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Abstract

Internet memes are currently in an emerging field. Many brands have tried to use
Internet memes for brand promotion to enhance the public's image of the brand, and
have received a wide response. However, there are no relevant documents and cases
of Internet memes affecting brand trust, and people's brand relationship is still in a
state of incomplete clarification. Therefore, the main purpose of this study is to
explore whether brands can increase brand trust through Internet memes on the basis
of brand image, so as to understand consumers' psychological cognitive behavioral
responses to Internet memes, brand image and brand trust. This study adopts the
questionnaire method, plans to distribute 600 formal questionnaires and 30 pretest
questionnaires, and uses the linear structural equation to examine the relationship
between network memes, brand trust and brand image. The expected result of this
study is that online memes will influence brand trust through brand impression. The
main contribution of this study is to explore the relationship between brand image and

brand trust by using external environmental factors such as online memes.

Keywords: Internet memes, brand trust, brand image
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