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Abstract 

Internet memes have in recent years become a prevalent phenomenon which brands have now 

started to use in their marketing communication efforts. Previous brand personality research 

suggested that communication style can change a brand’s perceived personality from a 

consumer’s perspective. The purpose of the thesis was to investigate if there is a difference in 

how brands are perceived depending on whether memes or more traditional images are used in 

marketing communication. The theoretical framework for this thesis was Geuens et al. (2009) 

A New Measure of Brand Personality. An experimental design was applied by having a total 

of 98 respondents answer one of two surveys. The respondents were exposed to a meme or a 

more traditional advert from the dating app, Tinder, and then asked to answerer questions 

regarding the brand’s personality. Hypothesis testing was conducted to see if any significant 

differences between the groups could be found. Results showed that respondent did perceive 

the brand differently on two dimensions of brand personality depending on what image they 

saw. However, lack of internal reliability in multiple dimensions in A New Measure of Brand 

Personality, questioned the scales applicability. The thesis contributes to a better understanding 

of how memes can be used in marketing communication.  
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1.  Background & Problematization 

In this opening chapter the reader will be introduced to the background for the subject in focus. 

Firstly, there will be a description of what memes are and how they are used today. Moreover, 

a problematization will be formulated which will lead up to the thesis purpose and research 

question. 

 

1.1 The Internet’s growth 

With the rise of the Internet and digital environments marketers stand in front of many new 

opportunities, tools, and challenges. The digital environment has fundamentally changed how 

brands and consumers interact with each other. For instance, brands now inhabit a space where 

the consumers are interacting directly, not only with each other, but also with the brand. In this 

context consumers are no longer passive actors, but instead active participants in the digital 

environment. According to Okazaki and Taylor (2013) consumers are partly in control of how 

information is generated and shared. The Internet is unique amongst mediums as it has created 

an environment for people to exist in. According to Zittrain (2014) the Internet has become so 

fundamental and adopted for so many purposes that it can be viewed as a culture.  

 

In internet culture there have arisen different norms and ways of communicating which are a 

product of the Internet's fast pace and interactive nature.  Research has in the last decade started 

to explore the meaning and importance of online/virtual brand communities (Mousavi et al., 

2016; Dessart et al., 2015). Whether a brand prioritizes developing their online community or 

not, they still need to communicate with consumers. The Internet has made it possible to 

effectively communicate in several different ways. Brands are able to use images, videos, text, 

podcasts, and blogs to get their message across. One unique communication tool that has seen 

a huge surge in popularity the last decade is memes.  

 

1.2 Memes 

The word meme was coined in 1976 by Richard Dawkins in his book The Selfish Gene. Memes 

are described by Dawkins (1976) as cultural units that are passed down and spread by no genetic 

influence. But the use of the word meme has shifted slightly as it has been adopted in digital 

culture. According to Denisova (2020) internet memes are context-bound virtual text that are 

spread by mutation or replication. In practice this means videos, images, comments, or any 

digital unit of expression (Bertazzoli, 2019). Brown (2010) explains that there are four reasons 



Krasniqi & Palmstadius 

 

 

2 

why memes are suited for the Internet: (1) ease of distribution to multiple parties, (2) possibility 

of different delivery formats (image, text, video), (3) anonymity of the memetic engineer and 

(4) insurance that the “strongest” meme survives. We would like to add another reason for why 

memes are suited for the internet. Internet memes are easy to remix and therefore people are 

able to make them more relatable to their subgroups, which entails a higher chance of spreading 

and “surviving”.  

 

Figure 1. 

Example meme remix. 

 

Note:  The picture on the left was gathered from Tinder’s Twitter Page, and the picture on the right was edited for 

this thesis. 

 

A good example to illustrate what a meme could look like is with the widely used “distracted 

boyfriend” meme. The meme comes in the form of an image with text that the meme engineer 

himself adds. The image depicts a couple walking down the street; the boyfriend turning around 

looking lustfully at another woman, and the girlfriend looking surprised and angry at the 

boyfriend. The girlfriend stands for something one should or is expected to do, while the other 

girl stands for what one wants to do. Above two examples are presented of how one could use 

this meme. The first example comes from the Twitter account of the online dating company, 

Tinder (see figure 1). The meme expresses the strong desire to use the Tinder app instead of 

doing productive work. The second example was made by us and is supposed to reflect the 

many times we would rather watch tv-shows than do research for this bachelor thesis (see figure 

1). Therefore, a meme can be seen as a type of template for the meme engineer to insert their 

own message. 
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The use of internet memes can be traced back to a least as early as the 1990s (Shifman, 2014).  

As the Internet had not yet been adopted as a mainstream medium, internet memes stood out as 

a rather esoteric form of communication tool for early adopters of the Internet. However, with 

the development of social media, many are now aware of what a meme is. There are now 

websites and social media accounts which only share memes and some of these sites have 

millions of followers. As of on 14 April, 2021, the Instagram accounts 9gag and Daquan 

collectively sat on 72.4 million followers. Mems have grown from being a niche form of 

communication tool to entering the social mainstream, at least amongst people who frequently 

use the Internet. Memes have been, and still are, mostly used as humorous expressions, but in 

the last decade the use of internet memes have also been adopted for more than just comedy. 

According to Wiggings (2019) memes can be used as a political discursive weapon and can 

furthermore fill the void for critical media where the freedom of the press is limited. 

 

The sharing of memes is no longer only exercised by anonymous online users, brands and other 

organizations are starting to use memes as a form of communication. According to Csordás et 

al. (2017) the reason for using memes in marketing is that corporate communication follows 

the audience’s consumption patterns. As of on 14 April, 2021, the large streaming website 

Netflix’s last 15 Instagram posts consists of eight memes (Netflix, 2021). Likewise, the luxury 

clothing brand, Gucci, has on several occasions posted memes on their social media (Gucci, 

2021). According to Kao et al. (2020) when the fast-food chain Wendy’s changed their 

marketing strategy in 2017 to include satirical jokes and memes they achieved 49,7% profit 

growth that year. Though memes are being more accepted as a communication tool they have 

been slow to be implemented into companies’ marketing communication. Kao et al. explain 

that the slow implementation of memes is due to the fear brands have of being perceived as 

unauthentic and thus being vulnerable to user-generated antibranding. 
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1.3 Problematization 

Since memes have only recently gained widespread use and social relevance, they are not yet 

fully understood. Brands that have tried to use memes in their marketing communication have 

had mixed results. Some have had great success and others have been met with disdain for 

perceived lack of authenticity (Kao et al., 2020). So far much of the research on memes has 

mainly focused on how memes are spread and how they have been used in a political context 

(Lonnberg et al., 2020; Kulkarni, 2017). Despite the prevalence of brands using memes, not 

much research has been made on the topic in a business administration context, and more 

specifically, from a consumer perspective.  

 

According to Gardner & Levy (1955) a brand is more than just a name and is instead a set of 

associations that are built, maintained, and communicated over time through advertising, 

publicity, and merchandise. The result of all combined associations is what Keller (1993) 

defines as brand image while also adding that the associations must be remembered in the 

consumer’s mind for it to influence brand image. Kapferer (2008) puts brand image in a model 

where it stands on the opposite side of brand identity. According to Kapferer brand image is 

defined as how a brand is perceived by consumers while brand identity is how the brand wants 

to present itself. Therefor it could be said that brand image is the consumers interpretation of 

brand identity. To avoid friction between brand identity and brand image a brand needs to, 

eloquently and effectively, communicate its identity to consumers and this can be done in 

several ways (Kapferer, 2008).   

 

Since a consumer perspective is desired, it is appropriate to look at theories born out of 

consumer behavior theory. One such theory is Brand personality theory which is the idea that 

brands have personalities much in the same way people do. According to Geuens et al. (2009) 

brand personality is a major component of brand identity. Moreover, Geuens et al. claim that 

often brand identity and brand image is conceptualize as constructs where brand personality 

plays an important role. Kapferer’s (2008) Brand identity prism sees the picture of the sender 

(the brand) as made up of physical features and personality. The combined picture that the 

physical and personality produce is then sent to the recipient (consumer). Practitioners see brand 

personality as a way to differentiate a brand in a product category (Halliday 1996 as found in 

Aaker 1997) and as a central driver of consumer preference (Biel 1993 as found in Aaker 1997). 
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Moreover, brand personality can act as a common denominator that can be used to market a 

brand across cultures. But how is then brand personality itself communicated?  

 

According to Aaker (1997) one of the ways brand personality is communicated and built is 

through communication style. Memes used in marketing communication would count as 

communication style.  Just like a person making lots of jokes or often using memes would affect 

the way you perceive their personality, it would according to brand personality theory also 

affect the way customers perceive a brand’s personality. Memes when used in marketing 

communication would make up one of the associations of a brand’s personality. If memes do 

in fact affect brand personality the question of how arises. If memes carry specific associations, 

then brands might be more careful when adopting them. The association might be negative, for 

example if it made a brand seem less trustworthy. The association need not be a negative one, 

but it may be incongruent with the other associations in a brand which would lessen the brands 

cohesiveness in the consumers mind (Keller, 1993).  

 

Keller (1993) gives some examples of problems that could occur when brands have diffuse 

brand image that we also apply to brand personality. Firstly, diffuse brand personality simply 

makes the consumer confused as to how they are supposed to view the brand. Secondly, since 

congruency is low between associations, they are more easily changed by competitors. Lastly 

a diffuse brand image is that consumers will more likely overlook important associations 

relevant in making brand decisions. Though Keller brought up these potential problems in 

relation to brand image we rationalize that similar problems could happen to a brand with a 

diffuse brand personality. We make this assumption based on the similar ways brand image and 

brand personality are created in consumers’ minds through associations.  

 

In summary, brands work by broadcasting in different ways their identity to consumers, which 

the consumer translates into brand image. One major way a brand communicates its identity is 

through brand personality. A brand personality is created using different forms of association, 

which is then communicated to consumers, many times, through communication style. Brands 

have started to communicate with memes online but if memes affect perceived brand 

personality is yet unknown. If used correctly memes may help strengthen brand personality. On 

the other side, memes could potentially make a brand’s personality more diffuse.  
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1.4 Purpose 

The purpose of this thesis is to compare memes and non-memetic images to explore if the use 

of memes in marketing communication might affect a brand’s personality from the consumers 

perspective.  

 

1.5 Research question 

Do memes in marketing communication affect perceived brand personality?  
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2. Theoretical framework 

In this chapter the reader will be introduced to the theory which has been the foundation that 

this thesis has used to measure and analyze memes in a marketing context. The central 

framework used was A New Measure of Brand Personality by Geuens et al. (2009). The chapter 

concludes with the formulation of hypotheses.  

 

2.1 Brand Personality 

Today brand image has become of huge importance for businesses, and it has evolved to be 

more than just the name or logo of a brand. Brand image is now a combination of all 

association’s consumers make based on their interactions with the brand (Thimothy, 2016). One 

way businesses are able to create a positive brand image is by using effective brand 

communication and forming associations that consumers find attractive. 

 

When businesses create associations for a brand, consumers involvement is a key component 

and need to be increased for a successful brand. Involvement can be increased by humanizing 

the brand through manipulation of brand personality (Kapferer, 2008). The foundation for brand 

personality was laid by Aaker in 1997, with the idea that human attributes can be applied on 

brands. According to Aaker (1997) brand personality is the most important association for a 

brand that is not the service or product itself. Furthermore, in 2009 Geuens et al. further 

developed Aaker’s theory to create A New Measure of Brand Personality (ANMBP).  

 

Brand personality refers to the human personality traits that consumers ascribe to brands 

(Aaker, 1997). This behavior in its wider definition is called anthropomorphism which is the 

attribution of human traits to non-human entities (Aaker, 1997). The first scale developed in 

respect to brand personality was constructed by Aaker (1997). Aaker presented five dimensions 

of brand personality and a 42-trait scale to assess these dimensions. Since Aaker’s framework 

was introduced in 1997 criticism for lack of cross-cultural application and loose definitions 

inspired researchers to create their own frameworks and scales (Bosnjak et al., 2007; Geuens et 

al., 2009). Though there are strong similarities between personality traits of humans and brands, 

their antecedents differ (Aaker, 1997). Perceptions about a brand’s personality can be created 

by indirect contact with the brand. Indirect contact which builds brand personality perceptions 

include brand name, logos, price, distribution channel, communication, and advertising style 

(Aaker 1997; Kotler & Keller, 2016). 
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With the interactive style of communication that has been made possible with internet 

technology, especially on social media platforms, brands have a much easier time to humanize 

themselves and create relationships with their consumers (Kwon & Sung, 2011). With the 

advent of social media, creating and manipulating brand personality has become one way in 

which brands strategically communicate (Sung, 2014, as cited in Zhang, 2017). Kwon and Sung 

(2011) found that marketers on their twitter accounts exhibit their brand personality and thereby 

build relationships with consumers.  Multiple studies have suggested that how messages are 

communicated and presented will affect the brands perceived personality (Labrecque, 2014; 

Sung, 2014, as cited in Zhang, 2017). Lin and Peña, (2011) explained that communication style 

plays a critical role when forming brand personality through social media. However, Zhang 

(2017) highlights that little is known of how social media communication strategies can shape 

perception of brand personality. Brands today have put great care into their online activities and 

have started to use memes as a communication tool. Memes are as mentioned earlier, highly 

suited for the Internet which makes them attractive in marketing communication and especially 

on social media. But what signals this sends to consumers, and how perceived brand personality 

is affected by this communication style is not yet clear.  

 

One of the criticisms towards Aakers (1997) framework was the inclusion of non-personality 

traits, we chose to base the empirical study in this thesis on Geuens et al. (2009) ANMBP since 

it face these criticisms. Geuens et al. (2009) created the ANMBP to design a brand personality 

scale free from the criticism Aaker’s (1997) scale had been subjected to. The first criticism that 

was corrected was that Aaker’s scale was not personality based. Geuens’ et al. solution to this 

problem was to draw heavy inspiration from the Big Five personality traits, which is the 

dominating personality traits model used in psychology (Geuens et al., 2009). The second 

criticism Aaker faced was that she had been too vague when defining brand personality. 

Therefore, Geuens et al (2009). were precise when choosing a definition for brand personality, 

which made it easier to understand exactly what the theory measured. The last big criticism 

Aaker’s scale faced, was the lack of cross-culture application. For this reason, Geuens et al. 

chose to conduct their study in multiple countries. Since Geuens et. al managed to successfully 

improve Aaker’s scale in multiple ways it was naturally seen as the preferable scale for this 

thesis.  
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Geuens et al. (2009) started their research with an examination of how previous studies on brand 

personality are connected to the psychology theory of the Big Five personality traits. The Big 

Five is based on human personality characteristics that are unattached from origin and culture 

(Geuens et al., 2009). The Big Five theory is consistent of five dimensions: Agreeableness, 

Conscientiousness, Extraversion, Neuroticism and Openness. Before the Big Five format was 

developed initial scales could contain up to 240- and 100-items. In need for shorter scales 

researchers first created a 40-item version and were later able to shorten it even further to 10- 

and lastly the 5-item scales (Geuens et al., 2009). 

 

As mentioned, Aaker (1997) included non-personality factors like gender and social class. 

Whereas ANMBP excludes these socio-demo-graphic items to stay focused on the Big Five 

structure. In their study Geuens et al. (2009) chose a strict definition of brand personality: 

“Brand personality is the set of human personality traits that are both applicable to and relevant 

for brands” (Azoulay & Kapferer, 2003, as cited in Geuens et al., 2009, p.97). Taking the strict 

definition and the Big Five to consideration Geuens et al. created a new brand personality 

measure containing five main dimensions and twelve underlaying items (see Figure 2). 

 

Figure 2. 

ANMBP 

 

 

Note: ANMBP with its dimensions and underlaying items. Gathered from Geuens, M., Weijters, B., & De Wulf, 

K. (2009, June 1). A new measure of brand personality. International Journal of Research in Marketing, 26(2), 

97-107, DOI: 10.1016/j.ijresmar.2008.12.002. 

 

Geuens et al. (2009) found that the dimensions Responsibility, Activity, Aggressiveness, 

Simplicity and Emotionality had high reliability and validity. These five dimensions make up 

the ANMBP. ANMBP was tested to reassure it could be generalized across different research 
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purposes (Geuens et al., 2009). The five dimensions and the underlaying twelve items have 

similarities to the Big Five. Although, though they contain similarities all the new dimensions 

received new names to better reflect the study’s findings. Below is a list of what the 

correspondent dimensions are called in both the Big Five and the New Measure (see table 1). 

 

Table 1. 

Comparison between the Big Five and ANMBP 

The Big Five (McCrae & Costa, 1987)    A New Measure of Brand Personality (Geuens et al., 2009) 

Agreeableness ➢ Aggressiveness 

Extroversion ➢ Activity 

Openness ➢ Simplicity 

Conscientiousness ➢ Responsibility 

Emotional stability ➢ Emotionality 

Note: The table present the connection and translation done from the Big Five to ANMBP. Gathered from Geuens, 

M., Weijters, B., & De Wulf, K. (2009, June 1). A new measure of brand personality. International Journal of 

Research in Marketing, 26(2), 97-107, DOI: 10.1016/j.ijresmar.2008.12.002.  

 

The ANMBP is not without limitations. The ANMBP starts from a theoretical base and then 

turned to a data-driven method to select and retain items. Due to this gap, there was a possibility 

that meaningful items might have disappeared because lack of connection between the item and 

the dimensions (Geuens et al., 2009). Therefore, there is a risk that items which did not associate 

with any of the Big Five fell short and were not expressed in ANMBP. Geuens et al. also 

mentions that the measuring scale might not work the same way in every country. The validity 

and reliability were studied extensively in Belgium and loosely tested in the US and eight 

European countries (Geuens et al., 2009). Although, ANMBP has its limitations, it is 

outweighed by the advantages gained. Therefore, the ANMBP was chosen as the theoretical 

framework for this thesis, both regarding collection and analysis of data.  

 

2.2 Secondary Associations 

Brands can build meaning in many ways. According to Keller (2020) one way of building 

meaning is through borrowing meaning from other entities. The borrowed meaning is called 

secondary association (Keller, 2020). A secondary association could be described as an inferred 

association that takes place in the consumer’s mind. When a brand’s associations are linked to 

other information in the consumers memory; the consumer may infer that the brand shares 

associations with this information/entity (Keller, 1993).  
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It is not necessary for a brand’s products or services to be directly connected to the entity for 

there to become a secondary association. Examples of things that may produce secondary 

associations include people, place, and things (Keller, 2020). Things, broadens the definition 

and effectively enables everything with its own associations to act as a secondary association.    

Knowledge of the entity can therefore be seen as brand knowledge which consists of thoughts, 

images, feelings, beliefs, experiences, and behaviors (Keller, 2020). Secondary associations are 

of interest because they can be leveraged to create favorable and unique associations that the 

brand lacks (Keller, 2020). Moreover, secondary associations can be leveraged to enhance 

existing attributes. How an entity will affect the brand is not necessarily “parallel” and may 

affect multiple aspects of brand knowledge (Keller, 2020). An entity as a secondary association 

may create positive feelings towards a brand but also color specific perceptions or beliefs about 

the brand (Keller, 2020).   

 

Leveraging entities may be particularly useful when a brand desires to change or add to their 

imagery (Keller, 2020). Keller (2020) adds that many entities themselves have personality 

characteristics which means secondary associations are especially effective at manipulating the 

personality dimension of a brand. But by the same token it is too important to realize marketing 

communication affects brand image even when brands are not deliberately trying to leverage 

associations. Unwanted associations can potentially be transferred to brands if they are not 

aware of how their secondary associations are perceived by consumers. From the theory of 

secondary associations we can ascertain that memes themselves hold associations that could 

potentially be transferred to the brand using memes. 

 

2.3 Formulating hypotheses 

 

To better understand what effects memes as a secondary association might have on brand 

personality; it is befitting to highlight the associations of memes themselves. The first 

association of memes is humor. Internet memes do not by definition have to be humorous but 

most shared memes are. Even memes dealing with rather dark subjects like depression, are often 

made with a humorous element (see Appendix A). In a study by Knobel and Lankshear (2007) 

it was found that in at least 17 of 19 examined memes, humor was a key component. Their 

study is also in line with the digital environment of today. As discussed earlier, meme sharing 
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social media accounts are very popular and the memes shared on these accounts 

overwhelmingly use humor as a key component. Shifman (2014) explains that humor has been 

an important aspect of online communication and adds that internet humor is often based on 

visual formats. The fact that memes are both humorous and often visual would explain their 

strong prevalence in digital spaces.  

 

The second strong association comes from the connection memes have to the Internet. Internet 

is a technology that has revolutionized society and has only relatively recently become a part 

of people’s daily lives. Since it is mainly younger adults, teenagers and children who have 

grown up within the digital environment, the Internet has been painted as a place for younger 

people. Therefore, memes, as a new internet phenomenon, would be connected to ideas such as 

“digital culture”, “innovation” and “youth”. Previous research supports this idea; technology, 

“newness”, dynamic and innovation were all found to be connected as associations to each other 

(Henard & Dacin, 2010; Kunz et al., 2011; Shams et al., 2015) 

 

The last association comes from the perception of whom the typical meme user is, and the 

casualness that memes imply. By “meme user”, not only meme engineers, but all people who 

consume memes regularly are included. People who consume memes are mostly everyday 

young people who frequent the internet (Shifman, 2014). Though there are instances of 

politicians and other important figures using memes, it is not common. Memes are mostly found 

in internet forums and social media. However, memes are not typically used to relay important 

messages. The news is often delivered through images, text, audio, and video, but the news has 

yet to be communicated through memes. Since memes are often short lived or rapidly remixed, 

they are unlikely to hold information one needs to remember (Shifman, 2014). These factors 

together give memes an air of casualness.  

 

We presume that there will be a connection between the presence of memes in a brand’s 

marketing communication and the brands perceived personality. From the unique associations 

found in memes, we hypothesize that memes in marketing communication will affect brand 

personality differently than non-memetic or more traditional communication styles.  
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Hypothesis 1. (H1) It is hypothesized that the dimension Activity will be perceived differently 

when consumers are exposed to a meme compared to a traditional image.  

 

Hypothesis 2. (H2) It is hypothesized that the dimension Responsibility will be perceived 

differently when consumers are exposed to a meme compared to a traditional image. 

 

Hypothesis 3. (H3) It is hypothesized that the dimension Aggressiveness will be perceived 

differently when consumers are exposed to a meme compared to a traditional image. 

 

Hypothesis 4. (H4) It is hypothesized that the dimension Simplicity will be perceived differently 

when consumers are exposed to a meme compared to a traditional image. 

 

Hypothesis 5.  (H5) It is hypothesized that the dimension Emotionality will be perceived 

differently when consumers are exposed to a meme compared to a traditional image. 
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3. Methodology 

This chapter aims to present and clarify the methodology of this thesis. The first part covers the 

research philosophy and approach behind our research. Secondly, the research design and 

strategy will be presented. Lastly approach in data collection and analyzation will be discussed.   

 

3.1 Research philosophy  

All researchers must decide with what principles, procedures, and ethos the research should be 

conducted by (Bryman & Bell, 2011). Bryman and Bell (2011) present two different 

epistemological positions, positivism and interpretivism. A positivistic position implies that the 

researcher believes that the methods of the natural sciences should be applied to the social 

sciences (Bryman & Bell, 2011). Another characteristic of positivisms is the belief that science 

can be conducted objectively. From our perspective, the purpose of theory is to produce 

hypotheses that can be tested, and that knowledge can be gained by gathering facts that provide 

the basis for laws. To test our hypothesis, objectiveness and a clear distinction between 

scientific statements and normative statements was deemed necessary. The research philosophy 

applied in this thesis is positivism. The characteristics associated with positivism aligns well 

with our perspective on how research is to be conducted.  

 

3.2 Quantitative research  

The purpose of this thesis is to figure out if consumers will perceive a brand’s personality 

differently if memes are used in their marketing communication. The purpose of this thesis is 

not an attempt at an in depth understanding on how memes from brands makes the consumer 

feel about the brand’s personality. With quantitative research, statistical test can be applied on 

the data to produce an answer to our research question. A quantitative research method was also 

appealing since the topic of memes has up until now mostly been tackled with qualitative data. 

According to Yauch and Steudel (2003) it is advantageous to use both qualitative and 

quantitative methods, as it will produce more robust results which are achieved through 

triangulation. Therefore, our quantitative research will complement the existing qualitative 

research. Furthermore, quantitative research methods better suited our thesis given our 

theoretical framework which had a clear scale that measured each dimension. Bryman and Bell 

(2011) point out that when a concept includes multiple dimensions each dimension needs to be 

interpreted. Geuens’ theory of brand personality includes five dimensions which are further 

broken down into items. All dimensions and items needed to be analyzed in order to draw any 
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conclusion on the effects of memes in marketing communication. A quantitative approach 

makes it possible to analyze each facet of brand personality systematically and statistically.  

 

3.3 Research approach  

Towards the relationship between theory and research, a deductive approach has been taken. 

Taking a deductive approach, the researcher will from what is known about a subject deduce 

hypotheses (Bryman & Bell, 2011). Those hypotheses will then be tested by being subjected to 

empirical scrutiny. Therefore, the social scientist needs to be clear on how data can be collected 

in relation to the concepts that are behind the hypotheses (Bryman & Bell, 2011).  

 

Deductive approaches are generally associated with quantitative data. Our research on memes 

centers around testing hypotheses, our research philosophy is positivistic, and our research 

method is quantitative. From these factors we can conclude that the most fitting approach for 

this research was a deductive approach.  

 

3.4 Research design and strategy 

The research design provides a framework for the collection and analysis of data. The choice of 

research design reflects the priority given to different aspects of the research process (Bryman 

& Bell, 2011). The research design has therefore acted as a guide for the way empirical data 

was collected.  

 

To test the hypotheses an experimental design was chosen. According to Bryman and Bell 

(2011) our research design could also fall under the cross-sectional category as the study is 

based on a survey where data from more than one case was collected. Furthermore, the data 

was collected from one single point in time, the data was quantifiable and correlation patterns 

were possible. The aforementioned characteristics are also associated with cross-sectional 

research (Bryman & Bell, 2011). Despite the resemblance between our research and cross-

sectional research we still argue that the research we have conducted would fall under 

experimental design. Experimental design is conducted by allocating subjects into at least two 

groups, treatment group and control group. The treatment group receives the treatment and is 

then compared to the control group which does not receive the treatment (Bryman & Bell, 

2011). Furthermore, experimental design requires the subjects to randomly be put into two 

different groups.   
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Two surveys were made for the study, one showing a non-memetic humorous image (survey 

H) and one showing a meme (survey M). The image shown in survey H can be viewed in 

appendix B.  In survey M the respondents were shown a popular meme known as “Woman 

Yelling at a Cat” (KnowYourMeme, 2021) (see Appendix C). Both images were pieces of 

marketing communication taken from the dating app, Tinder’s, Instagram. In this experiment 

respondents that were shown survey H became the control group, and respondents that were 

shown survey M became the treatment group.  

 

The two surveys then asked respondents identical question on demography, ANMBP, and other 

questions. The two surveys were automatically distributed through the software Allocate 

Monster that randomly showed respondents survey H or survey M. The use of a control group, 

and the randomization of subjects into the two groups, allows for the elimination of rival 

explanations of differences between groups (Bryman & Bell, 2011).  

 

The independent variable in this experiment was the different images respondents were exposed 

to. The image respondents saw before answering questions is the only variable that is changed 

for the two groups, which means that it is the only independent variable in the experiment. 

Other variables remained constant. The dependent variables are the collective scores on the 

items in ANMBP from the different groups. The image shown (independent variable) will affect 

the score on the underlying items in ANMBP (dependent variable). The questions on the 

different ANMBP items which is answered on a Likert scale makes it possible to measure the 

dependent variable.   

 

Experimental design allows for more control over the research. Variables can be manipulated, 

and unwanted factors can be removed. If scores on the brand personality scale are found to be 

significantly different it is due to the two images having different effects on the respondent. By 

carefully choosing the right images it is possible to exclude other unwanted variables. In the 

context of this thesis, it was decided to use two humorous images to control for the variable 

humor. Therefore, humor, which has already been extensively explored in marketing, is made 

a constant in the experiment. Humor should not have any effect on the differences produced by 

the images as it is present in both. As a result of these advantages, it becomes easier to test the 

hypotheses put forward in this thesis.  
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A problem all researchers must keep in mind when conducting experiments is the possibility of 

intervening variables. Intervening variables are hypothetical variables that intervein between 

the independent and dependent variables. Intervening variables creates the possibility for 

alternative explanations of the observed relationship between independent and dependent 

variables (Bryman & Bell, 2011). Control variables were used to reduce the risk of intervening 

variables. By having constant variables across the two images the risk for alternative 

explanations were reduced. Control variables in the experiment included Tinder, Instagram, and 

humor. All three of these variables were constant in the experiment.  

 

3.5 Sample  

The method used in this research was a mixture of two non-probability sampling methods. 

Firstly, a convenience method was used. A convenience sample is collected by simply including 

people that are available to the researcher (Bryman & Bell, 2011). To increase the sample size 

and to faster get enough respondents, a snowball method was also applied.  A snowball method 

meant that respondents were encouraged to spread the link containing the surveys. The 

downside with non-probability samples is that it is hard to generalize the results found to the 

larger population (Bryman & Bell, 2011). The decision to use a convenience sample was made 

for the high costs, resources and high dropout rate associated with a randomized sample.  

 

The sampling frame includes people who have access to the Internet as it was there that the 

surveys were distributed and conducted. Most of the participants were gathered by sharing the 

survey on our personal social media accounts on platforms like Facebook and Instagram. 

Moreover, we were able to post the survey on different forums and online groups consisting 

exclusively of students. To gain insight into our sample population the participants were asked 

questions regarding age, gender and social media usage.  

 

3.6 Data collection method  

Data collection method is the process through which data is to be collected and measured. As 

earlier mentioned, we choose to use surveys. The surveys were completed by the respondents 

themselves and this method of collecting data is called self-completion questionnaire. We chose 

to use surveys for multiple reasons. A survey, especially when handled completely online is 

free and quick to administer. Online surveys made it possible to handle the whole process from 
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home which saved us time. Moreover, this study was conducted admits the Covid-19 pandemic 

which made travel and in-person surveys less attractive. Lastly surveys also help eliminate the 

interviewer effect. According to Bryman and Bell (2011) respondents, in the presence of an 

interviewer, tend to exhibit social desirability bias.    

 

The survey was made with Google forms and was then sent, completed and answers collected, 

all online. This allowed us, with limited resources, to reach enough respondents to perform 

appropriate statistical tests. Furthermore, a web survey was also beneficial as it easily allowed 

us to display images.  

 

3.7 Designing the survey  

To minimize confusion, which would affect the results of the surveys, it was important to 

carefully construct the surveys and make them user friendly. By creating user-friendly surveys 

with an attractive layout, the problem of low response rate associated with surveys is reduced 

(Bryman & Bell, 2011). Luckily, the program used to create the survey, Google Forms, allows 

for a high level of customization regarding how questions are formulated and answered. 

Furthermore, Google Forms is designed to make surveys visually appealing for example adding 

appropriate margins and space between questions. The surveys were distributed in Sweden and 

therefore made in Swedish. All questions in the surveys were mandatory apart from the last 

question. The questions in the surveys can be viewed in Appendix D.  

 

Before the surveys were distributed, we asked two test subjects to answer survey H and give 

feedback so we could then sort out any confusion. The same process was repeated for survey 

M. The test subjects were chosen to cover different age groups, younger and older. We deemed 

age group an important factor since we suspected respondents from different age groups would 

answer the surveys.   

 

The surveys started with descriptive questions with respect to the respondents’ demographic. 

The demographic description of the respondents was important to see if patterns amongst 

groups cloud be detected. Moreover, the demographic questions allowed us to see what 

population our sample represented.  
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For the central part of the surveys, respondents were randomly subjected to one of two images 

of marketing communication from Tinder. Respondents were automatically separated using the 

previously mentioned software called Allocate Monster. The respondents then answered how 

descriptive each item on ANMBP was. For each item in ANMBP, a seven-point Likert scale 

was used as a measurement. The advantage of using closed questions like the Likert scale is 

that the questions are pre-coded, which makes data easier to process (Bryman & Bell, 2011).  

 

The following questions asked respondents about how familiar they were with the brand Tinder, 

their social media usage, and how well they knew what memes were.  The last question asked 

the respondents if they had any comment or opinions on the survey. The last question was 

optional.  

  

3.8 Choice of images   

Two surveys were created, and each had a different image the respondents reacted to. In survey 

H respondents were shown a non-memetic humorous image (see Appendix B). In survey M the 

participant were shown a meme (see Appendix C). The decision to compare a meme to a 

humorous image was made because we see humor as an integral part of internet memes. And 

as humor is an already explored field we tried to eliminate it from the equation to see if any 

other differences appeared.  

 

The decision was made to use real examples of marketing communication instead of creating 

fictional brands and images. Using real pieces of marketing communication increase the 

credibility of the images. By examining real examples, we come closer to what companies today 

are actually doing, which makes the research more representative of today’s marketing 

communication practices.  

 

Tinder was chosen since their marketing communication had many examples of both memes 

and humorous imagery. Both images were taken from Tinder’s Instagram account. To make 

sure the respondents knew that the images were pieces of marketing communication, and not 

memes created by random internet users, some of the Instagram layout and Tinder’s social 

media handle were included. Instagram was chosen its wide recognition which decreased the 

chance of the images to be confused with something else than marketing communication. 

Moreover, memes and humor were more prevalent on Tinder’s Instagram account then on their 
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Facebook account. The definition of meme is very broad and includes videos, texts, and images. 

memes are most often associated with images. Moreover, for the sake of simplicity, we decided 

that an image would be an easy message to react to.  

 

3.9 Method for analysis 

Once that data from the two surveys had been gathered, they were assembled and processed in 

the program Statistical Package for the Social Sciences (SPSS). SPSS allows for complex 

statistical data analysis. In the following segments the different methods used for the statistical 

hypothesis testing will be presented.   

 

3.9.1 Central tendency and Dispersion  

To analyze the twelve items included in ANMBP measures of central tendency and dispersion 

were calculated for each item in both surveys.  The central tendency of a dataset is the number 

most representative of the sample (Bryman & Bell, 2011). To study central tendency, the 

arithmetic mean was calculated. Dispersion refers to the variation in a sample and is interesting 

because you can compare between comparable distributions of values (Bryman & Bell, 2011). 

To measure the dispersion the standard deviation was calculated. The standard deviation is the 

average amount of variation around the mean.  

 

3.9.2 Statistical Significance  

To see if there is any significant difference in how the two groups (meme and humor) perceived 

Tinder’s brand personality we conducted hypotheses testing.  

 

The following steps have been taken when testing the hypotheses:  

• Setting up a null hypothesis  

• Establishing the level of significance  

• Performing appropriate statistical test  

• Accept or reject the null hypothesis  

• Presenting the findings (Chapter 4) and discussing them (Chapter 5)   

 

The null hypothesis for each variable is that there is no significant difference between the two 

groups.  
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Significance in this context should not be interpreted as importance; it is strictly related to the 

confidence a researcher has in their results (Bryman & Bell, 2011). Significance could also be 

framed as the level of risk a researcher is willing to take when inferring a relationship between 

two variables. Two types of errors can occur when deciding an appropriate level of significance, 

type 1 and type 2. Type 1 error occurs when you wrongfully reject a null hypothesis; the higher 

the significance level, the higher risk of type 1 error. Type 2 error occurs when you wrongfully 

accept the null hypothesis. The risk of type 2 error increases when the significance level is 

decreased. The three most used significance levels () are 5%, 1%, 0,1% (Körner & Wahlgren, 

2015). In this study, , will be at 5%.  

 

Figure 3. 

Two types of errors associated with significance level  

 

Note: Taken from Business Research Methods (p.354) by Bryman, A., & Bell, E. (2011) (Vol. 3). Oxford 

University Press. 

 

For more reliable results two statistical tests, independent sample t-test (t-test) and Mann-

Whitney U test were performed on the data. A t-test makes it possible to see if the differences 

between groups could be caused by randomness or if the differences are statistically significant.  

Mann-Whitney U test is often considered a non-parametric version of the t-test (Laerd t-test, 

2021). The different brand personality attributes are Likert items and therefore ordinal 

variables, which makes them suited for a Mann-Whitney U test. A Mann-Whitney U test is also 

advantageous as it makes it possible to compare two independent groups even if they are not 

normally distributed (Laerd Mann-Whitney U, 2021). 
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3.10 Reliability 

Reliability is a criterion that determines if the results produced from a study can be repeated. 

Bryman and Bell (2011) give three factors that pertain to reliability: Stability, Internal 

reliability, and inter-observer consistency. Most relevant to evaluating our research in this case 

is internal reliability. Internal reliability is concerned with whether the indicators in a scale or 

index are consistent (Bryman & Bell, 2011). If all indicators are not related to each other, they 

might be indicative of something else entirely (Bryman & Bell, 2011).  

  

To test the interna reliability it is most common to use a test called Cronbach’s alpha.  

What a Cronbach’s alpha test does is that it calculates all the possible split-half reliability 

coefficients (Bryman & Bell, 2011). The coefficient will be on a spectrum from 1, which would 

be perfect internal reliability, and 0, indicating no internal reliability. According to Bryman and 

Bell (2011) 0.80 is seen as an indication of internal reliability, but they add that other 

researchers accept lower figures. For this study an acceptable internal reliability is everything 

above 0.6 and anything above 0.7 will be deemed as good internal reliability.  

 

3.11 Ethical principles  

The thesis has kept all respondents anonymous for respect to their privacy. The survey was 

distributed online in a program that kept the respondents completely anonymous. The 

respondents are therefore safe from any tracking. Moreover, we further find the subject of 

memes and marketing communication to be a neutral subject. The meme used in the experiment 

excluded any political, religious, or other messages that could be viewed as loaded or 

discriminatory. Furthermore, the study has been conducted in accordance with the guidelines 

Bryman and Bell (2011) put forward. Therefore, we conclude that the research was harmless to 

the respondents. 
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4. Results and Analysis 

The purpose of this chapter is to present our statistical results and analysis for the chosen tests. 

Firstly, the general description data will be presented followed by mean value and standard 

deviation. Following will be the results of our t-test and Mann-Whitney U test conducted on 

both dimensions and the underlaying items and the results of our hypotheses. Finally additional 

result from the surveys will be presented that diverse from ANMBP. 

 

4.1 General description of data 

In total 209 respondents answered the surveys (see Table 2). After the distribution of the 

surveys, we noticed that on mobile devices the entire Likert scale was not visible. When looking 

at our data we found that many had not answered over a 4 on the scale for any of the items in 

ANMBP. After careful consideration we made the decision to count all answers from 

respondents who had not answered over a 4 as invalid. All 111 invalid answers were taken out 

of the study. To make up for the loss of respondents the two surveys were adapted to also suit 

mobile devices and then sent out to new respondents. No respondents from the invalid 

population were asked to redo the survey.  

 

Table 2. 

Number of respondents on the surveys 

  Survey M Survey H Survey M-2 Survey H-2 Total 

Total responses 85 86 34 4 209 

Excluded 63 48 0 0 111 

Acceptable 22 38 34 4 98 

Note: The table presents the number of respondents and subtract the answers that could not be used due to a 

technical difficulty of the surveys. The data was compiled from SPSS.  

 

The mean age was similar between survey groups (27 & 28). In both surveys there were more 

female than male respondents, especially for the meme survey (see Table 3). The age group 18-

27 was overrepresented, making up 59.2 %. The overrepresentation of this age group can be 

explained by the fact that the surveys was distributed to different online student groups.  
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Table 3. 

General descriptive statistics 

Sample Men Women Total Mean Age 

Survey M 19* 37** 56 27y 

Survey H 19*** 23**** 42 28y 

Total: 38 60 98 - 

Note: General descriptive statistics compiled in SPSS. The table present gender distribution and mean age for each 

survey. Percentage of each gender out of the total amount respondents for the specific surveys: *33.9% 

**66.1%***45.2%****54.8%  

 

4.2 Mean value and standard deviation  

When the data was collected from the surveys, mean value and standard deviation were 

calculated for each dimension. These two statistics were important to measure since they laid 

the grounds for our statistical tests. The calculated statistics used a significant level of 5%. 

 

Mean value and standard deviation has been calculated for each dimension (see Table 4). These 

values become the basis for the hypotheses testing later in the chapter. Each of the measured 

dimensions contain underlaying items. Mean value and standard deviation were measured for 

each of these underlaying items (see Table 5). The mean values of Table 4 do for some 

dimensions exceed the used scale of one through seven. The exceeded values appear due to the 

underlaying items values being added together for a summarized mean value. The standard 

deviation was calculated to see if there were any major differences between the two surveys. 

 

The dimensions Responsibility and Emotionality were the only two dimensions that showed 

statistical significant differences between the surveys. By looking at the mean values in Table 

4 we can identify towards which survey the difference is skewed. Furthermore, this shows us 

that Responsibility has a difference towards survey H the non-memetic humorous image and 

likewise Emotionality also show a difference towards survey H. The reasoning behind this 

skewed difference for the dimensions is noticeable in Table 5, were Down-to-earth reveal 

significant difference towards survey H and impact Responsibility. Likewise, Sentimental and 

Romantic show a significant difference towards survey H and impact Emotionality. It is also 

noticeable that the underlaying item Aggressive have a significant difference towards survey 

M. However, it is not enough to impact the dimension Aggressiveness that also contains 

underlaying item Bold. 
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Table 4. 

Dimensions Mean Value and Std. Deviation 

Dimension Sample N Mean Std. Deviation 

Activity 
Survey M 56 12.39 3.755 

Survey H 42 12.19 3.724 

Responsibility* 
Survey M 56 9.66 4.019 

Survey H 42 11.60 4.260 

Aggressiveness 
Survey M 56 8.48 2.835 

Survey H 42 7.67 2.647 

Simplicity 
Survey M 56 7.96 2.809 

Survey H 42 7.86 2.719 

Emotionality* 
Survey M 56 5.64 2.993 

Survey H 42 7.33 2.885 

Note: The table presents the combined mean value of each dimension, for example Activity is a combination of 

the underlaying items: Active, Innovative and Dynamic. This table presents summarized mean values of the 

underlaying items, that for some dimensions exceed the used 1-7 scale. *Dimensions with statistically significant 

difference according to table 7. 
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Table 5. 

Underlaying Items Mean Value and Std, Deviation 

Activity Sample N Mean Std. Deviation 

 
Active 

 
 

Survey M 56 4.45 1.451  

Survey H 42 4.29 1.627  

Innovative 
Survey M 56 4.07 1.808  

Survey H 42 4.10 1.605  

Dynamic 
Survey M 56 3.88 1.514  

Survey H 42 3.81 1.518  

Responsibility Sample N Mean Std. Deviation 
 

 

Down-to-earth * 
Survey M 56 3.18 1.898  

Survey H 42 3.98 1.828  

Responsible 
Survey M 56 3.20 1.600  

Survey H 42 3.67 1.677  

Stable 
Survey M 56 3.29 1.569  

Survey H 42 3.95 1.545  

Aggressiveness Sample N Mean Std. Deviation 
 

 

Aggressive * 
Survey M 56 4.13 2.001  

Survey H 42 3.12 1.864  

Bold 
Survey M 56 4.36 1.843  

Survey H 42 4.55 1.565  

Simplicity Sample N Mean Std. Deviation 
 

 

Simple 
Survey M 56 4.25 1.665  

Survey H 42 4.21 1.601  

Ordinary 
Survey M 56 3.71 1.670  

Survey H 42 3.64 1.635  

Emotionality Sample N Mean Std. Deviation 
 

 

Sentimental * 
Survey M 56 2.89 1.648  

Survey H 42 3.60 1.594  

Romantic * 
Survey M 56 2.75 1.822  

Survey H 42 3.74 1.668  

Note: Compiled Mean Value and Std. Deviation for each underlaying item, separated for the surveys. The mean 

values in this table are generated from the used Likert scale 1-7. *Underlaying items with statistical significant 

differences according to table 8.  

 

4.2.1 Reliability 

In order to determine the internal reliability of each personality dimension we calculated 

Cronbach’s alpha coefficient with the help of SPSS. Cronbach’s alpha was calculated to make 

sure every dimension’s underlaying items measure what they were meant to. For this thesis 0.6 

was chosen as an acceptable value, and values over 0.7 were considered good. In Table 6 a 

compilation of the calculated values for each dimension are presented. Table 6 shows that three 
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out of five dimensions were above the acceptable level, one was close and the last one was far 

away from an acceptable level. 

 

Table 6. 

Dimensions Cronbach’s alpha value 

Dimension Cronbach's Alpha 

Activity 0.685 ** 

Responsibility 0.755 * 

Aggressiveness 0.189 

Simplicity 0.587 

Emotionality 0.703 * 

Note: Cronbach’s Alpha values show internal reliability. * > .7, ** > .6 Statistics generated in SPSS. For this 

thesis Activity, Responsibility and Emotionality is accepted and believed to measure what they are meant to. 

 

The dimensions with an acceptable alpha-value were Activity, Responsibility and Emotionality. 

These three dimensions therefore measured what they were supposed to. The dimension 

Simplicity showed an alpha-level close to acceptable at 0.587. On the other hand, 

Aggressiveness showed a very low alpha level at 0.189 which means that the underlying items 

Aggressive and Bold were interpreted very differently by the respondents. With only three out 

of five acceptable alpha-values, and only two dimensions with a good alpha level ( >0.7) we 

found ANMBP somewhat deficient in the context of our thesis. From the Cronbach alpha tests, 

we were unable to prove that the two dimensions, Aggressiveness and Simplicity, measure what 

they were meant to. 

 

4.3 Significant differences in personality dimensions 

In the thesis it has been hypothesized that the use of memes in marketing communication affect 

consumers perception of the brand. To accept these hypotheses, the differences previously 

presented between survey H and survey M for each dimension needed to be statistically 

significant. To see if these differences were significant a t-test and a Mann-Whitney U test were 

performed.     

 

In Table 7 the result from the t-test is presented, and in Table 8 the results from the Mann-

Whitney U test are presented. In both tests a significant difference was found where the p-value 

(sig.(2-tailed)) is below the significance level 0.05. Both the t-test and Man-Whitney U test 

showed that the dimensions Responsibility and Emotionality had significant differences (see 
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Table 7 & 8). In other words, the previously mentioned differences between the surveys within 

the dimensions Responsibility and Emotionality can be seen as statistically significant. 

 

The test results from the t-test rejects H1, H3 and H4 as seen in Table 7 the difference between 

the use of memes or traditional image is not statistically significant for the dimensions Activity, 

Aggressiveness and Simplicity. Because the difference is statistically significant for dimensions 

Responsibility and Emotionality as seen in Table 7, H2 and H5 can be accepted. Both 

significantly different dimensions contained an acceptable alpha value and measure what they 

were meant to (see Table 6). 
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Table 7. 

Dimensions Independent Samples Test: t-test 

  

Levene's Test 

for Equality 

of Variances 

t-test for Equality of Means 

F Sig. t df 
Sig. (2-

tailed) 

Mean 

Difference 

Std. Error 

Difference 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

Activity 

Equal 

variances 

assumed 

0,007 0,934 0,265 96 0,792 0,202 0,764 -1,314 1,718 

Equal 

variances 

not assumed 

    0,265 88,855 0,791 0,202 0,763 -1,313 1,718 

Responsibility 

Equal 

variances 

assumed 

0,003 0,956 -2,298 96 0,024 * -1,935 0,842 -3,605 -0,264 

Equal 

variances 

not assumed 

    -2,279 85,583 0,025 -1,935 0,849 -3,622 -0,247 

Aggressiveness 

Equal 

variances 

assumed 

0,178 0,674 1,449 96 0,15 0,815 0,563 -0,301 1,932 

Equal 

variances 

not assumed 

    1,464 91,433 0,147 0,815 0,557 -0,291 1,922 

Simplicity 

Equal 

variances 

assumed 

0,172 0,679 0,189 96 0,85 0,107 0,566 -1,016 1,23 

Equal 

variances 

not assumed 

    0,19 89,942 0,849 0,107 0,563 -1,011 1,226 

Emotionality 

Equal 

variances 

assumed 

0,076 0,783 -2,809 96 0,006 * -1,69 0,602 -2,885 -0,496 

Equal 

variances 

not assumed 

    -2,824 90,13 0,006 -1,69 0,599 -2,88 -0,501 

Note: The t-test was generated with SPSS. Dimensions Responsibility and Emotionality both show a statistically 

significant difference between the surveys since their values was under the significant level of 5%. *p< .05, Sig. 

(2-tailed)=p 
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Table 8. 

Dimensions Mann-Whitney U test statistics 

  Activity Responsibility Aggressiveness Simplicity Emotionality 

Mann-Whitney U 1104,5 879 997 1168 791,5 

Wilcoxon W 2007,5 2475 1900 2071 2387,5 

Z -0,516 -2,139 -1,297 -0,058 -2,777 

Asymp. Sig. (2-tailed) 0,606 0,032 * 0,195 0,954 0,005 * 

Note: Mann-Whitney U test generated in SPSS. Dimensions Responsibility and Emotionality both show a 

statistically significant difference between the surveys since their values was under the significant level of 5%. 

*p< .05, Asymp. Sig. (2-tailed)=p 

 

4.4 Significant differences in underlying items 

To further investigate the relationship between memes and ANMBP the underlying items for 

each dimension were also tested for significant differences. The results of the t-test can be seen 

in Table 9 and the results of the Mann-Whitney U test can be seen in Table 10. The results of 

both tests were similar with the exception for Stable that was only significant in the t-test and 

not the Mann-Whitney U test. This means that the underlaying items Romantic, Down-To-

Earth, Sentimental and Aggressive all showed significant difference between the surveys 

according to both tests. 
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Table 9. 

Underlaying items t-test 

Underlaying items   Sig. (2-tailed) 

Innovative Equal variances assumed .946 

Romantic Equal variances assumed .007 * 

Bold Equal variances assumed .591 

Down-To-Earth Equal variances assumed .039 * 

Active Equal variances assumed .608 

Simple Equal variances assumed .915 

Responsible Equal variances assumed .162 

Dynamic Equal variances assumed .833 

Sentimental Equal variances assumed .037 * 

Stable Equal variances assumed .039 * 

Aggressive Equal variances assumed .013 * 

Ordinary Equal variances assumed .833 

Note: T-test with 95% Confidence Interval of the Difference for all underlaying items. The underlaying items; 

Romantic, Down-to-earth, Sentimental, Stable and Aggressive all show a statistically significant difference 

between the surveys since their values was under the significant level of 5%. *p< .05, Sig. (2-tailed)=p 

 

Table 10. 

Underlaying items Mann-Whitney U test statistics 

 Underlaying items Asymp. Sig. (2-tailed) 

Innovative .890 

Romantic .004 * 

Bold .686 

Down-to-earth .033 * 

Active .519 

Simple .870 

Responsible  .217 

Dynamic .732 

Sentimental .034 * 

Stable .074 

Aggressive .015 * 

Ordinary .835 

Note: Mann-Whitney U test generated in SPSS. The underlaying items; Romantic, Down-to-earth, Sentimental 

and Aggressive all show a statistically significant difference between the surveys since their values was under the 

significant level of 5%. *p< .05, Asymp. Sig. (2-tailed)=p 
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4.5 Hypotheses results 

The result of the t-test and Mann-Whitney U test performed on the personality dimensions 

showed that Responsibility and Emotionality were the only two dimensions to have statistical 

significant differences (see Table 7 & 8). Therefore, H1, H3 and H4 was rejected since they did 

not contain a significant difference between the use of memes or traditional image. H2 and H5 

was accepted since they showed that there was a difference when the respondents were exposed 

to memes versus the traditional image.



 

 

33 

5. Discussion and conclusion  

In this closing chapter the results are discussed, and conclusions drawn. The chapter also 

presents the theoretical and practical implications of the thesis. The chapter continues with a 

discussion on the thesis limitations. Lastly, suggestions for future research are made.  

 

5.1 Discussion 

The results showed that the meme did not produce any significant increase in any dimension or 

underlying item. The non-memetic image produced a significantly higher perception of the 

dimensions Responsibility and Emotionality. In the dimension Responsibility only the 

underlying item Down-to-earth showed a significant difference, while in the dimension 

Emotionality all underlying items were statistically significant. All other differences, the two 

images produced, were not interesting either for lack of internal reliability in the dimensions or 

because the differences were statistically insignificant.  

 

 From our experiment it is not possible to conclude whether it was the non-memetic image that 

increased, or if the memetic image decreased perceptions the dimensions in ANMBP. The 

differences do imply that Keller’s (1993) theory of secondary associations is applicable in the 

context of this thesis, and that the different images carried different associations which 

transferred over to the perceived brand personality. Our findings moreover support Aaker’s 

(1997), and Kotler and Keller’s (2016) idea that communication and advertising style impacts 

a brand’s personality from consumers perspective.  

 

As the tests for internal reliability gave unfavorable results, the question arises of how useful 

ANMBP is for the context of this thesis. Only two dimensions, Responsibility and Emotionality, 

showed an alpha-value over 0.7, which in this thesis was seen as good. Activity showed an 

acceptable alpha-value at 0.685 and was almost seen as good. Simplicity was deemed not 

acceptable but was close at 0.587. Aggressiveness when tested for internal reliability produced 

an alpha value at 0.189, which by all accounts is to be seen as a very low internal reliability. 

The low internal reliability in Aggressiveness means that the respondents interpreted the 

underlying item Aggressive and Bold very differently. From this thesis it was not possible to 

conclude why our respondent viewed these items so differently from Geuens et al. (2009) who 

found that all dimensions had satisfactory levels of internal reliability.  
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One explanation could be that cultural differences play a role in how people view different 

human characteristics, or how they are viewed with respect to brands. Geuens et al. (2009) 

found ANMBP to be applicable to the US and nine European countries. This suggest that there 

is some cross-cultural application for the ANMBP, but our result suggest that the application 

on Swedes might be limited. A discussion arises of whether the five dimensions are 

generalizable to all countries and cultures. Geuens et al. (2009) had some suspicion that the 

measuring scale would work differently in different countries. Another question is if the 

underlying items viewed by themselves would produce a clearer result than looking at 

dimensions. Responsibility was significantly higher for the non-memetic image but it was only 

because of Down-to earth, whereas the other items included under Responsibility (Responsible 

& Stable) did not show any significant difference. 

 

In three out of five dimensions no significant difference was found, and in the two other 

dimensions the difference was statistically significant but not remarkably large. The two images 

could therefore be said to have produced similar perceptions of the brand. As previously 

mentioned, one of the strongest suspected associations of memes is humor. It is therefore not 

surprising that the two images scored similarly on ANMBP. It is possible that a meme might 

not carry any other strong enough association to make consumers process the message in any 

other way than simply as a funny piece of marketing communication.  

 

Though similarities, and some differences, were found between the two images it is hard to 

make strong claims about how memes affect brand personality. Memes are extremely broad, 

both in format (text, video, image) and content. Therefore, it is hard to determine if effects 

caused by the chosen meme is indicative of how other memes would affect brand personality. 

There is also a possibility that intervening variables within the images acted as strong hidden 

associations. There could for example exist hidden associations, not tied to memes in general, 

but to the content in the specific meme chosen for the experiment. The idea that these hidden 

association might have played a strong role in building a perception of the brand’s personality 

cannot be ruled out. 

   

The different results produced from the two images, suggest that memes, through the theory of 

secondary associations carry their own associations. To what extent theses associations can 

influence brand personality is still not clear. It is important to recognize that associations of 
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entities are not static and can change over time (Keller, 2020). As consumers and internet users 

become more familiar with memes, their perception of them can change. The shifting and 

rapidly evolving internet culture can also play a role in changing what memes are used for and 

in so changed how people view them. These changes can either be an advantage or a 

disadvantage depending on what changes occur and what brand personality the brand is striving 

for.   

 

5.2 Conclusion 

The purpose of this thesis was to see if the use of memes in marketing communications had any 

effect on brand personality from a consumer’s perspective. As highlighted in the discussion, 

different factors hinder the possibility to make any strong claims on the results. Nevertheless, 

statistical differences were found in the dimensions Responsibility and Emotionality between 

images so H2 and H5 was accepted. Furthermore, the hypotheses H1, H3 and H4 was on the 

other hand rejected since they did not show any statistically significant differences between the 

images. The research question for this thesis was “Do memes in marketing communication 

affect perceived brand personality?”. We are not definitely able to answer the research question 

but the statistical tests do imply that memes have an effect on brand personality. Still, we are 

not able to say how or to what extent memes effect brand personality.  

 

The results suggest that consumers’ perception of a brand’s personality is changed by the advent 

of memes in marketing communication. Memes could therefore be seen as a secondary 

association which could be transferred to a brand. Therefore, organizations should be aware 

that the way they communicate to their consumers will affect how they are perceived. Memes 

are being used more and more by internet users. However, organizations who seek to manage 

their brand effectively should put extra consideration into weather associating memes with the 

brand will have unwanted effects. Unwanted effects could potentially include misalignment of 

brand identity and brand image which would make.  

 

5.3 Contributions 

Our thesis was based on Geuens et al. (2009) A New Measure of Brand Personality which was 

created to answer criticism towards predeceasing theories of brand personality. Therefore, this 

thesis acts as a way to measure the applicability and reliability of ANMBP when looking at 

memes as a marketing communications tool. Unfortunately, ANMBP was not fully applicable 
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in the context of this thesis. ANMBP was only applicable on three out of five dimensions. 

However, memes did score higher than the non-memetic picture in a few of the underlaying 

items, but it was never statistically different or high enough internal reliability. Therefore, it 

could be argued that the underlaying items don’t always measure what is meant for the 

dimension and by extension research within similar context might find ANMBP inefficient.  

 

This thesis was unfortunately not able to confirm whether memes as a communication tool is a 

direct impact for brand personality. However, the results do support the idea that 

communication style and marketing communication influences brand personality. 

 

5.4 Limitations 

In the method chapter we have mentioned that the surveys were distributed using a mix of non-

probability sampling methods. The surveys were distributed on our personal Facebook pages, 

in student groups both at Kristianstad University and Lund University. Moreover, people were 

encouraged to spread the surveys. Because of the non-probability sampling methods used, the 

collected sample was not generalizable or representative off the Swedish population. However, 

even if the results were not generalizable, they could be beneficial when looking at specific 

segments, for example students aged 18-27. 

 

Another limitation of the thesis is the small scale of the experiment. As memes can come in 

many different formats and content it becomes hard to generalize results from one meme to 

memes in general. A more extensive experiment would include a plethora of memes that vary 

in format and content.  

 

Additional limitation to our research was the fact that the pictures were shown in the surveys. 

Therefore, the respondents did not encounter the selected pictures in their own individual social 

media feed. The situation might have impacted the respondents to answer more drastically or 

extreme on the Likert scale compared to the realistic reaction to the post in an Instagram feed. 

This design was chosen out of convenience and the impacts is mostly speculative regarding 

how the surveys themselves impacted the answers.  
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5.5 Future research 

Because this thesis focused on a service-brand (Tinder) it could be of interest for future research 

to study a product-brand. It could also be of interest to study a made-up fictional brand to see 

if respondent’s previous knowledge is a key factor or not. In the experiment humor was 

controlled for. Perhaps future research could benefit from a comparison of a memes and more 

traditional non-humorous marketing communication.   

 

It would be interesting for future research to explore how important timing is when using 

memes as marketing communication. Memes are context dependent and meme culture is fast 

paced. Therefore, the effectiveness of memes might depend on when they are used.    

 

A final recommendation for future research would be to test the theory’s applicability in 

additional countries and markets. The generalizability and cross-cultural suitability of the 

ANMBP needs to be further investigated.
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Appendix A – Example meme  
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Appendix B – Chosen non-memetic humorous image for 

survey 
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Appendix C – Chosen meme for survey 

  

 



 

 

45 

Appendix D – Questionnaire for both surveys
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