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Abstract
The research paper is concerned with the concept, importance and key success factors of viral marketing. The first section is literature
review which presents a rough idea on the summary of findings of all key success factors of viral marketing recent days. The latter section
contains research design followed by the analysis and findings of a series of interviews conducted with respondents of different age groups.
The findings show that any marketing interaction has the probability to go viral provided that the social object it contains is relevant to the
spectators and that the proper viral technicalities are in place. Three types of content were identified which increase the chances of a
marketing communications going viral which include optimistic/affirmative messages, entertainment and interactive content.

Further, the findings of the researcher prove that the role of viral marketing is as same as the concept of word of mouth communication
and the concept can be used both for tangible and intangible product or services. Finally the researcher finds that, viral marketing though
it is an old marketing tool at present it has now gained importance and brings wider scope for a product.

More importantly, this research paper opens the way to further experiments and manipulations.
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1. Introduction
The advancement of technology has not only created new ways for marketers to spread information, but also enabled consumers to spread
information on-line or through other digital mediums that challenge traditional marketing practices.

With consumers showing increasing resistance to traditional forms of advertising such as TV or newspaper ads, marketers have turned to
alternate strategies, including viral marketing. Viral marketing exploits existing social networks by encouraging customers to share product
information with their friends.

Viral marketing or viral advertising refers to marketing techniques that use pre-existing social networking services and other technologies
to increase brand awareness or to achieve other marketing objectives through self- replicating viral processes.

Information can be delivered by word of mouth or enhanced by the network effects of the Internet and Mobile networks. Viral marketing
may take the form of video clips, interactive flash games, advergames, eBooks, brandable software, images, text messages, email messages,
or web pages.

Historically, many on-line viral marketing activities were generated more by accident than by design and as with so many activities on the
Internet. The ultimate goal of marketers interested in creating successful viral marketing programs is to create viral messages that appeal to
individuals with high social networking potential and that have a high probability of being presented and spread by these individuals and
their competitors in their communications with others in a short period of time.

So to conclude, Internet advertising or marketing that spreads exponentially whenever a new user is added. Viral marketing assumes that as
each new user starts using the service or product, the advertising will go to everyone with whom that user interacts.

2. Literature Review
1. The authors Duncan J. Watts and Jonah Peretti in their article ‘Viral Marketing for the Real World’ found that viral marketing

model is based on a similarity with the stretch of infectious disease. They found that an individual starts spreading the message
by infecting their friends and the number of newly infected people are generated which is called as ‘reproduction rate’.

2. Boese and Wellman prescribe that there are some similarities between biological and viral marketing. In both the above
mentioned terms the dissemination depends on networks. Authors findings was that spread of virus and viral marketing are
fashioned by the nature of interpersonal relationships, the structure and composition of the interpersonal networks.

3. Helm defines viral marketing as “a communication and distribution concept that relies on customers to transmit digital products
via electronic mail to other potential customers in their social sphere and to animate these contacts to also transmit the products”.
Author finally stated that viral marketing is a communication tool which builds word of mouth communication.

4. Mr. Wilson from his research he finds that all flourishing viral marketing strategies make use of the six principles. Perhaps the
best way according to the author is marketers can go viral with their present offer to use a separate product that forces everyone
who comes in contact to the product or service which the marketer or original generator is trying to sell.

5. Jure Leskovec in his article ‘The Dynamics of Viral Marketing’ found viral marketing was a general and not like epidemic which
one may have hoped, normative approach for word-of-mouth advertising should analyze the interests of the social network of the
customers. This research however shows that advertisers consider it to be a form of advertising.
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6. Social Media and Internet Analyst Brad Hines sin his articles ‘The Top 22 Viral Marketing Tactics You Need in 2013’
communicates that viral marketing is like a calculus function which is mixed with few elements of randomness. The author also
found that there has to be a combo of things and luck plays an important role. The author tells going viral is calculus because few
times it works and other times it may not.

3. Research Design
3.1 Title of the Study
“Study on Viral Marketing, a Success Factor”

3.2 Statement of Problem
This study is relevant when the generators of the product or services are very keen in promoting the item. Research studies has proved that
every generator of a product, whether tangible or intangible product needs a promotional tool or strategy to introduce the innovation into
the market.

So, the importance of the present study would not be emphasized only over the awareness of concept among people but it also aims at
finding the elements and purpose of viral marketing. Therefore the present study attempts to throw light on how different is the concept of
viral marketing from word of mouth communication. The study may also create a way towards further research in the field marketing
strategies.

3.3 Need and Importance of the Study
The need and importance of the study conducted by the researcher was to find out whether the viral marketing concept is a recent
development or same as word of mouth communication. The study also concentrates on the purpose, elements and critical success factors
of viral marketing.

3.4 Objectives of the Study
1. To define the purpose of viral marketing.
2. To isolate key success factors of viral marketing campaigns.
3. To find the awareness of viral marketing among people.
4. To identify whether viral marketing is one of the traditional promotional tool or recent development.

3.5 Conceptual and Operational Definitions of Variables
Viral Marketing
A marketing strategy that focuses on spreading information and opinions about a product or service from person to person, especially by
using unconventional means such as the internet or e-mail.

3.6 Research Methodology
3.6.1 Type of Research
Descriptive Research
It is a fact finding investigation with adequate interpretation. It is the simplest type of research. It is more specific than an exploratory
study, as it has focus on particular aspects or dimensions of the problem studied. It is designed to gather descriptive information and
provides information for formulating more sophisticated studies. Data are collected by using one or more appropriate methods: observation,
interviewing and mail questionnaire.

3.6.2 Type of Data
The present study is based both on primary and secondary data. The study is basically empirical in nature. Both the kinds of data have been
collected for analyzing the relevance of viral marketing concept.

3.6.3 Sources of Data
Primary data for the study were collected by the researcher directly from respondents and the respondent’s age limit was around 19 to 30.
The detailed meaning about viral marketing was first communicated to respondents.

Secondary data for the study were collected from books, newspapers, published journals and articles.

3.6.4 Data Collection Instruments
The primary data was collected by using various data collection tools like questionnaire survey, mail survey, and informal personal and
telephonic interview.

The secondary data was collected from published and unpublished sources.

3.6.5 Sampling Design
Sample Description
The survey was conducted on the basis of sampling method. In order to develop a sample design the researcher collected the list of
respondents who had knowledge about the concept of viral marketing.

Sample Size
The researcher found a population of 58 respondents out of which 25 were selected as samples for the study because they had a rough
knowledge about viral marketing. The present study covers Ibra as area for study.
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Sampling Technique
Simple random sampling technique was adopted by the researcher. This sampling technique gives each element an equal and independent
chance of being selected. An equal chance means equal probability of selection.

3.6.6 Data Collection and Fieldwork
Appropriate mathematical and statistical tools were used for analysing the data.

 Simple ranking method was adopted by the researcher to find out the purpose or need of viral marketing.
 Simple rating method was adopted to analyse the success factors of viral marketing.
 Spearman’s ranking correlation method was adopted by the researcher to rank the elements of viral marketing and to get the

opinion of respondents on viral marketing.
 Simple average method was adopted to find the awareness of viral marketing concept among respondents.

3.6.7 Data Processing
Once the data collection process was completed with the help of survey method, both dependent and independent variables were segregated
by preparing demographic and actual data table. The tabulation was done in order to in order to use all the information available in the
questionnaire. The data were transmitted on excel sheets for further analysis and interpretation.

3.7 Limitations of the Study
1. Research was limited to 25 respondents.
2. Respondents found difficult to accept viral marketing as a separate promotional tool.
3. Lack of interest and irrelevant response from the respondents’ side while filling up the questionnaire.
4. Difference of opinions from respondents.

3.8 Chapter Scheme
The present study has been classified into five chapters.

 The first chapter presents the introduction which includes theoretical background of the concept of viral marketing.
 The second chapter deals with the review of existing literature where many articles were collected and analysed by the

researcher.
 The third chapter includes the complete research design.
 The fourth chapter relates with the analysis and interpretation of results of the primary data collected by using various statistical

tools and test.
 The fifth chapter is pertained with the presentation of summary of findings and suggestions based on the study and it also

includes conclusion of the study.

4. Analysis and Interpretation of Results
Chart 4.1: Opinion in Viral Marketing

Source: Primary Data

X Rank X Rank Y d d²
5 1 3 -2 4

10 2 1 1 1
4 3 4 -1 1
6 4 2 2 4

∑ d = 0 ∑ d² = 10

Formula, R = 1 – 6 ∑ d² / n (n²-1)
= 1- 6(10) / 4 (4² - 1)
= 1 – 60/60
= 0
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Interpretation
From the above calculation the researcher found that the co-efficient of correlation ranges to 0 which clearly represents that there is no
correlation with the other set of variables and indicates that viral marketing is same as word of mouth communication, a traditional
promotional tool.

Chart 4.2: Elements of Viral Marketing

Source: Primary Data

X Rank X Rank Y d d²
9 1 1 0 0
1 2 5 -3 9
6 3 3 0 0
2 4 4 0 0
7 5 2 3 9

∑ d = 0 ∑ d² = 18
Formula, R = 1 – 6 ∑ d² / n (n²-1)

= 1- 6 (18) / 4 (4² - 1)
= 1 – 108/60
= 0.8

Interpretation
From the above calculation the researcher found that the co - efficient of correlation ranges to 0.8 which represents that there is a positive
correlation between the set of response from the sample and hence proving that all the variables are interconnected for the success of viral
marketing.

Chart 4.3: Awareness of Viral Marketing Concept

Source: Primary Data

X W XW

13 3 39

7 2 14

5 1 5

∑X =  25 ∑W =  6 ∑ XW = 58
Formula,
Average response from the respondents = Sum of all answers / Number of respondents

= ∑ XW / ∑ X
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=      58/25
=       2.32

Interpretation
A response rating of 2.32 represents that, the rating falls to the right indicating awareness and closer to the understanding of concept to
some extent. This clearly indicates that though 20% of respondents are unaware about the concept of viral marketing at least remaining
80% of respondents are aware about the concept.

Chart 4.4: Purpose of Viral Marketing

Source: Primary Data

Interpretation
The above mentioned graph represents the purpose of viral marketing where 32% among the sample feels that the modern promotional tool
promotes frictionless sharing of information and also 21% feel that they seek the attention of the customers proving that they are very
essential to popularise a product.

Chart 4.5: Key Success Factors of Viral Marketing

Source: Primary Data

Interpretation
From the above chart it is understood that researcher has tried to indicate the success factors of viral marketing where humour from
entertainment, transparency from affirmative and customization from interactive takes an important position in giving a success towards a
product or services which spreads like a virus across the globe.

5. Summary of Findings
From the research the author was able to meet the objective through major findings in the field survey

 Major finding of the research is that viral marketing is an old idea, nothing else than word of mouth communication that has been
significantly re-energized by the speed and liveliness of digital resources, including the Web and Mobile phones.

 The researcher found that advertisers consider viral marketing as a modern form or tool of advertising.
 Another major finding from the research was that virality of a product whether tangible or intangible is not within control of

advertisers, but rather the degree of uncertainty is reduced.
 Most of the respondents were aware about the concept of word of mouth communication but they could not differentiate from

viral marketing.
 The researcher found that if integrated properly with traditional marketing techniques, viral marketing definitely would be a best

concept which marketers can explore.
 Finally researcher proves that viral marketing itself is a successful factor for every generator of a product or services.

6. Suggestions
The researcher feels that marketers must realize that viral marketing is a digital means which would provide a way to do better, faster and
sometimes even cheaper word-of-mouth marketing than could ever have been done before. Also viral marketing is the best definition for



Research Paper
Impact Factor:  3.657
Refereed Monthly Journal

AIJRRR

ISSN - 2456-205X

Ahead International Journal of Recent Research Review, Vol.1, Issue. 11 MAY - 2017 Page 64

Special Issue On
Economic Growth in Oman amidst Oil Crisis:

A Diversified Strategic Approach

the concept and which can be considered as a new buzzword. It is important for marketers to realize the potentials of viral marketing
compared to word-of-mouth communication.
7. Conclusion
When creating a campaign with the ambition for it to go viral, marketers should clearly define the role. Virality will best contribute
in raising awareness of a particular object, stimulating immediate actions on behalf of consumers such as purchasing, sign-ups etc.
However, if devised properly, it could reinforce the positive image of the brand. It is important to note that achieving the viral
effect is rather a means to an end, and not the actual goal itself. When it is integrated with other marketing communications
approaches, viral marketing proves to be a powerful tool, as none of others have the capacity to spread a message as far or as fast.
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