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ABSTRACT

In Saudi Arabia, social media has become integral to the digital landscape, connecting people,
businesses, and communities across borders. Amidst this digital marketing context, an
emerging phenomenon showing the widespread use of internet memes raised questions about
to what extent they are impactful to the brand. Therefore, this research aims to identify the
impact of meme-based brand content on consumer’s brand engagement through the internal
behavioural motives it evokes, including perceived pleasure, social gratification, self-
congruence, and escapism. It also aims to explore the moderating role of generation type on
consumer’s brand engagement. A quantitative approach, including an online survey, collected
321 respondents, was applied. The research applied two statistical analyses, multi-linear
regression. Findings showed that there are significant relationships between the four motives
resulting from Memes and consumer’s brand engagement. Moreover, the study revealed that
the user’s generation plays a moderating role in this relationship because different generations
are motivated differently by memes. While the younger Generation showed higher brand
engagement driven by memes escapism and social gratification, older generations were
motivated by escapism and self-congruence. The research contribution is manifested through
the growing body of knowledge on social media marketing, digital consumer behaviours, and
the evolving landscape of digital communication. Findings will empower digital marketers,
content creators, influencers, and social media managers to create more effective meme-driven
campaigns about brands.
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1. Introduction

Social media has become an integral part of consumers' daily interaction, connecting people
across the globe and providing a platform for communication, entertainment, and brand
interaction. In Saudi Arabia, social media has become integral to the digital landscape,
connecting people, businesses, and communities across borders. Statistics show that there are
35.33 million social media users in Saudi Arabia, covering 94.30% of the population
(GlobalMedialnsight, 2023). This high percentage reflects the significant role of social media
in Saudi consumers' lifestyles.

Through interactions on social media, businesses that exist online are attempting to catch

consumers' attention from the massive exposure of posts and content about their brands on
social media by applying different digital marketing strategies. One of these strategies is meme-
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based content. Amidst this digital landscape, this emerging phenomenon includes the
widespread use of internet memes, which encapsulate the digital culture (Shifman, 2014).
Many disciplines, including psychology, anthropology, and linguistics, widely adopt the term
meme. In the digital marketing context, although memes are considered a contemporary
cultural way of communication on social media networks, marketers apply them in their
marketing activities (Murray et al., 2014). These objects, often relatable images, audio, or
videos, spread rapidly through social networks, captivating users and generating conversations.
Therefore, mems are digital metaphors with specific viral content characteristics that are used
for marketing purposes to shape the mindsets and behaviours of consumers about brands
(Shifman, 2014).

Various research investigated the impact of memes-based content in driving consumer
engagement (Malodia et al., 2022), enhancing brand image (Teng & Lee, 2022), and brand
experience (Vasile, 2021) and brand purchase (Meer et al., 2022). Moreover, McShane et al.
(2021) demonstrated that the use of emojis, a form of meme, can increase brand engagement
on Twitter. Further research showed that electronic word-of-mouth, often conveyed through
memes, can lead to consumer brand engagement (Srivastava et al., 2021). However, Roster
(2021) found inconclusive quantitative results on the impact of memes on survey engagement
but noted that respondents found that memes provide respondents a fun break and relief from
the cognitive burdens of answering online survey questions.

Research has consistently show that perceived pleasure plays a significant role in consumer
brand engagement when considering the impact of perceived pleasure (Porat & Tractinsky
2012; Loureiro et al., 2019; Rather, 2019; Cai & Xu, 2006). Generally, these studies
demonstrated that consumer-generated media stimuli, which can elicit pleasure, are positively
related to consumer brand engagement. However, in the context of mems-based content, there
was a limitation in the literature regarding the impact of perceived pleasure resulting from
memes on brand engagement.

Furthermore, the impact of social gratification on consumer’s brand engagement is a complex
and multifaceted phenomenon as evidenced by a range of studies. Kujur and Singh
(2017) and Kujur and Singh (2020) highlight the significant role of content characteristics,
such as vividness, interactivity, and entertainment, in driving consumer brand engagement on
social networking sites. These findings are further supported by Gogan et al. (2018),
emphasizing the importance of social gratification in influencing users' emotional states and
continuance use intention for using the online social network.

Previous research consistently shows that self-congruence significantly impacts consumer’s
brand engagement. It has been found that both self-brand image and value congruity influence
consumer’s brand engagement in online brand communities, and that brand engagement
positively affects brand loyalty (Islam et al., 2018). This was further supported by Rabbanee et
al. (2020), who found that self-congruity with a brand, particularly the social self, influences
brand attachment and, subsequently, consumer engagement on social networking sites.

Regarding escapism, it has been shown that escapism can have both positive and negative
effects on consumer engagement. Triantafillidou and Siomkos (2018) found that while
escapism can distract consumers from brand content, it can also enhance their pleasure and
presence in a virtual reality store (Loureiro et al., 2021). Similarly, Mir (2023) further
demonstrated the influence of self-escapism motivation on online shopping engagement, with
a partial direct impact on shopping cart use and online buying behaviour. These studies
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collectively suggest that escapism can be a powerful tool for enhancing consumer brand
engagement, but more research is needed on digital content memes-based marketing.

Those factors are considered internal motives related to consumers, driven by internal
psychological needs, motivations, and behavioural effects of consuming mems-based content.
Little empirical research exists considering the internal behavioural factors of these memes on
consumer’s brand engagement and attitudes. Thus, this research aims to fill that gap by
exploring the influence of internal behavioural motives of memes-based content, including
perceived pleasure, social gratification, self-congruence, and escapism, on user’s brand
engagement, with the moderating role of user’s generation.

Generational differences significantly influence how individuals perceive and engage with
memes’ contents. Baby boomers, millennials, and Gen Z have distinct digital behaviours
(Joiner et al., 2013). Understanding these generational nuances is crucial for marketers aiming
to maximize the effectiveness of meme-based marketing strategies. Although there were many
studies examining the type of generation with interaction with meme marketing, with a focus
on Gen-Z (Bara & Magano,2021; Vardeman, 2024; Kala & Pawar,2022), there was a lack of
research considering Gen-X and millennials.

Therefore, the main objective of this research is to identify the impact of memes-based content
on consumer’s brand engagement through the internal behavioural motives it evokes, including
perceived pleasure, social gratification, self-congruence, and escapism. Also, this research
aims to explore the moderating role of user’s generation type on the relationship between
meme’s behavioural motives and consumer’s brand engagement.

Research contribution will be manifested through the growing body of knowledge on social
media marketing, digital consumer behaviours, and the evolving landscape of digital
communication. Findings will empower marketers, content creators, influencers and social
media managers to create more effective meme-driven campaigns that resonate with diverse
audiences. Thus, by understanding the dynamics of meme in social media and its impact on
consumer’s brand engagement, this research will provide practical insights for social media
managers and content creators.

2. Literature Review

2.1 Social Media Memes

The concept of memes has evolved in the literature in different developmental stages. In the
early stage, memes were considered a function of imitation. Dawkins (1976) was the first
researcher to conceptualize the term “meme”, claiming that memes are similar to genes by
progressing the transmission of social ideas (Bauckhage, 2011). In the following stages, memes
have developed from a unit of cultural transmission to a unit of internet culture (Zulli & Zulli,
2020) and become a component of linguistic discourse (Zenner & Geeraerts, 2018). With the
evolution of social media networks, memes have a linguistic character that comes in various
forms, including words, images, videos, and audio (Cannizzaro, 2016). Thus, memes play a
significant role in social media and have become part of consumers' daily digital lives (Way,
2019). Moreover, the high spread of mems becomes valuable for marketers as it increases
consumer’s brand engagement (Shifman,2014). Much research has investigated the impact of
memes on achieving digital marketing objectives, such as advertisement effectiveness
(Williams, 2000), influencing market perceptions (Pech, 2003), augmenting customer
experience (Csordas et al., 2017), and brand engagement (Brubaker et al., 2018).
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So, Memes on social media networks are considered a rich content as they reflect the social
media discourse and explain how ideas accumulate in condensed units and evolve through
social networks (Denisova, 2019). It has been demonstrated that memes have emerged in social,
cultural, and political contexts. The design of many social media networks allows users to
participate in creating memes-based content, which was identified as user-generated content
(Denisova, 2019). Although memes may be considered no different from other cultural
commodities, opinions and views can be articulated through communication in a memetic way.
Wiggins (2019) states that memes have a discursive power, that is, the capacity to constitute
and reconstitute brand engagement in social networks. He distinguished internet memes from
offline memes, stating that the former has the characteristics of forms’ variety and is virality-
dependent.

2.2 Memes Customers-related Factors

Customer-related factors of memes are crucial in meme marketing. They resonate with the
audience and influence their engagement with the meme. Many studies have identified critical
customer-related factors, including relevance (Yus, 2019; Scott, 2021) iconicity, humour
(Gardner et al., 2021; Hecker, 2020; Yang, 2022), shareability (Blommaert & Varis, 2015;
Cohen, 2019; Gardner et al., 2021), and social gratification (Malodia et al., 2022). These factors
can enhance escapism, social gratification, and content gratification for target customers,
organically increasing reach within target segments and enhancing brand performance
regarding recall and engagement (Malodia et al., 2022). Malodia et al. (2022) have referred the
meme-customer-related factors as the process, social, and content gratifications and pleasure
caused by viewing or sharing memes. Rabbanee et al. (2020) found that self-congruity with a
brand is one of the factors affecting brand attachment and consumer engagement on social
networking sites. Of all these factors, this study will focus on four factors that motivate
consumers to engage in social media memes, they are: perceived pleasure, self-congruence,
social gratification, and escapism.

2.2.1 Perceived Pleasure

Perceived pleasure in a marketing context refers to the subjective feeling of enjoyment or
satisfaction that a consumer experiences when interacting with a product, service, or brand. It
is a concept related to consumer behaviour and psychology, specifically to understanding how
consumers perceive and respond to various marketing stimuli. Previous studies have
illuminated the concept of perceived pleasure and its influence on consumer motives and
behaviour in several ways. Consumers usually passively obtain and experience pleasures from
different goods or services (Alba & Williams, 2013). Hedonic product value can positively
influence satisfaction (Ladeira et al., 2016).

Pleasurable and satisfied experiences with a brand can enhance consumer loyalty (Ahrholdt et
al., 2019; Bakirtas & Divanoglu, 2013) and repeat purchases as consumers seek to replicate the
positive feelings associated with the brand. Moreover, pleased consumers are more likely to
develop a positive attitude towards it, express a greater intention to repeat purchases (Chiu et
al., 2014). In online platforms, it has been observed that delighted consumers are more likely
to share their positive experiences with others, leading to word-of-mouth marketing (Huang et
al., 2017).

A study by Ha and Lennon (2010) revealed that pleasure and arousal induced by various online
visual merchandising cues were positively related to consumer satisfaction, purchase intention,
and approach behaviour. Their study included different situational involvement, such as
browsing and purchasing (Ha & Lennon, 2010). This reflects the importance of online visual
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cues for a consumer's pleasurable experience. In social media, pleasure can create emotional
connections between consumers and brands, fostering stronger relationships and engagement.
A further study by Jin et al. (2021) investigated the impact of applying virtual reality
technology on emotional states. The results revealed that consumers’ VR store experience
(Virtual reality Store experience) evoked positive emotions and increased perceived store
attractiveness (Jin et al., 2021).

Considering the relationship between pleasure and consumer’s brand engagement, previous
research consistently shows that perceived pleasure significantly impacts consumer’s brand
engagement. Park and Ha (2021) demonstrated that positive emotions, prompted by perceived
values in information interactions, lead to consumer’s brand engagement on social media. This
is further supported by Porat and Tractinsky (2012) who found that the design of a web store,
particularly its aesthetics and usability, can influence visitors' emotions and attitudes,
ultimately affecting their brand engagement. Wang and Jiang (2007) add to this by highlighting
the role of affect in consumption experiences, with consumers often seeking to experience
specific effects, such as pleasure, during the consumption process. These findings collectively
underscore the significant impact of perceived pleasure on consumer’s brand engagement on
social media. However, Halik & Nugroho (2022) found that consumer pleasure weakens the
effect of content marketing on online shopping.

Therefore, perceived pleasure is a significant factor in consumer behaviour and can influence
motives, attitudes, and behaviours in the context of marketing. This led to the formulation of
the first hypothesis as follows:

H1. Perceived pleasure resulting from social media memes positively affects consumer ’s brand
engagement.

2.2.2 Self-congruence

The theory of self-congruence (Sirgy, 1982; Sirgy & Samli, 1985) is a psychological theory
that explains how consumers' perceptions of products or brands align with their self-concept or
self-image. According to this theory, consumers are motivated to select products or brands that
are congruent with their self-image or identity.

Many studies have investigated the role of self-congruence in the context of consumer
behaviour (Hosany & Martin, 2019) including its impact on consumers' choices (Ahn et al.,
2013), attitudes (Zhu et al., 2019), emotional brand attachment, and consequently brand loyalty
(Frank et al., 2014). Moreover, Ekinci and Riley (2003) found that actual self-congruence and
ideal self-congruence are both related to consumer behaviour, but their influence varies. The
concept of ideal self-concept congruence is positively related to customer attitude, satisfaction,
and service quality (Ekinci & Riley, 2003). These studies collectively confirm that consumers
are likelier to choose products or brands that reflect or enhance their self-concept.

Brands often have personality traits associated with them, and consumers may choose brands
with personalities congruent with their own self-image (Fournier, 1998; Keller, 2008; Catalin
& Andreea, 2014). Marketers can leverage self-congruence theory by developing branding
strategies that align with target consumers' self-concepts, using messaging and imagery that
resonate with their values and identity.

From a social media networks perspective, research by Rabbanee et al. (2020) found that self-
congruity with a brand is one of the factors affecting brand attachment and consumer
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engagement on social networking sites, particularly Facebook. This is supported by a study
that uses self-congruence as a moderator to investigate brand-related content in social media
networks on consumer’s extra-role behaviour, including helping behaviour and sportsmanship,
and suggests that brands should include entertainment factors in their social media content to
boost consumer voluntary behaviour and, consequently, their engagement (Guttena et al.,
2024).

A recent study has shown that social media users are likelier to post content, including memes
that resemble them and reflect true self-congruence. Social media platforms offer an
opportunity for users to self-present authentically (Neufeld-Wall, 2023). Further research on
the impact of social media memes on self-congruence has revealed several key findings.
Mazambani et al. (2015) found that memes consistent with a group's theme are more likely to
spread, while Wong and Holyoak (2021) identified congruity, relatability, and metaphorical
aptness as key factors influencing meme sharing. Melo (2018) highlighted the role of memes
in shaping self-images and circulating stereotypes, as memes have special discursive characters
that enable them to circulate within social groups. Yus (2018) discussed the influence of meme
communication on self-concept and identity. These studies collectively suggest that social
media memes can significantly shape self-congruence by influencing group dynamics, personal
relatability, and self-image.

In essence, the theory of self-congruence highlights the importance of understanding
consumers' self-concepts and how they shape preferences and behaviours in the context of
social media memes marketing. This led to the formulation of the second hypothesis as follows:

H2: Self-congruence resulting from social media memes positively affects consumer’s brand
engagement.

2.2.3 Social Gratification

Social gratification refers to the psychological satisfaction or pleasure that individuals derive
from their social interactions, relationships, and activities within the context of consumer
behaviour (Palmgreen & Rayburn, 1997). This concept is rooted in the idea that individuals are
influenced by social factors when making consumption decisions. Their choices are often
driven by the desire to fulfil social needs (Palmgreen, 1984). In the social media context,
consuming and creating on social media platforms allow users to achieve social gratification
(Wright et al., 2021). Additionally, it has been demonstrated that social media networks provide
users with media gratification in an immersive experience (Raj, 2021).

The rise of social media has amplified the role of social gratification in consumer behaviour.
People showcase their lifestyles and experiences on social platforms to seek validation, likes,
comments, and shares in a way researcher described as meaningful communication that fulfils
their social needs and well-being (Rieger & Klimmt, 2018). Meaningful memes, also called
eudaimonic memes, which focus on themes such as human connection, virtue, and endurance,
have the potential to uplift users emotionally, inspire them to strive for personal growth and
motivate them to engage in positive behaviours (Rieger & Klimmt, 2019).

Numerous studies discussed critical variables related to social gratification and its correlation
with social media memes. Melodia et al. (2022) have proposed a theoretical framework for
meme marketing, including customer-related factors. Social gratification is one of these factors
that researchers recommend to enhance the creation of memes-based content to increase reach
and improve brand performance in terms of brand recall and engagement (Melodia et al., 2022).
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Cahya and Triputra (2017) identified key motives influencing consumers to participate in
memes of social media networks, namely, Path. These motives are entertainment, self-
expression, socializing, and informativeness. Although the study reveals that humour is a key
feature in internet memes, social gratification clearly connects with consumers' engagement
with memes. Socializing and community building play a role in how audiences interact with
internet memes (Cahya & Triputra, 2017).

Zhang and Gearhart (2022) found that engagement with politically-related memes can
significantly impact how individuals interact with and use political content in a social media
environment, providing specific gratifications based on how users engage with the content.
They suggest that meme creators, particularly those using memes for political observation,
have the potential to influence a broad audience and engage them in political issues through
persuasive and emotionally impactful content. In similar contexts, it has been explored that the
core motives for users to engage with political memes are self-expression, social identity, and
entertainment. Regarding social identity, users engage with memes to identify with others who
share similar beliefs, values, and experiences. Memes create a sense of relatedness and
belonging among users, fostering a feeling of community and shared understanding (Leiser,
2022). These findings shed light on the complex dynamics of social media meme usage and its
implications for user engagement and communication in the digital age.

Considering the role of social gratification resulting from social media on consumer
engagement, research has shown that social gratification can significantly impact user
engagement. Dange et al. (2022) and Chen and Cheung (2019) both found that users are
motivated to engage with ephemeral content, such as memes, due to the fear of missing out,
trust, immediacy, and social pressure and that this engagement is influenced by gratification.
Further study supports this, showing that uses and gratification motivations, including social
interaction and entertainment, can increase social media stickiness and engagement (Hoque &
Hossain, 2023).

These studies provide insights into why audiences engage with internet memes on social media
and shed light on the various factors driving brand engagement in this form of digital content.
This leads to conclude the third hypothesis as follows:

H3: Social gratification resulting from social media memes positively affects consumer ’s brand
engagement.

2.2.4 Escapism

The notion of escapism, or self-selected separation, has been a crucial subject in consumer
behaviour studies, including media consumption escapism (Batat & Wohlfeil, 2009; Giddings,
2009), psychological and cognitive perspectives (Henning & Vorderer, 2001), retail and
servicescape experience (Booms & Bitner, 1982). Escapism refers to the deliberate act of
seeking relief or distraction from everyday real life problems through various consumption
experiences (Jouhki et al., 2022). From a consumer perspective, escapism defines any
consumption behaviour that distracts people away from a stressor (Mandel et al., 2017).
Research by Jones et al. (2018) explores the concept of escapism in media consumption by
highlighting the immersive and interactive nature of engaging with fictional narratives. They
state that viewers not only passively consume content but also actively engage with the
narrative, imagining possibilities beyond what is explicitly shown.

In the context of cyberspace and online consumer behaviour, the element of escapism plays a
significant role. It has been demonstrated that the addictive nature of retailers' shopping apps
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leads to regrettable escapism. This is due to the flow states of mind experienced during
escapism (Mclean et al., 2022). This is getting more noticeable in social media networks.
Kircaburun and Griffiths (2019) investigated the relationship between perceived feelings of
escapism and problematic Instagram use among young users. The study explores how different
aspects of Instagram usage, such as watching live streams and liking and commenting on posts,
are associated with problematic use. Therefore, understanding escapism can help address these
issues by providing insights into why users may engage in addictive behaviours on the platform
(Kircaburun and Griffiths, 2019).

Considering the role of memes on social media, Meldoai et al. (2022) propose that escapism
motivates consumers to view and transmit memes. This aligns with a study by Bowo et al.
(2024), which discusses the role played by memes in providing escapism for individuals in
various ways. They identified key variables regarding the role of memes in escapism. It
includes humour, entertainment, connection and community, creative expression, cultural
references, and nostalgia. By evoking nostalgia or cultural references, memes can transport
individuals to a different time or place, offering a form of escapism through comforting content
(Bowo et al., 2024).

Regarding the role of escapism on consumer’s brand engagement, it has been shown that
escapism can have both positive and negative effects on consumer’s brand engagement.
Triantafillidou and Siomkos (2018) found that while escapism can distract consumers from
brand content, it can also enhance their pleasure and presence in a virtual reality store (Loureiro
et al., 2021). Similarly, Mir (2023) demonstrated the influence of self-escapism on online
shopping engagement, with a direct impact on shopping cart use and buying behaviour. These
studies collectively suggest that escapism can be a powerful tool for enhancing consumer’s
brand engagement. However, more research is needed on digital content memes-based
marketing.

Overall, escapism in consumer behaviour involves actively seeking and detachment from the
mundane through various forms of consumption. Accordingly, users perceive memes as a
medium for escapism and moments of relief, shaping their engagement with different content
in digital spaces. This leads to conclude the fourth hypothesis as follows:

H4: Escapism resulting from social media memes positively influence consumer’s brand
engagement.

2.3 Consumer Engagement

Consumer brand engagement is a multifaceted concept encompassing participation,
connection, and interaction with a brand or organization (Vivek, 2009). This engagement can
manifest in various forms, such as enthusiasm, conscious participation, and social interaction
(Vivek, 2009). In the context of car communities, consumer engagement is dynamic and
multidimensional, leading to enhanced loyalty, satisfaction, and value co-creation
(Nurrokhman, 2021). Innovative strategies, including the use of technology, are crucial for
effective consumer engagement (Pangriya & singh, 2021). In the retail sector, factors such as
product variety, discounts, and store ambiance significantly influence consumer engagement
(Mahobia et al., 2016).

In social media networks, engagement is determined based on customers' comments, likes, and
shares of posts (Dolan et al., 2019; Santos et al., 2019). The term has been widely used in the
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context of digital marketing, describing the nature of consumers' interactive experiences on
social media networks (Oh et al., 2018).

Current research raises a question of the extent to which different generation types can
influence how consumers interact and engage with digital marketing strategies, particularly
memes-based content. Age and generation diversity are evident in Saudi Arabia; according to
the General Authority of Statistics, the Saudi Arabian population is 32,175,224, and the average
age is 29 (Saudicensus.sa, 2022). That reflects that most of the population belongs to
Generation Y, also known as millennials. Statistics show that Generation Z makes up 39% of
the population, while Generation Y makes up 60%. Generation X makes up only 25.5%
(Saudicensus.sa, 2022).

Research on consumer brand engagement and generation type has revealed several key
findings. Msallati (2021) found that the type of advertising message can significantly impact
consumer’ brand engagement, with cognitive appeals leading to higher levels of engagement.
This effect is further influenced by the generation of the consumer, with different generations
evaluating advertising stimuli differently. Fletcher and Emmanuel-Stephen (2016) highlighted
social media's role in reshaping Generation Y's consumption patterns, particularly in the
Caribbean and Latin America.

Kaihatu (2020) demonstrated the impact of digital marketing on consumer’s brand engagement
and purchase intention, particularly in Generation Z. Finally, Dasgupta and Grover (2018)
emphasized the importance of mood analysis in optimizing millennial consumer engagement.
Additionally, it has been found that personal branding, social phobia, and self-focus affect how
and to what extent members of Gen Y choose to engage on social media platforms (Brataas &
Stothers, 2020). However, there is a research gap regarding measuring the engagement of
Generation X. These studies underscore the complex interplay between digital marketing,
consumer engagement with memes, and the need for tailored strategies based on generation
type. Therefore, this leads to conclude the third hypothesis as follows:

H5: Behavioural effects of Mems, including perceived pleasure, self-congruence, social
gratification, and escapism, are contingent upon the user’s generation type, ultimately leading
to consumer brand engagement.

2.4 Conceptual model
Based on the previous literature review and the suggested hypotheses, this research proposes
the research’ conceptual model as shown in figure 1.

[ Social Media Memes Motives ]

Perceived Pleasure

]
J

[ Self-Congruence

Consumer
Engagement

Social Gratification

[ Escapism

User
Generation
Type

Figurel: Conceptual framework of the research
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3. Methodology

3.1 Population and Sampling

The study population is residents in Saudi Arabia who use online memes regarding different
brands that they are interested in. In 2024, statistics showed approximately 35.33 million social
media users in Saudi Arabia, which covers about 94.30% of the population
(GlobalMedialnsight, 2024). On average, people in Saudi Arabia spend 7 hours and 9 minutes
per day using the internet and 3 hours and 6 minutes per day on social media (Statista, 2024).
The most used social media platforms in Saudi Arabia in 2024 are WhatsApp, Instagram,
TikTok, Snapchat, and Twitter GlobalMedialnsight, 2024).

In psychology and consumer behaviour research, the primary method employed is empirical
research, where data are drawn from objective evidence, such as surveys (Stimson, 2014).
Thus, this research adopted a quantitative method approach and conducted non-probability
sampling, namely convenience sampling method. This method involves selecting readily
available and willing participants to participate in the study. Although convenience sampling
has some limitations regarding sampling bias, it is considered an easy way for the researcher
to access the sample units (Saravanavel, 2009). The primary data are collected using an online
survey on Microsoft Forms. The nature of this research requires a large sample size to ensure
the reliability and generalizability of the results (Hackett, 2018).

3.2 Scale Sources

Malodia et al. (2022) proposed a comprehensive framework for creating viral memes. Their
model considers content-related factors, customer-related factors, and media-related factors. In
this research, only customer-related factors, including perceived pleasure, self-congruence,
social gratification and escapism, have been adopted. Perceived pleasure included three Likert-
type statements to measure the extent to which a consumer expresses pleasure in consuming
content. The scale was labelled as the Hedonic dimension of the CIP sourced from Voss et al.
(2003). Self-congruence was measured with items adapted from Rabbanee and Spence (2020)
and Sirgy et al. (1997). Social gratification and escapism scales were adapted from Malodia et
al. (2022) and Lee & Ma (2012) cited in Malodia et al. (2022). Customer’s brand engagement
in social media memes scales with its three components (like, share, and comment) were
adapted from (Rabbanee et al., 2020). Respondents are generally asked to rate their answers on
a Likert-type scale, with five points ranged from (1) strongly disagree to (5) strongly agree
(Carifio & Perla, 2007).

3.3 Data Collection Instrument

This study relies on a survey for data collection. The survey is based on readings, previous
studies, professional literature, and relevant published and unpublished theses. The
questionnaire was designed through Microsoft Forms and distributed to potential survey
participants. In this research, an online survey will be used to collect data for the study. These
data will be used for statistical analysis.

3.4 Instrument Validity

A number of tests were performed on the questionnaire to ensure its validity and reliability.
The validity of the questionnaire has been checked by:

3.4.1 Internal Consistency

The internal consistency of the questionnaire is the first statistical test used to determine its
validity. Internal consistency is measured through the correlation coefficients between each

45



International Journal of Business,
Marketing and Communication Vol.4(1), No. 38, 2024, 36-60

item in the construct and its total. Internal consistency of Social Media Memes' Behavioural
Motives as follows:-

Table 1: Correlation coefficient of each item of Social Media Memes'
Behavioural Motives

Perceived pleasure Self-congruency
Item (1) 0.822"" 0.000  Item (1) 0.906™ 0.000
Item (2) 0.817" 0.000  Item (2) 0.941" 0.000
Item (3) 0.810™ 0.000  Item (3) 0.952™ 0.000
Item (4) 0.952" 0.000
Item (5) 0.949™ 0.000
Social gratification Escapism
Item (1) 0.937" 0.000  Item (1) 0.542"" 0.000
Item (2) 0.958™ 0.000  Item (2) 0.855™ 0.000
Item (3) 0.954™ 0.000  Item (3) 0.857" 0.000
Item (4) 0.939™ 0.000  Item (4) 0.873" 0.000

Table 1 clarifies the correlation coefficient for each item in Social Media Memes' Behavioural
Motives. The p-values (Sig.) are less than 0.05, so the correlation coefficients of all items are
significant at (a. < 0.05), so it can be said that Social Media Memes' Behavioural Motives scales
are valid to measure what it was set for. Internal consistency of Consumer’s Brand Engagement
as follows :-

Table 2: Correlation coefficient of each item of consumer’s brand engagement

Engagement Engagement Engagement
Like Share Comment
Correlatio Correlatio Correlatio
Paragrap . Paragrap . Paragrap )
n Sig. h n Sig. h n Sig.
Coefficient Coefficient Coefficient

Item (1) 0.865™ 0.000 Item (1) 0.876™ 0.000 Item (1) 0.876  0.000
Item (2) 0.893™ 0.000 Item (2) 0.921  0.000 Item (2) 0.906™  0.000
Item (3) 0.840™  0.000 Item (3) 0.882""  0.000 Item (3) 0.843™  0.000

Table 2 clarifies the correlation coefficient for each item in Consumer’s Brand Engagement.
The p-values (Sig.) are less than 0.05, so the correlation coefficients of all items are significant
at (a0 < 0.05), so it can be said that Consumer’s Brand Engagement scales are valid to measur
what it was set for.
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Composite Reliability (CR), a measure of consistency between multiple measurements of a
variable (Bacon et al., 1995), was computed to test the factor's internal consistency. The
acceptable threshold is CR>.70 (Sarstedt et al., 2022). Based on Table 4, it is initiated that CR
value is greater than 0.7 for all the studied constructs which are acceptable values.

3.4.2 Construct validity

Convergent Validity: Convergent validity is established when items in a particular measure
converge to represent the underlying construct. It is tested by the Average Variance Extracted
(AVE) for any construct and Composite Reliability. The value of AVE is equivalent to the
average of the square of completely standardized factor loadings across all its indicators
(Cheung et al., 2023). The AVE should not be lower than 0.5 to demonstrate an acceptable level
of convergent validity, meaning that the latent construct explains no less than 50% of the
indicator variance (Fornell & Larcker, 1981). Within this study, the factor loadings were mostly
exceeded 0.612. The factor loadings ranged from 0.613 to 0.882. The AVE of the result
indicates that all the variables have a value greater than 0.5 which means that less error remains.
The highest AVE is “Consumer’s Brand Engagement (Comment)” which is 0.7647 followed
by Self-Congruency 0.631. The lowest AVE is “Consumer Engagement (Share)” which is
0.536. Based on Table 4, it is initiated that the AVE value is greater than 0.5 which are
acceptable values for all the constructs.

Table 4: Convergent Validity (AVE and CR)

No. Of

Group items AVE CR

Perceived Pleasure 3 0.60320 0.81966
Self-Congruency 5 0.63103 0.89524
Social Gratification 4 0.57646 0.84477
Escapism 4 0.57128 0.84017
Consumer Engagement (Like) 3 0.55641 0.78913
Consumer Engagement (Share) 3 0.53648 0.77562
Consumer Engagement (Comment) 3 0.76472 0.90698

Discriminant validity was examined using Fornell and Larcker (1981) stipulating that the
square root of the average variance extracted by a construct should exceed the correlation
between that construct and any other. The outcomes of this examination are presented in Table

All the diagonal values are above their horizontal and verticals values respectively as follows:-

Table 5: Discriminant Validity (Square root AVE is represented on the diagonal)

Variables Perceived Self- Social Escapism Consumer Consumer Consumer
Pleasure  Congruency Gratification Engagement  Engagement  Engagement
(Like) (Share) (Comment)
Perceived 0.7767
Pleasure
Self- 7517 0.7944
Congruency
Social 7127 753" 0.7593

Gratification
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Escapism .629™ 554 687 0.7558
Consumer 633" .604™ 549™ .549™ 0.7459
Engagement
(Like)
Consumer .580™ 537 .589™ .604™ 6717 0.7324
Engagement
(Share)
Consumer 532" 567 .398™ .359™ 734" .603™ 0.8745
Engagement
(Comment)

3.5 Instrument Reliability

The reliability of an instrument is the degree of consistency with which it measures the attribute
it is supposed to measure. Reliability can be equated with the stability, consistency, or
dependability of a measuring tool. Cronbach’s Coefficient Alpha was applied to ensure the
reliability of the questionnaire scales. Table 6 shows the values of Cronbach's Alpha equals
(0.957) for each of the research variables and the entire questionnaire. Constructs with a
Cronbach alpha exceeding .70 are deemed acceptable, aligning with the suggested threshold
by DeVellis (2016) and Kline (2023). All the coefticients exceed the acceptable threshold,
indicating an excellent reliability of the questionnaire scales.

Table 6: Cronbach's Alpha for study instruments

No. of Cronbach's

Axis Field Paragraphs Alpha
Perceived pleasure 3 0.936
Social Media Memes' Self-congruency 5 0.967
Behavioural Motives Social gratification 4 0.961
Escapism 4 0.747

All Social Media Memes'
Behavioural Motives' items 6 0930
Like 3 0.827
Consumer Engagement Share 3 0.872
Comment 3 0.845
All Consumer Engagement items 9 0.944
Total 25 0.957

4. Data Analysis and Results

This section includes the answers to the main questions designed to achieve the research
objectives. It presents the results, interpretations, and discussions of the study outcomes. The
analysis was based on the data collected through the participant’s survey.

4.1 Descriptive Statistics

Table 7 shows the demographic characteristics of the research sample. Females represent
63.1% of the sample, whereas males represent only 36,9%. Respondents aged 18-27 years
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represent 55.5%, followed by respondents aged 28-43 years (30%). These two generations
represent 85.5% of the study sample. Most of respondents are Saudi citizens as they represent
95.3% and Non-Saudi represent only 4.7%. This is normal because Non-Saudis are still
minority in the Saudi population. The respondents below academic degree represent 53,9%,
followed by respondents who hold postgraduate degree (30.3%), and respondents who hold
undergraduate degree (15.8%).

Table 7: Distribution of study sample

Category Frequency Percent
Male 117 36.9%
Gender
Female 200 63.1%
18 - 27 years 176 55.5%
Age 28 — 43 years 95 30.0%
44 — 59 years 46 14.5%
Saudi 302 95.3%
Nationality
Non-Saudi 15 4.7%
Bel i
elow academic 171 53.9%
degree
Educational ~ Hold an undergraduate 50 15.8%
Level degree
Hold postgraduat
old postgraduate 96 30.3%
degree
Total 317 100.0%

4.2 Hypothesis Testing:

To test the first four hypotheses, a multiple regression analysis was conducted to evaluate how
different independent variables (Perceived Pleasure, Social Gratification, Self-Congruence,
and Escapism) jointly influence the dependent variable (Consumer Engagement) through social
media memes. Table 8 and Table 9 show that the 4 independent variables have significant
positive relationships with the dependent variable. Escapism (B=0.304) and social gratification
(B=0.233) have the highest effect on customer engagement respectively, followed by self-
congruence (B=0.184), then by perceived pleasure (B=0.080) as the lowest motive affecting
customer relationship through social media mems.

Table 8: Effect of the four motives on consumer engagement

ANOVA*
Model Sum of Squares df Mean Square F Sig.
1 Regression 96.395 4 24.099 116.124 <.001°
Residual 64.748 312 208
Total 161.143 316

a. Dependent Variable: Consumer engagement
b. Predictors: (Constant), Escapism, Perceived Pleasure, Self-congruency, Social Gratification
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Table 9: Coefficients of the four motives on customer engagement

Coefficients®
Unstandardized Standardized
Coefficients Coefficients

Model B Std. Error Beta T Sig.

1 (Constant) .583 .169 3.459 <.001
Perceived Pleasure .080 .039 .077 2.080 .038
Self-congruency 184 .057 231 3.199 .002
Social Gratification 233 .066 273 3.535 <.001
Escapism 304 .058 .306 5.227 <.001

a. Dependent Variable: Customer Engagement

To test the fifth hypothesis, multiple regression comparing between different generations was
applied. Table 10 shows the coefficients and significance of the relationship between (perceived
pleasure, self-congruency, social gratification, and escapism) as independent variables and the
dependent variable (customer engagement) in each generation. In generation 18-27 years old
all relationships are significant, escapism comes first B=0.226), followed by social gratification
(B=0.220), then self- congruence (B=0.177), and finally perceived pleasure (B=0.139). In
generation 28-43 years old, customer engagement is highly motivated by escapism (B=0.376),
followed by social gratification (0.323). In this age group self-congruence and perceived
pleasure are insignificant. In generation 43-59 years old, customer engagement is highly
motivated by escapism (B=0.138), followed by self-congruence (B=0.114) In this age group
social gratification and perceived pleasure are in significant.

Table 10: Coefficients between variables according to generation groups

Coefficients®

Unstandardized Standardized

Coefficients Coefficients
Generation Model B Std. Error Beta T Sig.
18 -27 1 (Constant) 701 263 2.663  .008
years Perceived Pleasure 139 .063 129 2.209 .028
Self-Congruence 177 .081 216 2.185 .030
Social Gratification 220 .093 254 2.382  .018
Escapism 226 .081 234 2795  .006
28 - 43 | (Constant) 518 297 1.742  .085
years Perceived Pleasure .027 .074 .022 362 719
Self-Congruence .099 A11 121 .892 375
Social Gratification 323 118 383 2.749 .007
Escapism 376 .103 .381 3.645 <001
44 -59 1 (Constant) 281 357 786 437
years Perceived Pleasure -.008 .076 -.008 -111 912
Self-Congruence 307 114 438 2.685  .010
Social Gratification -.063 .148 -.079 -.429 .670
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Escapism .676 138 591 4.900 <.001

a. Dependent Variable: Customer Engagement

5. Discussion

The investigation has uncovered intriguing insights into the complex interplay between social
media memes behavioural motives and the resultant consumer engagement, In addition to the
moderating role of generations. Research findings showed that escapism is considered higher
motive of the social media memes' behavioural motives from the perspective of a large group
of respondents. More specifically, customer engagement is highly motivated by escapism. This
result is consistent with numerous studies that explored the impact of escapism on consumer
engagement (Loureiro et al., 2021; Mir, 2023). Social gratification was found the second of
social media memes' behavioural motives from the perspective of a large group of respondents.
The findings of this research showed a significant relationship between social gratification and
consumer engagement in social media networks. This result aligns by Dange et al.
(2022) and Chen and Cheung (2019) who found that users are motivated to engage with
ephemeral content, such as memes, due to the fear of missing out, trust, immediacy, and social
pressure, and that this engagement is influenced by gratification. Further study supports this,
showing that uses and gratification motivations, including social interaction and entertainment,
can increase social media stickiness and engagement (Hoque & Hossain, 2023).

Self-congruency was found the third of social media memes' behavioural motives. Findings
showed significant relationship between self-congruence resulting from social media memes
and consumer engagement. This result aligns with various studies in the literature regarding
this subject. Research by Rabbanee et al. (2020) found that self-congruity with a brand is one
of the factors affecting consumer engagement on social networking sites, particularly
Facebook. Moreover, a study that uses self-congruence as a moderator to investigate brand-
related content in social media networks on consumers suggests that brands should include
entertainment factors in their social media content to boost consumer engagement (Guttena et
al., 2024). Perceived pleasure represents the least motive of social media memes’ behavioural
motives. This is in contract to other studies that found perceived pleasure as an important
motive on social media memes (Park and Ha, 2021; Porat and Tractinsky, 2012). In a life that
if full of stress on people and people are socially isolated from each other because of too much
work and no enough time to use for real social relationships, engagement in social media
became an easy way to keep in touch with other and escape of difficulties and stress of real
live. For that reason, escapism and social gratifications are the most important motives of social
media memes that have higher effects on customer engagement.

Regarding generation effect on the relationships between social media memes motives and
customer engagement, in generation 18-27 years old and generation 28-43 years old, customer
engagement is highly motivated by escapism, followed by social gratification. This aligns with
a study's findings about the positive effect of escapism on Australian and American millennials'
online purchase intentions (Dharmesti et al., 2019) and a study found that social media
dependency significantly affects the gratifications sought by Chinese Gen Y users (Li et al.,
2019). These results may be attributed to the desire of these generations to communicate with
others on social media and to know about different brands from the people who have experience
with brands. At the same time people in these two generations are totally engrossed in education
or doing business or having a job, which makes more stress on them to succeed and attain their
ambitions. Thus, they use social media to alleviate this stress and get refreshed. People in these
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Generations tend to be more social on social media seeking personal and work-life balance
(Gibson, 2015; cited in Wiedmer, 2015).

In generation 43-59 years old, years of stability in life, customer engagement is highly
motivated by escapism, followed by self-congruence. This is supported by a study that
demonstrated Gen X's attributes, highlighting their desire to work independently, looking to be
fast-paced and engaged in interesting work (Wiedmer, 2015). The reasons for that may be
attributed to the desire of older people to escape the real life pressure they may suffer in this
age because of diseases or household problems or having more leisure time after pensioning or
retirement or living in an empty nest so that they go to virtual life on social media. Thus, social
media are the best way for them to escape form real life problems and difficulties, to use their
leisure time, and to find people at the same conditions and interests to share experiences and
get recommendations, including recommendations about brands of different products and
services. However, perceived pleasure is found a least motive in social media memes that may
affect consumer engagement in all studied generations. This is aligned with a study done by
Halik & Nugroho (2022).

6. Conclusion and implications

In conclusion, this research has shed light on the significant impact of social media memes on
consumer brand engagement. It has been observed that memes, with their unique blend of
creativity and cultural relevance, profoundly influence consumers' behavioral motives, thereby
driving brand engagement. Interestingly, the study also revealed that the user’s generation
plays a moderating role. Different generations, shaped by distinct socio-cultural experiences
and technological familiarity, motivated differently by memes. While the younger Generation
showed higher engagement driven by memes escapism and social gratification, older
generations are motivated more by escapism and self-congruence. Accordingly, this research
underscores the importance of marketers understanding of the dynamics of memes’ cultural
and behavioral motives among different generational cohorts. By doing so, they can leverage
memes more effectively as a tool for consumer brand engagement in the digital age. These
insights can equip businesses with the knowledge to harness the power of memes and optimize
their social media strategies, ultimately enhancing consumer engagement and business
performance. Businesses, content creators, digital marketing strategists, and social media
managers can tailor their marketing strategies to resonate with specific age groups.

In terms of content creation, this research highlights the importance of creating culturally
relevant content in the form of memes that take into account that escapism and social
gratification are the most important motives of participants on social media. Marketers can
leverage this insight to design content that aligns with trending topics, thereby increasing
consumer brand engagement. Furthermore, memes can be a powerful tool for showcasing a
brand’s personality and values. Brands that effectively use memes can appear more relatable
and engaging to their target audience. For instance, meme-centric campaigns might be more
effective for engaging millennials and Gen Z, while traditional forms of social media content
may be more appealing to older generations.

7. Limitations and Future Research

First, the research primarily focuses on the behavioral motives of different generational
cohorts. However, there can be significant variations in meme comprehension and engagement
within each generation due to factors like personal experiences, cultural background, and
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individual personality traits. Second, Memes are often deeply rooted in specific cultural
contexts. This research may not fully account for the diverse cultural interpretations of memes,
which can influence consumer engagement. Third, the nature of memes is constantly evolving
with trends and internet culture. The findings of this research may become less relevant over
time as new forms of memes emerge. Fourth, the research might lack qualitative data to support
the quantitative results. Finally, depending on a convenience sampling method affect the
generalizability of this research. These previous limitations provide opportunities for future
research to delve deeper into these areas, offering a more comprehensive understanding of the
role of memes in consumer engagement. Thus, future research could further explore the
specific elements of memes that resonate with different generations. In the ever-evolving social
media landscape, memes have emerged not merely as a form of entertainment but as a potent
catalyst for consumer engagement. So, social media metrics can be used to track the consumer's
online behavior for a comprehensive vision. Also, more qualitative research should be
conducted to explore the underlying motives, personal traits, and cultural backgrounds for a
deeper understanding of the phenomena.
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