
1

FUTURE DIRECTIONS OF MEMES AS THE NEW LANGUAGE IN FASHION

NADINE NELLA GAN
GAN17527272
BA (HONS) CREATIVE DIRECTION FOR FASHION
RESEARCH FOR INDEPENDENT PROJECT

Is This The New Language?

BRANDS

MEMES



2

Introduction

Rationale

Methodologies

Insights

Foresight

List of Illustrations

Bibliography

Appendecies

3

5

7

9

15

21

35

41

CONTENTS



3

‘That Feeling When’, ‘And I Oop’ and ‘Ight Imma 
Head Out’ are phrases that social media users are 
very familiar with and that is because they have 
recently emerged from the meme culture. The word 
‘meme' originated from Richard Dawkins’ book that 
was published in 1976 called The Selfish Gene. 
Dawkins used fashion as reference when illustrating 
how memes work - the epidemic spreads of trends 
where garments go through an endless cycle of 
reiterations driven by the waves of changing 
styles. The term has been re-appropriated onto 
what digital natives now know as humorous visual 
bite-sized nuggets that are taking over social 
media. 

From 4chan to Instagram, memes have evolved 
alongside the rise and fall of various social media 
platforms. Like films, memes have different genres 
in itself, deriving from pop culture, politics, 
mass media and many more. They can be created, 
posted and shared by anyone. Especially for Gen 
Zs, memes have become a big part of the way we 
communicate amongst each other. 

Gen Zs (16 - 24 year olds) live on social media 
and we are constantly bombarded with information 
everyday. Alongside online contents, our generation 
take notice of our surroundings. From bilboards 
to Instagram advertisements, all Gen Zs visually 
consume fashion on a daily basis. However, the 
effectivity of fashion communication today for 
this target market is to be questioned. Thus, I 
looked further into the successful future of a 
collaboration between memes and fashion.

Fig. 1 Ight Imma Head Out (2019)

INTRODUCTION
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“The reason why [memes 
are] so popular and 
powerful now is because 
they do speak of and 
to the times that we’re 
living in.”

- Felstead, D.

Fig. 2. Simpsons Meme (2019)

Fig. 3. it’ll get better (2019)

Fig. 4. Virgo Meme (2019)

Fig. 5. Dog Meme (2019) Fig. 6. Ok Boomer Doge Meme (2019)

Fig. 7. Ok Boomer Doge Meme (2019)

Fig. 8. I SAID RISE AND SHINE (2019) Fig. 9. Sad Chihuahua (2019)
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Fashion is currently under scrutiny and the industry 
does not have the appeal it needs to attract Gen Z. 
Our generation is currently living and  growing up 
in the age of fake news and call-out culture.  From 
Diet Prada to the fashion sustainability crisis, 
We are still trying to approach life by seeing 
the positive in the midst of all the negativity, 
through humour - no matter how dark it gets. Above 
all, we stand for staying authentic and true to 
ourselves. Though, the industry is still catching 
up on that. 

Brands are slowly learning that traditional 
advertisement campaigns are outdated for Gen Z and 
they are starting to learn that our generation wants 
to see relatability, representation and above all 
realness. Memes have become more than a disposable 
form of art, it is now a communication tool. As 
of recently, a relationship between memes and 
fashion has emerged. Though for now it's still an 
unpredictable one. The industry is still struggling 
to get a strong grip onto the meme culture. It 
is essentially an immediate exclusive pass to a 
generation that, according to Marketing to Gen Z, 
represents $44 billion in direct buying power.

Currently, there are only a few brands and industry 
experts who have gained the understanding in the 
meme conversation and they have resided in the 
hearts and memes of Gen Z. There is an urgency 
and opportunity in joining this race because the 
majority of traditional, polished campaigns brands 
are still abiding to are not speaking to today’s 
generation. 

Fig. 10. Jacquemus Bag Meme (2019)

RATIONALE
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Gen Zs are ready engage with the industry. The bridge 
where both worlds could meet have been identified. 
What are we waiting for? 

“If advertising is 
going to reflect 
who and what we 
are today, then, 
it was inevitable 
that the industry 
would eventually 
turn to memes.”

- Lin, A.

RATIONALE
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To understand further on this topic, I conducted 
various research methods including the following:

1-to-1 
Interviews

Instagram
Polls

Online
Focus Group

Macro Trend
Research Focus 

Group

SurveyMonkey Meme-
Creating

Academic
Books

Academic
Journals

Online
Articles

Research
Reports

METHODOLOGIES
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For my primary research, I held 1-to-1 interviews, 
please refer to Appendix , as I wanted to get 
insightful findings on the personal relationship 
online users have with memes. Despite having Gen 
Z as the main target audience for this project, 
I conducted interviews with people from other 
generations because I wanted to identify the traits 
that make Gen Z different as well as how Gen Z is 
perceived from an outside point of view. On the 
other hand, I also interviewed Gen Zs, specifically 
about their relationship on memes. I investigated 
further into why and how memes have become a part 
of our language. 

Memes are generally consumed communally as they 
travel from one share to another, so also I held 
an online focus group via an Instagram group chat 
because it is one of the platforms where Gen Z 
share memes the most. The focus group consisted of 
10 Gen Z and Millennials from various backgrounds 
who are studying Fashion, with some who do not 
find the memes appealing. I sent a meme a day and 
let the group discuss their opinions on them. The 
reason as to why I held the focus group online was 
because I wanted my subjects to experience memes 
in the most organic and authentic way as they would 
usually do - which is also why I’ve decided to 
present my research in square pages, adopting the 
general meme format.

As for my secondary research, I analysed as well as 
built case studies of sources that were specifically 
discussing about Gen Z, social media consumption 
and memes.

METHODOLOGIES

Fig. 11. Meeting Meme (2019)
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Memes and Gen Z share 
one fundamental trait:

Collective 

Individualism

INSIGHT 1
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From the interviews and focus groups that I’ve 
conducted with Gen Zs and an LCF Lecturer, I have 
gathered an understanding that memes work in a 
seemingly contradicting manner, much like Gen Zs. 
More often, memes are created on the basis of an 
individual's experiences or opinions, yet when they 
are shared online they are collectively experienced 
and understood (see Appendices D, E, I & J). They give 
the illusion that it is to be consumed privately, 
isolating ourselves from one another but in fact it 
shines a light on a community digital natives never 
knew they were in or even existed.

Similar to memes, Gen Zs subconsciously functions 
in the same way. We are known to be “collectively 
on [our] own” as stated by Protein. We celebrate 
our individualism yet ironically finds comfort in 
the fact that we are collectively anxious about it. 
(see Appendices A & G). Memes have not only become 
a part of our vocabulary (see Appendices B & K) 
and an inseparable daily essential (see Appendices 
D & G), we are becoming living, breathing memes 
ourselves (see Appendix C).

Memes and Gen Z share 
one fundamental trait: 
Collective Individualism

INSIGHT 1

83%
Felt a deep 
connection with 
a meme

61%
Share memes to 
their friends 
everyday

93%
Believe that 
memes unite 
people

76%
Thought about a 
specific meme a 
lot

Appendix B
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“For a generation that’s 
constantly talking about 
loneliness and how easy 
it is to feel isolated, 
it tends to be something 

that unites [us].”
- Arthi Rangaraj, Appendix D

Fig. 12. Mental Health Meme (2019)
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Meme-able 
Normalities

Millenial Instagram is 

Over

INSIGHT 2
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Mundane moments or so the small things in life  

are now celebrated by Gen Zs on social media (see 

Appendices F & I). From dancing in the bedroom 

to figuring out which outfit to wear, we have 

changed our user attitude towards social media 

(see Appendices B, C.1 & D). We see through the 

performing acts millenial influencers pulled during 

their reign over Instagram and now we are taking 

over the platforms with our honest approach. We are 

changing the narrative and pulling ourselves out 

from the destructive internal comparison to the 

unattainable lifestyle influencers boast. 

For Gen Zs. Memes have become a platform of itself 

(see Appendix J) where we can visually and, usually 

cynically present and proudly take ownership over 

our imperfections that were previously not deemed 

as Instagram-worthy (see Appendix S).

Meme-able Normalities
Millenial Instagram is Over

INSIGHT 2

92%
Are more 
attracted to 
memes over ads

100%
Positive responses on 
Starter Packs based on 
themselves

77%
Go on Instagram 
to see memes

Appendix B & F
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“Today’s teenagers are 
rejecting aesthetics 

in favour of cynicism, 
[they are] repurposing 
digital platforms as 

tools for offline 
enrichment and 
inspiration..”

- The Future LaboratoryFig. 13. Season Meme (2019)
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How Might We Allow 
Gen Zs to Take 

Ownership over their 
Conversations with 
Brands through 

Meme-ified Fashion?

#GenZTakeTheWheel

FORESIGHT
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As mentioned before, memes have become more than 

just a part of Gen Zs vocabulary and if brands were 

to jump on the meme wagon, they should do the same as 

well. As stated by Aldenton (2015) "Brands looking 

to develop a tone of voice need to understand it 

cannot be a strategy apart". Memes should not be used 

as a deliberate marketing campaign (see Appendix 

H & O) as Gen Zs want brands to “market with them 

and not to them”, WGSN (2016). This generation 

craves for authentic relatability, vulnerability 

and the elimination of performative aesthetics. A 

successful collaboration between memes and fashion 

is when it engages a conversation with Gen Zs.  

The brands should serve as a canvas where online 

users have the creative freedom and opportunity to 

generate memes onto (see Appendix L, M, N & P). 

Though this approach has to be taken carefully as 

it could unravel a virality that, if it happens to 

the wrong brand, could not handle (see Appendix J).

How Might We Allow Gen Zs 
to Take Ownership over 
their Conversations with 
Brands through Meme-ified 
Fashion?

#GenZTakeTheWheel

FORESIGHT

0%
Were attracted 
to Gucci’s memes
#TFWGucci

Appendix H 
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Brands should avoid 
‘marketing’ in social 

media and instead focus 
on conversations

- Fromm, J. & Read, A., 
Marketing to Gen Z 

Fig. 14. Glossier Let Me In Meme (2019)
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Audience

VICKI,
20 YEARS OLD,
JAPANESE/AMERICAN,
SAGITTARIUS
Having identified the insights and foresight 

for my research, I created a personification 

of my Gen Z target market (see Appendix Q) 

to understand further on this generatio, 

by utilizing an Empathy Map and putting 

together key personalities I've observed 

from my peers, myself, the Gen Zs involved 

in my primary research as well as the ones 

quoted on trend reports.

Fig. 15. Selfie (2019)

Fig. 16. Tik Tok Dancing (2019)

Fig. 17. 2019 Let’s Get This Bread (2019)

FORESIGHT:
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In response to the foresight, I would like to 

investigate further on what could be the next 

platform of meme culture in the fashion industry 

as there is a potential on meme-able fashion that 

goes beyond meme advertisements. A 360-digital 

experience, from an interactive UX to a speculative 

collaboration with a suitable fashion brand, is an 

outcome I am considering to investigate further.

This discovery of the need for a new tone of 

voice have also encouraged me to implement humour 

into my digital design practice. Creativity comes 

in different shapes and forms and I aim to make 

people humoured with mine.

Fig. 18. Spongebob Meme (2019)

FORESIGHT:

Further
Steps
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For something to be 
meme-worthy, sure, it 

could be a negative but 
what I do is playful. 

If you can’t find 
something funny around 
it, well, oh dear you.

- Scott, J.
The Guardian
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Figure 204. Mannynotfound (2019) Jacquemus Bag Tweet Meme [Screenshot] 
Available at: https://twitter.com/mannynotfound/status/1100186526997233665?
ref_src=twsrc%5Etfw%7Ctwcamp%5Etweetembed%7Ctwterm%5E1100186526997233665&re
f_url=https%3A%2F%2Fwww.highsnobiety.com%2Fp%2Fjacquemus-tiny-bag-memes-
twitter%2F (Accessed: 8 November 2019) 

Figure 205. Helf, S. (2019) Jacquemus Bag Tweet meme  [Screenshot] 
Available at: https://twitter.com/jil_slander/status/1100243274441347072/
photo/1?
ref_src=twsrc%5Etfw%7Ctwcamp%5Etweetembed%7Ctwterm%5E1100243274441347072&re
f_url=https%3A%2F%2Fwww.highsnobiety.com%2Fp%2Fjacquemus-tiny-bag-memes-
twitter%2F (Accessed: 8 November 2019) 

Figure 206. COVETEUR (2019) Emotional baggage [Screenshot] Available at: 
https://twitter.com/Coveteur/status/1100149735841845251?
ref_src=twsrc%5Etfw%7Ctwcamp%5Etweetembed%7Ctwterm%5E1100149735841845251&re
f_url=https%3A%2F%2Fwww.highsnobiety.com%2Fp%2Fjacquemus-tiny-bag-memes-
twitter%2F (Accessed: 8 November 2019) 

https://twitter.com/mannynotfound/status/1100186526997233665?ref_src=twsrc%255Etfw%257Ctwcamp%255Etweetembed%257Ctwterm%255E1100186526997233665&ref_url=https%253A%252F%252Fwww.highsnobiety.com%252Fp%252Fjacquemus-tiny-bag-memes-twitter%252F
https://twitter.com/mannynotfound/status/1100186526997233665?ref_src=twsrc%255Etfw%257Ctwcamp%255Etweetembed%257Ctwterm%255E1100186526997233665&ref_url=https%253A%252F%252Fwww.highsnobiety.com%252Fp%252Fjacquemus-tiny-bag-memes-twitter%252F
https://twitter.com/mannynotfound/status/1100186526997233665?ref_src=twsrc%255Etfw%257Ctwcamp%255Etweetembed%257Ctwterm%255E1100186526997233665&ref_url=https%253A%252F%252Fwww.highsnobiety.com%252Fp%252Fjacquemus-tiny-bag-memes-twitter%252F
https://twitter.com/mannynotfound/status/1100186526997233665?ref_src=twsrc%255Etfw%257Ctwcamp%255Etweetembed%257Ctwterm%255E1100186526997233665&ref_url=https%253A%252F%252Fwww.highsnobiety.com%252Fp%252Fjacquemus-tiny-bag-memes-twitter%252F
https://twitter.com/jil_slander/status/1100243274441347072/photo/1?ref_src=twsrc%255Etfw%257Ctwcamp%255Etweetembed%257Ctwterm%255E1100243274441347072&ref_url=https%253A%252F%252Fwww.highsnobiety.com%252Fp%252Fjacquemus-tiny-bag-memes-twitter%252F
https://twitter.com/jil_slander/status/1100243274441347072/photo/1?ref_src=twsrc%255Etfw%257Ctwcamp%255Etweetembed%257Ctwterm%255E1100243274441347072&ref_url=https%253A%252F%252Fwww.highsnobiety.com%252Fp%252Fjacquemus-tiny-bag-memes-twitter%252F
https://twitter.com/jil_slander/status/1100243274441347072/photo/1?ref_src=twsrc%255Etfw%257Ctwcamp%255Etweetembed%257Ctwterm%255E1100243274441347072&ref_url=https%253A%252F%252Fwww.highsnobiety.com%252Fp%252Fjacquemus-tiny-bag-memes-twitter%252F
https://twitter.com/jil_slander/status/1100243274441347072/photo/1?ref_src=twsrc%255Etfw%257Ctwcamp%255Etweetembed%257Ctwterm%255E1100243274441347072&ref_url=https%253A%252F%252Fwww.highsnobiety.com%252Fp%252Fjacquemus-tiny-bag-memes-twitter%252F
https://twitter.com/jil_slander/status/1100243274441347072/photo/1?ref_src=twsrc%255Etfw%257Ctwcamp%255Etweetembed%257Ctwterm%255E1100243274441347072&ref_url=https%253A%252F%252Fwww.highsnobiety.com%252Fp%252Fjacquemus-tiny-bag-memes-twitter%252F
https://twitter.com/Coveteur/status/1100149735841845251?ref_src=twsrc%255Etfw%257Ctwcamp%255Etweetembed%257Ctwterm%255E1100149735841845251&ref_url=https%253A%252F%252Fwww.highsnobiety.com%252Fp%252Fjacquemus-tiny-bag-memes-twitter%252F
https://twitter.com/Coveteur/status/1100149735841845251?ref_src=twsrc%255Etfw%257Ctwcamp%255Etweetembed%257Ctwterm%255E1100149735841845251&ref_url=https%253A%252F%252Fwww.highsnobiety.com%252Fp%252Fjacquemus-tiny-bag-memes-twitter%252F
https://twitter.com/Coveteur/status/1100149735841845251?ref_src=twsrc%255Etfw%257Ctwcamp%255Etweetembed%257Ctwterm%255E1100149735841845251&ref_url=https%253A%252F%252Fwww.highsnobiety.com%252Fp%252Fjacquemus-tiny-bag-memes-twitter%252F
https://twitter.com/Coveteur/status/1100149735841845251?ref_src=twsrc%255Etfw%257Ctwcamp%255Etweetembed%257Ctwterm%255E1100149735841845251&ref_url=https%253A%252F%252Fwww.highsnobiety.com%252Fp%252Fjacquemus-tiny-bag-memes-twitter%252F
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APPENDIX A : A Youth Macro Trend Research Focus Group at 
The Future Laboratory (Excerpts)

with 4 other Gen Zs and 3 Trend Forecasters from The 

Future Laboratory
9th of September at 17:00, The Future Laboratory HQ

SUMMARY : • Gen Zs are collectively very conscious of conveying our different 
beliefs online - in fear of call-out and cancel culture.

• Memes have become a medium where Gen Zs could convey controversial/
poticially incorrect opinions, with a satirical and dark humour manner 
- and get away with it

• Memes can be argued as both a positive and negative mode of online 
self-expression

• Gen Zs have a cynical and comedic approach to serious matters in life

Fig. 19 - 21. Instagram Story (2019)
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Holly Friend/Trend Forecaster 1: Moving on to Positive Narcissism, so this we were kind of torn about. We don’t know if 
it should go down the route of celebrating yourselves with modesty, where on TikTok you can dance in your bedroom and be 
your true unfiltered self but on Instagram it’s more of a Me Culture or whether its about the idea of parodying yourself, 
turning yourself into a caricature as a way to kind of poke fun of the whole social media system and get control over 
that and create a new circle. Just like E-girl, E-boy and VSCO Girl. 

Gen Z 1: I think this entire generation just makes fun of everything. They/we find everything so cynical, even the 
darkest things - 

Lucas/Gen Z: Yeah comedy. When we use comedy, we could talk about really dark stuff and people just accept it.

Gen Z 1: Exactly, if we turn a ‘politically incorrect’ topic into a sarcastic meme, it’s somehow fine and socially 
accepted. Maybe because of the political correctness, everyone is scared to say anything

L: So it has to be a joke in order for people to not take it seriously because if they do, it comes back to you really 
quickly. 

Trend Forecaster 2: So everyone’s becoming satirical based on the fear of political incorrectness and you can’t backlash 
satire!

Gen Z 2: Yeah. You can hide behind the irony

HF: But do you think memes - because memes have filtered up to corporate, now companies use memes, Youtube is using memes 
and adults are too. You know its not a youth culture trend anymore, it’s been commoditised. Do you feel like we’ll need 
to look for something else comedic in a format that hasn’t been commoditised?

Me: I think memes will still be a big part of our generation. There’s a lot of research on that and a recent news really 
showed the importance of memes - when Instagram deleted some meme accounts because they violated the T&Cs, people were 
enraged and now they’re planning to hire their first meme manager-

L: I read that there is actually a course about Memeology.

HF: So you don’t think memes will go away anytime soon?

L: No, I don’t think so

Me: No but it might change or evolve. So, it will still exist in the future but maybe in a different form.

TF 2: It could be seriously talked about as it is an academic topic. It is a form of semiotics.

Appendix A
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APPENDIX B : Instagram Poll

Answered by 76 Gen Zs and Millenials
18th of September, via Instagram

SUMMARY : • Memes are a big part of most of my followers’ (mostly Gen Z and 
Millenial) online activity/engagement

• Memes are consumed as entertainment as well as used as a form of 
communication

• Generally known with low-quality imagery, memes would capture moreof 
the online users attentiions’ as opposed to polished advertisements

• Most of my followers have established an emotional connection with 
memes

• Despite the countless amount of memes circulating, they can be 
memorable and re-thought

• Memes account mentioned in the survey included accounts with 
depression/anxiety memes, culturally-derived/relatable memes, 
confessional/self-examination memes, thematic memes (based on 
aesthetics, a specific topic or tweet memes) and memes created by/for 
women
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Age Group “Do you know what memes are?”

“Which would get
your attention more?”

“Do you go on Instagram 
to see memes?”

64%
GEN Z

36%
Millenial

99%
Yes

1%
No

77%
Yes

23%
No

92%
Memes

8%
Adverts

Fig. 22 - 25. Instagram Poll Result (2019)
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“Have you ever thought of one 
specific meme a lot?”

“Have you ever felt a deep 
connection to a meme?”

Appendix B

83%
Yes

17%
No

76%
Yes

24%
No

61%
Everyday

39%
No/Not Too 
Often

“Do you share memes to your 
friends?”

Fig. 26 - 28. Instagram Poll Result (2019)

“Do memes unite or isolate us?”

93%
Unite

7%
Isolate
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“What is your go-to meme account?”

hackneysfinest
memezar

pubity

classicalfuck

girlsthinkimfunny

daquan

sarcasmonly

notallgeminis

todayyearsold

th0t_catalog

sadandwholesome

anxieteaqueen

i_have_no_memes.v2 “my timeline
is enough”

therefore.yeehaw

hoe_but_make_it_fashion

“Twitter”

manicpixiememequeen

Fig. 29 - 31. Instagram Survey Result (2019)
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APPENDIX C.1: Interview with Noor Dhanju

A Gen Z who recently started a meme account @hoothootboy
4th of October at 19:00, Giraffe Spitalfields

Appendix C.1

SUMMARY
For C.1 & C. 2 : • “I feel like I constantly need to make myself laugh or my friends... 

I’m like a real-life [meme] format and also I’m the one generating 
content”

• Memes usage/consumption evolves through time and on the different 
platforms

• More human contact lessens the need for memes. Memes instigate/
replace the emotions we experience when we are surrounded by loved 
ones

• Gen Zs do not see memes as a trend, it has become their daily 
essential

• Memes are a mode of escapism, a coping mechanism - from our anxieties

• Memes have an addictive trait but could be disguised as a healthy 
habit because they generally instigate positive emotions

• Memes on Instagram have to be visual, tweet-memes have to be short: 
to catch users with short attention span 

• Fashion advertisements can be seen serious and breaking that tone of 
voice would be a fresh approach

• Post-product consumption: Fashion advertisements should focus beyond 
their products

• Relatability and authentic representation is still an unmet need in 
the fashion industry

• Belief-consumers: Buying into brands that don’t share a Gen Zs 
personal beliefs tend to create guilt
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Me: Why did you start a meme account?

Noor: I was really bored. So it’s a long story. Do you want me to say the whole story?
I was sitting down I was at dinner with my parents, friends and their kids and everything but the 
kids are all like way younger than me. So it was me and my brother and then another girl called Noor 
which is really weird. Actually, she has exact ..wait, sorry. Can we start again? Because I’m going 
on a tangent.

Me: no, go on just keep going. 

Noor: Okay, and then there were these really tiny kids, 5 and 7 years old, and there a framed 
painting of an owl on the wall, but it was a really close up of the owl. So that’s really origin of 
like hoot hoot, like we just kept looking at the painting and just like kept laughing to each other 
and the kids were being lame and stuff. So I was really bored so the entire time I spent the night 
looking at my phone. Me and my brother noticed how I would laugh at the stupidest [memes] 
So we noticed how my sense of humour is the randomest thing. So I wanted a place where I can keep 
things that only I find funny because everyone thinks my sense of humour is really really [weird] but 
yea I like it

Me: So how would you describe your sense of humour?

Noor: I think if I find it funny, 90% of the people won’t find it funny. I find humour in the 
abstract so things that are really absurd. For example, the enslave moisture meme, I love it so much 
and it could like be the most random combination of words and I will laugh my ass off. I wish I could 
show you what I saw today, it was a really bad meme. I sent it to everyone and put it on my story and 
no one responded but I loved it.

Me: How many times on a daily basis you laugh at memes? 

Noor: Okay. So I have this thing on my phone where it notifies me where I spend one hour on Instagram 
or not. So like basically I can get off of Instagram. Usually I’d spend two or three hours just 
looking at memes so I get off. I’m on Instagram for an hour just looking at memes because my entire 
feed is memes, because of the algorithm and everything and then also I have a meme account. So 
sometimes I screenshot things but I’m not really [indistinct] what I’m posting

Me: Do you remember the internet without memes?

Noor: Actually, yes but that takes me back to like when I was really young, like playing [indistinct] 
like kiddie games and everything Club Penguin, [indistinct] like that to me is internet before memes 
and post-meme internet is when I joined Tumblr and then obviously a lot of memes came around. A lot 
of my meme culture in myself and my digital sense of humour developed when I was on Tumblr, because 
my sense of humour in real life is different than my sense of humour digitally. So yeah I think one 
of the first memes I saw was that guy running the marathon I forgot his name, the photogenic guy 
running in the marathon. He looked so good and stuff and everyone was [indistinct]. That was the 
first meme I saw when I was on Tumblr. And so yea I started a humour blog on Tumblr. It’s been a long 
time and I eventually left it. So I think I needed an outlet So that’s why I started a meme account 
on Instagram.

Me: Fairs. Can you can you imagine your life or the world without memes?
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Noor: No. Not at all because I don’t know. I feel like Instagram to me is either to connect with my 
friends. Like it’s 25% connect with my friends, 25% or less connect with other creators and the rest 
is like memes. Memes over anything. Also, okay. It’s going to sound really dark but I feel like I 
constantly need to make myself laugh or my friends laugh. Otherwise, I just go into the cycle of like 
really random thoughts and stuff. So I just need to constantly be surrounded by memes. Its the first 
thing I look at when I wake up.

Me: So are you saying you’re scared of your own thoughts?

Noor: Before my meme obsession became really intense, I would basically spend my entire day watching 
TV shows that I have already watched so there would be something running in the background because I 
can’t deal with my own thoughts. I think memes is filling that white noise for me now.

Me: When you’re feeling sad or having a breakdown, what do you run to? What do you do to stop 
yourself?

Noor: When I’m sad, memes. When I’m having a breakdown, I try memes but nothing distracts me, nothing 
works. I just have to deal with it. I think thats when I need physical contact, if I’m actually 
having a breakdown. I try to deal with stuff myself because I don’t like [indistinct] other people. 
That’s why memes are a vice to me. So if I can stop a breakdown from happening. If I’m just sad I 
just look at memes [indistinct]

Me: So are you saying your relationship with memes is a good one or a bad one? 

Noor: I think its good because it gives me good stuff, like it’ a coping mechanism but at the same 
time I’m not denying that it is an addiction, a very bad one. It’s kind of like a really unhealthy 
relationship, but at the same time like one of the best kinds of the unhealthy relationship. It could 
be way less but I’m not dependent on it. But I think I’m kind of an addict. It would take me some 
time to get away.

Me: Do you remember the last time you’ve never seen a meme for a whole day?

Noor: Actually no. Maybe one of the days I was at home because I’m constantly surrounded by family, 
so I’m not on the internet so much because actually I’m trying to make them laugh with my silliness, 
my stupid sense of humour. So it’s kind of the same thing, but I’m like a real-life format and also 
I’m the one generating content but like there’s no one day that I can actually remember but probably 
then but I’m not sure, I can’t be 100% sure.

Me: aside from memes, what do you laugh at in general?

Noor: Like a lot of things like I find a lot of things funny. Today, I was in the tube and obviously 
there’s no internet in the tube but like even on the tube I try to stay connected but that’s like a 
like an aside but there was this guy with his friends and I legit thought they were fighting because 
I saw them from the corner of my eye but it turns out they weren’t. It wasn’t that funny but I 
laughed for a good two stops because they looked so stupid. I feel like I just laugh at really stupid 
things or at my own thoughts. Like when I do something really stupid or think of something stupid to 
myself. Yeah, that’s what I do. I just laugh at my room quietly.

Me: Interesting, what meme would best describe you?
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Noor: I think that’s a really dicey question to ask me. Yeah, because you know me and you know how 
split my personality is.

Me: girl, don’t even.

Noor: I feel like if you’re going for the epitome of memefied me, which is hoot hoot, it would be 
one of the enslaved moisture memes. Maybe the first iteration I saw of that which was the one where 
it said IB students - I can pull it up. Actually, it’s like really beautiful. Yeah, memes are an 
artwork to me, just gonna say. I take memes pretty seriously. Yeah, I think the IB one, yes enslaved 
students. Actually this is really good, its the enslaved moisture one and they’re discussing Pepsi 
but it’s spelled bebes and then I just like how there’s like different personalities of it and it’s 
like ooh ah yeah a refreshing I feel moistened and but I am disrupted by the absence of and then it 
just stops there. So I feel like that’s like an insight into what I think on a daily basis. Yeah 

Me: Interesting.

Noor: I love it.

Me: When something happens in like the real life does it ever trigger you to remember a meme or just 
a meme in reference?

Noor: I feel like that happens to me a lot. The thing is it’s something that I have to tone down 
because I look at some new memes throughout the day and I look at some random, really obscure memes 
throughout the day as well and I can’t really share them  with everyone. So it’s like me laughing at 
it for one second and then because I’m in public I try not to linger because I look like an idiot. So 
yeah, like it comes up now and then.

Me: On a percentage, how many memes do you remember? Out of all the memes you’ve seen [so far].

Noor: I have a really shit memory so I’d say about 60 percent 

Me: That’s big! Because you see memes everyday.

Noor: Because the thing is memes are a repetitive sort of imagery and everything also because I 
follow a lot of the bigger meme accounts as well on my personal account not just hoot hoot. They 
repost the same memes so I look at same ones like 10 times and then people are sending the same memes 
to me and then I’m sending it to my other account so I can remember to post it or it’s kind of like a 
letter to my future self sort of thing. So I’m like looking at the same content so many times.

Me: When you see it so many times, do you still find it funny?

Noor: Yeah, I do. It’s the stupidest thing. The charm doesn’t really go away unless it’s like a 
really subpar kind of meme. But I think that’s what it is with absurdist comedy, you can see the same 
thing over and over again and it doesn’t lose its absurdity and that’s why it keeps being funny. But 
if it’s a very conventional meme, it ceases to be funny after a while. For example, I still go in my 
old Tumblr blog sometimes just to look at the funny- like Tumblr memes and everything that I used to 
reblog back in the day and I still laugh at them even though it’s over ten years ago. I still love 
them.

Me: How many different platforms have you seen memes on?
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Noor: Not many

Me: How would you describe the difference between Tumblr and Instagram memes?

Noor: I feel like a lot of Instagram memes now are text posts off of Tumblr. So I’m not sure if, 
the younger generation- I feel so old saying that, but the younger generation like my brother and 
everything the people who didn’t really have Tumblr, I’m not sure if they really get that sort of 
like back and forth text post humor, but I do. But I think a lot of Tumblr memes are word-based, 
text-based and then Instagram memes are image-based . [indistinct] quick and they need to leave a 
bigger impact because people won’t bother reading through.

Me: True, true. That makes sense.

Noor: I surprise my self with my knowledge

Me: Yea. Do you think Tumblr died because it wasn’t visual enough?
Noor: No Tumblr died because of a lot of the- see after Yahoo! bought it, a lot of it’s creative 
decisions were being made by this conglomerate that just wanted to make money as opposed to, I think 
it was David something, whoever made Tumblr, I feel like he resonated with people’s experience on 
the platform. Whereas Yahoo! didn’t, so they changed a lot of things for stupid reasons and that 
started to agitate people and people just left. Also the thing is I know why I left out there and I’m 
not sure if others did it for the same reason but there’s like I think two or three parallels round 
Tumblr- no four I’d say. Listen, I’m getting into this.
So on Tumblr, I feel like at there are these humour blogs and then there would be the porn blogs 
and then there would be the shipping blogs and the Fanfictions and there would be the last kind, 
the depressing kinds. I feel like the porn blogs became more prevalent because you would just see 
porn everywhere which is disturbing to the user experience. People grew up. And then also I think 
yeah, like people grew up like the fanfic writers, the shippers and everything grew up and they 
start to realize that shipping was kind of a waste of time and then the depressive- I left because 
the depressing blogs became too overwhelming on my dashboard like I didn’t really follow that many 
people. No, like any actually but you could still see that and I just needed to escape from that.

Me: Wow. So they got dark. 

Noor: Yeah, Tumblr is really dark.

Me: When you say you take memes seriously, what do you mean by that? 

Noor: Obviously, if it’s giving me something- like fleeting. Like a sense of happiness and stuff. But 
at the same time it’s not just like anything there is like a way of meme is crafted and even though I 
liked the most absurd meme and stuff, there is to how a meme makes you laugh even though it’s just a 
stupid image and that being repeated culturally and stuff. I feel like that in itself is the arts. So 
yeah, you know how there are certain memes or genre of memes take off, there is a reason behind all 
of those things.

Me: What is instant gratification to you?

Noor: I feel like an everyday sort of thing. But the memes well, yeah, obviously like  instant 
gratification, like on Instagram, just scrolling through your feed for 20 mins and you laugh at 
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like kind of nearly every one of them, at least like 70% and then you move on but I feel like that’s 
something that’s unavoidable. The memes that stick with me are the ones that either I see repeated. 
So it’s like stepping away from that instant gratification bubble or the ones that are really just 
funny or represent me.

Me: One last question, how would you feel if Instagram were to ban memes?

Noor: I would cry. I genuinely would cry because the thing is then I would have to turn to another 
platform for those memes. I’m not saying that there aren’t other platforms, there are a ton of- or 
just like Google image search memes. It’s like when Vine is banned even though I wasn’t active or 
anything, like it’s just a legacy that it left behind. I would genuinely cry but they wouldn’t ban 
them overnight or if they did I’d find a way to collect, like build an archive somehow of memes, I 
would definitely.

Me: Cool, that’s it. Thank you!
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1. Have you seen any fashion/non-fashion brands using memes for their communication method/ad 
campaign? What do you think about that? Did any of them appeal to you?

The first time I saw this was the Gucci AW16 campaign I think. I really loved how they were taking 
the piss, and trying to break the stigma that fashion is always serious. I felt really connected to 
the brand all of a sudden, and started paying close attention to it.

2. Have you ever been influenced to make a purchase from a campaign? If yes what are they?

I actually haven’t, because I know that I can’t afford it. Actually wait let me rethink that. I 
mostly get enthralled by editorial campaign imagery and film, I’m focusing more on the visuals rather 
than the product. Also I’m really crap at asking my parents for stuff, I feel really guilty, so I 
barely do. 
I haven’t bought something from it ye but I really really really want a Sabyasachi jewellery piece (1 
or 10,000) because I LIVE FOR THAT AESTHETIC.

3. Have you ever purchased anything due to a meme? If yes, please explain

No I haven’t.

4. Are there any brands that you’ve banned from buying into? And why?

Gucci, as long as Alessandro Michele thinks he can get away with being ignorant. Tommy Hilfiger 
because he has said racist statements in the past. Not too enthralled by Lagerfeld either 

5. What change would you like to see in the Fashion industry? 

-DIVERSITY TO THE T. I love that fashion shows used to have models that looked like frequent clients, 
so that they could actually imagine themselves wearing the clothes.
Feels like brands don’t want me wearing their clothes. 
-stop unethical practices. No one wants to feel shit that their gorgeous garment was made in 
questionable means that will deteriorate the state of the planet. That means ethical factory 
conditions. That also means slower production cycles, Upcycling, and creating less waste.
-diversity at the top. I’m done with rich old white cishet men telling me what to wear.
-in terms of fashion utopia visually, it’s like the capitol from the hunger games.

6. Can you tell me about your fashion shopping habits/budgeting? 

I don’t buy things frequently. I’m a hoarder, I still have things from when I was 12 that I STILL 
wear. For me it comes from a place of deep emotional attachment to clothes. However, I barely find 
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myself repeating outfits because I like to wear a garment differently until there’s not other way 
to possibly wear it. I’m in the habit of buying from shops more than second hand because that’s not 
a thing that happened in Oman, where I became more aware of my style. As a student I get guilty for 
both spending, and contributing to the fast fashion economy (though I know I’ll keep that piece 
for years and years). I like buying very cheap clothes during sales and changing them up - cutting, 
painting, etc. when I’m home with my family, I like to ask them for a few select expensive items, 
stuff that is more of an investment. I’m shit at budgeting in London so I seldom splurge.

7. Do you think We/Gen Zs could grow out of memes in the future?

Damn that would be a sad sad future. I think memes will evolve somehow, but I don’t see a future 
without memes. This is a biased response though, seeing as the first thing I do in the morning is 
look at memes for 2 hours. Seriously.
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1. Was there a specific a reason as to why you had memes as a part 
of your dissertation topic? If yes, why?

Genuinely it’s because I was in class trying to think of ideas about 
my dissertation, and my friend tagged me in a classical art meme. It 
suddenly got me thinking how multi-faceted it is as a media form. So 
it all kinda evolved from there! 

2. How do memes make you feel? (e.g Positive or Negative)

Positive, it also tends to be something that makes you feel 
accepted? Or part of some invisible group that feels the same way. 
For a generation that’s constantly talking about loneliness and how 
easy it is to feel isolated, it tends to be something that unites. 

3. Are there any particular kind(s) of memes that you find funny?

Anything with dogs, and also yeah the hilarious classical art ones 

4. What meme would best describe you? If there is one!

Uhh that’s really hard if i‘m honest but i’ve attached one my friend 
sent me a few days ago and that literally was me that morning. 

5. What are your go-to meme accounts?

Doggosbeingdoggs and artdirectormemes On insta  ; wholesomememes & 
archbishop of banterbury on Facebook  

6. How would you see the future of memes? (e.g Trend phase-out / 
evolution / etc)

Honestly don’t know, i can’t see them phasing out. I think it’s so 
inherently part of how we communicate as a generation / generations 
if you look at the crossover into the gen Z demographic. 

APPENDIX D : Interview with Arthi Rangaraj

A CDFF Graduate who wrote her Dissertations fosucing on 
the role of Memes in online friendships
11th of October, via Email

Memes have become a medium 
for Gen Zs to express their 
emotions/loneliness online, 
which ironically unites our 
generation. 

This communication method 
has shifted from being an 
optional visual decoration to 
a need, for Gen Zs.
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I don’t feel like it will be going anywhere any time soon.

7. Can you imagine a world without memes? How would you feel about 
that?

I guess i remember a world without memes, it wasn’t really a thing 
when i was like 15 or 16. It just lived in the closed off world of 
reddit.
No i love it! Definitely wouldn’t have use for my fb account without 
it. 

8. Do you believe memes contribute to a positive or negative impact 
on social media users? and why?

I think it’s positive, since the overall theme is humor 

9. Do you know of any fashion brands that use memes? If so, who?

Not exactly fashion but Glossier do it all the time. It’s awesome 
how well its integrated into their social communication. 

10. Can you think of a fashion communication/advert that has 
influenced your purchase?

hmm.. kate spade did this ad for their new handbag. They made little 
cake versions of the bag and had a model eating it. It was done 
really playfully and had such a fun whimsical vibe. 100% influenced 
my purchase 

11. Have you ever bought something because of a meme? if yes, what 
was the purchase and the meme?

Yeah the glossier lash slick twitter threads & memes

Appendix D
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APPENDIX E : An Online Meme Focus Group
Sent a meme a day and recorded their responses

with Noor Dhanju, Charlotte Winkler, Eve Asami, Tessa Lin 
Wang, Hidhir Baharrudin, Nicole Angus, Niki Lee, Safeen 

James, Layla Robinson & Amaani Oluwa
(Gen Zs and Millenials from Oman, Austria, Japan, 
Singapore, UK, Hong Kong)

2nd - 12th of October, via Instagram DM Group Chat 

SUMMARY : • Memes serve as a medium to express our deepest insecurities and 
provoke both postivie and negative emotions to people who then see 
them

• Relatability or secondhand relatability (where they would find a 
meme relatable on behalf of their friend) increases the chances of 
popularity/humour in a meme

• Representation in memes don’t necessarily have to be through a person 
that looks like you. It could visualize a situational relevancy

• Expecting to see a meme, lessens the enjoyment. Memes are to be 
enjoyed when it is least expected

• Gen Zs now have a higher level of taste in memes, they grade memes 
according to their meme format usage, caption, aesthetics and 
bizzareness

• Branding over a meme distracts people from the humour, the attention 
should completely be paid to the meme, for complete enjoyment

• Memes are expected to not be intellectually stimulating, they should 
be bite-sized and quick to digest
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DAY 1,
MEME 1:

RESPONSES:

50%
Funny

50%
Not Funny

Fig. 32. Screaming Cat - Touching Glasses (2019)

Fig. 33. Focus Group Responses (2019)
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RESPONSES:

Appendix E

Fig. 34 - 35. Focus Group Responses (2019)
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DAY 2,
MEME 2:

RESPONSES:

Appendix E

12%
Funny

88%
Not Funny

Fig. 36. The art of flipping burgers (2019)

Fig. 37. Focus Group Responses (2019)
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RESPONSES:

Appendix E

Fig. 38 - 39. Focus Group Responses (2019)
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DAY 3,
MEME 3:

RESPONSES:

Appendix E

33%
Funny

67%
Not Funny
or No Response

Fig. 40. Bitmoji Meme (2019)

Fig. 41. Focus Group Responses (2019)
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RESPONSES:

Appendix E

Fig. 42 - 43. Focus Group Responses (2019)
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DAY 4,
MEME 4:

RESPONSES:

Appendix E

16%
Funny

50%
Not Funny
or No Response

Fig. 44. Ah Yes Meme (2019)

Fig. 45. Focus Group Responses (2019)
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RESPONSES:

Appendix E

Fig. 46 - 47. Focus Group Responses (2019)
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RESPONSES:

Appendix E

Fig. 48. Focus Group Responses (2019)
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DAY 5,
MEME 5 & 6: RESPONSES:

Appendix E

50%
Funny

50%
Not Funny
or No Response

Fig. 49. Get Well Soon Meme (2019)

Fig. 50. Bzz Bzz Fly Meme (2019)

Fig. 51 - 52. Focus Group Responses (2019)
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DAY 6,
MEME 7:

RESPONSES:

Appendix E

50%
Funny

50%
Not Funny
or No Response

Fig. 53. Laptop Meme (2019)

Fig. 54. Focus Group Responses (2019)
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RESPONSES:

Appendix E

Fig. 55. Focus Group Responses (2019)
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DAY 7,
MEME 8:

RESPONSES:

Appendix E

60%
Funny

40%
Not Funny
or No Response

Fig. 56. Bilingual Chihuahua Meme (2019)

Fig. 57. Focus Group Responses (2019)
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RESPONSES:

Appendix E

Fig. 58. Focus Group Responses (2019)
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DAY 8,
MEME 9:

RESPONSES:

Appendix E

60%
Funny

40%
Not Funny
or No Response

Fig. 59. 98% Charge Meme (2019)

Fig. 59. Focus Group Responses (2019)
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DAY 9,
MEME 10:

RESPONSES:

Appendix E

50%
Funny

50%
Not Funny
or No Response

Fig. 61. Dog Meme (2019)

Fig. 62. Focus Group Responses (2019)
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DAY 10,
MEME 11:

RESPONSES:

Appendix E

20%
Funny

80%
Not Funny
or No Response

Fig. 63. Sense of Humour Meme (2019)

Fig. 64. Focus Group Responses (2019)
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RESPONSES:

Appendix E

Fig. 65. Focus Group Responses (2019)
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DAY 10,
MEME 11:

RESPONSES:

Appendix E

20%
Funny

80%
Not Funny
or No Response

Fig. 66. Mind Expansion Meme (2019)

Fig. 67 - 68. Focus Group Responses (2019)
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APPENDIX F : Meme Starter Packs
Created individual Starter Pack memes tailored to my 
friends and specific ‘topics’ 

8th - 25th of October, via Instagram

SUMMARY : • The concept behind the starter pack memes were to highlight the daily 
objects/traits that have been recognizeed as staple pieces of the 
intended person

• A meme with 100% relatability/tailored to the audience has a high 
success rate though it could decrease the chances of public enjoyment 
as it is not understood (unless they know who the Starter Pack meme 
is for)

• The English starter pack were found ‘accurate’ by people who did not 
follow me and saw the meme from my friend’s repost

• Knowing who the meme creator is, is not as important as the actual 
message/joke behind the meme

92%
Reposts

100%
Positive
Response 

4
Secondhand
Responses

4
Requests
for their own tailored 
starter pack
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Fig. 69. Noor Starter Pack (2019) Fig. 70. Charly Starter Pack (2019) Fig. 71. Niki Starter Pack (2019) Fig. 72. Annabelle Starter Pack (2019)

Fig. 73. Safeen Starter Pack (2019) Fig. 74. Nicole Starter Pack (2019) Fig. 75. Tessa Starter Pack (2019) Fig. 76. Tom Starter Pack (2019)

Fig. 77. Maani Starter Pack (2019) Fig. 78. Layla Starter Pack (2019) Fig. 79. Dilla Starter Pack (2019) Fig. 80. Farrah Starter Pack (2019)

Fig. 81. The English Starter Pack (2019)
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RESPONSES:

Appendix F

Fig. 82 - 90. Starter Pack Responses (2019)
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Fig. 91 - 97. Starter Pack Responses (2019)
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Holly Friend/Host: So when putting together this macro trend [Youth Futures Report 2019], we actually 
hosted a brainstorm, with some members of Gen Z and we basically wanted to gather their insights and 
identify some kind of conflicting and challenging views of the future from the people themselves, and 
their really incredible insight helped to build the macro trend you just saw as well as the report, 
which will be released at the end of the month. So, we wanted to invite them in today, to sort of 
host a bit of a panel discussion to delve into some of these mindset shifts in more depth. So, I’m 
pleased to introduce Nadine Gan, Nicole Angus and Lucas Antines from UAL, London. 
And that idea of cynicism is something I wanted to ask you about, because it came up a lot in our 
workshop. We kind of put this idea that today’s teens are more existential than ever before, so 
they’re kind of more serious, than ever before. But then they’re also highly cynical. So how do those 
two things interact with one another? So why do you think this, how do they balance themselves out? 

Me: I don’t think we know how to balance them, we’re just embracing the fact that we’re really 
anxious and cynical, it’s essential at the same time. I think that’s why there’s a big part of our 
generation, because we really deal with it. But yeah, it’s all about social media because everything 
comes at us really quickly and there’s only so much you can do to like cope with it. 

APPENDIX G : Panel Discussion: Youth Futures Report 2019 
(Excerpts)

With Holly Friend (Host), Lucas Antiner and Nicole Angus
17th of October at 17:00, The Future Laboratory HQ

SUMMARY : • Gen Z may be perceived as narcissistic or called as the ‘Gen-
Me’ generation but it could be an exterior facade in disguising 
the insecurities we are struggling with

• Memes could serve as an online diary-like medium for Gen Zs, 
where we confess our deepest struggles to the online world

• Comedy from brands would be positively received by Gen Zs

• Gen Zs negative outlook on themselves are expressed and 
identified through humouristic and satirical memes



83

Lucas Antines: I think the cynical aspect comes from having so much information. So, once you 
find out that pretty much everything that you’re kind of taught is either wrong or there’s flaws 
within everything. So, the government doesn’t care about you, universities don’t, Art is fake, 
fashion industry is corrupt. It’s just everything seems negative. So there’s just, in an age where 
everything’s negative, what do you do? It automatically creates distrust upon society and then that’s 
where the cynicism comes in, because it’s just, forget everyone else, let me focus on me and we are 
kind of a narcissistic generation in that sense as well. But, not really because we’ve moved on from 
the image of the ‘self’ and more on the internal struggles. But yeah, so this is always kind of like 
the dark humor that we use to cope with everything. Even memes, in a really humoristic way, it really 
exposes the truth of our generation. 

HF: Do you think we’re going to see a kind of revolution in comedy as generations that age? Because 
this comedic personality is something we kind of see more and more, like their super self-awareness, 
hyper awareness, with the VSCO girls and even Tabby Gunderson. So do you think comedy will be 
something that brands really need to consider when creating campaigns, creating products, creating 
services when they talk to your generation? 

Nicole Angus: Yeah, because that’s how we communicate. We communicate by sending each other really 
simple and funny posts. It could be fun if brands could do that. What was that new balance company, 
the one about worn by dads on Mario, worn by models in London. So, it’s bringing in humor.

Me: I hope it evolves, there’s really nothing positive to look forward to, right now because like you 
said, everything is negative stress. So, that’s how we stay positive, in a negative world. 
Nicole Angus: It’s true though, especially with school and uni. I guess it is our version of 
escapism.
 
LA: Yeah, it’s your humouristic approach, and your cry to yourself and it’s these memes about trying 
to work while study while going to the gym, keeping a healthy lifestyle and its just a person just 
crawling up in circle, saying “I want to die”, part of the fact is that we did not know what we’re 
doing, so that is our coping mechanism.

Appendix G
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APPENDIX H : Online Survey

24th of October, via SurveyMonkey

SUMMARY : • Memes created in the early 2000s are still remembered

• 100% effectivity of instigating emotions was proven in question 
6

• Gucci’s Meme Ad Campaign appealed to 0% of my audience

• This image/meme-based survey proves that there are successful 
(and non-successful) cases where memes were applied onto 
fashion imagery or brands- most of which with the least 
branding and user-generated

• An undertone of self-depracation can be found in the memes that 
were favoured most

• Most of myy audience shared a meme within the last 24 hours
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1.

Fig. 98 - 99. Survey Results (2019)
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1. 2.

4.3.

2.

Fig. 102. TOO BLESSED 2 BE STRESSED MEME (2019) Fig. 103. Annoyed Chihuahua Meme (2019)

Fig. 104. Smiling Through The Pain Meme (2019)

Fig. 105. Kris Jenner Meme (2019)

Fig. 100 - 101. Survey Results (2019)



87Appendix H

1. 2.

4.3.

6.

5.

7.

3.

Fig. 108. 9Gag Face Meme (2019) Fig. 109. Ah Yes Meme (2019)

Fig. 110. Ain’t Nobody Got Time For That Meme 
(2019)

Fig. 111. Thinking DInosaur Meme (2019)

Fig. 112. Club Penguin Meme (2019)

Fig. 113. And I Oop Meme (2019)

Fig. 114. Avengers with Acrylic Meme (2019)

Fig. 106 - 107. Survey Results (2019)
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1. 2.

4.3. 6.

5. 6.

4.

Fig. 117. Sad Cat Meme (2018) Fig. 118. Jay Z Lion King Meme (2019)

Fig. 119. Ight Imma Head Out Tweet (2019)
Fig. 120. Dying Bee Meme (2019)

Fig. 121. Word Document Parkour Meme (2018)
Fig. 122. Bilingual Chihuahua Meme (2019)

Fig. 116 - 117. Survey Results (2019)
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1.

2.

5.

Fig. 125. Starting the new year like (2018)

Fig. 126. The energy I want to take into 2019 (2018)

Fig. 123 - 124. Survey Results (2019)
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1. 2.

4.
3.

5.

6.

Fig. 129. Me irl (2018)

Fig. 130. No Pinyata Meme (2018)

Fig. 131. Houston Meme (2018)

Fig. 132. Adidas Campaign Meme (2018)

Fig. 133. White Privilege Meme (2018)Fig. 127 - 128. Survey Results (2019)
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1. 2.

4.

3.

7.

Fig. 136. TFWGucci (2017)

Fig. 137. Chihuahua Meme (2018)

Fig. 138. Global Brand Campaign (2019)

Fig. 139. Coffee On The Brain? (2019)

Fig. 134 - 135. Survey Results (2019)
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1.

2.

8.

Fig. 141. SS18 Campaign (2018)

Fig. 142. Balenciaga Meme Campaign (2019)

Fig. 140. Survey Results (2019)
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1.

2.

9.

Fig. 144. Lady Gaga Red Carpet Look (2019)

Fig. 145. Lady Gaga Meme (2019)

Fig. 143. Survey Results (2019)
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10.

Fig. 146. Survey Results (2019)
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Fig. 147. Survey Results (2019)
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Fig. 148. Survey Results (2019)
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APPENDIX I : Interview with Safeen James

A Gen Z Meme Fan
25th of October, via Instagram DM

SUMMARY : • Memes are seen to be highlighting the moments in life that we thought 
were mundane or only relatable to ourselves and from that a feeling of 
communal relatability/unity is formed

• Meme consumption takes place during down time for Gen Zs. Their 
offline mode is online meme surfing

• Staying up to date with your online friend’s lives are no longer Gen 
Zs purpose on staying online, it’s mainly for entertainment

• “There can never be enough memes... I will need memes for as long as i 
keep experiencing in life.”

• Authenticity, laid back aesthetic and humour in a campaign would 
appeal to a Gen Z consumer as it gives a sense of relatability, 
similar to memes

• When purchasing a product, Gen Zs take into consideration the brand’s 
image, aesthetic, reviews and online presence
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Meme GIF sent:

Fig. 150 - 151

Fig. 151. How To Get Away With Murder (2018)

Fig. 149 - 150. Instagram Interview (2019)
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Fig. 152 - 154. Instagram Interview (2019)
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Fig. 155 - 157. Instagram Interview (2019)
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Fig. 158 - 160. Instagram Interview (2019)
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Photo sent: Meme reference:

Fig. 164. Selfie (2019)

Fig. 165. Puckered Lips Meme
(2019)

Fig. 161 - 163. Instagram Interview (2019)



103

Daniel Felstead/Interviewee: Memes are like a condensation of our current social, cultural and 
political situation. They put into question of ownership, who owns a meme? The idea of ownership of 
a meme is just ridiculous in itself. I remember a friend of mine was posting memes on his Instagram, 
that he was collecting from the people and someone commented and asked “why are you using other 
people’s memes?”. Well, that argument just doesn’t really make sense. I think questions like that 
are really interesting. It does open up the possibility of producing things without the sense of 
ownership or maybe collective ownership. By creating a meme or responding to one, you have a certain 
ownership of it but its not an individual, yet its among those people who is circulating around, 
recognise it and respond to it, in some way. It’s a proposition on how cultural production will occur 
potentially in the future, in a positive way, where there isn’t a sense of individual ownership at 
all. Then, in a certain way the meme itself has its own autonomy in a way, it generates a kind of 
life of its own.

Me/Interviewer: It’s never the final version, is it?

DF: No and it sort of mutates in a very particular way and the sort of power in that is then embedded 
in the meme itself. The self-generative power of the meme is determined by its ability to generate 
new versions which is not to do in an individual.  Then, the other thing that is interesting is 
that memes kind of make sense under the logics of the platforms, in the sense of it going through 
different social media platforms but [memes] is a kind of platform for itself. It operates as a 
platform for further versions of itself. So you have an image and a type and the message has some 
generic element to it but there’s opportunity to add a specific individual element to it but it’s 
collectively understood and recognized. So on one level it is dependent on the platform or on a sort 
of infrastructure, in order for it to circulate or go viral but then it also mimics and structures 
itself - which is why in a way it refers to the politics of our time at the moment. I’d argue that 
the platform is the institution of our time. Historically we may have something like the state 
or government and then you have the market and I think the platform is the third institution or 
structure. So I think the meme is of the platform type, it moulds itself in that way. Which you know 
you think of something like a product. A product moulds itself on the logic of the market. It can 
circulate and be purchased, which gives a sense of ownership but a meme doesn’t work like that. To 
think who owns or created the famous memes - not only do you not know but you don’t care, no one 
cares. Then the other thing is its relationship between content and form, its ability to extract 
itself from the specific content and just be used in a very informal way - in a way that is useful 
to whoever’s playing around with it or using it. I think memes are really important, they are the 
technology of our time. Another thing that you could think about is that does a meme attach itself to 
something that already exists?

Me: Like a parasite.

DF:  Yeah because the thing is there is a part in the literature on memes where it mentions it has 
a parasite-kind of dynamic. In a way, memes provide components or functions to be used in a certain 

APPENDIX J : Interview with Daniel Felstead (Excerpts)
Course Leader, MA Fashion Media Practice & Criticism

29th of October at 13:00, LCF Lime Grove
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way, by whoever - like any kind of social media, it provides a means by which you can communicate 
with each other, In the most convenient way and very quickly it gets embedded on how you communicate, 
then you get dependent on platforms or platforms like that. I mean, Instagram could disappear in 
the future but to get rid of the principles of communicating via online, completely would be really 
difficult.

Me: Do you think memes would phase out in the future?

DF: Yeah, maybe they would but the reason why they’re so popular and powerful now is because they 
do speak of and to the times that we’re living in. They articulate that in a very refined way in a 
very sophisticated way, in terms of what the components are - while at the same time it looks really 
low quality and clumsy. It bypasses a lot of the higher aesthetic judgements, it just makes all of 
that pointless and irrelevant. It completely derails a lot of the assumed positions of power. Like 
in a communication strategy, you would need really well produced imagery and content but a meme just 
doesn’t care about that. It can be the crappiest video in the world and if people like it, it gets 
circulated.

Me: That’s what I think would be interesting. Fashion, in general, has a very polished look but memes 
don’t have that. They’re very raw and authentic. So I wanted to bridge these two worlds because 
fashion needs the kind of virality that memes generate and live on.

DF: I think there’s a sort of tension that occur when those two meet. I think with the idea of going 
viral, there is a releasing of control for that to take place - which the idea of ownership is then 
irrelevant. But when you’re in a fashion company, you’re trying to control that. The power of a 
meme operates very differently to how a fashion communication strategy works or at least how it is 
intended to work. When someone takes a brand’s advertisement and does something to it, like put some 
texts over it or just ruin it and have that version go viral, the brand would go mental! Because they 
would have paid thousands for the advertisement itself. It could potentially mess up everything that 
the content or message is based on or why the content is intended to go viral in the first place.

DF: There could even be something about wellness and memes. Is there any benefit in the sense of 
giving up individual ownership and feeling like a part of something? You’re an individual and if you 
have problems you have to solve it yourself, your problems are individually owned. If you take a meme 
in relation to an object, obviously that individual image would belong to whoever created it but 
when you see it, you feel a sense of connection despite the fact that you don’t own it, like you are 
a part of it in someway instead. The idea would be the image being the problem that you essentially 
need to sort out yourself but by you sharing it in a meme form, it becomes communal. It shifts the 
burden off of you individually and makes it collective instead. 

Appendix J
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1. From your research for the recent Youth Macro Trend Report, Paradox Personas - What would you say 
are the negative traits of Gen Z? And why do you think that?
 
That’s difficult, as I’m used to discussing the positive traits of Gen Z. But I would say perhaps 
self-entitlement? As this generation has grown up being told they can do whatever they want, and can 
achieve anything they want, it can make them quite entitled. I think being anxious is also a negative 
trait, as it can mean they avoid situations that make them nervous, or take them out of their comfort 
zone.  
 
2. What do you think is the biggest difference between Gen Zs and Millenials?
 
While Millennials were quite lazy in their entitlement, expecting everything to come to them, I 
think Gen Z are more proactive and ambitious in their approach to life. If they are frustrated about 
something, they change it – rather than indulge in it or complain about it online.
 
3. From your foresights on Gen Z, do you think Gen Zs would still have a strong relationship with 
memes in the future or will they ‘grow out of it’? And why?
 
I think Gen Z will maintain their relationship with memes in the future. I don’t think they are 
attracted to them because of their age, instead it’s because they have grown up with them and learnt 
to communicate with them as part of their vocabulary. Memes aren’t childish, they are an effective 
communication tool for digital natives who want to express themselves in new ways. Having a comedic, 
cynical approach to life is healthier than being pessimistic or downtrodden, so I’m sure this will 
continue as they grow older.
 
4. What meme would best describe you? Do you have a favourite meme?
 
I don’t think I know enough memes to find one that describes me! The only one that comes to mind is 
this gem, which I think about *a lot* https://img.buzzfeed.com/buzzfeed-static/static/2016-12/9/6/
asset/buzzfeed-prod-fastlane02/sub-buzz-18568-1481283724-1.png?resize=990:837?output-
quality=auto&output-format=auto&downsize=360:*
 
5. Do you have go-to meme accounts? If yes, what are they?
 
I actually don’t! I usually see them via Explore or other people’s feeds. Please recommend some to 
me!
 
6. What kind(s) of meme do you find funny?
 
Anything that includes an awful stock image, e.g. the infamous guy with girlfriend looking at another 
woman…. I also do love screenshots from Tweets or Reddit posts. I saw a good Halloween one recently: 

APPENDIX K : Interview with Holly Friend
Foresight Writer at The Future Laboratory

1st of November, via e-mail
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https://i.kym-cdn.com/photos/images/facebook/001/484/846/e63.jpeg
 
7. How do you see memes evolving in the future? Or would it die out?
 
I think memes will evolve as our platforms do, so as people stop using Twitter and start using 
TikTok, or completely new platforms, the memes will become part of these new formats.
 
8. Have you seen any fashion/non-fashion brands using memes for their communication method/ad 
campaign? What do you think about that? Did any of them appeal to you?
 
I liked the idea of Gucci’s meme campaign last year. It was awkwardly executed, but the fact it came 
from a traditional luxury brand like Gucci is super interesting, as it shows a real departure from 
the old visual cues and advertising campaigns of haughty luxury brands.
 
I also read this article today, which is an interesting look at how the Conservative party are 
attempting to use memes, but struggling to grasp a clear message: https://theoutline.com/post/8158/
tories-bad-memes?utm_source=NL&zr=za7cq7ip&zd=2&zi=qk22bfzc
 
 
9. Have you ever been influenced to make a purchase from a campaign?
 
Probably, yes. But none in particular that I can remember. Because of my work I find it hard to 
differentiate ad campaigns from other forms of media. Everything is now a campaign.
 
10. Have you ever purchased anything due to a meme?
 
Again, I’m not sure. I think successful meme campaigns just subconsciously influence us to believe 
the brand is ‘cool’ or relevant.
 
11. What is your Fashion Utopia? How would you describe a fashion industry you would deem a ‘perfect’ 
or ‘positive’ one?
 
I have no idea! But I’d like to say a sustainable one, and one that treats people fairly and 
humanely.

Appendix K



107

APPENDIX L : Case Study: Kylie Jenner’s “Rise and Shine” 

Appendix L

WHAT : On the 10th of October, Kylie Jenner uploaded a video on 
her Youtube account “Official Kylie Jenner Office Tour” 
which had her coming into Stormi, her daughter’s room and 
sang out the phrase “Rise and Shine.”

HOW : Kylie’s out-of-the-blue melody moment then broke the 
internet. People, started making remixes/ringtones of her 
singing, tweeting jokes about it and made memes out of 
it. Kylie retweeted some of the memes/reactions.

Fig. 166. Official Kylie Jenner Office Tour 
(2019)

Fig. 167. Kylie Jenner Singing (2019)

Fig. 168. Rise and Shine Search Results (2019) Fig. 169. Rise and Shine Tweet (2019)

Fig. 170. Rise and Shine Tweet (2019)
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IMPACT : • Reenactments of Rise and Shine videos smashed TikToks 
record by breaking through the billion view barrier 
within the first two days

• Over 2.5 million Instagram posts used the 
#RiseAndShine hashtag, and the #RiseAndShineChallenge 
trended on Twitter in less than a week

• Celebrities further celebrated the phrase/melody by 
retweeting memes, singing and using the phrase online 
- including Miley Cyrus, Mindy Kaling, Ariana Grande 
and Stormi Webster (danced to a remix version on 
Kylie’s Instagram Story)

Fig. 171. RiSe AnD sHiNe (2019) Fig. 172. Rise And Shine Meme Tweet (2019) Fig. 173. Rise And Shine Meme 
(2019)
Fig. 174. daddy’s girl (2019)

Fig. 175. New Alarm Clock 
(2019)
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RESULT : • Kylie posted a meme of herself as a Sun and briefly 
updated her Instagram bio in reference to the phrase

• The Kylie Shop quickly released two hoodies designed 
with Rise and Shine phrases, which quickly sold out

• Kylie Cosmetics released four new eye shadow palettes 
with a newsletter having Rise and Shine as the subject 
line

• Within the first week, Kylie filed for multiple 
trademark applications over the phrase ‘Rise and 
Shine’ and ‘Rise and Shiiiine’

Fig. 176. No caption needed (2019)

Fig. 177. Rise And Shine Hoodie (2019)

Fig. 177. Newsletter (2019)



110

APPENDIX M : Case Study: OnePlus #NeverSettle Film

WHAT : For the launch of OnePlus 6, the company allowed their 
audience to interact and participate with the making of 
the campaign ‘The Never Settle Film’. This concept goes 
hand-in-hand their belief in creating their products 
accordingly to the suggestions of their market. 6 
versions/iterations of the campaign were released. The 
final version was released during the launch event.

Fig. 181. Never Settle Film Version 1 (2019)

Fig. 179. Never Settle Film Version 1 (2019)

Fig. 180. Never Settle Film Version 1 (2019) Fig. 182. Never Settle Film Version 1 (2019)
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HOW : The first version served as a canvas for their audience 
to imagine further ideas which were shared to their 
social media via a hashtag #NeverSettleFilm. The people 
whose suggestions that were brought to life were credited 
at the end of each versions, as Directors

IMPACT : • The videos received over 53 million views and 20,000 
comments

• Increased brand awareness by 121%

• 1 million OnePlus 6 were sold within the first month

• Most successful devide launch in OnePlus history

Fig. 183. The Making of Never Settle Film (2018) Fig. 184. Never Settle Film Tweet (2018)

Fig. 185. Never Settle Film Screening (2018)
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SUMMARY : Though the campaign is not meme-derived, it adopts the generative nature 
of memes. As mentioned by Daniel Felstead in Appendix J, memes serve 
as a platform for further versions created by the people. This campaign 
acted in the same manner and achieved great success. Giving space for the 
consumers/audience to take part in creating the advertisement gives a 
connection with the brand that traditional campaigns do not have. 

This case study is a great example of where a company could let go of 
a level of control by hearing the voice of their audience and letting 
them take charge, to a certain level. The consumers were not concerned 
of their ideas being ‘stolen’ as they were credited. However, everyone 
anticipated for the interesting and humorous ideas that were posed online 
as opposed to concentrating on whose ideas they were. This also indicates 
that collective ownership could win over individual ownership
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APPENDIX N : Case Study: Demna Gvasalia’s Meme-able 
Balenciaga 

WHAT : Ever since designer Demna Gvasalia took over Balenciaga 
as Creative Director, he’s brought in the level of meme-
baiting designs that he had in Vetements. The known 
examples for this are their multi-layered coat inspired 
by Joey Tribbiani from Friends, Double Shirt, IKEA-
inspired bag, as well as the brand’s candid-paparazzi 
styled Spring 2018 ad campaign.

Fig. 186. Paparazzi Ad Campaign (2018) Fig. 187. Multi-Layered Coat (2018) Fig. 188. T-Shirt Shirt (2018)

Fig. 189. KANYENCIAGA (2018) Fig. 190. JOEY (2018) Fig. 191. BALENCIEBER (2018)
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HOW : Balenciaga’s garments and campaigns became an internet 
phenomenon and were made into memes. Gvasalia understood 
the power of memes and how to make use of it’s virality. 
The brand did not create memes per se but it became a 
canvas for it and almost became a parody of itself. 

Though it is still to be questioned if Balenciaga and 
Gvasalia intended their products to be ridiculed. When 
asked about his IKEA-inspired bag and the memes that 
came with them, Gvasalia explained that the idea behind 
the bag was ”an ironic gesture in part, taking something 
really cheap and moving it into the luxury realm. But 
it’s authentic too, and that’s why it’s been all over the 
internet by now. People can relate.”

This relatability factor can be argued as the key factor 
behind the hype that is pushing Balenciaga as a key 
influencer to other brands, who have created cheaper 
iterations of Balenciaga’s products (such as ASOS, TopShop 
and Pretty Little Thing)

The hype over the humour in their garments also inspired a 
parody brand Vetememes, to produce Balenciaga’s own parody 
line, Boolenciaga. When asked about this brand and if 
he would sue the brand, Gvasalia stated “[I] will not be 
filing any lawsuits... [I] hope that he has enjoyed making 
his project as much as we do making our clothes.”

“When you fly with RyanAir”

“Demna Gvasalia, in particular, knows 
the power of a viral garment and has 
understood the power of fashion as 
meme since day one.”

- Dazed

Fig. 192. CUANDO VUELAS CON RYANAIR
(2018)

Fig. 193. Double Shirt (2018)

Fig. 194. Who wore it better? (2017)
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IMPACT : • According to Kering’s CEO, Balenciaga to be the next 
Kering-brand to top the €1 billion revenue

• Balenciaga’s website visits leaped from 750K monthly 
views to over 2 million between 2015 and 2018, ever 
since Demna Gvasalia acted as Creative Director

• Balenciaga’s online exposure heightened beyond memes and 
it’s own ‘Twitter Moment’, the multi-layered coat itself 
received media coverage from Elle, GQ, Dazed, Time, 
Harper’s Bazaar, Esquire and Guardian

• The amount of contents with the hashtag #balenciaga on 
Instagram skyrocketed. In 2017, within 8 months, posts 
with #balenciaga leaped from 3000 to 14,000 

• With the help of famous influencers and celebrities 
wearing Balenciaga on Instagram, including Kylie Jenner 
and Kim Kardashian, Balenciaga’s media value went over 
USD 1 million from the regular weekly posts.

• Balenciaga succeeded in reaching out to the younger 
generation, with 65% of their buyers being in the 
Millenial generation.

Fig. 195. My next flex (2018)
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APPENDIX O : Case Study: #TFWGucci Ad Campaign

WHAT : That Feeling When Gucci is an ad campaign in 
collaboration with meme makers including 
@williamcult and @beigecardigans. Alessandro Michele 
curated a group of meme makers/artists to interpret and 
put the Le Marché des Merveilles collection of watches 
into a meme context

AMANDA CHARCHIAN 
@amanda_charchian

Fig. 196. TFWGucci (2017) Fig. 197. TFWGucci (2017) Fig. 198. TFWGucci (2017)
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HOW : The meme creators were given the freedom to interpret 
the products into memes. The campaign then were spread 
across the internet. The aim of this campaign was to 
“reach new eyes and find new purposes”, As how memes 
should function: constantly evolving.

IMPACT : The brand received negative feedback on social media for 
attempting to stay current, a little too hard. People saw 
through the gimmick and understood that it was very off-
brand of Gucci. The meme campaign failed to function as 
memes as there were no iterations made by online users 
and it failed to attract the younger audience, including 
the people I’ve interviewed myself (see Appendix C.2, I 
& K). 

“Cringe-worthy, awkward and, to be honest, a 
lot less fun."

-Fashionista

Fig. 199. TFWGucci (2017) Fig. 200. TFWGucci (2017) Fig. 201. TFWGucci (2017)
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: Visual Analysis: Jacquemus’ The Mini Le 
Chiquito

Early this year Jacquemus released an even smaller version to his Micro Le Chiquito 
bag that came out last year. Due to it’s size, the Mini Le Chiquito bag became a meme 
material. In the figures above, the images of the bag itself does not necesarrily 
have a comical intention. It is simply a catwalk photograph, yet it still became a 
viral joke. The brand did not have to go the extra length to get this level of online 
exposure. The internet and its users managed to appropriate the bag into countless 
versions of memes. As seen in Figure 202, the bag was edited into another image - to 
give the reference that it is literally microscopic. In Figure 203, the bag is not 
to be seen as people have gained awareness of the virality and understood that the 
bag is the subject of the joke. This could be seen as a level of success whereas the 
product or the brand does not need to be present or invest in advertisement for brand 
awareness and media exposure.

APPENDIX P

Fig. 202. Jacquemus Fashion Show (2019)

Fig. 203. American Girl Doll (2019) Fig. 204. Jacquemus Bag Tweet Meme (2019)

Fig. 205. Jacquemus Bag Tweet Meme (2019)

Fig. 206. Emotional Baggage (2019)
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THINK & FEEL

Dream: To have disposable income for doing what 

she loves as a career

Ambition: Constant self-improvement, always 

learning new skills 

Change: Society's standard/norm in success for 

women (Getting married to a successful man)

Motivation: Her peers, the city she's currently 

studying in

: Audience Empathy MapAPPENDIX Q

Think & Feel

1. Dream: To have disposable income for doing what 
she loves as a career
2. Ambition: Constant self-improvement, always 
learning new skills 
3. Change(s) to Make: Society's standard/norm in 
success for women (Getting married to a successful 
man)
4. Motivation: Her peers, the city 
she's currently studying in
5. Success: When she gets to
influence/empower her friends and 
people she doesn't know as well
6. Frustration: People in the 
industry who gets away for 
mistreating women
7. Fear: Not living up to her 
potential

Hear

1. Influence: Herself, friends and online friends
2. Social Medias: Instagram, Twitter, Snapchat & 
TikTok
3. Source of Knowledge: University classes, Youtube, 
sign-up workshops, online tutorials, Google
4. Authority Figures are telling them to fix the 
world (Sustainability, global warming & economy 
crisis)
5. Influencers are convincing them to go vegan,           
shop ethically and also dump/not date abusive   
   misogynistic men
   6. Socializing Habits: Memes,  
   social media and IRL hang outs at  
   home, pubs, cafes & exhibitions

SAY & DO

1. Attitude: Confident, low-key 
insecure, talkative & upbeat
2. Appearance: Depop meets Kawaii, 
DIY accessories, clashing prints 
3. Conversations with Peers: Celebrity scandals, 
meme trends, women-friendly porn, anxiety struggles
4. Spare time: Netflix, meme-surfing, online 
tutorials
5. A Day in The Life: Skips breakfast - gets ready 
for Uni - attends class - one hour library session 
- runs errands - goes home - conference call with 
peers discussing University project - watch Netflix/
online tutorials - swipe through Hinge - check 
Instagram one last time - Sleep

    SEE

     

1. Environment: University, Student Accommodation
2. Friends: Class mates, flat mates, online friends, 
friends at home country
3. Work/Study: Studying Bachelors on Photography, 
part-time interning for a Photographer

Vicki
21 years old

Japanese/American

Sagittarius 

Japanese mother, American father

2 older siblings

Based in the UK but is from Japan

Internship: Expenses paid 
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: Youth Futures Report 2019APPENDIX R
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