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Bagian 4 darni 12

Reminder tentang akun @ecommurz

><

@ecommurz adalah skun Instagram yang dikenal karena menyajikan konten humor dan meme yang menyentil
realita dunia e-commerce, pekerjaan, serta kehidupan sehari-hari generasi muda. Akun ini memiliki gaya
penyampaian yang sarkastik, jujur, dan menghibur, sehingga mampu membangun hubungan yang dekat
dengan audiensnys, khususnya dari kalangan generasi Z.

Konten-konten @ecommurz sering kali mengangkat isu yang relevan, relate dengan kehidupan followers-nys,
dan dikemas dalam bentuk meme atau storytelling yang ringan namun tajam. Karena gaya komunikasinya
yang unik dan konsisten, akun ini telah menarik perhatian banyak pengguna Instagram, baik sebagai media
hiburan maupun sebagai refleksi sosial yang menarik.

Berikut ini adalah beberapa contoh konten dari akun @ecommurz

Setelah bagian4  Lanjutkan ke bagian berikut =
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Bagian 5 dan 12

Sense of Liberation “
Deskripsi (opsional)
Menonton konten @ecommurz membantu saya melupakan kekhawatiran sejenak *
1 2 3 4 5 6 7
Sangat tidak setuju O O @ O @ O O Sangat setuju
Saya merasa lebih rileks dan santai setelah melihat konten @ecommurz *
1 2 3 4 5 6 7
Sangat tidak setuju QO @) QO QO @) QO Q Sangat setuju
Konten @ecommurz membuat saya bisa melepas stres. *
1 2 3 - 5 6 7
Sangat tidak setuju ( :." '_ ) ":.:-' '-.: ) ":.:-’ '-:' ( :' Sangat setuju
Saya merasa lebih bebas dan lega setelah menikmati konten @ecommurz. *
1 2 3 4 5 6 7
Sangat tidak setuju @) o O Q O Q (@) Sangat setuju
Setelah bagian 5 Lanjutkan ke bagian berikut -
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Bagean & dari 12

Percorved Trenciness

»<

Deshrpu (opmonal)

Komen @ecommurz teritvat keren dan mengiut periembangan zaman *

1 2 3 1 s o 7
Sangat Sdak seagu Servget setuu
Saya merasa Lontan yand ADUSL @ecommurz seialy menatik dan fresh *
] z 3 4 5 L] T
Sangue ndak sesgu J ) Sanget senuu
Kooten dari @ecomenur? menghuti tren terdar di media sosial *
! 2 3 A 5 6 7
Sangst ndab. pessu ) Senoet sy
Saya selahy merasa temidar dengan komen yang dibagican oleh @ecommurz .
' 2 3 4 5 [} ?
Sanger vidak sesgu Sanget semgqu
Setalsh begian & Lanpakan ke 2agian benks -
Hedonic Engagement b
Deskripsi (opsional)
Saya sangat menikmati dan terhibur saat menonton konten @ecommurz *
1 2 3 4 5 & 7

@] @) @) @) O O O

Saat melihat konten @ecommurz, saya merasa benar-benar fokus dan terlibat *

1 2 3 4 5 [} 7

O @) @) @) O @) @)

Saya bisa sepenuhnya menikmati pengalaman saat menonton konten @ecommurz "

1 2 3 4 5 6 7

O @) @) @) O @) @)

Setelah bagian7  Lanjutkan ke bagian berikut
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Bagian 8 dari 12

Perceived Humor

Deskripsi (opsicnal)

Konten yang dibuat @ecommurz sering kali membuat saya tertawa N

Setelah bagian 8  Lanjutkan ke bagian berikut -

Bagian 9 dari 12

Self-brand connection

Deskripsi (opsional)

Saya merasa @ecommurz mencerminkan diri saya. *

Saya tidak segan untuk share komten @ecommurz ke orang lain karena menunjukan diri
saya.
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Saya merasa konten dari @ecommurz membantu saya menjadi seperti yang saya inginkan *

Saya menganggap @ecommurz sebagai bagian dari diri saya, sesuai dengan kepribadian atau *
cara saya ingin dilihat oleh orang lain.

1 2 3 4 5 & 7
Setelah bagian @  Lanjutkan ke bagian berikut -
Bagian 10 dari 12

Brand Love

<

Deskripsi (opsional)

Saya sangat menyukai @ecommurz. *

Setelah bagian 10 Lanjutkan ke bagian berikut -
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Bagian 11 dari 12

Demografi

Deskripsi (opsional)

Gender "

Laki-laki

Perempuan

Usia *
17-22tahun
22-27 1ahun
27-321shun
32-37 tahun

lebih dari 38 tahun

Pekerjaan *
Pelajar
Mehasiswa
Karyawan Swasta
PNS/Pegawai negeri
Pengusaha

Lainnya
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*

Lama waktu penggunaan di sosial media
() kurang dari 1 jam

() 12jam

() 23jam

O 34 jam

() lebih dari 4 jam

Pendapatan per bulan *

() kurang dari Rp 1.000.000,00

() Rp1.000.000,00 - 3.000.000,00
() Rp3.000.000,00 - 5.000.000,00

(") distas Rp 5.000.000,00

82



Lampiran 2. Data Responden

Apakah
,:r?;:ah perr_1ah Lama
memilik Ee“hat wakiu Pendapat | Pendidik
i akun onten Gender | Usia | Pekerjaan pengaun | o per an
. dari aan di .
instagra . bulan Terakhir
m aktif aakun 505I6!|
n @ecomm media
' urz?
Rp
22- 3.000.000,
Ya Pernah Laki-laki | 27 Pengusaha | 3-4 jam 00 - S2
tahun 5.000.000,
00
Rp
Peremp 17- _ _ 1.000.000,
Ya Pernah an 22 Mahasiswa | 2-3 jam 00 - SMA
tahun 3.000.000,
00
kurang
v Pernah Perempu ;; Mahasi 34 dari Rp SMA
a erna an ahasiswa | 3-4 jam 1.000.000,
tahun
00
Rp
17- lebih dari 3.000.000,
Ya Pernah Laki-laki | 22 Mahasiswa 4 jam 00 - S1
tahun 5.000.000,
00
Rp
Perempu L7 , lebih dari | +:200-000,
Ya Pernah an 22 Mahasiswa 4 jam 00 - SMA
tahun 3.000.000,
00
Rp
22- 1.000.000,
Ya Pernah Laki-laki | 27 Mahasiswa | 2-3 jam 00 - SMA
tahun 3.000.000,
00
Rp
Perempu 17- _ _ 1.000.000,
Ya Pernah an 22 Mahasiswa | 3-4 jam 00 - SMA
tahun 3.000.000,
00
Rp
22- 1.000.000,
Ya Pernah Laki-laki | 27 Mahasiswa | 2-3 jam 00 - SMA
tahun 3.000.000,
00
Rp
Perempu 17- _ _ 1.000.000,
Ya Pernah an 22 Mahasiswa | 2-3 jam 00 - SMA
tahun 3.000.000,
00
Perempu L7 : . Rp
Ya Pernah an 22 Mahasiswa | 3-4 jam 1.000.000, | SMA
tahun 00 -
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3.000.000,
00

kurang
v Pernah Perempu %; Pelai 17 dari Rp s1
a erna an elajar -2 jam 1.000.000,
tahun
00
o0 lebih d Igurang
o . ebih dari | dari Rp
Ya Pernah Laki-laki | 22 Mahasiswa 4 jam 1.000.000, SMA
tahun
00
Rp
Perempu 17- _ ' 1.000.000,
Ya Pernah an 22 Mahasiswa | 3-4 jam 00 - SMA
tahun 3.000.000,
00
Rp
Perempu 2z : lebih dari | +:000-000.
Ya Pernah an 27 Mahasiswa 4 jam 00 - SMA
tahun 3.000.000,
00
kurang
Y Pernah Perempu g Mahasi 12 dariRp 1 gia
a erna an ahasiswa | 1-2 jam 1.000.000,
tahun
00
kurang
v Pernah Perempu ;; Mahasi 191 dari Rp SMA
a ernal an ahasiswa | 1-2 jam 1.000.000,
tahun
00
Rp
22- 1.000.000,
Ya Pernah Laki-laki | 27 Mahasiswa | 3-4 jam 00 - SMA
tahun 3.000.000,
00
Rp
Perempu L= . lebih dari | +:000-000,
Ya Pernah an 22 Mahasiswa 4 jam 00 - SMA
tahun 3.000.000,
00
Rp
Perempu 22- _ _ 1.000.000,
Ya Pernah an 27 Mahasiswa | 1-2 jam 00 - SMA
tahun 3.000.000,
00
Rp
Perempu L= . lebih dari | 3:000-000,
Ya Pernah an 22 Mahasiswa 4 jam 00 - SMA
tahun 5.000.000,
00
Rp
Perempu 17- . lebih dari | 3:000-000,
Ya Pernah an 22 Mahasiswa 4 jam 00 - SMA
tahun 5.000.000,
00
17 ebin dari | dart
Perempu . ebih dari | dari Rp
Ya Pernah an 22 Mahasiswa 4 jam 1.000.000, SMA
tahun 00
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kurang

Ya Pernah Laki-laki ;; Mahasiswa lebih dari | dari Rp S1
4 jam 1.000.000,
tahun
00
Rp
17- 1.000.000,
Ya Pernah Laki-laki | 22 Mahasiswa | 2-3 jam 00 - S1
tahun 3.000.000,
00
Rp
Perempu | 2- lebih dari | :000-000,
Ya Pernah an U1 22 Mahasiswa 4 iam 00 - SMA
tahun ] 5.000.000,
00
Rp
Peremnu 17- 1.000.000,
Ya Pernah an P 22 Mahasiswa | 1-2 jam 00 - SMA
tahun 3.000.000,
00
kurang
Perempu L7 hasi . dari Rp
Ya Pernah an 22 Mahasiswa | 1-2 jam 1.000.000, SMA
tahun
00
17- . . | diatas Rp
Ya Pernah Perempu | 55 | pengusaha | €01 92 | 5500 000, | SMA
an 4 jam
tahun 00
kurang
Perempu 17 dari Rp
Ya Pernah an 22 Mahasiswa | 3-4 jam 1.000.000, SMA
tahun
00
22- Karvawan diatas Rp
Ya Pernah Laki-laki | 27 Y 1-2 jam 5.000.000, | S1
Swasta
tahun 00
Rp
Peremou 17- 1.000.000,
Ya Pernah an U1 22 Mahasiswa | 2-3 jam 00 - SMA
tahun 3.000.000,
00
kurang
L dari R
Ya Pernah Laki-laki | 22 Mahasiswa | 2-3 jam P SMA
1.000.000,
tahun
00
Rp
Peremnu 17- 1.000.000,
Ya Pernah an P 22 Mahasiswa | 3-4 jam 00 - S1
tahun 3.000.000,
00
17- kurang
Perempu . lebih dari | dari Rp
Ya Pernah an 22 Mahasiswa 4 jam 1.000.000, SMA
tahun
00
Rp
Perempu | 27 lebih dari | +:000-000,
Ya Pernah an P 22 Mahasiswa 4 iam 00 - SMA
tahun ] 3.000.000,
00

85




kurang

Ya Pernah Laki-laki ;; Mahasiswa (I GET || Rl (47 S1
4 jam 1.000.000,
tahun
00
Rp
17- lebih dari | +:200-000,
Ya Pernah Laki-laki | 22 Mahasiswa 4iam 00 - S1
tahun ) 3.000.000,
00
Rp
Perempu 17- 1.000.000,
Ya Pernah an Y] Mahasiswa | 1-2 jam 00 - SMA
tahun 3.000.000,
00
Perempu 17- diatas Rp
Ya Pernah P 22 Mahasiswa | 2-3 jam 5.000.000, | S1
an
tahun 00
17- kurang
s . lebih dari | dari Rp
Ya Pernah Laki-laki | 22 Mahasiswa 4 jam 1.000.000, S1
tahun
00
17. kurang
o . lebih dari | dari Rp
Ya Pernah Laki-laki | 22 Mahasiswa 4 jam 1.000.000, SMA
tahun
00
17 kurang
S . lebih dari | dari Rp
Ya Pernah Laki-laki | 22 Mahasiswa 4 jam 1.000.000, SMA
tahun
00
17 kurang
S . lebih dari | dari Rp
Ya Pernah Laki-laki | 22 Mahasiswa 4 jam 1.000.000, SMA
tahun
00
17. kurang
S . lebih dari | dari Rp
Ya Pernah Laki-laki | 22 Mahasiswa 4 jam 1.000.000, SMA
tahun
00
17. kurang
S . lebih dari | dari Rp
Ya Pernah Laki-laki | 22 Mahasiswa 4 jam 1.000.000, SMA
tahun
00
17 kurang
S . lebih dari | dari Rp
Ya Pernah Laki-laki | 22 Mahasiswa 4 jam 1.000.000, SMA
tahun
00
17 kurang
S . lebih dari | dari Rp
Ya Pernah Laki-laki | 22 Mahasiswa 4 jam 1.000.000, SMA
tahun
00
17. kurang
S . lebih dari | dari Rp
Ya Pernah Laki-laki | 22 Mahasiswa 4 jam 1.000.000, SMA
tahun
00
17. kurang
S . lebih dari | dari Rp
Ya Pernah Laki-laki | 22 Mahasiswa 4 jam 1.000.000, SMA
tahun 00
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kurang

Ya Pernah Laki-laki ;; Mahasiswa (I GET || Rl (47 SMA
4 jam 1.000.000,
tahun
00
17- kurang
L . lebih dari | dari Rp
Ya Pernah Laki-laki | 22 Mahasiswa 4 jam 1.000.000, SMA
tahun
00
Rp
27- 3.000.000,
Ya Pernah ;fremp” 32 g@;ﬁ;"a” 1-2jam | 00 - s2
tahun 5.000.000,
00
17 kurang
A . lebih dari | dari Rp
Ya Pernah Laki-laki | 22 Mahasiswa 4 jam 1.000.000, SMA
tahun
00
17- kurang
s . lebih dari | dari Rp
Ya Pernah Laki-laki | 22 Mahasiswa 4 jam 1.000.000, SMA
tahun
00
17. kurang
o . lebih dari | dari Rp
Ya Pernah Laki-laki | 22 Mahasiswa 4 jam 1.000.000, SMA
tahun
00
Rp
Perembu 17- 1.000.000,
Ya Pernah an P 22 Mahasiswa | 3-4 jam 00 - SMA
tahun 3.000.000,
00
Rp
Perempu 17- lebih dari 1.000.000,
Ya Pernah an 22 Mahasiswa 4 iam 00 - SMA
tahun ] 3.000.000,
00
kurang
Perempu L hasi . dari Rp
Ya Pernah an 22 Mahasiswa | 3-4 jam 1.000.000, SMA
tahun
00
kurang
Perempu 17 dari Rp
Ya Pernah an 22 Mahasiswa | 2-3 jam 1.000.000, S1
tahun
00
Rp
Perempu | &7 lebih dari | +:000-000,
Ya Pernah an P 22 Mahasiswa Aiam 00 - SMA
tahun ] 3.000.000,
00
Rp
17- 1.000.000,
Ya Pernah Laki-laki | 22 Mahasiswa | 3-4 jam 00 - S1
tahun 3.000.000,
00
Perempu | =° Rp
Ya Pernah PU1 22 Mahasiswa | 3-4 jam 1.000.000, | SMA
an
tahun 00 -
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3.000.000,
00

Rp
Perempu L7 . lebih dari | 1:900-000,
Ya Pernah an 22 Mahasiswa 4 jam 00 - S1
tahun 3.000.000,
00
Rp
Perempu 17- _ ' 1.000.000,
Ya Pernah - 22 Mahasiswa | 1-2 jam 00 - S1
tahun 3.000.000,
00
)
Ya Pernah Laki-laki | 22 Mahasiswa | 1-2 jam 1.000.000, SMA
tahun
00
17- kurang Eg:?g%
Ya Pernah Laki-laki | 22 Pelajar Qarll 1.000.000, SMA
tahun jam
00
Rp
Peremp 17- _ _ 1.000.000,
Ya Pernah an 22 Mahasiswa | 3-4 jam 00 - SMA
tahun 3.000.000,
00
e
Ya Pernah Laki-laki | 22 Mahasiswa | 2-3 jam SMA
tahun 1.000.000,
00
Rp
Perempu L7 . lebih dari | 1:900-000,
Ya Pernah an 22 Mahasiswa 4 jam 00 - SMA
tahun 3.000.000,
00
Rp
17- 3.000.000,
Ya Pernah Laki-laki | 22 Mahasiswa | 2-3 jam 00 - SMA
tahun 5.000.000,
00
Rp
17- lebih dari 1.000.000,
Ya Pernah Laki-laki | 22 Mahasiswa 4 iam 00 - SMA
tahun ] 3.000.000,
00
17- Cari Rp
Ya Pernah Laki-laki | 22 Pelajar 1-2 jam 1.000.000, SMP
tahun
00
s
Ya Pernah Laki-laki | 27 Mahasiswa | 1-2 jam 1.000.000, SMA
tahun
00
Rp
Perempu 22- 1.000.000,
Ya Pernah an 27 Mahasiswa | 2-3 jam 00 - SMA
tahun 3.000.000,
00
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Rp

22- Karyawan 3.000.000,
Ya Pernah Laki-laki | 27 Swasta 2-3 jam 00 - S1
tahun 5.000.000,
00
Rp
27- Karyawan 1.000.000,
Ya Pernah Laki-laki | 32 Swasta 2-3 jam 00 - S1
tahun 3.000.000,
00
Rp
27- Karyawan 3.000.000,
Ya Pernah Laki-laki | 32 Swasta 3-4 jam 00 - S1
tahun 5.000.000,
00
Rp
32- 3.000.000,
Ya Pernah zﬁrempu 37 5\/’:%2622 3-4 jam 00 - S1
tahun g 5.000.000,
00
Rp
22- 1.000.000,
Ya Pernah Laki-laki | 27 Mahasiswa | 1-2 jam 00 - SMA
tahun 3.000.000,
00
Rp
Perempu 27- Karyawan . 3.000.000,
Ya Pernah an 32 Swasta 2-3 jam 00 - S1
tahun 5.000.000,
00
Rp
Perempu 17- _ _ 1.000.000,
Ya Pernah an 22 Mahasiswa | 1-2 jam 00 - SMA
tahun 3.000.000,
00
Rp
Perempu 17- _ _ 1.000.000,
Ya Pernah an 22 Mahasiswa | 1-2 jam 00 - SMA
tahun 3.000.000,
00
lebih .
. . . | diatas Rp
Ya Pernah Laki-laki | 93 | pengusaha | '€01h dari | 5 506 000, | s2
38 4 jam
00
tahun
Rp
32- . . | 3.000.000,
Ya Pernah Perempu 37 PN_S/Pega_ I4ep|h dari 00 - s1
an tahun | W&l NEger | 4 Jam 5.000.000,
00
Rp
17- lebih dari 1.000.000,
Ya Pernah Laki-laki | 22 Mahasiswa 4 00 - SMA
tahun jam 3.000.000,
00
32- . . | Rp
Ya Pernah Laki-laki | 37 | Pengusaha | "0 92" | 3606 000, | s1
4 jam
tahun 00 -
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5.000.000,
00

Rp
27- . . | 3.000.000,
Ya pernah | CoeMPY | 3p | CavawAn Lep;z]da“ 00 - s1
tahun ] 5.000.000,
00
kurang
Perempu s dari Rp
Ya Pernah - 22 Mahasiswa | 1-2 jam 1.000.000, SMA
tahun
00
17- kurang
S . lebih dari | dari Rp
Ya Pernah Laki-laki | 22 Mahasiswa 4 jam 1.000.000, SMA
tahun
00
32- . . | diatas Rp
Ya Pernah | PETeMPU | 37 | PNS/Pega | lebih dari | o050 5oy | o9
an wai negeri | 4 jam
tahun 00
Rp
Perempu | 227 | Karyawan 3.000.000,
Ya Pernah - U 57 Swaﬁta 2-3jam | 00 - s1
tahun 5.000.000,
00
17- kurang
Perempu . lebih dari | dari Rp
Ya Pernah an 22 Pelajar 4 jam 1.000.000, SMP
tahun
00
Rp
27- 3.000.000,
Ya Pernah Laki-laki | 32 Lainnya 3-4 jam 00 - SMA
tahun 5.000.000,
00
lebih .
. . . | diatas Rp
Ya Pernah Perempu | dari | b oisaha | 180T dart | 5 600 000, | s2
an 38 4 jam
00
tahun
kurang
L7 dari Rp
Ya Pernah Laki-laki | 22 Mahasiswa | 3-4 jam 1.000.000, SMA
tahun
00
Rp
Peremou 17- 1.000.000,
Ya Pernah an U1 22 Pelajar 3-4 jam 00 - SMA
tahun 3.000.000,
00
Rp
perempu | 177 | Karyawan 3.000.000,
Ya Pernah o PU| 22 Swaﬁta 3-4jam | 00 - SMA
tahun 5.000.000,
00
Rp
Perempu | 22° Karyawan 200000,
Ya Pernah an U1 27 Sweéta 3-4 jam 00 - SMA
tahun 5.000.000,
00
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Rp

17- 1.000.000,
Ya Pernah Laki-laki | 22 Mahasiswa | 3-4 jam 00 - SMA
tahun 3.000.000,
00
Rp
22- Karyawan 3.000.000,
Ya Pernah Laki-laki | 27 Swasta 3-4 jam 00 - S1
tahun 5.000.000,
00
Rp
22- 3.000.000,
Ya Pernah ;fremp” 27 32'.542633 3-4jam | 00 - s1
tahun g 5.000.000,
00
Rp
17- lebih dari 1.000.000,
Ya Pernah Laki-laki | 22 Mahasiswa 4i 00 - SMA
tahun jam 3.000.000,
00
22- Karyawan diatas Rp
Ya Pernah Laki-laki | 27 1-2 jam 5.000.000, | S1
Swasta
tahun 00
27- diatas R
Ya Pernah Lakiclaki | 32 | Kavawan |\, 4 .om 5.ooo.oopo, s1
Swasta
tahun 00
27- Karyawan diatas Rp
Ya Pernah Laki-laki | 32 2-3 jam 5.000.000, | S1
Swasta
tahun 00
Perempu 32- _ diatas Rp
Ya Pernah 37 Pengusaha | 1-2 jam 5.000.000, | S1
an
tahun 00
Perempu 27- Karyawan . diatas Rp
Ya Pernah 32 2-3 jam 5.000.000, | S1
an Swasta
tahun 00
Rp
22- Karyawan 3.000.000,
Ya Pernah Laki-laki | 27 Swasta 2-3 jam 00 - SMA
tahun 5.000.000,
00
Rp
27- Karyawan 3.000.000,
Ya Pernah Laki-laki | 32 Swasta 2-3 jam 00 - S1
tahun 5.000.000,
00
Perempu 27- _ _ diatas Rp
Ya Pernah 32 Lainnya 1-2 jam 5.000.000, | S2
an
tahun 00
Rp
Perempu 22- Karyawan . 1.000.000,
Ya Pernah an 27 Swasta 2-3 jam 00 - S1
tahun 3.000.000,
00
Perempu el Karyawan ] Rp
Ya Pernah 32 1-2 jam 3.000.000, | S1
an Swasta
tahun 00 -
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5.000.000,
00

Rp
27- Karyawan 3.000.000,
Ya Pernah Laki-laki | 32 Swasta 2-3 jam 00 - S1
tahun 5.000.000,
00
Rp
27- Karyawan 3.000.000,
Ya Pernah Laki-laki | 32 Swasta 2-3 jam 00 - SMA
tahun 5.000.000,
00
Rp
27- Karyawan 1.000.000,
Ya Pernah Laki-laki | 32 Swasta 3-4 jam 00 - S1
tahun 3.000.000,
00
17- _ _ kur_ang
Ya Pernah PETEIL 22 Mahasiswa Ieplh sty | @ g SMA
an 4 jam 1.000.000,
tahun
00
Rp
Perempu 27- Karyawan . 3.000.000,
Ya Pernah an 32 Swasta 2-3 jam 00 - SMA
tahun 5.000.000,
00
Rp
27- Karyawan 3.000.000,
Ya Pernah Laki-laki | 32 Swasta 2-3 jam 00 - S1
tahun 5.000.000,
00
Rp
22- Karyawan 3.000.000,
Ya Pernah Laki-laki | 27 Swasta 2-3 jam 00 - S1
tahun 5.000.000,
00
Rp
Perempu o Karyawan . SIUBITY,
Ya Pernah an 37 Swasta 2-3 jam 00 - S1
tahun 5.000.000,
00
kurang
Y pornah | PP | 50 |\t iona | 2.3 dariRp | gppa
a erna an ahasiswa | 2-3 jam 1.000.000,
tahun
00
Rp
22- Karyawan 3.000.000,
Ya Pernah Laki-laki | 27 Swasta 2-3 jam 00 - SMA
tahun 5.000.000,
00
Rp
32- Karyawan 3.000.000,
Ya Pernah Laki-laki | 37 Swasta 2-3 jam 00 - SMA
tahun 5.000.000,
00
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27-

diatas Rp

Ya Pernah Perempu | 5, | PNS/Pega | 5 5.0m | 5.000.000, | S1
an wai negeri
tahun 00
kurang
v Pernah Perempu ;5 Mahasi 03 dari Rp SMA
a erna an ahasiswa | 2-3 jam 1.000.000,
tahun
00
T
Ya Pernah Laki-laki | 27 Mahasiswa | 3-4 jam SMA
tahun 1.000.000,
00
Rp
27- Karyawan 3.000.000,
Ya Pernah Laki-laki | 32 Swasta 2-3 jam 00 - S1
tahun 5.000.000,
00
Rp
Perempu 20 Karyawan . LI,
Ya Pernah an 32 Swasta 2-3 jam 00 - SMA
tahun 3.000.000,
00
Rp
27- 3.000.000,
Ya Pernah gﬁrempu 32 5\/’:?‘:32‘; 3-4 jam 00 - S1
tahun 5.000.000,
00
32- diatas Rp
Ya Pernah Laki-laki | 37 Pengusaha | 2-3 jam 5.000.000, | S1
tahun 00
Perempu 32- _ diatas Rp
Ya Pernah 37 Pengusaha | 2-3 jam 5.000.000, | S1
an
tahun 00
Rp
Perempu 20 Karyawan . SIUBITY,
Ya Pernah an 32 Swasta 3-4 jam 00 - S1
tahun 5.000.000,
00
Rp
Perempu 27- Karyawan - 3.000.000,
Ya Pernah an 32 Swasta 2-3 jam 00 - SMA
tahun 5.000.000,
00
Rp
27- Karyawan 3.000.000,
Ya Pernah Laki-laki | 32 Swasta 2-3 jam 00 - S1
tahun 5.000.000,
00
Rp
22- 1.000.000,
Ya Pernah Laki-laki | 27 Mahasiswa | 1-2 jam 00 - SMA
tahun 3.000.000,
00
Rp
22- Karyawan 1.000.000,
Ya Pernah Laki-laki | 27 Swasta 1-2 jam 00 - SMP
tahun 3.000.000,
00
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Rp

Perempu 27- Karyawan . 3.000.000,
Ya Pernah an 32 Swasta 3-4 jam 00 - SMA
tahun 5.000.000,
00
Rp
27- 3.000.000,
Ya pernah | POrMPY | 37 sv’;'lsrﬁ Peda | 2:3jam | 00- s1
tahun g 5.000.000,
00
Rp
Perempu 27- Karyawan . 1.000.000,
Ya Pernah an 32 Swasta 3-4 jam 00 - S1
tahun 3.000.000,
00
Rp
27- Karyawan 3.000.000,
Ya Pernah Laki-laki | 32 Swasta 2-3 jam 00 - SMA
tahun 5.000.000,
00
Rp
Perempu 22- Karyawan . 1.000.000,
Ya Pernah an 27 Swasta 2-3 jam 00 - S1
tahun 3.000.000,
00
Rp
Perempu Zie Karyawan . LTI,
Ya Pernah an 32 Swasta 2-3 jam 00 - S1
tahun 5.000.000,
00
Rp
Perempu 22- Karyawan . 1.000.000,
Ya Pernah an 27 Swasta 1-2 jam 00 - SMA
tahun 3.000.000,
00
Rp
22- Karyawan 3.000.000,
Ya Pernah Laki-laki | 27 Swasta 2-3 jam 00 - S1
tahun 5.000.000,
00
9. _ _ kur_ang
Ya Pernah Perempu 27 Mahasiswa Ieplh dari | dari Rp SMA
an 4 jam 1.000.000,
tahun
00
Rp
22- . . | 1.000.000,
Ya Pernah :r?rempu 27 gz;)g?;van Lep;::qdarl 00 - S1
tahun ! 3.000.000,
00
Rp
Perempu 22- Karyawan . 3.000.000,
Ya Pernah an 27 Swasta 2-3 jam 00 - S1
tahun 5.000.000,
00
22- . . IR
Ya Pernah Lakidaki | 27 | Karvawan | lebih dari | 00 00| o
Swasta 4 jam
tahun 00 -
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3.000.000,
00

22- diatas Rp
Ya Pernah Laki-laki | 27 Pengusaha | 3-4 jam 5.000.000, | S1
tahun 00
Rp
22- Karyawan 3.000.000,
Ya Pernah Laki-laki | 27 Swasta 3-4 jam 00 - S1
tahun 5.000.000,
00
Rp
27- 1.000.000,
Ya Pernah | Laki-laki | 32 sv’;'fézggﬁ 3-4jam | 00 - s1
tahun 3.000.000,
00
27- diatas Rp
Ya Pernah Laki-laki | 32 | PNS/Pega 1y 5 om | 5.000.000, | S1
wai negeri
tahun 00
27- . . | diatas R
Ya Pernah Laki-laki | 32 | PNS/Pega | lebih dari 5.ooo.oop0, s1
wai negeri | 4 jam
tahun 00
32- lebih dari diatas Rp
Ya Pernah Laki-laki | 37 Pengusaha : 5.000.000, | S2
4 jam
tahun 00
Rp
22- . . | 1.000.000,
Ya Pernah Laki-laki | 27 g;a\l/;);?;van IA,epa{Pnda” 00 - S1
tahun . 3.000.000,
00
Rp
17- 1.000.000,
Ya Pernah Laki-laki | 22 Mahasiswa | 3-4 jam 00 - SMA
tahun 3.000.000,
00
Rp
27- . . | 3.000.000,
Ya Pernah :ﬁremp” 32 g@;{?;va” Lep;:;da“ 00 - s1
tahun ] 5.000.000,
00
27- diatas Rp
Ya Pernah Laki-laki | 32 Pengusaha | 2-3 jam 5.000.000, | S1
tahun 00
Rp
Perempu 17- . lebih dari 1.000.000,
Ya Pernah an 22 Mahasiswa 4 jam 00 - SMA
tahun 3.000.000,
00
Rp
22- . .| 3.000.000,
Ya Pernah :ﬁremp” 27 sv’;'fézegz Le?;::qda” 00 - s1
tahun g ] 5.000.000,
00
Rp
27- . . | 3.000.000,
Ya Pernah | Laki-laki | 32 \F/)v';llsrlnggz Le;’;:l‘qda” 00 - s1
tahun 5.000.000,
00
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Rp

Perempu & Karyawan . SUDLLOUL:
Ya Pernah - 27 Swasta 2-3 jam 00 - S1
tahun 5.000.000,
00
22- diatas Rp
Ya pernan | PereMPU | 57 | PNS/Pega 5 4 | 5.000.000, | S1
an wai negeri
tahun 00
17- | kurang
Ya Pernah Pl 22 Mahasiswa Ieplh gy oty SMA
an 4 jam 1.000.000,
tahun
00
27- diatas Rp
Ya Pernah Perempu | 5, | PNS/Pega | 4 .om | 5.000.000, | S1
an wai negeri
tahun 00
Rp
Perempu 22- Karyawan . S OLRE,
Ya Pernah an 27 Swasta 3-4 jam 00 - S1
tahun 5.000.000,
00
Rp
Perempu 17- _ _ 1.000.000,
Ya Pernah an 22 Mahasiswa | 3-4 jam 00 - SMA
tahun 3.000.000,
00
Rp
27- . . | 1.000.000,
Ya Pernah | Laki-laki | 32 m%‘:gg"r"l Le?;:;da“ 00 - s1
tahun 3.000.000,
00
Rp
22- . . | 3.000.000,
Ya Pernah Zrt]erempu 27 g\f\t’;};?;van Lep;:]nda” 00 - S1
tahun . 5.000.000,
00
Rp
32- 1.000.000,
Ya Pernah | Laki-laki | 37 Sfaﬂzgiﬁ‘. 3-4jam | 00 - s1
tahun 3.000.000,
00
Rp
Perempu 17- _ _ 1.000.000,
Ya Pernah an 22 Mahasiswa | 2-3 jam 00 - SMA
tahun 3.000.000,
00
Rp
Perempu a2 Karyawan . 3.000.000,
Ya Pernah an 27 Swasta 3-4 jam 00 - S1
tahun 5.000.000,
00
27- diatas Rp
Ya pernan | PereMPU | 55 | PNS/Pega 1 500 | 5,000,000, | S2
an wai negeri
tahun 00
Perempu lieabrlih " alETES X
Ya Pernah an 38 Pengusaha | 2-3 jam 5.000.000, | S1
tahun %0
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Rp

Perempu 32- Karyawan . 3.000.000,
Ya Pernah an 37 Swasta 2-3 jam 00 - S1
tahun 5.000.000,
00
17- kurang Ig;rr?ggp
Ya Pernah Laki-laki | 22 Pelajar _darll 1.000.000, SMP
tahun jam
00
Rp
22- 1.000.000,
Ya Pernah Laki-laki | 27 Mahasiswa | 1-2 jam 00 - SMA
tahun 3.000.000,
00
Rp
27- Karyawan 1.000.000,
Ya Pernah Laki-laki | 32 Swasta 2-3 jam 00 - SMA
tahun 3.000.000,
00
32- diatas Rp
va Pernah | Laki-laki |37 | PNS/P®08 1o giam | 5.000.000, | S1
wai negeri
tahun 00
32- Karyawan diatas Rp
Ya Pernah Laki-laki | 37 1-2 jam 5.000.000, | S1
Swasta
tahun 00
Rp
Peremp 22- _ _ 3.000.000,
Ya Pernah an 27 Mahasiswa | 3-4 jam 00 - S1
tahun 5.000.000,
00
Rp
Perempu 22- _ _ 1.000.000,
Ya Pernah an 27 Mahasiswa | 2-3 jam 00 - SMA
tahun 3.000.000,
00
Rp
17- lebih dari 3.000.000,
Ya Pernah Laki-laki | 22 Mahasiswa 4i 00 - S1
tahun jam 5.000.000,
00
kurang
&= dari Rp
Ya Pernah Laki-laki | 22 Mahasiswa | 2-3 jam SMA
tahun 1.000.000,
00
Rp
17- 1.000.000,
Ya Pernah Laki-laki | 22 Mahasiswa | 3-4 jam 00 - SMA
tahun 3.000.000,
00
Rp
Perempu 17- _ _ 1.000.000,
Ya Pernah an 22 Mahasiswa | 1-2 jam 00 - SMA
tahun 3.000.000,
00
17- . .| R
Ya pernah | PEEMPY | 20 | Mpahasiswa | €01 921 | 1000 000 | sma
an 4 jam
tahun 00 -
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3.000.000,
00
Rp
17- 1.000.000,
Ya Pernah Laki-laki | 22 Mahasiswa | 1-2 jam 00 - SMA
tahun 3.000.000,
00
kurang
Perempu L dari Rp
Ya Pernah - 22 Mahasiswa | 3-4 jam 1.000.000, SMA
tahun
00
S § S S S §$ S S S S S
P P P HHHZPP B B
O 0 OO B B B B B B B
E E E L L
L L L L c ¢ C CcCCccCcc
1 341 2 3 1 2 2 3
1 2 3 4 1 2 3 4 5 6 7
77 7 7 7 777777775776 7776 6
6 6 6 6 6 77 6 6 7 6 6 4 5 6 6 6 6 6 6 6
6 7 5 6 7 77 7 7 6 6 7 5 6 5 7 4,5 6 6 5
5 6 5 5 6 6 56 6 6 6 6 7 6 5 6 6 6 6 6 6
6 6 6 6 7 77 6 6 6 7.6 6 6 6 6 6 6 6 55
6 6 5 6 6 55 6 6 56 6 5 6 6 5 6 5 3 4 6
6 5 6 6 6 6 6 6 6 6 6 6 6 3 4 5 5 5 5 6 6
5 6 6 5 6 6 7.6 6 7.6 6 6 5 6 7 5 5 5 6 7
4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4
6 6 6 6 7 76 6 7 6 6 7 5 5 6 5 5 6 6 7 6
7 7 7 2 6 6 57 7 7 5 55 6 7 7 7 5 6 4 4
6 6 7 7 17 7 7 7 5 6 6 7 6 6 4 6 5 2 4 4 5
6 7 6 T 17 7.6 6 6 7 7 7 6 7 6 6 7T 7 6 7 6
4 4 4 4 5 6 6 6 55 6 6 5 5 5 5 5 5 5 6 6
4 7 7 4 4 7 6 5 3 3 2 4 2 2 2 3 1 3 3 2 4
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Lampiran 3. Analisis SEM-PLS

Uji Hipotesis
PHY PH2
" »
SOLY 559486 26509
v /
X 16932
SO, 1,589
g 422170 2,626
sou 17569
5014 Sonse of 4,945 BL1
Liberation 6.078 28,280 v
o= B2
P11 g “'
923,361 o3 NS
P2 415910 2242 2630 ! o
415029 Brand Love 84
PY3
Percleved 1822
Trendiness 0.254
HEY
*14.404
HE2 411,946 6516
36978
HE)
Hedonie 24.85326.557 27 'Jd-l"‘ﬂ!,‘}'}f{"')h 170 36 14421066
Engagemant ( "‘“”l‘""""
» » . - . -
SBCY SBC2 SAC3 SBC4 SBCS SBCh S8cy
p-values
Original sample | SAnCd |t statisties |
Sample (O) Mean (M) (STDEV) (|O/STDEV])
Sense of Liberation -> Self-brand 0.052 0.067 0.106 0.494 0.621
Connection
Sense of Liberation -> Percieved 0.26 0.272 0.099 2642 0.008
Humor
Self-brand Connection -> Brand 0.54 0,544 0,069 7,881 0
Love
Percieved Trendiness -=
Self-brand Connection -0,025 -0,026 0,095 0,261 0,794
Perc!e\.-'ed Trendiness -= 0.384 0.379 0.064 5.998 0
Percieved Humor
germeve_d Humor -> Self-brand 0,237 0,23 0,088 2,685 0,007
onnection
Percieved Humor -> Brand Love 0,361 0,359 0,072 4982 0
Hedonic Engagement__ -=
Self-brand Connection 0.578 0.573 0,09 6.409 0
Hedonic Engagement__ -> 0,247 0,238 0,109 2,265 0,024
Percieved Humor
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Konstruk Validitas dan Reliabilitas

Cronbach's rho A Composite Average Variance
Alpha — Reliability Extracted (AVE)
Percieved 0.719 0,722 0,826 0,543
Trendiness
Sense of 0.785 0.787 0,261 0,608
Liberation
Sel-Brand 0.915 0,916 0,932 0,663
Connection
Hedonic 0.75 0.763 0,856 0,666
Engagement
Brand Love 0,844 0,85 0,895 0.681
Percieved 0.705 0.714 0,871 0,772
Humor
R-square
R Square R Square Adjusted
Brand Love 674 670
Percieved Humor 94 587
Self-brand Connection 613 604
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Outer Loading’s Awal

Brand Love Hedenic Percieved Percieved Self-Brand Sense of
Engagement Humor Trendiness Connection Liberation
BL1 0,829 0,641 0,584 0,523 0,708 0,515
BL2 0,775 0,555 0,531 0,441 0,55 0,532
BL3 0,825 0,554 0,597 0,559 0,594 0,559
BL4 0,87 0,591 0.625 0,507 0,685 0,563
HE1 0,502 0,765 0,509 0,532 0,481 0,635
HE2 0,6 0,834 0,504 0,474 0,704 0,569
HE3 0.626 0.847 0,632 0,566 0,658 0,626
PH1 0,684 0,617 0,896 0,597 0,614 0,595
PH2 0,554 0,566 0,861 0,611 0,512 0.54
PT1 0,475 0.549 0,534 0,746 0,464 0,416
PT2 0,448 0,455 0,534 0,721 0,373 0,447
PT3 0,478 0.421 0,51 0,796 0,366 0,382
PT4 0,408 0,452 0,434 0,68 0,37 0,512
SBC1 0,591 0,623 0,45 0,463 0,812 0,502
SBC2 0,553 0,595 0.546 0,449 0,809 0,434
SBC3 0,651 0,647 0,502 0,411 0,816 0,516
SBC4 0,656 0,592 0,582 0,524 0,784 0,519
SBCS 0,585 0,597 0,473 0,36 0,83 0,457
SBCE 0,699 0.649 0,536 0,403 0,852 0,576
SBCT 0,653 0.631 0,573 0,45 0,794 0,527
S0L1 05 0,612 0,497 0,459 0,49 0,789
50L2 0,46 0.517 0,504 0,469 0,422 0,747
S0L3 0,505 0,606 0,464 0,475 0,496 0,802
S0L4 0,571 0,58 0,549 0,447 0,525 0,779
Outer Loading’s Akhir
BrandLove | gngocement | | Humor | Tendmess | Connecion | Liberation
BL1 0,829 0,641 0,584 0.526 0,708 0,515
BL2 0,775 0,555 0,531 0,435 0,550 0,532
BL3 0,825 0,554 0,597 0,531 0,594 0,559
BL4 0,870 0,591 0,625 0,477 0,685 0,563
HE1 0,502 0,765 0,509 0,539 0,481 0,635
HE2 0,600 0,834 0,505 0,437 0,704 0,569
HE3 0.626 0,847 0,632 0,530 0,658 0,626
PH1 0,684 0,617 0,897 0.604 0,614 0,595
PH2 0,554 0,566 0,859 0,577 0,512 0,540
PT1 0,475 0,549 0,535 0,805 0,464 0,416
PT2 0,448 0,455 0,534 0,755 0,373 0,447
PT3 0,478 0,421 0,510 0,786 0,366 0,382
SBCA 0,591 0,623 0,451 0.461 0,812 0,502
SBC2 0,553 0,595 0,546 0,430 0,809 0,434
SBC3 0,651 0,647 0,503 0.402 0,816 0,516
SBC4 0,656 0,592 0,583 0,498 0,784 0,519
SBCS 0,585 0,597 0,473 0,352 0,830 0,457
SBCE 0,699 0,649 0,536 0,385 0,852 0,576
SBCT 0,653 0,631 0,573 0,409 0,794 0,527
S0L1 0,500 0,612 0,497 0.424 0,490 0,789
S0L2 0,460 0,517 0,504 0,411 0,422 0,747
S0L3 0,505 0,606 0,465 0,434 0,496 0,802
S0L4 0,571 0,580 0,549 0,389 0,525 0,779
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Tae Hyun Back
Department of Media and Communication, Sungkyunkwan University, Seoul Republic of Korea

Abstract

Purpose ~ This study aims 1o investigate $he psychological mechanisms undespinning the impact of branded momes on brand iove on socal media.
Designimethodologyapproach — Using a sell-reported online survey, data from 479 verified Facebook users were analyzed wsing structoral
equation modeling to examine the Intesrelationships among sense of liberation, perceived trendiness, hedonic engagement, perceived humor, wlf-

beand connection and brand love
Findings - The esults ndicate that a sense of iberation signficantly influences sell-brand connection but does not dinecty affiect percenved humar, Percewed
mendiness & & key predictor of both pereed humoe and selfbrand comnection. H , hedaric engag has no substantinf effect on perceived

humor or sef-brand comnedtions. mportantly, percaived humor plays 3 aucal role in strengthening seif-trand connections and fostering brand fove.
Originality/value — To the hest of the authars’ knowledge, this study is the first empinical explomtion to showcase the consumer beand love
formation process faciltated by branded memes, offering valuable tnsights into meme-marketing strategies. This highlights the importance of

perceived humor and trendiness in enhancing brand love through social media platfors
Keywords Meme marketing, Brand love, Sell-brand connection, Percehed bumor, Perceived trendiness

Paper type Research paper

1. Introduction

In the continually evolving digital environments, hranded meme
marketing has become a vital strategy (Raezaq o ol , 2023). This
shift from sradnional marketing highlights the need for further
scholarly investigation i tha area (Malodia & al, 2022). Memes
represent pieces of content—whotber images, wext, wdeos or
cambmations—that spread vimlly across the infernet, camying
vanous memnngs, anoctions or humorous toaes, Acconding to
'Adnd- « ul (2!)22). memes are “cultural unis” that mdaw
ip und  dis ickly, sh the
bebaviors and & of socal gmup‘. &-mded m:ma.
however, are & subset of memes specifically desagned by brands for
markating purposes (Godey @ al, 2016). Unliks generic memes,
L genere CONSWNer engagemens, dnve brand awarensss or
influence brand Joyalty (Godey a al., 2016; Msugheter, 2020).
Branded memes typically follow the structural framework of
memes but are delberntely crensed to resonme with bend
positioning, messagng and target audience (Taccharnngrof and
Nucangisnmnong, 2015). Brands carcfully select or modify memes
to ensure that the meme aligns with thar core values and
commurdeates thetr message effectvely (Mabodia e, 2022,
Fxisting dies have broadly ined wocml  medi
marketing and the role of hunor in bullding brind rel dip

(Phua and Kim, 2018; Msugheter, 2020), but the specific

dy % of how brunded | long-term emotioaal
) ions with ¢ s have been largely overbooked, This
oversight is probé ic b op differently from

other forms of digital content: they are highly viral, often nely on
humor oe froay and e deeply embedded 1 cultura) wends
(DeCook, 201K Newon o al, 2022). Without understandng
these  daffer brands nisk  misund, ding how to
effectively | ge meme culture to build inahle ¢
bnndrdammhips. nuswmdlchtmmlnolmqﬂ)n
manter of academic curiosity; 1t represents a significant nead for
t-)m mnrhmng mmry and prncooc Undersuanding  how
g such as brand
hv::m:mﬂﬁxmm.dﬁanr.lnq-wmm:pam
dignal marketing (Wallace e al., 2022).
One of the most pressing needs in this anda i 1o understand the
ydktrwlormmuu&n 1o bhrmnded
whide previ menn:hhndmnwdu:m
nlmdmmﬂmm\mm(l\hhdnad,
2022), there hus boen Imde investgation into how bransded memmes
foster o sermse of Eberation, which allows consumens to break from
coavensioaal nonms and ficel more connectad o o beand (Oh and
Pham, 2022), This construct & critical bectse ® neflecs

The corrent issue and full vext archive of this journal is available on Emerald
Tosight . Baepociy el gt /10610421 htiny

- Jmatmal of Predhacr & Bend M
© Broondd Putalyog Lamied JSSN W0 10621)
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consumens” desire for authenticity and self-expression, which are
Increasingly important in today's digital inscractons (Hatxhomas
et al,, 2021), Without exploring how this sense of freedom relates o
selt-brand ) the di ding of meme
marketing is incomplete,

Similurely, the concept of perceived wendiness—the degree to
which branded memes are seen as culturally relevant—has been
acknowledged in the liverature but not fully explored in refation
o consumer emotional responses (Yang, 2022), In meme
culture, wendiness is often a currency of relevance, amplifymg the
viral potential of the content and hetshtensig its emotional appeal
(Malodia e al, 2022). The faikure 1o examine how trendiness
influences consumers’ perocprion of humor in branded memes
leaves an impormanmt  theoretical gap, Understandmg  this
relationship & essential because humor is a key driver of positive
emotional engagement, and beands that successfully align
themselves with cultural trends are more likely to foster brand
Jove (Phua and Kim, 2018; Wong and Holyoak, 2021),

Another mnportant gap in the ltersture concems hedome
engagement-—the pleasure conmamers denve from interacting with
memes (Razzaq & o, 2023). While the hedomk appeal of memes
nwdl—doumml.xhcmkuphyxmhmeadhmded

where the must usly and
promose brand identy—remains underexploced (Mnlodudd.
2022, Wallace ¢ ai., 2022). n-nmmmm
bedomic engagement directly o
attachnent o the brand. Without investgating how pleasume-
seeking behavior interacts with brand Jove, marketers lack the
pecessary  insights to oreate branded memes that resonate
emotionally with consumers over the long term.

Moreover, while humor s a well-established feature of meme
marketing (Shen e o, 2024), the speafic role of perceved
humor in the of branded has not been
adequately explored, Branded memes must strike 2 balance
between humor and brand messaging, and the falure to
integrate these elemens could result in negatve consumer
responses (Oh and Pham, 2022). Conversely, when humor is
wellintegrated with o brand’s wdentty, it can enhance
emotional connections and deepen brand love (Phua and Kim,
2018}, This makes it imperative 1o study bow perceived humor
influences brund artachment in the context of meme marketing.

Lasdy, the concept of self-brand connection, which reflects how
closely consumers identify with a brand, plays an important role in
building beand love (McManus e al,, 2022). Whie this construct
has been stadied in other areas of digital marketing, its application
to meme marketng i underdeveloped. Memes, with their playful
and often subversive nature, offer a unique opportunity for brands
to humanize themselves and foster emotional connectons that
resonate with consumers’ perscnal values and identities (Bagra o al.,
2012). However, the ltemture does not ver address how brunded
memies can strengthen self-brand connections in a way thit leads o
brand love, leaving a significant theoretscal and practcal gap.

Addressing these gaps is not just dessruble; it is necessary for
advancing the fickd of digial marketing and providing brands
with actionable insights into how they can effectively use memes
14 build emotional relationships with consumers. This stdy
empinscally exammes the psychologeal constructs of sense of
Iberation, percaved trendiness, hedomc engagement, perceived
humeor and self-brand connection in the context of branded
memes, providing a comprehenswve understanding of how these
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factory collectively foster brand love, The findings will offer
valuable msights for both scholars and practitioners, helping
brands develop meme-based marketing strategies that enhance
comsumer engagement and create lasting emotional bonds.

2. Literature review

2.1 Theoretical background (sense of liberation,
perceived trendiness and hedonic engagement)

The wuses and gratificutions theary, explaining why indniduals
actrvely seek specific media to fulfil] distinet needs, dosely refates
to the le of memes in digital marketing (Kujur and Singh,
2020; Madodia er al,, 2022}, This theory suggests that media
engagement offers psychological and emwotional satisfaction
beyond mere informanon or entertainment (Kujur and Singh,
2020). In meme marketing, this satsfaction often appears @ a
sense of lberaton, encompassing fedings of freedom und
empowerment {Benaim, 2018; DeCook, 2018). This indudes
the freedom to express humor, creativity, challenge socicral
norms and engage in cultural commentary (DeCook, 2018),
Memes allow users to voice opinicas and share experences
genuinddy and unrestnctedly (DeCook, 2018; Malodia ef al.,
2022), They enable users not only to consume content but also
to actively particly in ing and reshupmg it, providing
significanmt control and personal expression in oaline social
environments (Malodin er ., 2022; Razzaq et al, 2024),

Diffesson of mnovation theory, dev:lnpcdbykogmual
(2014), explains how new ideas or ir
vmtuu a social system. It identifies categories uf uloptm——

innovators, carly adopters, carly magority—and highlights
characteristics that influence adoption, such as observability,
companbility, relatve advantage, tralability and complexity
(Rogers e al, 2014). Traditionally applied 1o the diffuson of
new products and technologies, this theory is also relevant to
branded meme marketing, where menxs act us o digital
mnovation in social media (Malodsa eral, 2022), The adoption
of branded memes follows the stages of diffusion of innovation,
progressing from initial exposure W the confirmation of
emotional attachment through key constructs, such as perceived
bumor, self-brand connection and brand kwe (Rumg er al,
2023; Rogers er af, 2014). In this framework, perceived
trendiness i crucial for the adoption of branded memes,
partcularly among carly adopters who are drawn to culturally
relevant content (So & o, 2018; Ymg. 2022). As consumers
engage with these
deeper connections with the brand (Yang, 20"2) Ulmmuly.
brand love reflects the confirmation stage of DOI, where long-
term emotional amachment forms as consumers reflect on the
positive outcomes of ther engagement (Batra et al., 2012).

This theory supports the kiea that perceived trendiness—the
belief that o 4 lmhionable—dnves adoption and
diffusion within social systems (Rogers o @, , 2014). This aligns
with the concept of observability, as trendy branded memes are
more visible and muore likely to be shared, increasing thear reach
and reducing uncerminty about theie vahse (Liv eral., 2023). As
individuals seek to be associated with what » considered
popular, wendingss enhances the spread of branded memes
through social networks, accelemating the transition from early
adopters to the carly mapority {Benaim, 2018; Rogers er .,
2014). Commumication channels including social media,
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wfluencers and peer networks are critical for spreading Iturud backgrounds and individual experienoes (Warren o ol
perceived trendi which reinf Effusion of mnovation™s 2018). The types of humor contributing to thes diversity include

emphasis on the role of social wstens i disseminating
mnovutions (Razzaq er al, 2024). Ax trendiness spreads across
these networks, it shapes consumer behavior, encouragng
faster adoption and creating social buzz (Malodia er al., 2022;
Ruzzaq etal, 2023).

Hedonic consumption theory, focusing on pleasure-driven
consumer behavior, naturally applics to meme marketing (Lee
et al, 2019; Rieger and Klimmt, 2019). This theory suggests
consumers seck emotional and sensory gratfication beyond
practical unlity (Aleem of ol, 2023; Yhee ot al, 2024). For
meme marketing, this nvolves generating content that conveys
a ge while ako g an ional and sensory level
(Aleemn ¢ al, 2023; lee & al. 2019), Memes, with thar
humer, relatability and seasory appeal, align well with hedonic
consumption princples (Rieger and Klimms, 2019; Yhee eral.,
2024). By focusing on pleasurable expenences through memes,
brands can distinguish themselves by adding enjoyment to thar
marketing (Lee et al., 2019). The interactive nature of meme

arketing, allowing to engage, share and creute
memes, establishes a feedback loop for continuous engagement
(Aleem ¢ al., 2023; Yhee o al, 2024), This interaction keeps
the audicnce actuvely mvolved and emotionally d,
embodying hedonic consumption in digital marketing (nger
and Klimme, 2019; Yhee et al, 2024).

Hedonse engagement in meme marketing refers 1o the
mtrnsse enjoyment and entertainment denved from interacting
with memes (Rieger and Klimma, 2019), This form of
engagement is crucial, as it goes beyond mere information
absorption, focusng on clicting  positive  emotions and
providing amusement. Memes inherently cater to this aspect by
being humornous, emotionally engaging and relatable (Leeeral.,
2019). Such ¢ taps direcdy inw an audience’s hedon
desires, creating 8 memorable and enjoyable expenence (Lee
etal, 2019; Yhee w al., 2024). This is crucial in marketing, &
pleasure and enterminment derived from memes can
significantly enhance brand recall and affinity (Aleem ¢r al.,
2023; Yhee ¢ al., 2024). Furthermore, the enjoyable nature of
memes encounges social sharing, which is an integral part of
digital engagement (Lee o1 o, 2019), When consumers find o
meme emermaining, they are likely ro share it within their
networks, thereby amplifying their reach and  implictly
endorsing o featured brand or product (Aleem e al, 2023),

Hedonic engagement is a key driver of emotional atachment
m meme marketng, as consumers seek out content that provides
plam nml amserment (Yhee e al, 2024). The spontanecis

Ecited by h branded are
crucial fmmpoum'e lﬂh:uw associntons with the baand,
From l p:ul »p ° T the brain’s

i d ine and reink g the positive

emational cal.nncnm wxb the brand (Rieger and Klanmt,
2019), This cyde of pleasire and emotional reinforcement keads
0 the development of brind love, a5 consumens continue 10
engage with the brand in a way that satsfies their bedonic
motivations (Batma er ., 2012),

2.2 Perceived humor and trendiness
Perceived humor is inherenty subjective and vanes sgnificantly
from one individual to another based on personal preferences,
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slapstick or physical humor, known for its exaggeruted, often
dumsy actions; sarcasm and irony, where humor lies in saying
one thing but meaning another; wit and wordplay, which
mvolve imtelligent playon 3s; self-der ng h  where
ndmduals make fun of themselves and observational humor,
which derves from pointing out the absurditics of everyday life
(Warren o al, 2018; Yoon, 2018). Eaxch type appeals to
dfferent ibilities and requires o certain level of cognitive
engagement, emobonal state and cultural understanding 10 be
fully appreciated (Warren eral., 2018).

Incongruity, in the context of humor, plavs o significant role
in branded meme markeung. Brand love literature emphasizes
the importance of: cunmma.hthe nn;nmcm of brand ldmmy
with consumer exp in 2 trust and !
attachment (Bawra o al, 2012). Huwewzr, incongruity can
enhance brand Jove by inroducing humor and surpris¢ in ways
thar resonate with contemporary culture (Deckers and Kizer,
1975). According to benign violston theory (Warren o o/,
2018, 2021), humoe arises when there is 4 mismatch between
expectations and reality, but this mismatch must be perceived
as nonthreatening or pluyful, In meme marketing, incongruity
can be used w surptise and engsge consumers, making the
brand appear more adaptable and relatable (Ge and Gretzel,
2018), However, incongruity st be balanced with culmural
mnyucnu to avoid abenating consumers (Yus, 2021). When

d employ that aligns with the cultural
£ ces and exy 1ons of their target audience, they can
aeate positive emotional experiences that deepen brand Jove
(Batra e al., 2012; Yus, 2021). Thus, rather than contradicting
the role of congrnuence im brand love, incongruity can
complement congruence by adding momenss of delight and
spontaneity, fostering a ncher and more dynamic relationship
between the consumer and the brand (Warren o al, 2018),

Humor significantly influcnces meme virality (Malodia o o,

2022; Penney, 2020) lhzm et al, (2023) asserted that humor

in meme ad g joy *amd‘

brand engag Perceived b varies b ener}

and hranded Generic 4 wle}y

throushhnnnr whchhmbm:uve-n!nnu:nca! by
Mtural backgrounds and g

dpmcnca (Watren a al,, 2018). Branded mane-. while
humaorous, must balance enterminment with brand messaging.
The humor in branded memes is tailoced o be on-brand and
relevant 1o the marketed product or service, which can restrict
the type and extent of humor 1o ensure alignment with the
brand’s identity and values (Phua and Kim, 2018),

Trendiness in generk and  branded memes  diffens
significantly. Generic memes gain trendiness through their
relewunce to current events, cultural phenomena or vieal
potential (Yang, 2022). Branded memes, however, must align
trendiness wath the brand's mmage and marketing strategics,
mamtaining cultural relevance whik ensuring conséstency with
the brand’s message and values (Godey o al, 2016; Yang,
2022). Unlike genenc memes, which rely solely on humor and
trendiness to engage wsers, brunded meames must weave these
clements into brand messaging, affecting humor perception,
trendiness, consumer engagement and the meme's effectivencss
mn promoting brand love.
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From a psycholegical penpective, perceived trendiness
furctions 2s a form of social vabdation, where content that
aligns with current cultural trends is viewed more favorubly by
consumers (Yoon, 2018). In the context of branded

brand mustakes and remain  steadfast despite  negative
mfunnnﬂnu (Gumparthi and Patra, 2020) Fﬂ’ mrkaux
brmdlm‘: lves creating
bl oS, i quﬂky lnd

trendiness amplifies the humor through cognitive prming, as
consumers are peimed ro find trendy content moeee entertamning
due © its culural rclwmcc (Warren o o, 2018). This

b en trend and humor is fursher explained
by bemgn violation theory, which posits that humor emerges
whien content violates porms in a nonthreatening way (Warren
etal, 2018; Yang, 2022), Branded memes capitalize on this by
presenting humor within a cultumlly vahidated context. It
ensures that the violation is perceived as benign, thus fostering
ponitive onal  resp and  deeper ¢
engagement (Godey eral, 2016).

2.3 Self-brand tion and brand love

Self-brund  connection and brand Jove are foundadional in
understanding consumer-brand relatonships, each emphasizing
different aspects of the psychological and emotional ties tha
hind consumers to brands. These constructs guide marketers in
crufting strategies that not only appeal to consumers an i surface
level but also nesonate deeply with their identities and emotonal
needs (MeManus e al, 2022; Palusuk of al, 2019; Parmar snd
Mann, 2021; Sarkar @ al., 2021; van der Weshuen, 2018),

Self-brand connection mvolves o brand's integration oo an
inudisachinl's self- Pt (McM e @, 2022, Pamar sd
Mann, 2021). This construct % rooted in sdf-adenuty and self-
perveption theories, where chwoose brands reflecting
their vilues, bebefs and asparations (Sarkar ef ol 2021; van der
Westhuizen, 2018), Key factors indude brand personality, values
and alignmens with personal identity (McManus o o, 2022),
Fnr innmcc, an amm'unmudb mipmch brand appeals to

3 inability, b g part of their seif-
identity. Thn munncmn often leads to consistent purchasmg,
brand advocucy and loyalty (Parmar and Mann, 2021).

Self-brand  connections have been found o postvely
influence consumers’ brund engagement on socal media
(Holkbeek e al, 2014), Hamigan & al (2018) provided
empirical evidence that self-band connections mediate the
relisonship between social media murketing activities and beand
emotional attachment, bighlighting the importance of seli-brand
connections in the context of social medsa marketing.

Brand love goes beyond simple peeferences or Joyalty; it
signifies the deep emotional bond and affection consumers
develop for a brand (Batra ¢ al., 2012; Gumpanthi and Patra,
2020}, Charactenized by strong poutive emotions, brand love 1s
akin to the feelings one might have towurd a loved perion,
encumpassing affection, passion and deep attachment (Pakisuk
ot al. NID) Thn emotonal connection develops through
i the alignment of the bound
wnhth:mnnm‘npcnmnlvﬂmmdlhehnndsahhvw
fulfill emotional and social needs (Batra o of., 2012; Gumparthi
and Patra, 2020), For instance, a brand that consistently
delivers exceptional experiences and upholds values that are
Important to its consutmers can cultivate deep affection.

The tmpact of brand love is profound, leading 1o behaviors
such as the willingness to pay premium prices, active advocacy
and ing loyalty (Pakisuk ez ol 2019}, Consumers who
experience brand love are also more likely to forgive minor
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engaging cunsum at a pmfoum and value-driven level
(Batrn ¢r o, 2012). Suategics may inchude storyrelling that
CONNECTS CONSUTITS, lonus a sense of commumity around a
brand and d I tment to values that
rosanate with the tanget nudknoc (Gumparthi and Patra, 2020,
Pabusuk o al., 2019).

2.4 Remhhypo&audﬂdm

Brands are i ingly b aging viral to with
consumers in a humorous and engaging manner (Razmg or al.,
2023). A key appeal of memes Hes m their mberent humor
(Madodia e al., 2022). According 1o Knox (1951}, bumor is a
form of liberation from evervday life construnts. Flumorous

offer a lib g experience by eliciting
t and lsughter. The lberating offect of h 1%
crucial for meme laty and engag Supporting ths

perspective, Vanden Bergh er ol (2011) discovered that the
perceived humor of user-generated ad parodies on socal media
positively predicts consumer attitudes toward parodies and
antentions to share them with others. Thas, this stdy proposes
the following hypothesis:

HI. A sense of libemtion is positively associated with perceved
humeoe.

Memes facilitate bberutng fun by enabling imagmative,
unpredictable  and  boundary-pushing  forms  of  hedonsc
engagement (Abbast of of,, 2023). As 2 umigue avenue for self-
expression, memes serve s 3 means of communicating
Mm wnd lndh'idulhty (Rinted, 2013). By cliciting fun

ghh and lib can enhance consumerns”
self-rr&mdngofhrmda activatng their Hberating qualities to
create viral content that resonates with their consumer
sdentities (Razzaq o al., 2024).

This aligns with the idea that consumers send to connect with
baands that reflect ther se¥-concepts and values (Foarmier,
1998}, Comsumers actively engsge with beands thar are
consistent with their selfconcepe (Sirgy, 1982), and when a
band’s image closcly matches an ndividual's self-mage,
consumsers evaluate the bmnd more positively as it reflects their
own welfexpression (I3 er al, 2022). This phenomenon &

1 with the notion of the dexd self, where
ncorporate brands into their entny (Belk, 1988), In the
context of memes, when bmnds faclitate Bberated  self-
expressaon through these viml content forms, consumen ae
more likely to perceive the brand m congroent with thenwselves
(Malir ot af, 2011). This bBberated self-expression through
banded cn lead 1o self-brand 0ns, 48 it
ﬁmmwmwﬂummmndﬁudnmﬂmmehmd’
wdentity. Thus, this study p the following hypothes

H2, A sense of liberation is positively associated with self-
brand connection,

Memes have become ubiquitous in online culture and a popular
form of digital marketing communication (Malodia eral, 2022;
Shen @ al, 2024). Brands have found that using trendy and
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humorous memes is m effective strategy for engaging their In lhe cantext of virnl memes, hedonic engagement can
target aud {Taecharungroj and Nueang g, 2015). as engay and pl dﬂ'hndfmmmpdngmdx
Trendy content often leverages current cultural ref, b mdentamnmgconumm:mrdmyy sty
amplifying its hutnorows appeal. For ple; the ph prop the following hypothesis

of “Gangnam Style™ and its numerous spin-offs showcase how
Internet memes opente withm digital culture (Shifman, 2013).
Such memes, resonating with contemporary cultural contexts,
are more likely to be percerved as both trendy and humorous, In
digital communities, memes are conmdered cultural capital
(Nissenbaum and Shifman, 2017). This shared knowledge
among community members can evoke humor through insider
jokes and references. Furthermore, trendy content often
incorporutes elements of unexpectedness that can trigger huror
(McGeaw and Warren, 2010).

The benign violation theory provides a framework o explain
this relationship between trendiness and bumor (Wamen e al.,
2021). According to this theory, humor anses when individuals
encounter unexpected clements i a harmiess or playful conrext
(Howe er af., 2023), The concepe of benign violation applics to
branded memes, where the fusion of brand messaging with
current, relatable content forms a benign violaton. Consumers
may recognize the incongruity b the meme und
tradidonal  brand communscation as  harmiess, thercby
tiggering & humorous response, The trendiness of these
memes contributes to their accessibility and relatability, making
the violation more likely to be perceived as benign, Therefore,
the cted yet familiar of trendy meme content can
[os(a.semco(hm:ot inforcing the positi Tationshs
between percewved trendiness and humor in branded

¥

H5. Hedonic engagement is posively associsted with
perceived humor.

Consumers’ hedonie engagement with viral memes fosters
stronger self-brand connections, This is becanse the enjoyable
and pleasurable aspects of meme consumpnon algn with
consumers” sdf-concepts and identities (Nadeem o ol 2021).
When comsumens derive plessure from engaging with branded
meme content, they are more likely to perceive a connection
between the brand and thear sense of self The lnk between
hedonie engagement and self-concept strengthens the bond
between consumers and beands. Thus, this study proposes the
following hypothesis:

H6. Hedonic engagement is positively associated with self-
brand comnection.

C can use h asa of iberataon to further
strengthen thear self-brand connections. Soctal media enables
consamers 1o publicly affiliste with brands, thereby allowing
them o construct thetr self-identities (Phua e al, 2017). In this
context, the libemating humor conveyed through memes can
foster deeper  consumer-brand  relatonships.  Humorous
memes that offer a sense of hiberanon reinforce self-branding
connectons. For instance, Phua and Kim (2018) observed that

Empirical evidence demonstrates that social media pmn
&.llmﬁmynndtunuy dldunomr. it
and higher sh 1 to posts with serious
images (Yang, 2022) This d!n:us more pronounced when the
funny meme incdudes bandwagon cues such as a substantial
number of rephies, retweets and likes, suggesting thar the
collective salidation of a8 meme's trendiness enhances its
perceived humor. Based on these theoretical resoning und
empincal evidence, the fidlowng hypothesis is proposed:

H3 Peceved rendiness s positively assocmted with percaived
humor.

Brand diness is cuted with percep of bang cool,

fuhmhle and popular (Wm o @, 2019} Meme's

ed diness plays a | role in bolstenng social
medin rketing efforts to enhy hrnndeqmly(God:yaal.
2016). When brunds leverage trendy they signal their

refevance and «:ounecmlnm o popular culture, reflecting
cnmumcn wlf<concept (Fournier, 1998). This alignmem
brand diness and consumer self-concepts can
foster stronger self-brand connections. Therefore, this study
proposes the following hypothess:

HY.  Perceived trendiness s positively assoctated wath self-
bmnd connecton.

The liberating engagement theory of consumer fun (Oh and
Pham, 2022) posits that fun arses from a blend of liberaton
and hedonic engagement, Hcdomc uwem:nl refers to the
pleasure-secking sl l of
consumption exp (Hirsch and Holbrook, 1982).
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perceived humor in Snapchar ads increased positive brand
atmtudes and purchase mtents Similarly, Grougiou er al,
{2020) found that bumorous content in social media marketing
cumpaigns  positively  influences  consumers’  self-brand
conpections and brand attitudes, Consequently, ths study
proposes the following hypothesis:

H7. Percaved humor is positively associated with self-brand
connecton,

Humorous memes can play an important role in the
effectiveness of meme marketing by evoking a sense of
Hberating fun and enablmg self-expression (Oh und Pham,
2021). The perception of humor & a form of Iberation and
hedonic engagement cun significantly foster beand love.
Rescarch has indicated thar humorous messages can create
pleasant experiences for conswmers, thereby increasing the
likelihood of developng brand love (Chattopadhyay and Basu,
1900; Warren er al, 2018), Specifically, humorous meme
content on social media wiggers laughter, amusement and joy,
which evoke posstive affective states and enhance consumers’
emarional connections with the brand (Yang, 2022). Thus, this
study proposes the following hvpothesi

HE.  Percaved humor is positively associated with brand Jove.

Hrands serve as symbolic representations of consumers’ sense of
self, enablng them with beands at a p I level
(Foumier, 1998), This self-image congruity between a consumer
and o brand posinively influences self-bmand connections (T
@ al, 2022). When a brand's image or personality aligns with an
ndivdual’s se¥-image, self-brand connections are likely to cocur
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(Fscules and Betmman, 2003), huidmullmlcmmmm
effectvely  exp their selfidentity should strengthen the
comsumen’ brarxd Jove (Karmpluoto o al, 2016). When
consumers feel a srong connection between ther sdf-denuty
and a brand, they are more likely to develop a deep and enduring
love for the brand (Batm o af, 2012), This relationshup between
self-beand connection and brand love has also been cbserved i
the socal meds context, where self-brand identification has been
found to positively mfluence beand Jove (Wallace @ al, 2022).
Therefore, this sudy proposes the following hypothesis:

H9  Self-brand connection is positively assoctated with brand
love.

3. Methods

3.1 Sample characteristics

This undy used sel!-rwonu:l online survey dats from 479
Facebook users. Facebook's large and di user base makes
it an ideal platform for examining consumer behavior relired 1o
branded meme marketing, Compared to sodal media
platforms such as Insagram, Twitter or TikTok, and
Facebook's demographics are more vamed, providing a broader
mnge of participants in teros of age, gender and socio-
cconomic background (Statista, 2022), This diverxity offers
valuable insights into how branded memes resonate across
different ¢ Parti were recruited
through the Cloud Rﬁurdt Comecx Paned n the United
States i October 2023; 33 8% were aged 30-39 years, 47.6%
were male and 52 4" were female, They reported the following
ethnic diversity: Caucasian/White {71.8%), African Amencan/
Black (10.4%), Asian (3.6%), Latin (6.7%), Amencan Indian/
Alaskan Native (0.2%) and multmull (2. ‘37(-) Table 1
presents the partsapants’ & ch 1.

3.2 Measurement items

To test the proposed model, this study adapted cstablshed
scales from previous studies and aligned them more closely
with the research context. This research measured the sense of
liberntion using fur ftems and hedonic engagement using three
irens, both adopted from Oh and Phan (2022), This study
assessed perceived trendiness using four items from Van Esch
and Mente (2018) and gauged perceived humor wing two
it based on Howe of al. (2023). This study measured self-
brand connection using seven items from Escalas (2004) and
cvaluated brand love using four items from Carroll and Abuvia
(2006). All survey questions used a 7-point Likert scale, with
Tesponses ranging from | (ongly deagree) to 7 (eromply agree).

4. Findings

4.1 Relinbility and validity of the mensurement model

(two-step approach)

The two-step vpproach i widely recognized in social science

T ch b of its sy ic and clear handling of
1 dels. It p clarity and precision in the

umdc)-bmldmu pmceu by separating the messurement mode)

from the structural model, allowing for a thorough validation of

constructs and enhancing the study's overall validity (Anderson

and Gerbing, 1988; Fomell and Yi, 1992; Hair o of,, 2021;
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Toble 1 Demographic fonmation

Sample (N - 479) N(%)
Gender

Male 28(478)
Female 251 (52.4)
Age

20s 126 263)
30s 162 (338)
a0s 10521.9)
50 above 86(180)
Education

Less than high school 2004
High school of equivalent 58(121)
College of vacational school 141 294)
Bachelor's degree 201(42.0)
Master's/professional degree 64(134)
Doctorate 13020
Annual household income

Below $10,000 20042
$10,000-519,999 2756
$20,000-529,999 400
$30,000-539,999 a3 (90
$40,000-549,999 52(109)
$50,000-559,99% 5710119)
$60,000-569,999 4084
$70,000-579,999 wan
$80,000-$89,999 450
$90,000-599,999 WBEY
$100,000-5 149,999 730152)
$150,000 or more 45 (95)
Ethnicity

CGuasiaWhite 34
African American/Black 50(104)
Hispanic or Latinc 3267
Asian aRe
American Indian or Alaskan Native 102
Other {e.g. multiracial) ney

Source: Authors' own work

Richter er al, 2016), As the first step in the two-step upproach,
this study conducted confirmatory factor analysis (CFA), a
crucial statistical technaque that can verify the factor structure
of a set of observed (or measured) variables (or mdicators),
CFA helps confirm the factor loadings (3,¢. the extent w which
cach Indicator reflects its construct) and ensures that they align
with the researcher’s theoretical understanding. The first step
aimed to establish a clear and theoretically i
of the indicators to their respective constructs,
As indicated in Table 2, the standardized facror loadings of
ench imdicator were greater thun the threshold of 0.50, and their
critical ratios were statistically wgnificant st p < 0.001,
confirming the B lidity of the model
This study also evaluated the overall fit of the measurement
mode] with mdices such as y* = 621.052 with 237 degrees of
freedom, p < 0,001, the comparative fit index (CFT) « 0.949
(abowe 0.90), the normed fit index (NFI) « 0,921 (above 0.90),

L3
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Table 2 Measurement model from CFA

Constructs and variables

Standardized factor loading (critical ratio) AVE* [

Sense of liberation (o - 0.844)

| find myself temporarily free from my worries

| feel carefree and lighthearted

It allows me to let go of my concerns

This experience makes ma feol liberated and unburdened

Percoived trendiness (o - 0.931)

Branded memes on Facebook are very cool
Branded memes on Facebook are very exating
Branded memes on Facebook are very trendy
Branded memes on Faceboak are very fun

Hedonic engagement (a = 0.753)

The situation feels incredibly engaging

| become completely absorbed in the experience
| trudy feel “in the moment™ and fully engaged

Perceived humor (o = 0.908)
Branded memes oo Facebook are very humorous
Branded memes on Facebook are very playful

Self-brand connection (¢ -~ 0.867)

This brand reflects who | am

1 can identify with this brand

| feel a personal connection to them

| use this brand to communicate who | am to other people

| think this brand will help me become the type of persan | want to be
| consider the brand to be "me” (it reflects who | consider myself to
be or the way that | want to present myself to others)

The brand suits me well

Brand love (1 = 0.843)

This is a wonderful brand

| love this brand

This brand makes me very happy
| am passionate sbout this brand

Q580 0.846
0.775 (Fxed)
0.206 (15.361)
0.801 (17.60)
0.760 (16,651)

a8t 0.934
0.933 {Fxed)
0.910(35.355)
0.759 (22 625)
0.922 (36.950)

0508 0.756
0.674 (Fixed)
0.753 (13.388)
0.709 (12.819)

0836 0.910
01.950 {Fxed)
0.877 (31.752)

0403 0.726
0.734 (Fxed)
0.692 (14.548)
0.687 (14.439)
0.707 (14,854)
0.687 (14.431)
0.714(15.013)

0.645 (13.532)

0585 0.849
0.768 (Fxnd)
0.812 (17 644)
0.777 (16.875)
0.698 {15.036)

Notes: ' = 621.052; degrees of freedom = 237, p < 0.001; CF = 0.949; NFI = 0.921; IR = 0,949 RMSEA = 0.058; *average variance extracted;

" romposite construct refiability
Source: Authars” own wark

the incremental fit index (IF1} « 0,949 (above 0.9%0) and the
root mean square error of approxmation (RMSEA) « 0.058
(Jess than 0.08), which were satisfictory to represent the
theorencal framework (Hair er ad., 2021).

In the second step of the two-step approach, ths sudy
assessed the rebability and validity of the messurement model
using CFA. First, this suxly evaluated intemal consistency

construct explains more than haif of the variance m its indicutors.
However, in our cuse, the AVE for the self-brand connection was
0,403, which falls short of this threshold Nevertheless, the
construct’s discrmmmant vabdity was confirmed by companng
the AVE with the squared correlations between the construct
and other comstructs in the messurement model (AVE =
0,403 > 0.491%,0,495%, 0.512%, 05477 and 0.5487), As all these

reliabibty using metncs such @ Cronbach’s alpha and mhm were less than (.403, tclf-&md connecton exhibited

campmuc rrlubnluy. with nh»cs above 070 B liy discrims validny, indicating that it was sufficenty

< indi g that the & w relinbly dnnmhmdrahcmnmﬁummhmxkl
mthtun poauding t in this study (Hair eral,, (Anderson and Gerhing, 1988),

2021). Second, ducmnmn-ahdn) which focuses on ensurnng
that each construct is distinet and not excessively correlated

Addigonally, this study used the Heterotmit-Monotruit
(HTMT) rato to assess discriminant validity in the

with others, wis signified by comparing the average variance
extractod (AVE) values for cach variable with the interconstruct
correlations, where the former should be grearer, indicating
distinctiveness (Andumn and Gerbing, 1988; sce Table 3).
Typically, for discrami validay, o construct's

3

AVEdnuldhewmuthnnOSO which emsures that the
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ment model more rigorously, A common rule of
thumb is that HTMT values should be bedow 0.85 (with
some sources suggesting 0,90) to indicate good discriminant
validity and suggest that the constructs mught not be
sufficiently distinct from each other (Henseler ¢f al., 2015),
As indicated in Table 3, all HTMT ratios were below the (.85
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Table 3 Corstruct intercorrelations (@] mean, standard devistion D}
and Heteotrait-Monotzait (HTMT) ratio

Mean  SD SL PT HE PH SC BL

SL 353 1648 1

PT 4411 1832 05 1

HE 3519 1627 0660 0519 1

PH 4851 1602 0477 0787 0456 1

SC 3161 1451 0512 047 0485 0491 1

BL 3457 1512 0478 0347 0394 0486 0548 1

HTMT ratio SL L HE ™ 5C BL
SL

Ll 069

HE 078t 03

PH 063% 0784 0649

sC 0562 0558 0602 Q578

8 0568 0575 0484 0592 068

Notes: 5L = sense of iberation; PT = pesceived trendieess; HE = hadonic
engagement, PH = perceived humor; SC = setf-brand connection; BL =
brand love; ““p < 0.01; "p < 0.05

Source: Authors” owm work

threshold, indicating that all pairs of constructs had good
discriminant validity.

4.2 Test of research hypotheses

This study appbied structural equation modeling (SEM) 10
explore the dynamics of branded meme marketing. SEM n a
powerful tool in the social sciences that offems a preh

positive effect on both perceived humor (F « 0.980, p < 0.01)
und self-brand connection (8 = 0.847, p < (.01), supporting
H3 und H4. Third, hedonic engagement did not significantly
nflusence ether percerved humor (8 = 0,039, p = 0.511) or
self-brand conniection (8« 0,171, p « 0.104), meaning 5 and
H6 were not supy {. Fourth, p wed h significantly
affected both self-brand connection (8 = 0.449, p < 0.05) and
beand love (8 = 0,201, p < 0.01), supporting H7 and H&
Finally, seif-brand conmection was a strong predictor of brand
Jove (= 0.636, p < 0.01), confirmng 9 (see Figure 1).

5. General discussion

This study examines the interrelstionships between the sense of
liberatog, perceived  wendiness, hedome  engagement,
¥ ived self-brand jon and brund love within
the context of branded meme marketing. This study discovered
thar although the serse of liberation does not substantally
mmpact perceived humor, it strengthens self-brand connections.
Perceived trendiness enhances both p ived by and sdlf-
brand commections. Notably, perceived humor affects brand
Jove through self-brand connections. These empirical findings
provide valusble insights into the role of branded memes in
fostering brand love on socal media platforms.,

First, the lack of a significant relationship between the sense
of hbenwn and percesved humor suggests that the (m.dum
and bodied in branded do not

late into b This might indicate that while
users enjoy the labenmm -nd novelty of memes, these feelings
wlone do not make the mums funny (Takovski, 2020). Humor

approach 1o understunding the complex relatonships b

variables, Its ability to simuolancousy apalyze multiple
pathways and handle laterst vanablex makes it sdend for
explodnc mricate socal phenomena (Hair o al, 2021). s
1 ds to the rig testing and validaton of the
theoretical models, v the reliability and validity of the
findings (And, and Gesbing, 1988). Irs fexibility in
accommodating various data types and ity utility i affrming

il causal relationships based on swong theoretical
foumhuon‘ significantly enhance the depth and bresdth of
social sclence research (Anderson and Gerbing, |1988: Hair
eral., 2021),

The overnl fit of the proposed madel w the data was
satisfactory, as indicared by several fit indices. The chi-square
statistic was significant (Y = 627.726 with 240 degrees of
freedom, p < 0,001), suggesting an acceptable fit. The CFT was
0.949, with NFI and [FI at 0.920 and 0.949, all exceeding the
0.90 threshold. The RMSEA was 0,058, below the 0.080
threshold, confirmang the model’s adequucy in interpretng the
relationships (see Table 4). The model explained significant
vartance in the endogenous variables; perceived humor
(90.9%), selfbrand coanection (51.4%) and baand love
(58.9%), demonstratmg the moded's effectiveness m captunng
the dy ics of hranded meme marketing

Farst, the path from sense of ibemtion to perceived h
was not significant (8 = (.007, p = 0.896), indicating I1! was
not supported, Howewer, sense of Lbemtion significantly
impacted self-brand connection (8 « 0,199, p < 0.05),
mg H2. S d, percewved trendiness had a strong

e 3 §
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¥ ption may dep umonodwrfacm‘.nxhnlhe
s relutabily ltural vy, than the sense of
liberation it pnmdes (I‘nh:nsh, 2020).

Second, the significant positive effect of u sense of hiberation
on seif-brund connection indicotes that when consumers
experience 3 sense of freedom and y through branded
memes, they are more likely to feel comnected wath the brand,
This aligns with psychiological theones suggesting that feelings
of autonomy and personal expression can enhance emotional
bondx (Newton e al., 2022). Brands thut allow consumens to
break away from conventional norms and express themselves
freely can foster a stronger connection with thar audience
Newton et al., 2022).

Third, the strong positive mpact of perceived trendiness on
both percaved humnor and self-brand connecrions highlights
the importance of cultural relevance. Trendiness likely
enhances humor because meme content that is curvent and
aligned with contemporury cultural references, social trends
and shared experiences resonates more with users, making it
funnm (Wlodu w al, 2022). Funhermm. when a brand is

i as nons to the brand are
:nhnlu:ed t:ﬁa:nglduiruolznlncnxed\rhhaurmtmd
fashionable wends (Malodia er al, 2022). This finding supports
the idea that social idenuty and peer influence are critical
shaping consumer behavior (McManus e al., 20225,

Fourth, the ignificant impact of hedoniic engagement on
perceived humor and self-brand comnections suggests thut the
pleasure and enjoyment denved from interacting with memes
are not sufficient to significantly enh these percep
Thsmdltindnauthnmeumcwmm
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Table 4 Stardardized parameter estimates
Path Standardized regression weight Standardized error Critical ratio
H1 Sense of libesation — Perceived humor 0.007 0.057 0.130
H2 Sense of liberation — Self-brand connection 0.199 0.089 2,002
H3 Percetved trendiness — Perceived humor 0380 0.033 28003
H4 Perceived trendiness — Self-brand conmection 0847 0.182 3.065
H5 Hedonic engagemant — Perceived humor 0039 0,074 0,657
HE Hedonic engagement — Self-brand connection om ong 1.7
H7 Perceived humor —» Self-brand connection 0449 0.181 2175
H8 Perceived humor — Brand love 00 0.039 a7
H9 Self-beand connection —» Brand love 0636 0.057 10383
Endogenous variables SMC (R°)
Percuived humar 0509
Seif-brand connection 0514
frand love 0589

Notes: “'p <001, “p < Q05, ¥ = 627.726; degrees of freedom = 240; p < 0,001; CH = 0,960 NFl = 0.920; IF| = 0.949; RMSEA = 0.058

Source: Authors” o work

Figure 1 Estimates of svucieal moddd

Notes: Standardized regression weight (critical mtio); solid line= significant path; dotted
line = msignificant path; **p <<€.01; *p < 0.05
Source: Authoss” own work

enjoyuble experiences, it does not necessanly tranalate into
humoe or deeper brund connections i the context of branded

@ feel a p | comnection with a brand, it
ignificantly enh thear | uttuct Ths find

memes (Razzq o af., 2023). Other factors, such as the content
and relevance of the meme, may play a more substantial role
(Razzaqeral, 2023; Tan eral, 2018).

Fifth, the significant influence of perceived humor on self-
brand connections und brund kove highlights its critical role in
brand marketing Humor can  create  positive  emotuonal
responses, which, in turn, strengthen the connecoon with the
brand and foster affecrion towand it (Ruoaq e al, 2024;
Takovskd, 2020). This aligns with emotional branding theory, in
which humor acts a8 a medistor in building emotional bonds and
enhancing consumer- brand refationships (Takovski, 2020),

Finally, the strong predictive relationship between self-brand
connections and brand Jove reinforces the notion that when
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supports the theories of se¥-congruity and emotional brunding,
suggesting that brands that e with sl
sdentity and personal values can cultivate deep emotional
bonds, leading to brand love (Taun eral , 2021).

5.1 Theoretical implications
This study ennches the theoretical understanding of branded
meme marketing by identifying the key psychological
hani that infl the impuct of branded memes on
beand Jove in the context of social media, The findings of this
study reveal that perceived humor and seif-brand connections
are key mediators through which branded memes foster brand
Jove. By uncovering these novel mechanisms, our study extends
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the exsting liternture on meme marketing (Mubdu o .11.,
2022; Raxxaq er af., 2023) and provices a d

self-brand connection in the context of meme marketing. This

-

dlumhunda!mun:sunbesmedaﬂymdto h

challeng th:lm-hekibcbefdm:muymcmmdpklmm
the primury dnvers of m

brund fove. Thus, thas study offers a comprehensive framework
for examining the complex interplay among the psychological
constructs of branded memes and provides valusble insights
inm the felds of sodal media marketing and  brand
management, To furnther advance our undenstanding of
branded meme marketing and explore the generalizability of
our Indings, future research should investigate additional
social media factors and boundary condinons (Lei er al, 2021)
that may influence the effectiveness of these novel mechanisms
in fostening brand love, Moreover, conducting cross-cultuml
cmpdmmauuard.mmhclpm‘m
of our findings and identify culture-specific &ctors
mnmxmmmukzdngen‘:mmm
The findings of tha study have several significant theoretical
implications, First, the empincal fmdnp advance our

understanding of branded meme g by explonng the
nﬂzdnmuofbbaam%amothbemmdﬂm
signgfcanly ed | it substanually

affocted self-brand cunnmm This diverges from taditional
marketing theories that have often linked this sense of liberation
primarily with creative expression and humor (Grougiou ef al.,
2020; Rauwers ¢7 @, 2018). This study suggests that in meme
muarketing, libemtion may be less about evoking laughter and
moee about resonating with consumen” identities and personal
values (Oh and Pham, 2022; Rosenthal o o, 2021). This
observation aligns with contempomary consumer behavior
theories emphasizing empowerment and identity expression
(Rauwers e al, 2018), This implies that consumens engage
with memes that reflect thar sense of freedom and personal
narritives, thereby fostering o deeper connection with the
brand (Grougiou o al,, 2020; Oh and Pham, 2022; Rosenthal
¢tal, 2021). This shift in understanding positions the sense of
liberation 23 a crucal construct in developang brand sdentxy
and consumer loyalty within digital marketing strategies.
Second, the empirical tindings demonstrate the impact of
perceived wendiness on both humor percepuon and self-brand
compections in meme marketing. This suppoets and extends the
diffusion of innovations theory, positing that & meme's
trendiness & a critical factor in its effectiveness and consumer
adoption (Dearing and Cox, 2018; Mehma e al, 2021;
Talebian and Mishra, 2015). It suggests that trendiness is not
merely an appealing anribute but also 2 driving force in content
virality and brand affmity. "l‘hudullummouhmmrlnd
brand connestion highlights the symbiot
cultural relevance und brund engagement (Demng md Cmt.
2018). Theoretically, this inds that p
elevates the content's appeal and cnham.es consmens’
identification with the brand, aligning with disc on

based markenng (Hollebeek e al, 2022, Razzaq er al., 2023;
Rieger und Klimme, 2019). Thas imphes a more complex or
indirect influence of hedonk engagement in meme marketing,
calling for an exploration of additional factors such as cognitive
engagement of social influence (Razzaq o al, 2023). This
finding prompts a theoretical reevaluation of hedonic principles
mdmlenvhumpm:ulﬂyuthedmudupdly
ing wordd of 1 (Hollebeek e al., 2022;
Rnneundxlmm 2019). This suggesss that pleasure denved
from memes may operate differently, possibly requiring a
combination of cognitive and jonal factors to influence

consumer perceptions and brand connections effectively,
Founth, the significant impact of perceived humor on both
self-brand connectioms and brand Jove mah the strategse role
of humor in deepening brand relavionships. This finding
validates and expands upon theones of emotional brandmg—
pamiculardy the role of humor in fostering emotional connecnons
with consumers (Rahman e al, 2021; Saavedm Torres o o,
2024). 1t suggests that humor in memes goes beyornd mere
entermainment and &3 as 8 coineal mediator in devdoping a
sense of belongng and affecnon wward the beand (Malik & o,
2023), mfuwomﬂtunnmafhumuuwnpcmdm

emonional branding, aligning wizh th that have emphasi

emotional engagement s o key dnver of brund loyalty and
advocucy (Malik o al, 2023; Rahman o al, 2021; Saavedra
Toeres o al, 2024). Theoretcally, this finding enriches the
understanding of humos in brunding, highlighting its capacity to
nurture & relational bond between consumers and  brands,

resonanng with the concept of beands as refanonal parmers.
Finally, this study reveals a strong predictive relationship
between self-brand connection and brand love, remforcing
thearies on the roke of self-concept in brunding. This suggests
that when consumers perceive o strong comnectaon with a
beand, this alignment with their self-identity significantly
fosters deep-seutad ional by (Bigakciogiu er al.,
2018; Shimul and Phau, 2023). This observation aligns with
the self-congrunty theory, which posits that consumers develop
affinuties for bramds that mirror ther self-image (Rabbanee
ef alk, 2020; Shimul and Phaw, 2023). The theocetical
mplicanon  here s that pessonal relevance and  ideatity
congruence are cntical in transforming brund preference into
emational stachment (Bigakcoglu ¢ al, 2018; Rabbanee
ar aly 20200, This study contributes to the Brerature on the
peychadogical underpannings of brand love by highlighting the
importance of personal idenuty in forming decp emotional
bonds with brands. These findings highlight the necessity for
brands 1o areate and disseminate content that resonates with
at the p 1 bevel, thus faclitating deeper

cultural capanal in markering (Malodia ¢ al., 2022; Mchea ot al.,
2021; Talebian and Mishra, 2018). The critical role of
g n meme marketing aligns with the notion of secial
currency in digital spaces, suggesting that remmaining culturally
refevant s crucial for cliciting positive consumer responses and
swrengthening brand loyalty (Malodia e al., 2022),
Third, comntrary to the waditional assumptions rooted m
hedonic consumption theory, this uudy finds that bedumc
engagement does not significantly img s P or
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emotional connections {Rabbanee er al,, 2020).

5.2 Practical implications

The peactical impbcations of this study emphasize the need for
i branded meme marketing to be adapeive, culturaily atuned
and consumer-centric. By leveraging the nuances of a sense of
liberation, trendiness, humor and personal identity in meme
content, they can foster more measningful and effective social
media engagements,
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Fam, the role of a sense of liberation 1 brand messaging through
memes has ganed significance. While Bberation in marketing has
bammmndwhhlnmmdspwﬁmdd.mll).
our findings suggest a deeper | values
and adenucy. meunhhkn&uﬂuwnmr.
progressive audience coukd use memes that humorously chalienge
copventions fashion norms, resanating with consuamers who value
indviduality. By alignng meme contens with the audience’s sense
oﬂbu'lmnmdtdmy brunds can foster stronger emotional

hancing loyalty and advocacy.

Second, the significnt mpact of perceived trendiness on meme
effectiveness highlights the need for brands to be cultumally amuned
and mtricately weave current trends, viral wopics and popular
cultural references ingo ther meme content (Yang, 2022). For
example, a tech company cun creste memes based on the latesz
technodogical innowvations or trends i Internet vocibulary. This
approach not only makes the beand appesr current and relevanm
but ako enhances & relatabdlity for o rech-savwy demogmphic. By
sumepeally levernging wendiness, brunds can  increase the
shareability of their coatent, improve beand recall and foster
stronger connections with their rarget audiences (Yang, 20227,

Third, contrary to convensional marketing strateges, in which
entertainment is often the sole focus, this study suggests a more

ed meme ing spproach. Brunds should blend
enterminament with informative or inspirational content to add
vﬂucwdwummrwe.ﬁxmnhulﬁmd
wellness brand could use toh
ld&myﬂnwhﬂ:mulmemﬂymwu:hqnu
insaghts. This combinmion of humor and useful informaton cin
enhance comsumer engagement, making the content enjoyuble
and educational. This strategy not only entertains the mdience
but also positons the beand as a coedible source of informaton,
thereby strengshening conssme  trust and beand loyalry,

Finally, humoe m memes is a powerful tool for building and
strengthening brand relationships. Brands craft their humor to
be onebrund, relevant and resonant with their
target audiences (Phua and Kim, 2018). For example, a pet
care brand cm create memes that depict the joys and challenges

of pet p in a lighth d and more humorous manner,
Whieaummn;,the:emcmnmcvekenmofslumd
experience and community 2 pet s, o ng their

emotumal connection with the brand. This nrnmxy uol only
increases consumer engagement but sho enhances one's
perception of the brand s understanding and emypathen,
leadmg to swonger beand lovalty and advocacy.

5.3 Limittions and directions for future research
This study has some limatations that should be consdered for
future  research.  Fist, the findings may have hmited
generabzabdity due W the focus on a cnsssectional sample of
Facebook users, potentally not reflectng behaviors on pladforns,
such oy Instagram or TIKTok. Future sescarch should examne if
the n:lammhps between o sense of liberation, percaved
hedome engag and brund Jove apply scross
different  plodforms. Addmionally, this smdy  emphasted
perceived humor and self-beand comnection in fostering beand
love, However, it did nor comsider modemting effects of
demogmphics, such as age or cultuml background, which impact
meme pav.thou and shanng (Mchra o al, 2021), Future
T demographic dam  analyses o

T
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understand bow different segments engage with bunded memes.
The relsnce on self-reported survey data may introduce socal
destrubility and recall biases, affecting response sccunicy. Using
real-time datn, such 88 momlonng  engagement metnes or
emploving experimental designs 1o observe user intemctions,
could yield more valuable insights, Addressing these limitanons
will enhance undersunding of branded memes” impact on
consumer  behavior  across social media  plaitforms  and
demographic groups.
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