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ABSTRACT

Brand and brand image are important elements for every organization. These both give a

value for the product and services which the organtzation offers. And Internet Memes are

pictures or short videos that transfer the information among netizens. Nowadays in marketing

2.0 marketers also use these Internet Memes to share their contents with audiences. Therefore

researcher analysed the impact of Internet Memes on brand image in this research.

in this research, researcher divided brand image into two components such as emotional and

cognitive. In these concepts, the main objective of this study is to identify the impacts of

Internet Memes on Emotional component, Cognitive component, Positive reinforcements of

brand image and negative reinforcements of brand image. In order to achieve the obiective the

primary data was collected from 547 undergraduates and 300 were selected for anaiysis.

The finding shows Internet Memes have impacts on Emotional and cognitive components of

brand image and positive reinforcements of brand,image. But it does not show any

relationships on negative reinforcements of brand image. Therefore these findings help future

meme marketers to create their contents effectiveiy.
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Cognitive components, Positive reinforcements, Negative reinforcements.







4.15 Reliability and Validity of Instrument.'......".. """40

4.Is.|Validity ..'.....40

4.15.2 Reliability -.........-........'..40

4.16 Unit of Data Analysis .......41

4.17 Method of Data Analysis """"""""""42

4.18 Method of Data Evaluation """"""""'42

4.18.1 Univariate Analysis """'42

4.18.2 Correlation Analysis """43

4.18.3 Regression Analysis.... """"""""""'44

4.IS.4lndependent Sample t-Test & ANOVA """"""'45

4.18.5 Testing Hypothesis """"46

4.l9DataPresentation............... ... .. ...- 
_ 

. """"""""'46

4.20 Ethical consideration ..........'...............................'.... """""""'47

4.2I Chapter Summary """"""'48

Chapter 5............... """""""""""49

DATA PRESENTATION AND ANALYSIS...... .......",49

5.1 Introduction.......... """""""'49

5.2 Reliability Analysis .............. """"'"""'49

5.3 DataPresentation............... """""""""'51

5.3.1 Data Presentation for Personal Information.......... """"""""'51

5.4DataPresentation for Research Information............. """"""""55

5.4.1 Bivariate Ana1ysis............... """""""'55

5.4.2 ANOVA and Independent Sample t-test........' """""""""""70

5.4.3 Univariate Analysis .............. """"""'74

5.4.4 Testing Hypothesis .............. """""""79

5.5 Chapter Summary """""""'81





7.6Directrons for Future Studies.-.... ........103

7.7 Chapter Summary -...-........103

LIST OF REFERENCES.......... ....................104

Appendix (Research Question in English) --.-113


