG�UHTXLUHV�PXFK�HIIRUW�IURP�FRPSDQLHV�VHHNLQJ�WR�

JHW�WKHLU�DWWHQWLRQ��8QGHUVWDQGLQJ�WKLV�WULFN\�DQG�SRZHUIXO�

JHQHUDWLRQ�FDQ�EH�WKH�NH\�WR�D�VXFFHVVIXO�PDUNHWLQJ�VWUDW�

HJ\��7KDW�LV�HVSHFLDOO\�WUXH�ZKHQ�RQH�OHDUQV�KRZ�WR�µVSHDN�

LWV�ODQJXDJH¶�DQG�LQWHUDFW�WR�PDNH�LW�HDVLHU�WR�HVWDEOLVK�D�

FRQQHFWLRQ�E\�WDNLQJ�DGYDQWDJH�RI�PHPHV�DQG�VRFLDO�PHGLD�

WR�LQÀXHQFH�FRQVXPHU�EHKDYLRU��

1. GENERATION Z

7KH�0LOOHQQLDOV�KDYH�EHHQ�WKH�IRFXV�RI�PDUNHWLQJ�DQG�

sales strategies in recent years, setting a personalized pace 

PROGHG�WR�WKHLU�DWWULEXWHV�DQG�SUHIHUHQFHV��7KDW�VSHFL¿F�

GHWDLO�LV�ZK\�PDQ\�FRPSDQLHV�DQG�¿UPV�DUH�KDYLQJ�D�GLI�

¿FXOW�WLPH�DGDSWLQJ�WR�WKH�XSFRPLQJ�*HQHUDWLRQ�=��JLYHQ�

its many different characteristics compared to all previous 

generations. 

3HZ�5HVHDUFK�&HQWHU��'LPRFN��������GHFLGHG�WR�XVH�

1996 as the last birth year for Millennials. According to it, 

DQ\RQH�ERUQ�EHWZHHQ������DQG������LV�FRQVLGHUHG�D�0LO�

OHQQLDO��DQG�DQ\RQH�ERUQ�IURP������RQZDUG�LV�FRQVLGHUHG�

WR�EH�SDUW�RI�WKLV�UHIUHVKLQJ�DQG�KLJKO\� LQÀXHQWLDO�JURXS��

*HQHUDWLRQ�=��RU�*HQ�=�IRU�VKRUW��

The year 1996 is believed to be a meaningful cutoff 

EHWZHHQ�0LOOHQQLDOV�DQG�*HQ�=�IRU�GLIIHUHQW�UHDVRQV��LQFOXG�

LQJ�SROLWLFDO��HFRQRPLF��DQG�VRFLDO�IDFWRUV�WKDW�GH¿QH�WKH�

0LOOHQQLDO�JHQHUDWLRQ¶V�IRUPDWLYH�\HDUV��'LPRFN��������

$OVR�NQRZQ�DV�GLJLWDO�QDWLYHV��*HQ�=HUV�IRFXV�RQ�UHDO�

LW\��DQG�WKH�LQFHVVDQW�QHHG�WR�FRPPXQLFDWH�DQG�VKDUH�ZKDW�

WKH\�WKLQN��IHHO��DQG�H[SHFW�

*HQHUDWLRQV�DUH�D�UHÀHFWLRQ�RI�WKH�FRQWH[W�LQ�ZKLFK�WKH\�

HPHUJHG�±�LQ�WKLV�FDVH��RQH�ZKHUH�WKH�YLUWXDO�DQG�GLJLWDO�

gradually subdue most traditional forms of media. A research 

FRQGXFWHG�E\�7KH�0F.LQVH\�	�&RPSDQ\�WHDP�VKRZV�WKDW�

this generation feels comfortable in having more than one 

ZD\�RI�H[SUHVVLQJ�LWVHOI��7KH�VHDUFK�IRU�DXWKHQWLFLW\�FUH�

DWHV�JUHDWHU�IUHHGRP�RI�H[SUHVVLRQ�DQG�D�PRUH�VLJQL¿FDQW�
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3. MEMES AND SOCIAL MEDIA

7KH�SDUWLFLSDWRU\�FXOWXUH�RI�PHPHV�FRQWUDVWV�ZLWK�ROGHU�

SHUFHSWLRQV�DERXW�WKH�SDVVLYLW\�RI�PHGLD�YLHZHUV��,QVWHDG�

RI�WDONLQJ�DERXW�PHGLD�SURGXFHUV�DQG�FRQVXPHUV�DV�VHS�

DUDWH�UROHV��RQH�FDQ�QRZ�FRQVLGHU�WKHP�DV�LQWHUDFWLYH�SDU�

WLFLSDQWV��-HQNLQV�HW�DO���

7KH�FKDUDFWHULVWLFV�HPHUJLQJ�IURP�WKLV�EUDQG�QHZ�FRQ�

text being experienced by the advertising area are estab�

lishing and reorienting the advertising system. With the 

HPHUJHQFH�RI� UHFHQW� WHFKQRORJLHV�DQG�QHZ�SDWWHUQV�RI�

SXEOLF�EHKDYLRU��D�JURZLQJ�QHHG�WR�FUHDWH�FOHDU�PHVVDJHV�

DPRQJ�D�ZKLUOZLQG�RI�DGYHUWLVLQJ�YRLFHV�KDV�EHFRPH�D�VLJ�

QL¿FDQW�FKDOOHQJH�WR�PDUNHWLQJ�DJHQFLHV�DQG�EUDQGV�

$OWKRXJK�PDQ\�SHRSOH�GR�QRW�OLNH�WR�DGPLW�LW��PHPHV�

have become content that generates excellent results in 

PRVW�FDVHV��DQG�SURYH�WKHLU�HIIHFWLYHQHVV�ZKHQ�LW�FRPHV�

WR�PDUNHWLQJ�VWUDWHJLHV��HVSHFLDOO\�WKRVH�DLPHG�DW�*HQHU�

DWLRQ�=�� ,Q�DGGLWLRQ� WR�ZLQQLQJ�SHRSOH�RYHU�ZLWK�KXPRU��

PHPHV�FDQ�FRQYHUW�YLHZV�LQWR�IROORZHUV�IRU�FRPSDQLHV�RQ�

VRFLDO�PHGLD�SODWIRUPV��7KH\�XVH�WKDW�WR�IRUP�D�OLQN�ZLWK�

GLJLWDO�FRQVXPHUV��PDNLQJ�WKH�EUDQGV�WKHPVHOYHV�PRUH�

human and social, able to relate more easily to the public. 

7KH�ZKROH�SRLQW�RI�PHPHV�LV�WR�VKDUH��2QFH�WKH\�DUH�

UHODWDEOH�DQG�IXQQ\��WKHLU�SURSDJDWLRQ�ZLOO� OLNHO\�EH�PXFK�

IDVWHU� DQG� VXFFHVVIXO�� ,I� D� IULHQG� VKDUHV� D�PHPH�ZLWK�

another friend, the cycle starts, and the process of becom�

LQJ�YLUDO�LV�D�SRVVLELOLW\��ZKLFK�LV�DQ�LGHDO�VHWWLQJ�IRU�D�ZHOO�

WKRXJKW�PHPH�PDUNHWLQJ�VWUDWHJ\��6RFLDO�QHWZRUNV�KDYH�

EHFRPH�YHU\�LPSRUWDQW�ZKHUH�EUDQGV�VHHN�WR�H[SORUH�DYDLO�

able resources and tools to create exposure, that is, get�

ting closer to their audience. Memes can be used in digital 

PDUNHWLQJ�VWUDWHJLHV��DV�WKH\�DUH�D�SDUW�RI�WKH�FRQYHUVD�

tions that audiences are having in the virtual space.

7R� NHHS� XS� ZLWK� WKH� ³PHPH� PRYHPHQW´� DQG� WKH�

HYHU�FKDQJLQJ�GLJLWDO�VFHQDULR��SURPRWLRQ�SURIHVVLRQDOV��

VKRXOG�SD\�DWWHQWLRQ�WR�WKH�XSFRPLQJ�*HQHUDWLRQ�=��WDNLQJ�

LQWR�FRQVLGHUDWLRQ�LWV�PDVVLYH�LQÀXHQFH�RQ�GLJLWDO�FRQWHQW�

and online participation. As companies get more comfort�

DEOH�DQG�OHDUQ�PRUH�DERXW�WKLV�QHZ�HUD��LW�LV�QRWLFHDEOH�WKDW�

PHPHV¶�XVH�WR�SURPRWH�VSHFL¿F�SURGXFWV�RU�VHUYLFHV� LV�

becoming more and more recurrent. To reach young people 

RQOLQH��PDQ\�EUDQGV�KDYH�WXUQHG�WR�,QVWDJUDP¶V�LQÀXHQF�

'DZNLQV���������7KH�ZRUG�FRPHV�IURP�WKH�*UHHN�³PLPHPH´��

ZKLFK�PHDQV�LPLWDWLRQ�LQ�D�IUHH�WUDQVODWLRQ��FRPSUHVVLQJ�

LQWR� WZR� V\OODEOHV� VR� WKDW� WKH� SURQXQFLDWLRQ� ORRNV� OLNH�

³JHQH´�´�,W�LV�DOVR�D�IRUP�RI�FXOWXUDO�WUDQVPLVVLRQ��DQG�WKH�

VSHHG�RU�UDWH�DW�ZKLFK�LW�LV�VKDUHG�FDQ�LQÀXHQFH�WKH�H[WHQW�

WR�KRZ�YLUDO�LW�EHFRPHV��

*HOE��������UHIHUV�WR�PHPHV�DV�³VHOI�UHSOLFDWLQJ�LGHDV�

WKDW�PRYH�WKURXJK�WLPH�DQG�VSDFH�ZLWKRXW�IXUWKHU�HIIRUW�IURP�

WKH�VRXUFH´��$FFRUGLQJO\��DQ\�FRPPXQLFDWLRQ�WKDW�JHQHUDWHV�

LWV�UHSHWLWLRQ��HYHQ�XQGHU�QHZ�IRUPV��LV�D�³PHPH´�E\�GH¿QL�

tion. Brands, images, and expressions can be seen or heard, 

DJDLQ�DQG�DJDLQ��ZLWKRXW�DGGLWLRQDO�HIIRUW�E\�DQ�DGYHUWLVHU��

&OD\�6KLUN\��WKH�DXWKRU�RI�³&RJQLWLYH�6XUSOXV��&UHDWLY�

LW\�DQG�*HQHURVLW\�LQ�D�&RQQHFWHG�$JH´��GHVFULEHV�D�YHU\�

XVXDO�VFHQDULR�WR�EH�IRXQG�LQ�F\EHUFXOWXUH�LQ�KLV�ZRUNV��

ZKLFK�LV�RSSRUWXQH�IRU�WKH�GLVVHPLQDWLRQ�RI�PHPHV��WKH�

creation of content by the hands of amateur individuals 

(McKinsey, 2011). The internet has become an environ�

ment of active participation. The user can absorb the infor�

mation that is made available through the media and con�

tribute to the content itself. Thus, it is usual to notice a pro�

gressive performance of the amateur culture on the inter�

net, expressed more than ever in the universe of memes.

Memes have become an omnipresent tool on the inter�

QHW��%HVNRZ�HW�DO����������FRPELQLQJ�FXOWXUDO�UHOHYDQFH�ZLWK�

humor. A survey conducted in the United States and the 

8QLWHG�.LQJGRP�LQ�0D\�������,QWHOOLJHQFH��������VKRZV�

WKDW�*HQHUDWLRQ�=�LV�K\SHUFRQQHFWHG�DQG�KLJKO\�RSLQLRQ�

DWHG��$FFRUGLQJ�WR�WKH�VWXG\��³QDWLYHV�DUH�HYROYLQJ�WRZDUGV�

FUHDWLYH�H[SUHVVLRQ��WKDQNV�WR�GLJLWDO� LQWXLWLRQ�DQG�XQOLP�

LWHG�LQVSLUDWLRQ�RQ�WKH�LQWHUQHW´��*HQHUDWLRQ�=�LV�FRQVLGHUHG�

WR�EH�WKH�PRVW�FUHDWLYH�RQH�VR�IDU��DQG�LW�UHÀHFWV�RQ�WKH�

ZD\�IHHOLQJV�DQG�LQIRUPDWLRQ�DUH�VKDUHG�

7KH�FUHDWLRQ�RI�PHPHV�DQG�WKH�ZD\�DQG�VSHHG�DW�ZKLFK�

WKH\�DUH�HDVLO\�VKDUHG�RQOLQH�UHÀHFWV�KRZ�TXLFNO\�*HQ�=�

can produce them. Although not explored in this text, cer�

tain constraints should be considered in this regard, namely 

FRS\ULJKW� LVVXHV��PDQ\�PHPHV�XVH�FRS\ULJKWHG�LPDJHV�

(Scialabba, 2020). That could be seen as an infringement 

DFWLRQDEOH�E\�FRS\ULJKW�RZQHUV�

7R�NHHS�XS�ZLWK�WKLV�FRQVWDQW�FUHDWLRQ�SURFHVV��EUDQGV�

have to place themselves in a strategic position to reach 

*HQ�=HUV�DQG�PDQDJH�WR�LQWHUDFW�ZLWK�WKHP�HIIHFWLYHO\��
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SURFHVVHG�E\�RQOLQH�VWRUHV� WR�PDUNHW� WKHLU�SURGXFWV� WR�

SRWHQWLDO�FXVWRPHUV��+DQGD\DQL�HW�DO����������$�OLQN�LV�FUH�

DWHG�EHWZHHQ�WKH�VDOH�RI�D�SK\VLFDO�SURGXFW�RU�VHUYLFH�ZLWK�

publications that one already made available on Instagram.

5. EXAMPLES OF MEMES IN SOCIAL MEDIA ADVER-

TISING

,W�LV�EHFRPLQJ�PRUH�IUHTXHQW�IRU�FRQVXPHUV�WR�VNLS�DGV�

DV�PXFK�DV�WKH\�FDQ��7KHUHIRUH��WKH�XVH�RI�PDUNHWLQJ�ZLWK�

KXPRU�DQG�IDPLOLDU�IRUPV�RI�PHGLD�FDQ�EH�WKH�NH\�WR�HQJDJH�

and reach the perfect audience.

0HPH�PDUNHWLQJ�FDQ�EH�D�YHU\�FKHDS�DQG�HIIHFWLYH�ZD\�

to interact and bring more visibility to a brand, once done 

correctly, and after a thorough study of the target audience 

(Enthoven, 2019).

As reported by Roache (2019), companies are laugh�

ing at themselves in sponsored memes, as a strategy to 

ZLQ�RYHU�*HQHUDWLRQ�=��,Q�¿JXUHV���WR����VRPH�H[DPSOHV�

RI�KRZ�EUDQGV�ZRUNHG�DORQJ�ZLWK�PHPHV�DUH�SUHVHQWHG��

VKRZLQJ�WKH�ZD\�WKH\�VHL]HG�WKH�RSSRUWXQLW\�WR�EH�DXWKHQ�

WLF�DQG�VHW�D�XQLTXH�YRLFH�WR�PDNH�WKH�EUDQG�VWDQG�RXW�

amongst competitors.

7KH�NH\�LV�WR�PDLQWDLQ�EUDQG�FRQVLVWHQF\�DQG�DSSHDO�WR�

the consumers at the same time. To do that, companies 

PXVW�¿QG�D�ZD\�WR�¿W�EUDQG�YRLFH�WR�WKLV�QHZ�VWUDWHJ\��VXE�

VHTXHQWO\�H[SDQGLQJ�LWV�UHDFK�VLJQL¿FDQWO\�±�HVSHFLDOO\�LI�

WKH�EUDQG¶V�WDUJHW�DXGLHQFH�LV�*HQHUDWLRQ�=�

7KH�EHVW�H[DPSOH�FDQ�EH�VHHQ�RQ�1HWÀL[¶V�VRFLDO�PHGLD�

DFFRXQWV�VLQFH�WKH�FRPSDQ\�WDNHV�LQWHUDFWLRQ�ZLWK�LWV�DXGL�

ence very seriously, especially since most of them are 

SDUW�RI�*HQHUDWLRQ�=��1HWÀL[�FUHDWHV�LWV�PHPHV�DQG�VKDUHV�

FRQWHQW�FUHDWHG�E\�WKH�XVHUV��ZKLFK�HQGV�XS�EHLQJ�RXW�

VWDQGLQJ�PDUNHWLQJ�DQG�EUDQG�SRVLWLRQLQJ��7KH�FRPSDQ\¶V�

7ZLWWHU�DFFRXQW��IRU�H[DPSOH�� LV�DOVR�PDLQO\�IRFXVHG�RQ�

LQWHUDFWLQJ�ZLWK� WKH�DXGLHQFH��ZKLFK�EULQJV� WKH�EUDQG�

closer to the public and strengthens their bond in a fun 

DQG�FUHDWLYH�ZD\��

ers, but these are seen more and more as inauthentic 

(Roache, 2019), as they are inserting too many sponsored 

ads. Memes offer an alternative, more authentic and engag�

ing, and have higher chances of becoming viral and spread�

ing outside an Instagram account.

7R�EH�DEOH�WR�H[SORUH�PHPHV�DXWKHQWLFDOO\�LV�D�SRZHU�

IXO�WRRO�WR�VKRZ�*HQHUDWLRQ�=�ZKDW�D�EUDQG�VWDQGV�IRU�DQG�

GHPRQVWUDWH�KRZ�WKH�FRPSDQ\�LWVHOI�FDQ�XQGHUVWDQG�WKLV�

JHQHUDWLRQ�DQG� LWV� OLIHVW\OH��ZKLFK�RQO\�FUHDWHV�D�PRUH�

SRWHQW�HQJDJHPHQW�IRUFH�EHWZHHQ�WKHP�DQG�WKH�EUDQG��

4. SOCIAL MEDIA AND GENERATION Z

8QGHUVWDQGLQJ�FRQVXPHU�EHKDYLRU�LV�D�FRPSOH[�WDVN��

HVSHFLDOO\�ZKHQ�LW�FRPHV�WR�D�\RXQJ�DQG�GHPDQGLQJ�DXGL�

HQFH�VXFK�DV�*HQHUDWLRQ�=��,Q�WKLV�VHQVH��PDUNHWLQJ�VWUDW�

HJLHV�SOD\�D�IXQGDPHQWDO�UROH�LQ�LQÀXHQFLQJ�DQG�UHDFKLQJ�

WKHVH�QHZ�FXVWRPHUV��&RPSDQLHV�DUH�VORZO\�OHDUQLQJ�WKH�

EHVW�ZD\V�WR�PDNH�WKHLU�SURGXFWV�NQRZQ��DQG�VRFLDO�PHGLD�

SODWIRUPV�DUH�FXUUHQWO\�VSDFH�ZKHUH�PRUH�FDQ�EH�OHDUQHG�

DERXW�WKHVH�KLJKO\�GLJLWDO�*HQ�=HUV��,JLHOQLN��������

As a generation connected to trends and everything 

QHZ�DQG�WHFKQRORJLFDOO\�DWWUDFWLYH��VRFLDO�PHGLD�LV�WKH�SHU�

IHFW� LQVWUXPHQW�WR�HQJDJH�DQG�FRPPXQLFDWH��DV�ZHOO�DV�

IRFXV�RQ�EUDQG�DZDUHQHVV�DQG�VHHN�D�GHHSHU�FRQQHFWLRQ�

ZLWK�*HQHUDWLRQ�=��

7KH�FRQVWDQW� LQÀRZ�RI�VPDOO�ELWV�RI� LQIRUPDWLRQ�IURP�

7ZLWWHU��)DFHERRN��RU�<RX7XEH��ZLWK�LWV�IHZ�VHFRQG�SDWWHUQV�

RI�LPDJLQJ��LV�UHZLULQJ�WKH�EUDLQ�WR�H[SHFW�LQIRUPDWLRQ�WR�EH�

delivered in short, rapid bursts (Rothman, 2016). That is 

ZK\�VRFLDO�PHGLD�KDV�EHFRPH�RQH�RI�WKH�PRVW�HIIHFWLYH�

ZD\V�WR�FRPPXQLFDWH�DQG�DGYHUWLVH�DPRQJ�WKLV�JHQHUD�

WLRQ��+RZHYHU��WKH�SURFHVV�RI�DGDSWDWLRQ�FDQ�EH�TXLWH�D�

FKDOOHQJH�LI�WKH�EUDQG�GRHV�QRW�DWWHPSW�WR�NHHS�XS�ZLWK�WKH�

IDVW�SDFHG�YHORFLW\�LQ�ZKLFK�LQIRUPDWLRQ�DQG�DGV�DUH�GHOLY�

ered every day. 

2QH�RI�WKH�PRVW�ZLGHO\�VSUHDG�VRFLDO�PHGLD�WRGD\�WKDW�

PDQ\�EUDQGV�DUH�XVLQJ�LV�,QVWDJUDP��,W�¿UVW�HPHUJHG�DV�

VRFLDO�PHGLD�IRU�VKDULQJ�SKRWRV��EXW�QRZ�,QVWDJUDP�RIIHUV�

D� WRRO� WR�YLVXDOL]H�DGYHUWLVHPHQWV�DQG�PDUNHW�SURGXFWV�

PRUH�HI¿FLHQWO\��,QVWDJUDP¶V�EXVLQHVV�SUR¿OH�FRQWDLQV�SUR�

PRWLRQDO�DGV¶�EXWWRQV�DQG�DQDO\WLFV�IHDWXUHV�WKDW�FDQ�EH�
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0HPHV�FDQ�EH�XVHG�DV�D�XVHIXO�WRRO�IRU�PDUNHWLQJ�VWUDW�

HJ\��&RPSDQLHV�KDYH�IRXQG�PRUH�DFFHVVLEOH�ZD\V�WR�FRQ�

QHFW�DQG�LQWHUDFW�ZLWK�WKHLU�DXGLHQFHV��XVLQJ�WKH�HQRUPRXV�

range of possibilities social media offers today. In particu�

ODU��WKH�IRFXV�LV�PRUH�DQG�PRUH�RQ�*HQHUDWLRQ�=��ZKLFK�LV�

highly connected to all means of social media and technol�

RJ\��7KHVH�QHZ�FRQVXPHUV�DUH�VHWWLQJ�D�QHZ�SDFH�LQ�WKH�

ZRUOG��WKHUHIRUH��LQ�WKH�PDUNHWLQJ�HQYLURQPHQW��IRUFLQJ�LQQR�

YDWLRQ�LQ�WKH�ZD\�DGYHUWLVLQJ�LV�GRQH��

7KH�XVH�RI�PHPHV�LQ�PDUNHWLQJ�LWVHOI��DQG�WKH�H[WHQW�WR�

ZKLFK�LW�FDQ�VXFFHVVIXOO\�VWUHQJWKHQ�WKH�ERQGV�ZLWK�WKH�

EUDQG¶V�DXGLHQFH�DUH�RQO\�SURRI�RI�KRZ�LQÀXHQWLDO� WKHVH�

consumers can be, inspiring companies to have more cre�

DWLYLW\�DQG�SHUVRQDOLW\��0HPHV�DUH�QR�ORQJHU�MXVW�D�ZD\�RI�

HQWHUWDLQPHQW��EXW�D�JUHDW�RSWLRQ�WR� LQFUHDVH�PDUNHWLQJ�

UHDFK�DQG�FUHDWH�EUDQG�DZDUHQHVV�

FIGURE 4
PIZZA HUT

6RXUFH��KWWSV���ZZZ�VRFLDOPHGLDH[DPLQHU�FRP�KRZ�WR�XVH�PHPHV�JXLGH�
IRU�PDUNHWHUV�

6RXUFH��KWWSV���ZZZ�VRFLDOPHGLDH[DPLQHU�FRP�KRZ�WR�XVH�PHPHV�JXLGH�
IRU�PDUNHWHUV�

FIGURE 3
JIMMY JOHNS MEME

FIGURE 2
RUFFLES MEME

6RXUFH��KWWSV���ZZZ�VRFLDOPHGLDH[DPLQHU�FRP�KRZ�WR�XVH�PHPHV�JXLGH�
IRU�PDUNHWHUV

6RXUFH��KWWSV���MXQNHH�FRP�QHWÀL[�ELUG�ER[�FKDOOHQJH�������

FIGURE 1
NETFLIX MEME

*HQHUDWLRQ� =� EURXJKW� DORQJ� D� QHZ� RSSRUWXQLW\� WR�

H[SDQG�PDUNHWLQJ¶V�KRUL]RQV��DQG�LW�LV�LQGXFLQJ�LQQRYDWLRQ�

LQ�WKH�ZD\�EUDQGV�FRQYH\�WKHLU�PHVVDJHV��0HPHV�DUH�MXVW�

RQH�RI� WKH�ZD\V� WKHLU� LQÀXHQFH�FDQ�EH�DFNQRZOHGJHG��

PDNLQJ�LW�HDVLHU�WR�JHQHUDWH�OHDGV�DQG�VDOHV�LI�H[SORUHG�

correctly.

Turning viral and increasing brand exposure are just 

VRPH�RI�WKH�UHDVRQV�ZK\�PHPHV�DUH�QRZ�EHLQJ�XVHG�DV�

DQ�HVVHQWLDO�WRRO�RI�VRFLDO�PHGLD�VWUDWHJLHV��7KH�NH\�LV�WR�

VWXG\�WKH�WDUJHW�DXGLHQFH�DQG�FXUUHQW�WUHQGV��NHHSLQJ�DQ�

open mind about the future, and expecting the unexpected.
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