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DIGITAL 
COLLAGES

Images generated with the program Processing. Using images collected from the 
web related to the theme, with random numbers to define the position where the 
image will go when generated the code, such as the links of the projects creating 
these “digital collages”. 
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PROJECTS

Layout generated with the program Processing. Using images collected from the 
web which represents the project related to the theme. Using random numbers to 
define the position where the image and text will go when generated the code. 
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DATE :
Hit Never Gonna 
Give You Up 
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Bert evil 



3332

All Your Base 
Belong to Us

DATE :
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DATE :Little Fatty
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LOLCATs 

DATE : 2007
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DATE : 2007

I can has 
Cheezburguer? 

most popular LOLCat site to this day
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themannowdog.com  

Max Goldberg’s original website, “yourethemannowdog.com”, 
which he registered along with “dustindiamond.com” after 
seeing a trailer for the movie Finding Forrester in which Sean 
Connery says the line “You’re the man now, dog!”.

DATE : 2007

http://themannowdog.com  
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The first of these stereotypical stock characters created with 
simple drawing softwares, short comics form. 

DATE : 2008

FFFFUUUU 
Rage Guy 
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Forever
Alone Guy
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Grumpy cat
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CONTEXTUA-
LIZATION 

Part consisting of a set of citations and excerpts collected in a previous search. 
To provide a solid contextualization of the theme presented.
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Memes were important before they were ubiquitous 
because they represent a practice of vernacular creativity,  
a blending of folk practices (such as storytelling) with 
contemporary media savvy and skill.

In this way, they act Internet Memes like a funhouse mirror for culture 
and society, reflecting and refracting the anxieties and preoccupations 
of a variety of social groups across a series of national contexts. 
Memes have always been a method of circulating ideas and influencing 
discourse; they just do so now on a grander, more rapid scale than they 
did in the late 1990s and early 2000s. (…)

Ostensibly, they are trivial pieces of pop culture; 
yet, a deeper look reveals that they play an integral part 
in some of the defining events of the twenty-first century.

In 1976, evolutionary biologist Richard Dawkins published The Selfish Gene. 
In it, he made the case for a new unit, a ‘cultural replicator’ that spread ideas 
and behaviors in an infectious, gene-like fashion among individuals and 
populations alike. He called this unit the ‘meme’, short for ‘mimema’, 
an ancient Greek word meaning ‘that which is imitated’ or ‘imitated thing’. 
The concept of the meme is based upon the principle of Universal 
Darwinism, which argues that any information that is varied and selected 
will produce design, whether that is biological or cultural. That is to say, 
Dawkins believed that information – whether in the form of a gene or 
a song – is interested in one thing, which is to be spread far and wide. 
(…) While controversial, this position still has certain proponents; in 2014, 
TechCrunch journalist Josh Constine explained the results of a Facebook 
social influence study with the headline ‘Facebook Data Scientists Prove 
Memes Mutate and Adapt Like DNA’, stating that ‘memes adapt to their 
surroundings in order to survive, just like organisms’ (Constine, 2014).

(Miltner, 2015)

However, Shifman (2013a, p. 367) contends that the issue of human 
agency is central to understanding internet memes, defining them 
as units of popular culture that are circulated, imitated, and transformed 
by individual Internet users, creating a shared cultural experience in 
the process. 

Similarly, Henry Jenkins, Sam Ford, and Joshua Green (2013) assert that 
internet memes, which they describe as ‘spreadable media’, are successful 
because they allow different audiences to make their own meanings from 
the same media artifact; the specific element within each internet meme 
that strikes a chord will differ from person to person. Internet memes are 
texts, and like any other text, different readers will interpret them and put 
them to use in varying ways. (...)

The media objects that come under the aegis of the term 
‘internet meme’ are far from uniform, but they do tend to fall 
into specific categories.

There are dozens of genres of internet memes that have their own rules, 
structures, stylistic features, themes, topics, and intended audiences 
(Shifman, 2013). Some of the most recognizable meme genres include 
flash mobs, recut trailers, rage comics, lip dubs, image macros, and 
exploitables. (...) 

The content of internet memes refers to the ‘ideas and the 
ideologies’ that are expressed in the meme.

The form involves the ‘physical incarnation’ of the meme; this includes 
the format (a video, a picture) and the ‘genre-related patterns’ of the format 
(such as font and text position, or whether the video is a lip dub or fake 
movie trailer). (...) 

(Miltner, 2015)
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In order for a piece of content to become memetic, 
users need to modify at least one of these dimensions. 

This is the key difference between ‘memetic’ content and ‘viral’ content;
if a piece of content is passed along intact and unaltered, it is considered 
to be viral. If a piece is altered or changed as it is passed along, it is 
considered to be a meme (Shifman, 2013b). (...)
Many of the first internet memes took the form of ‘single-serving sites’ 
(Kottke, 2008), websites consisting of a single page with a domain name 
that matched the content of the site. One of the earliest and most popular 
single-serving sites was The Hampster Dance, a website featuring a series 
of animated hamsters rotating to a sped-up version of ‘Whistle Stop’ from 
Disney’s animated version of Robin Hood. (...)

Early memes that emerged from these collectives often 
reflected the tacit knowledge and technical skill required 
to appreciate their full meaning, making them inscrutable 
for outsiders. 

They also reflected a specific positionality; many memes emerging from 
what Whitney Phillips (2012) calls the ‘meme/troll space’ of 4chan and 
Reddit had decidedly misogynist and racist overtones (Milner, 2013). 
When memes like LOLcats moved from the subcultural to the mainstream, 
it was because their textual flexibility allowed them to be taken up and 
imbued with new meaning by different groups (Milner, 2014). 

Early memes in other areas of the world also reflected the 
cultural specificities of the contexts they came from. 

 

(Miltner, 2015)

Animal-based memes in particular were genres that popularized the 
practice of meme generation and circulation. Early animal memes not only 
reflected regional humor, but cultural and political interpretations of certain 
animals that represented a specific national context. (...)

As several meme scholars have noted (...) humor is a key component 
of many memes, and a large part of what helps them gain traction among 
online audiences.

However, the humorous nature of memes also makes them 
an ideal venue for political critique and commentary. 

From the days of the court jester through to the political cartoon, humor 
has been a method for skewering both people and institutions in the 
highest echelons of power. (...)

As the many examples of political and activist memes illustrate, memes 
can be an efficient, high-impact method of spreading a message or idea, 
and they also have the potential to dominate popular culture during their  
time in the limelight. (...)

Most successful memes are not created for the purpose of 
making money. Most memes are created for fun, to connect 
with a friend, or to express some kind of personally 
relevant statement, opinion, or joke.

(Miltner, 2015)
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The first person to create a sustainable business model based on memes 
was Ben Huh, an entrepreneur who purchased LOLcat blog I Can Has 
Cheezburger (ICHC) in 2007. (...) 

Huh used the advertising profits from ICHC to acquire a collection of 
meme-related websites, including FAIL, The Daily What, Memebase, 
and meme encyclopedia Know Your Meme. Huh consolidated the websites 
under the aegis of Cheezburger, a corporation that received US$30 million 
in venture funding, made $4 million in yearly revenue, and employed
75 people at its peak (Erlich, 2011). Cheezburger has published five books 
– two of which are New York Times Bestsellers – and was the subject of 
LOLwork, a short-lived reality TV show on the Bravo network (Chard, 2010; 
Watercutter, 2012). (...) 

By 2012, the commodification of memes combined 
with other shifts in the digital media ecosystem incited 
a series of dire proclamations and death knells for memes.

(...) Rage Comics, Rickrolling and their ilk have fallen so out of favor 
that they have been given the meta-memetic label ‘dank memes’. 
As Don Caldwell (2015) of Know Your Meme explains it, 

dank meme is ‘an ironic expression used t
o mock online viral media and injokes that have exhausted 
their comedic value to the point of being trite or cliché ’. 

As digital scholar Whitney Phillips pointed out in 2012, ‘the meme/troll 
space of 2012 is very different from the meme/troll space of 2008. 
The question of whether or not that’s a good thing is irrelevant – we are 
where we are, deal with it’ (Phillips, 2012). 

(...) For despite four years’ worth of earnest declarations that memes are 
dead, the sheer volume of memes that permeate our media ecosystem 
illustrate that they are very much alive; or rather, as Milner (2016,p. 5) 
asserts, memetic participation is very much alive:

Memetic media didn’t start with 4chan, just as they didn’t 
end with the final ROFLCon. Memetic practices persist, 
even if the specific resonant texts shift over time. 

If we’re tired of stock character macros in 2015, it doesn’t mean 
that ‘memes are dead’; it indicates that those memes don’t hold the 
specific cultural capital they did in 2010, or even that they hold cultural 
capital for people other than us. 

As Milner, Highfield, Shifman, and others argued in an 
October 2015 series on Culture Digitally, much of our media 
engagement is governed by memetic logics, whether that 
is the platform vernacular of Twitter (Highfield, 2016); 

new modes of fundraising, like the Ice Bucket Challenge (Silvestri, 2015); 
and new forms of social mobilization in the form of #BlackLivesMatter.
At the time of writing, as the American Presidential election of 2016 
reaches fever pitch, so do the memetic texts generated about 
(and perhaps by the campaigns of) Hillary Clinton, Bernie Sanders,
 Donald Trump, and Ted Cruz. Whether we are watching Bad Lip Readings 
of the Republican debates or trying to #MakeDonaldDrumpfAgain at the 
exhortation of media critic and late-night host John Oliver, user-driven 
imitation, remixing, bricolage, and circulation are at the core of our media 
engagement. Furthermore, these behaviors and logics will continue to 
evolve and expand long after the election – or whatever media event 
is next – has ended. As Milner (2016, p. 15) reminds us, ‘whether or not 
the subculture has lost its edge, memetic logics are as pervasive as ever.’

(Miltner, 2015)



5756

(...) The story of memes is crucial to the understanding of digital culture, 
and not only as a characteristic of an Internet subculture, but as a cultural 
artefact that is gaining new meaning and function as it is breaking more 
and more into the mainstream. (...)

With the emergence of the Internet, the term ‘meme’ was also applied 
to content that spread from user to user online. The first “academically 
rigorous” definition for this particular variation was proposed
by Patrick Davison in 2009 in his essay The Language of Internet Memes:

An Internet meme is a piece of culture, typically a joke, 
which gains influence through  online transmission.

He also developed a framework for analysing Internet memes, 
which involves the deconstruction of memes into three elements: the ideal, 
the behaviour and the manifestation. This method builds on the replicability 
of memes, and it can also help in tracing migration and evolution, as well 
as in categorisation. Knobel and Lankshear denoted two types of Internet 
memes based on replicability in their 2005 typology of meme media. 
They differentiated between high fidelity static memes and remixed 
memes which are “replicated via evolution, adaptation or transformation 
of the original meme vehicle.” The largest non-academic website for meme 
and Internet phenomenon research, Know Your Meme makes the same 
distinction in their definition of memes, arguing that content that is only 
shared and which has not changed or evolved while being passed on to 
others is viral content, and not a meme. (...)

The Internet meme is a form of visual entertainment, 
which can manifest in many different formats, such as 
a still image (...), an animated GIF, or even a video.

For practical reasons, this paper will focus on still images, but all findings 
should be applicable to animated types as well. Most of these images 
are simplistic, often low quality and mundane in style. They are not 
meant to be beautiful or particularly realistic; the focus is on the message.
They are often multimodal, however: to single images there are often 
“additional texts, images and even sound or animation (...) added to enhance

the meme´s contagious qualities” (Knobel & Lankshear). The ideals of 
remixed still image Internet memes can be reflected in text and image: 
the meme can be a phrase, a standalone image, or an image accompanied 
by text or the expected style of text. The possible sources of a meme 
are limited, only by the number of things there are in the world for us to 
discuss´ (Allen, cited Shifman): it can be cinema, video games, celebrities, 
as well as politics. 

In one image, a meme can be used with a certain topic, 
or it can be juxtaposed with other memes. 

Last but not least, a remixed meme is not only shared online 
(through email, websites, social media) but also encourages participation, 
inviting people to often anonymously contribute to the entertainment. (...)

One secret for its success lies in the increasing generativity of Internet 
memes in the late 1990s and early 2000s. 

Remixed Internet memes are generative systems in that 
they are “a set of of tools and practices that develop among 
large groups of people” (Zittrain 74).  

In the case of Internet memes, one generative system is built on another 
generative system, the Internet (...). In his book, The Future of the Internet, 
Jonathan Zittrain defines five principal factors that affect the generativity 
of a system or a tool: leverage, adaptability, ease of mastery, accessibility, 
and transferability. The more these qualities are maximised, the more 
contributors can take part in the system, and generativity can develop 
and be sustained. (...)

The Internet serves as the platform for sharing, where the 
meme can migrate, reach others and evolve. 

(Borzsei, 2013)
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What Internet users seemed to have grasped - and Richard Dawkins 
couldn’t have imagined back in 1976 - is that the meme is the vest concept 
to encapsulate some of the most fundamental aspects of the Internet, 
in general, and of the so-called participatory or Web 2.0 Culture 
in particular. (...)

First, memes may best be understood as pieces of 
cultural information that pass along from person to person, 
but gradually scale into a shared social phenomenon. (…) 
memes shape the mindsets, forms of behaviour,
and actions of social groups. 

This attribute is highly compatible to the way culture is formed in the Web 
2.0 era, which is marked by platforms for creating and exchanging user 
generated content. YouTube, Twitter, Facebook, Wikipedia, and other similar 
applications and sites are based on propagation of content, to paraphrase 
Abraham Lincoln, of the users, by the users, and for the users. (...)

When I post a funny clip on Facebook, I distribute a cultural item and ate 
the same time express my feelings about it. And most often, I anticipate 
that others will continue spreading the piece that I have enjoyed so much. 
In other words: sharing content - 

or spreading memes - is now a fundamental part of what 
participants experience as the digital sphere. 

(Shifman, 2014)

(...) The last factor, transferability is related to the most important quality 
of memes: replicability. 

The simplicity of memes ensures that it can be learned, 
copied and changed according to the creator's wishes. 

The Internet offers visibility and unprecedented speed for the migration 
and evolution of memes. Images also transcend cultures more easily than 
language, and even if there is text in the image, it is most likely to be in 
English, the language that “one out of four of the world's population speak 
(...) to some level of competence”. (...)

Shifman says that humour can be “a unique key for the understanding 
of social and cultural processes.” 

Internet memes also offer this unique insight into 
the changes in our perception of the world, the media 
and our own lives. 

Although cut-and-paste techniques are nothing new, “such dislocated 
imagery” has never before been so conventional and in the mainstream 
(Rushkoff). Internet memes are only a small fraction of the converging 
mediaspace, where “stupid viral shit” (Urban Dictionary) is just as visible 
as anything.

(Borzsei, 2013)
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