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EXECUTIVE iSUMMARY 

➢ The istudy iaims ito iexamine ithe ieffects iof iviral imarketing i(in ithe iform iof ivideo 

ishared ion iSocial iMedia iPlatforms) ion iconsumers ipurchasing idecision iand isocial 

imedia. iThe ipopulation iof ithis istudy iconsists iof ithe istudents/ iworking iprofessionals 

iin ithe iage igroup iof i20 ito i60 iyears. iThis istudy iaims ito iunderstand ithe iconcept iof 

iVM iand iits iimpact iand ieffect ion iconsumers ipurchasing ibehaviour iand isocial 

imedia. iVarious idrivers ifor iVM ishall ibe iexplored. 

➢ VM ienable’s iany iindividuals ito ipass ion ia imarketing imessage ito iothers, icreating ia 

ipotential ifor iexponential igrowth iin ithe iinfluence iof ithe imessage. iIt iis imore iabout 

imarketing ithrough ithe iword iof imouth, iInternet i– iblogs, imails, isocial inetworking 

isites, ietc. iIt idepends ion ithe iinterest iof ia iconsumer ito iforward isomething ithey isee 

iof ivalue ion ito itheir inetwork iof icontacts. iSocial imedia iis isomething ithat imarketers 

ican ino ilonger iignore, ithis istudy iaims ito ianswer ithis iquestion: iHow ithe iconsumers 

ibuying ibehaviour iare ibeing iaffected iwhen ibeing iexposed ito ithis inew itype iof 

imarketing, iwill iit ilead ito ia ipurchase idecision ior iwill iit ilead ito ipush ithe iconsumer 

ifurther iaway ifrom ia ipurchase idecision ior ino ieffects iat iall? iViral icampaigns iare 

ibecoming iimportant iin ithe ipromotion imix iof icompanies iand iit iwill ibe iinteresting 

ito idiscover ihow imarketers iuse ithis iparticular itool iand ihow ithe iconsumer iis 

ireacting. 

➢ The idata ishall ibe icollected iusing ia istructured iquestionnaire iwith ithe ihelp iof igoogle 

iform, iand ithe iobjective iof ithis ithesis iis ito iexplore iconsumer ireceptivity, iperception 

iand ibehavioural iresponse ito ithis irelatively inew imarketing istrategy iwhich ihas ibeen 

idesigned ifollowing ia iwide ireview iof ithe iliterature. iThis iresearch iwill idemonstrate 

iand ivalidate ifactors ithat iinfluence ithe iuser ito ireceive iand iforward imessages. iBased 

ion ithe icollected idata, ihypothesis itesting iwill ibe icarried iout. 
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STUDYING iTHE iIMPACT iOF iVIRAL iMARKETING iAND iSOCIAL 

iMEDIA iON iCONSUMER iPURCHASING iDECISION i 

 

1. iINTRODUCTION 

➢ In ithe i21st
 icentury, ithe iadvent iof ithe iInternet iand iof inew itechnologies ihas 

irevolutionized ithe imarketing iworld. iOne iof ithe imany imarketing iconcepts iis ithe 

iera iof ithe iinterruption imarketing, icharacterized iby ione-­fit-­all imessages idesigned 

ito icatch ithe icustomer’s iattention iwhile ihe iis ibusy idoing isomething ielse, iwhich iis 

icoming ito ian iend idue ito ithe iemergence iof inew itrends. iPerhaps, ione ithe imost 

ifamous iinterruption imarketing, iis iVM. iThis itechnique iallows ithe imessage ito iflow 

ilike ia ivirus ithrough ithe iaudience, iwhich ibecomes ian iactive ipart iof ithe 

icommunication iand imarketing iprocess. i 

➢ VM, iin iall iits iforms, iis iconnected ito ithe iWOM iphenomenon iand, ito ia igreater ior 

ilesser idegree, ito ithe iactive iparticipation iof ithe icustomers. iThe iissue iof ithe iloss iof 

icontrol iover ithe imessage iby ithe ifirm iis ia icrucial iissue iin iviral imarketing ithe imore 

ithe ifirm idevolves ithe imarketing iduty ito ithe icustomers ithe imore iit iloses icontrol 

iover iits iown icampaign idesign iand iimplementation. iThis iis ia irisky ichoice, iwhich 

icould ilead ito iunexpected inegative iresults. iVM isurely iclassifies ias ipart iof ithe 

ipromotion iefforts, iits iultimate iaim iis itherefore ito ipromote ithe iproduct ior ithe 

iservice iamong icustomers iby idivulging iinformation ito iconvince ithem iof 

ipurchasing iit. iFrom ia iprofit-­oriented ipoint iof iview ia imarketing icampaign iis 

isuccessful iif iand iwhen iit imanages ito igenerate iremuneration ifor ithe ifirm. iSome 

isort iof ifinancial ireturns ishould iarise ias ia iconsequence ito ipromotional iefforts, iat 

ileast ito icover ithe iinvestment iincurred iand iat ileast iin ithe ilong irun. 

➢ Many iare ithe ireasons ithat imake iviral imarketing imakes ia ivery ipowerful itool 

i(inexpensive, iquick iand iself-­sustaining iare isome iof ithem) iand ipushes iit ito ithe 

top-­ ipreferred imarketing itechniques ifor imost ifirms iat ithe icurrent itime. iWhen 

iweb-­based, imoreover, iviral imarketing ibecomes ieven imore ipowerful ias iits ieffects 

iare iamplified. iIn ifact, ion ithe iInternet ia imessage ican ibe ispread iwith imore iease iand 

ispeed ithan iever ibefore. iCurrently, ithis itechnique iis iraising ia ilot iof ienthusiasm 
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ifrom iboth ifirms iand ithe iaudience’s iside. iHowever, iit ihas igot iits idark iside. iMany 

iare ithe irisks ithat ia iviral imarketing icampaign ientails iand imake ipotential idamages. 

➢ The inature iof ithis iinvestigation iis itheoretical, iit igathers irelevant itheories iand 

iliterature iabout ithe itopic. iIndeed, ia imarketer, iin iorder ito iprove ithat ihe ihas icome iup 

iwith ian iappropriate iand ieffective iplan iof iaction iand ito iensure ia igood iprobability iof 

ipositive iresults, ineeds ito ishow ithat ihe ihas icontrol iover ithe isituation. iFor ithis 

ireason, iVM iis inot ialways ian ieasy iand ieffective imarketing itool ias imany imight 

ibelieve. iInstead, iit iwould ibetter ibe imanaged iwith iextreme icare. 

❖ What iare ithe iquestions ithat iprospective icustomers ikeep’s iasking ifor? iWhat ido ithey 

italk iabout? 

❖ In iwhat iway ido ithe icustomers irespond? iThe icustomers iviews iand iwords ihave 

itremendous iinfluence ion icertain icustomers isuccess istrategy iand igreatly idepends 

ion ithat. 

❖ What icustomers ifeels iabout ia iproduct iwill igreatly iinfluence ithe ibuying ibehaviour 

iof itheir ifamily, ifriends, inear iand idear iones, ineighbours, ietc. 

In irecent iyears, iwe’ve ilearned ithat ivideos iare ivery iimportant ifor imarketing. i iFor iexample, 

iby istudying ithe iHubSpot’s iState iof iVideo iMarketing iwe ifound ithat i81% iof ipeople ihave 

ibeen iconvinced ito ibuy ia iproduct ior iservice ibecause iof iits ibrand’s ivideo iand i76% iof ithe 

imarketers ifound ithat ibrand ivideos iincreased itheir isales. iIn ithis iproject iwe iwill ifind iout: 

➢ What iexactly iis iViral iVideo imarketing iand iwhat iis iits ibasic iprinciples? 

➢ Why ia iViral imessage iis ipassed ion iby ia icustomer iand ihow ione ican ibenefit ifrom 

iusing ithis istrategy? 

➢ What imakes ithings igo iviral iand iwhat iare ithe ibenefits iof iViral iVideo imarketing? 

➢ How ithe ibenefits iof iviral ivideo imarketing ieffect ithe ipurchasing idecision iof 

iconsumer? 
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 iVIRAL iVIDEO iMARKETING 

Viral ivideo imarketing iis ia imarketing itechnique iwhich ican ibe iused ito ipromote 

ibrand iawareness, iproducts, iservices, ior ito iachieve iother imarketing iobjectives. 

iThis itechnique iuses isocial inetworking iand iother itools ito igain itraction ifor ithe 

ivideo. iViral ivideo imarketing irelies ion ipeople isharing ithe ivideo ifor iit ito ibe 

isuccessful. 

 

 iVIRAL iVIDEO iMARKETING iHAS iSIX iBASIC iPRINCIPLES 

➢ Viral iVM igives iaway iits iproducts ior iservices 

➢ It ican ieffortlessly ibe itransferred ito iothers ii.e iViral iVideo imarketing iis ieasy ito 

itransfer iand ireplicate 

➢ Viral ivideos ican ibe iscaled iand itransformed ieasily ifrom ismall ito ivery ilarge 

➢ If isomeone iis iable ito idesign ia imarketing istrategy ithat ibuilds ion icommon 

imotivations iand ibehaviours ifor iits itransmission, ithen ihe iis ia iwinner. 

➢ Utilizing iexisting icommunication inetworks 

➢ It ican ibe iused ito itake iadvantage ifrom iother iresources. 
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OBJECTIVE iOF iSTUDY 

This iresearch iwas iaimed ito ianswer isome iof ithe iquestions icommonly iasked. iThe imajor 

iobjectives iof ithe istudy iare: i i 

➢ To iknow ithe iconsumers iperception iabout iviral imessages. 

➢ To iknow ihow iviral isocial imedia iis iplaying ia irole iin iVM. 

➢ To iknow ithe iinfluence iof iviral imarketing imessages iover iconsumer’s ichoices iand 

ibuying ibehaviour. 

➢ To iknow iwhich igender iis imost ieffected iby iVM ivideos iin ipurchasing ia iproduct ior 

iservice. 

➢ To iknow ithat iif ia iconsumer ipurchases ia iproduct ior iservice iafter ivisiting ia iblog. 

➢ To iknow ithat iif ia iconsumer ipurchases ia iproduct ior iservice iafter ivisiting iFacebook. 

➢ To iknow ithat iif ia iconsumer ipurchases ia iproduct ior iservice iafter ivisiting iYouTube. 

➢ To iknow ithat ithe iconsumer iis iinterested ito ibuy ia iproduct ior iservice iafter iseeing ithe 

iviral ivideo imessages. 

➢ To iknow ithat iVM ihad ibrought iawareness iamong ithe iconsumers iabout ithe ineed ifor 

ia iproduct ior iservice. 

➢ To iknow iabout ihow imany iconsumers iforward iviral ivideo imessages ito itheir ifriends 

ior ifamily. 

➢ To iknow iabout ithat ihow ithe inegative iconsumer iresponse ieffect ithe ipurchasing 

idecision iof ithe iconsumer. 

➢  iTo iknow iabout ithat ihow ithe ipositive iconsumer iresponse ieffect ithe ipurchasing 

idecision iof ithe iconsumer. 
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2. iLITERATURE iREVIEW 

➢ According ito iPhilip iKotler, imarketing iis iknown ias i“The iterm iMarketing iis idefined 

ias ia isocial iand imanagerial iprocess iby iwhich iindividuals iand igroups iobtain iwhat 

ithey ineed iand iwant ithrough icreating, ioffering iand iexchanging iproducts iof ivalue 

iwith iothers” iand ialso i“the iscience iand iart iof iexploring, icreating, iand idelivering 

ivalue ito isatisfy ithe ineeds iof ia itarget imarket iat ia iprofit”. i 

➢ Marketing iis inot ionly iabout isocial imedias iand iadvertisement, iin ifact, iit ican ibe 

iperformed iby ianyone ifollowing ithe i‘Wants, iGoals iand iNeeds’ idefinition. 

iBasically, ithe ipurpose iof imarketing iis ito idefine ithe ineeds iand idesires iof 

iindividuals. iMost ineeds iare idefined iby iMaslow’s iHierarchy, ias iit imainly istates 

iwhat iwe ineed ifor ia iliving iand igives ialso ian ioverview ion ithe ineeds ithat ihelp ius 

idevelop iourselves i(e.g. iself-­actualization). iGoals ican ibe idescribed iused ithe 

i“SMART itool” i(Specific, iMeasurable, iAttainable, iRealistic iand iTime iBound). 

iFinally, ithe iword i‘want’ ican ibe idescribed ias isomething idesired, isomething ithat 

ican iimprove ithe iquality iof iliving iof ia iperson. 

➢ The imarketing iworld iin ithe i21st
 icentury iis ia inew iand iyet ipartly iunexplored 

ienvironment. iThe iincrease iin icompetition iand ithe iadvent iof inew icommunication 

ichannels, iof iglobalization iand iof ithe iInternet ihave iradically ichanged ithe iway 

icustomers ibehave iand ithe iattitude itowards imarketing imessages. iIt iis ifundamental 

ito ianalyse iand iunderstand ithose ichanges iand ito iadapt inew imarketing istrategies ito 

ithe icurrent ienvironment. 

The iViral imarketing imix 

For ia iviral imarketing, iDuFour i(2011) ihighlights ithe ifollowing iimportant ipoints ithe 

icompanies ishould ifocus ifor iVM imix iare: 

1) iTo ipropose ivaluable iproduct ior iservice: ithe iconsumer iis iattracted iby ithe i“free” 

ielement. iIt igenerates ia iwave iof iinterest iand igenerates iit ifaster iin iorder ito isell isomething. 

2) iThe iproduct ior iservice ihas ito ibe iprovided ifor ian ieffortless itransfer ito iothers: iwhen 

iit’s ieasy ito itransmit iit ibecomes ieasier. iOne ineeds ito iwork iinstantly ibecause idigital iformat 

iis ieasy ito icopy, iso ithe imessage ihas ito ibe isimplified. 
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3) iUse idifferent itypes iof iscales: imethod iof itransmission ihas ito ibe iscalable ifrom ismall ito 

ivery ilarge. iMail iservers iare iadded ivery iquickly iin ia iviral imodel. 

4) iMeet icommon imotivations iand ibehaviours: ia iviral icampaign imust ibe iunderstandable 

iand iloved iby ipeople. iThe imarketing istrategy ifor iits itransmission ihas ito ibe idesigned iand 

ibuilt ion icommon imotivations iand ibehaviours. 

5) iUse iexisting icommunication inetworks: ipeople iare imore isocial ithese idays. iThe ihuman 

inetwork iis ipowerful iand ithanks ito ithat, ithe imessage iis imultiplied ifor iits idispersion. 

Take iadvantage ithrough iother iresource: iBy iusing iwebsite ilinks, igive iaway ifree iarticle 

ion iothers iweb’s ipage ietc. iYou ican ialso imultiply ithe iview iof ithe ioffer ifrom ione iperson ito 

ianother. 

 iViral iMessages ithat iare iEffective 

➢ Messages iin iviral imarketing icould ibe ia i“word”, i“sounds”, i“videos” ior i“images” 

iwhich icompel ithe iaudience ito ipass ithem ialong. iIf iany iorganization ior icompany 

iwant ipeople ito iconsider iand iact ion ia icommunication imassage, ifirst iit ihas ito iseek 

ithe iaudience’s iattention. iThe iattention istatements irequire isparks iand itriggers. iFor 

ia imessage ito igo iviral, ithese ithree ifactors iare iconsidered ito ibe iimportant: 

1) iDoes ithe iviral imessage ihave ian iemotional iappeal iso ithat ipeople iwill ifeel 

icompelled ito ishare? 

 
2) iDoes iit ihave ia itrigger ito iattract icustomers i(does iit ichallenge, iprovide 

inovelty, ior iincorporate ihumor ito imotivate iinterest)? 

3) iDoes ithe iaudience ifind iit irelevant? 

 

 
Previous istudies 

 
➢ Chu i(2011): iThis istudy iaims ito iidentify ithe ipotential ilink iof iFacebook 

igroup iparticipation iwith iviral iadvertising iresponses. i“The iresults 

isuggested ithat icollege- iaged iFacebook igroup imembers iengage ihigher 

ilevels iof iself-disclosure iand imaintain imore ifavorable iattitudes itoward 

isocial imedia iand iadvertising iin igeneral ithan ido inongroup imembers. 

iHowever, iFacebook igroup iparticipation idoes inot iexert ian iinfluence 
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ion iusers' iviral iadvertising ipass-on ibehaviors. iThe iresults ialso iidentify 

ivariations iin ipredictors iof ipass ion ibehaviors ibetween igroup imembers 

iand inonmembers. iThese ifindings ihave itheoretical iand imanagerial 

iimplications ifor iviral iadvertising ion iFacebook”. 

 

➢ Pescher i2014: iThe iauthors ianalyzed ia ithree-stage imodel iof iconsumer 

ireferral ibehavior ivia imobile idevices iin ia ifield istudy iof ia ifirm- icreated 

imobile iviral imarketing icampaign. i“The ifindings isuggest ithat 

iconsumers iwho iplace ihigh iimportance ion ithe ipurposive ivalue iand 

ientertainment ivalue iof ia imessage iare ilikely ito ienter ithe iinterest iand 

ireferral istages”. 

 

➢ Koch i& iBenlian i(2015): iThis ipaper ished ilight ion ithe ipotential iof 

iscarcity iand ipersonalization, iand iestablished ipromotional itactics ifrom 

ithe ioffline iworld iin iinfluencing iconsumer ireferral idecisions iand 

itherefore ito iexpand iour iunderstanding iof ithe iantecedents iof iconsumer 

ireferral ibehavior. iThe ifinding iof ithe istudy isupports ithe ipremise ithat 

iscarcity idue ito isocial idemand ihas ia ipositive icausal ieffect ion 

iconsumers' ipropensity ito iengage iin ireferrals. iFurthermore, ithey icould 

ispecifically iconfirm ithat ioffer ivalue iacts ias ipartial imediator ifor ithe 

ieffect iof iscarcity ion iconsumer ireferral ilikelihood. 

 

➢ Justin iKirby iand iPaul iMardsen, iHe iconnected i“Marketing”, ithe 

i“viral ibuzz” iand iWOM irevolution iexplains ithat ipeople ino ilonger iuse 

ithe iinternet ionly ifor ipractical ipurposes isuch ias iresearch iand ishopping. 

iNew itechnologies iand ithe iincrease iof ithe ibandwidth ihave imade ithat 

ipeople iwant imore iand imore ito ibe ientertained ion ithe iweb. iBesides iof 

ithat, ipeople ihave ilearned ito itune iout ia ilot iof imarketing 

icommunications. 

➢ The iwidespread iuse iof ithe iInternet iby iconsumers ito iexchange iinformation 

iand ipass iit ibetween ithem iand iused iit iin ionline ipurchases iis ieasy iway 
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ithrough isocial imedia i(intentionally ior iunintentionally), imakes ithem ian 

ieffective itool ito ipass ithe iadvertising imessage ibetween ithem. 

iAccording ito ithe i"small iworld" iconcept, i"any ipair iof ientities iin ia 

iseemingly ivast, irandom inetwork ican iactually iconnect iin ia ipredictable 

iway ithrough irelatively ishort ipaths iof imutual iacquaintance. i 

 

➢ Generally, iVM ispread imarketing imessage iviral ivia iWOM, iensuring ithat 

ithe ireceivers ihave ithe iinterest ito ipass ialong ithe imessage ito itheir 

iacquaintances. iIn iaddition, i(VM) idemonstrates ithe ifeatures iof icurrent 

imarketing itrends iincludes icustomization imarketing, iinteraction 

imarketing, irelationship imarketing iand iinfluencer imarketing. iThus, 

iviral imarketing ican ibe ithought iof ias ia idiffusion iof iinformation iabout 

ithe iproduct iand iits iadoption iover ithe inetwork. i 
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3. iRESEARCH iMETHODOLOGY 

➢ The iaim iof ithis iresearch iwas ito ifind ithe iimpact iand ieffect iof iVM iand isocial imedia 

ion iconsumer ipurchasing idecision. iDescriptive iresearch imethod iwas iused ihere. 

➢ One iof ithe icharacteristics iof idescriptive iresearch imethod iis ito iget ithe ianswers iof 

iwhat iis igoing ion, ifocuses ion icharacteristic iof icertain iaged igroups ior isimilarly ihow 

idifferent iproportion iof iattendants iin ithe isame iway, ialso idiscover ithe irelationship 

ibetween itwo ivariables, iviral imarketed iproducts iand iconsumer ipurchase iintention. 

iFor imaking ithe iresearch ireliable iquantitative imethod iof idata ianalysis iis ifound 

isuitable. 

 

Data iCollection 

➢ The idata iwas icollected ithrough ia i“structured iquestionnaire. iThe iquestionnaire iis 

idivided iinto itwo iparts. iThe ifirst ipart iwas ibased ion ipersonal iprofile iof ithe 

istudents/professionals iconsisting iof i4 iquestions. iThe isecond ipart iconsisted iof i22 

iclosed iended iquestions irelated ito iviral imarketing. iSampling imethod iused iin ithis 

istudy iis i“convenience isampling”. iResponses iare igathered ifrom istudents/ 

iworking iprofessionals iin ithe iage igroup iof i20-60 iyears. 

➢ Response iof i78 irespondents iwere igathered iwith ithe ihelp iof ithis iquestionnaire. 
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4. iVIRAL iMARKETING 

➢ The iemergence iof iinternet iand idesire iof iconsumers ito ihave ia iword iabout ia iproduct 

ior ia ibrand ihave idirected ithe imarketing iexperts itowards ia idigital ienvironment ias ian 

ialternative iplatform. iThrough ithe iinternet, ithe iway ipeople icommunicate ihas 

ichanged icompletely iand iit ihas ibecome imuch ieasier ifor icustomers ito ishare itheir 

iexperience iwith ia ibrand ior iproduct. iDue ito iease iof iavailability iof iinternet ihas 

iprovided iindividuals ithe iopportunities ito iengage iwith i“social imedia” ifrom 

i“email” ito i“Facebook” iand i“Twitter” iand ito iinteract iany iphysical imeetings 

iwithout iany ihesitation. i 

➢ Owing ito ithe iwidespread iadvantage iof ithe iinternet, ithe iword-of-mouth i(WOM) 

imarketing ihas igenerated ia inew iway iof imarketing icommunication. iThis 

itechnological iopportunity ior iinnovation iis icollectively itermed ias iviral imarketing 

ipractices. i 

➢ A ikind iof iWOM icommunication ithrough iinternet iwhich iis iconsidered ias ithe 

inewest iplatform. iThe isocial inetwork isites icannot ibe isnubbed iby ibrands ithrough 

iwhich ithe itargeted iaudience iproactively iuses idigital ichannels. 

 

 i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i iFig i4.1 

➢ Different itypes iof isocial imedia ican ihave idistinct ieffects ion ithe iconsumers iand itheir 

irelationship iwith ithe ibrand. iFor iexample, ia ifan ipage ion iFacebook ilets ithe 

icustomers icommunicate iwith ione ianother iand ispecifically ito icommunicate iwith 

ithe icompany. iWith ithe iuse iof icorporate iblogs iprovides ithe icompany ito istrengthen 

itheir irelationship iwith icustomers. iThe icompanies iare iincreasingly itrying ihard ito 
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iuse ithese ionline icommunities ito ienhance itheir irelationship. iFor iexample, ithe 

icompanies ican ibest iwork ion ithe icustomer iloyalty ithrough iconsumer isupport 

iforums iwhich isupports itheir iconsumers iby iproviding iimmediate isolutions. iThe 

isocial imedia iprovides idifferent ivalues ito icompanies isuch ias ifacilitating ifor iWOM 

icommunication, ienhanced ibrand ipopularity, isharing iinformation ion ia ibusiness 

icontext, ileading ito ipositive iimpact ilike itrust, iincreasing isales, iand igenerating 

isocial isupport. 

 

HOW iA iCONSUMER iPASS iON iA iVIRAL iMESSAGE i 

The ikey ito isuccessful iViral iMarketing iis ito itweak iyour iOnline iMarketing imessage ito ithe 

iintrinsic ivalue iof ithe iconsumer. iWhen ione iconsumer isees ithis ivalue, ihe iis ilikely ito 

iforward iit ion ito itheir inetwork iof icontacts. iOnline iconsumers iforward ithese imessages ito 

itheir ipeers ifor ia ivariety iof ireasons, ibut iall iof ithem istem iback ito ithe ifact ithat ithe iconsumer 

ibelieves iyour iViral iMarketing imessage ihas ian iintrinsic ivalue ithat ithey iwish ito ishare iwith 

iothers. 

 

 i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i iFig i4.3 
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REASON iTHE iONLINE iCONSUMERS iFIND iVM iMESSAGE iVALUABLE i 

➢ This iis ian iimportant iquestion iin iVM. iThere iare imany icharacteristics ithat ican 

irepresent ia ivalue. iHumorous, ientertaining, igood ivalue ifor imoney, ieducational, 

imeaningful, iand ithe ilist igoes ion. iThese iare ithe ireasons ithat ian ionline iconsumer 

imay iforward ia iVM imessage ito itheir inetwork iof icontacts. iThere iis ia ifine iline 

ibetween icreating ia isuccessful iVM icampaign iand ia ifailed iVM icampaign. iMany iof 

iVM icampaigns ifail ibecause ithe ivalue ithat iis isupposed ito ibe idrawn ifrom ithe 

imessage isimply ifails ito iinspire ithe iconsumer ito ipass iit ion. i 

➢ Offering ithe ivalue iin ia iviral imessage iis ijust ilike ia ifine iart. iIt imay itake ian 

iunderstanding iof inot ionly iof ithe ionline iconsumers iand itheir ineeds, ibut ialso iof ithe 

idesires iand iexpectations, iand iof ithe iavailable itechnologies, icurrent itrends, 

icompetitor iofferings iand iso ion. iThe idifficulty iin iimplementing ia isuccessful iViral 

iMarketing imessage iis icompounded iby ithe ifickle inature iof iconsumers, iparticularly 

ithat iof ionline iconsumers. iAn iexpertise iin iVM icomes ifrom ithe iability ito idevelop ia 

iviral imessage ithat iwill iremain ivaluable ito ieach iconsumer ilong ienough ifor ithat 

imessage ito ibe ivirally itransmitted ithrough ienough ilayers ito ireach ithe idesired 

inumber iof irecipients. 

FINDING iTHE iVALUE iOF iVIRAL iMARKETING? 

➢ As iis ievident iin ithe iabove iVM iexample, ia isuccessful iVM icampaign ican ihave ia 

ihuge iimpact ito ithe ibusiness ibottom iline. iResearch ishows ithat iconsumers iare 

iconfined ito ithe iword iof itheir iassociates iabove iand ibeyond ithat iof ia icompany’s 

imarketing imessage. iSo iwhen ia iconsumer ireceives ia iviral imessage ifrom itheir 

inetwork iof icontact, ithey iare imore imotivated ito iact iupon iit. iAs ilong ias ithe iinvoked 

ireaction ito ia iviral imessage iis ipositive, ithis ican ihave ihuge irepercussions ifor iyour 

ibusiness. 

➢ If iconsumers ifind iyour iviral imessage ihumorous iin iterms iof iemotions, ithen iit iwill 

ihave ia ipositive ispin ioff ifor iany icompany’s iimage ias ithe imessage iwill ibring ia ismile 

ion ithe iface iof ithe iconsumers, iin iturn iputting ithem iin ia ihappy imood, ithe imost 

iresponsive iof iall ibrand iassociations. iIf ithe imessage irecipient isees igood ivalue iin 
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iterms iof imoney iin iyour ioffering, iconsumers iare imore ilikely ito ipurchase iand itell 

itheir ifriends iabout iit. i 

 

CONSUMER iBUYING iPROCESS iAND iVM 

 

 

 i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i iFig i4.3 

Fig i4.3 ishows ithe ilinks ifor iVM, i“viral imessages”, i“social imedias”, iand ito iwhy ipeople 

ilisten iand italk i(WOM) iand ithe ipower iof iVM iand ihow ithese ielements iwill ilead ito 

iconsumer ibuying iprocess´ iand iits ibuying iact. 

It iis iimportant ito iremember ithat ithe imain iintention iof ithe icompanies iis ito iconvince ithe 

iconsumers ito imake ithe iactual iamount iof ipurchase. iIn ithis iquantitative iresearch iit iwill ibe 

iinvestigated ihow ithese iabove iconcept iaffects ithe iconsumers ipurchasing idecision, iand iif iit 

iaffects iit iat iall ior iwill ihave ino ieffect. 

Viral 

iMarketing 

Viral 

iMessages 

Social 

iMedias 
The ipower 

iof iViral 

iMarketing 

Effects iin ithe iconsumer ibuying 

iprocess i“buying iact” 
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VM iis ivery ilow-cost ieffective itool ifor ionline ipromoting iusing iindividuals ito isend iemails 

ito ifriends, icolleagues, ipeers iand inear iand idear iones iwithout ithe iinvolvement iof ithe 

icompany. iOut iof ithe iinternet iviral imarketing iis icalled ithe iword iof imouth i(WOM). i 

 

 

 

 

 

 

 

In itraditional imarketing, ithere iare ias imany iconsumers ias ipossible, iwith ino iintermediary 

iin ibetween. 

Components iof iVM 

 

Fig i4.4 
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The ithree imain icomponents iof iVM iare i- 

1. iMessage 

Each iand ievery imessage icannot ibe iconsidered ifor iVM. iOnly ithe iones ithat iare iinteresting, 

iunique, iand ihave ithe ipotential ito ispurt ia itype iof iphenomenon iare ishared iwidely. 

2. iEnvironment 

People inow ia idays iare itoo imuch isensitive iabout ithe ienvironment, iso iit ihas iproved ito ibe ia 

icrucial icomponent iin iVM. iExternal ifactors ilike itiming iof ithe icontext imatter ia igreat ideal. 

3. iMessenger 

One iof ithe imost iimportant icomponents iand iensures itransformation iof ia isimple imessage ito 

ia iviral ione. iThere iare ithree ispecific itypes iof ithe imessenger. 

1. Market imavens iare iindividuals iwho icontinuously iabsorbs ithe iinformation iand iare 

iamong ithe ifirst ione ito iget ithe imessage. iThey iare iones iwho itransmit ithese imessages 

ito itheir itarget iaudience ivia isocial inetworking isites iand iapps. 

2. Social ihubs iare ithe ipeople iwho ihave ia ihuge isocial iconnection iand inetworks iand ican 

iact ias ia ibridge ibetween idifferent icultures iof ithe ipeople ito iconnect iwith ithem. 

3. People iwho iperform isales iare ithe ipeople iwho ireceive ia imessage ifrom ithe imarket 

imaven, imake iit irelevant iand ipersuasive iand itransmit iit ito isocial ihub iand isocial 

inetworking ifor idistributing iit ito ifurther ihorizons. 

Important iprinciples iof iVM 

1. Urgency 

2. Exclusive icontent 

3. Excellent iplanning i 

4. Inspirational 

5. Never iseen ibefore icontent 

6. Good iincentive 
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7. Low ibarrier ito ientry 

8. Humour ior iliking iability 

9. Satires/spoofs 

10. Warnings 

11. Controversial imaterial 

12. Audience iinvolvement 

13. Celebrity iinvolvement(optional) 

14. Worthy icause 

 

Types iof iVM: 

 

Fig i4.5 

There iare iseveral ikinds iof iviral imarketing, iwhich iare iconsidered ito ibe iworth isharing iare: 
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1. iEmotional iviral imarketing: iThis itype iof iemotional iVM ihave ireaction ilike i“anger”, 

i“laughter”, ior i“tears” iis iknown ias iemotional iviral. iThis itype iof iemotional iVM ican’t ibe 

iignored ibecause iemotions iwill iforce iyou ito ishare ithe icontents iwith ipeople iknown ito iyou 

iand iin iyour icontacts. iAnticipation, iamusement, ihumour, iand iexcitement iare isome iof ithe 

ipositive iemotions iwhich idirectly iimpact ithe imindset iof ithe iindividuals. iNegative 

iemotions ilike ianger, isadness, iand iguilt ialso icontribute ito iviral imarketing. 

2. iIncentivized iviral imarketing: iIt iis iused ito iincrease ithe icustomer ibase iby ithe 

iorganizations. iWhen iany icustomer irefers isomeone iknown ito ihim ito ithe icompany, ihe igets 

ia ireward ifor ihis ieffort. 

3. iEngineered iviral imarketing: iVM iis inot ijust ian iintentionally iengineered icampaign, 

ithough isome iof ithe iviral isensations ihave irandomly ioccurred ibut itheir ipercentage iis ivery 

ilow. iNow iit iis iperfectly istrategized iso ithat iit ican ilead ito imaximum iimpact. 

4. iLucky iviral imarketing: iVM idependents ion iluck, isometimes ithings ihave ia idifferent 

iway iof iunfolding ithemselves iand icreating ifurther iawareness ithat iwill iprove ito ibe 

ibeneficial ifor ieveryone iwho iwere iinvolved iin iit. 

5. iPass-along iviral imarketing: iIn ithis itype iof iVM ithe iuser ipasses ithe imessage ifrom ione 

iperson ito iothers. iA itype iof ichain iis iformed iwhere ione iuser ishare iand ipass ithe imessage ito 

ianother iperson. iReligious icommunities ihave ibeen iusing ipass-along iviral imarketing 

ieffectively. i 

6. iBuzz iviral imarketing: ia ibuzz iis icreated iin ithis itype iof imarketing ito igrab ipublic 

iattention. iControversial itype iof iadvertisement ior imessages iare iforwarded iso ithat ithey 

ibecome ia ihot itopic iof iconversation iand ithey ican ibe ispread ieasily ias ia iviral. 

Advantages iof iVM: 

1. iIt ilowers ithe icosts: iVM iis imostly icheap iby inature. iOnce iit iis ireleased, iit icatches ion 

ieasily ithrough ione iperson ito ianother iperson. iIn isome iof ithe icases, icost iof icreating inew 
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icontent ifor iviral imarketing imight ibe ia ibit itoo iexpensive ifor ithem, ibut iif iyou iconsider iit ifor 

ilong-term iit iis iconsiderably icheaper. 

2. iIt iis inot iinvasive: iTo iparticipate iand iforward ithe imessage idecision iis iup ito ithe iuser; 

ihence, iit iis inot iinvasive iin inature. 

3. iHigh iimpact: iWhen isomeone isees ia imessage ifrom ia iknown iperson ior isource, iit igets 

imore iattention iand iit ileaves ia idirect iimpact ion iyour ithought iprocess iand ibehaviour. 

4. iFaster igrowth: iSocial imedia iplatforms ifor iVM ihad ibeen ia igreat ihelp. iIt ihas ifound ia 

iwider ireach ithat iis ivery ifast ias isharing ithe icontent ihas ibecome ieasier. iConsistent iand 

istudy igrowth iwill itake ione’s ibusiness ientity iahead iof iits igame. 

5. iReaches iyoung ipeople: iIt iis ibecoming idifficult ito iattract ithe iyounger igeneration ivia 

itraditional imarketing imethods. iThe ibest ithing iabout iVM iis ithat iit ihas ifound ia isolid ibase ia 

isuccessfully iwith ithe iyoung ipeople iwho iare itechno-savvy iand ipeople iwho iare iinterested 

iin ianything ithat iis itechnology idriven iand ilargely iaccepted iby ithe ipeople. 

6. iIncreased icredibility: iWhen iany ibrand igoes iviral iin iVM, iit igets iinstant irecognition 

iamong ipeople, ithis iwill icreate iincreased icredibility iof ithat ibrand iand ihelps iin iincreasing 

ian iorganization’s isales ifigures iand iultimately irevenues iof ithat iorganization. 

7. iGlobal iaudience: iVM iis inot ilimited ito ia iparticular igeographical ilocation. iSocial imedia 

iplatforms iand iinternet ihave ihelped iit iin ireaching iglobal iaudiences iin ia imore ieffective 

imanner. 
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Disadvantages 

 

Fig i4.6 

The inumerous idisadvantages iof iVM iare ias ifollows: 

1. iTough ito icreate: iOne iof ithe imost iimportant ithings iabout ia iviral icampaign iis ithat iit ihas 

ito ibe ian ioriginal ipiece iand inot icopied ifrom iany isource. iTo ifind ia irelevant icampaign iwhich 

ihave ia iperfect ibalance ibetween ithe icommercial imessage iand ibrand iimage iis ia itough ijob ito 

icreate iin iVM. 

2. iUncontrollable: iViral icampaigns ionce ireleased iare iuncontrollable iby inature. iIt icannot 

ibe iturned ioff ias ithey iare icontrolled iby imasses. iSometimes iVM icampaign iproves 

idetrimental ifor ithe icompany. 
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3. iHard ito imeasure: iviral icampaign iis isimply ihard ito imeasure iis ia iwell- iknown ifact. 

iOnce iyou istart icopying ivideos iand isending imessages, iit ibecomes idifficult ito iseparate ithe 

ioriginal imessage ifrom ithe icopied ior imurmur imessage ithat iis icreated iby iothers. 

4. iExposure ito ithe iinternet: iVM iexposure ito ithe iinternet ihas iincreased iglobal iclients, ibut 

iwith iit, ithe icompany iis ialso iexposed ito ibrand idilution ieffects, iunwanted imarketing imix, 

iand ispam ithreats. 

5. iNuisance ifactor: iIn iorder ito idrive itraffic, ithe icompanies ihave ivarious itimes icrossed 

ilimits ithrough itheir iviral imarketing. iThis ihas iproved ia inuisance ifor icustomers. 

Viral iMessages 

➢ A imessage iin iviral imarketing icould ibe ia ipicture, ia iphrase ior ia ivideo ispread iand 

ipassed. iAccording ito iGodin i(2000) i“the ifuture ibelongs ito ithe ipeople iwho 

iunleash iviruses ionline”. iSo iit iis iimportant ito idesign ia igood imessage ifor ithe 

iproducts ibecause ithis iraises ithe iopportunity ifor ithe iproduct ito ibecome iprofitable. 

iIt iis ihard ito iconstruct ia isuccessful iviral imessage, ibut iif iyou isucceed iwith iit iyou ican 

iget ia ibig isuccess ifrom ia ismall iinvestment. 

➢ The i“AIDA imode” iis ia iwell-known imodel, iwhich ican ibe iused ito iinfluence 

iconsumers ipurchasing ibehaviour. iA iviral imessage iaccording ito i“AIDA” ihas ia 

igood ichance ito itake ithe iconsumer iall ithe isteps ifrom iawareness iof ia ineed ito 

ipurchase idecision iin ithe iconsumer ibuying iprocess. 

➢ The i“AIDA iModel”, iwhich istands ifor i“Attention”, i“Interest”, i“Desire”, iand 

i“Action” imodel, iis ithe imodel iwhich ieffects iadvertisement iand ithe imodel ithat 

iidentifies ithe istages ithat ian iindividual igoes ithrough iduring ithe iprocess iof 

ipurchasing ia iproduct ior iservice. iThe i“AIDA imodel” iis imostly iused iin idigital 

imarketing, isales istrategies, iand ipublic irelations icampaigns. 
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The iAIDA iModel iHierarchy 

 

Fig i4.7 

The isteps iinvolved iin ian iAIDA imodel iare: 

Attention: iIn ithis istep ithe imarketing ior iadvertisement iis iconsidered iabout ihow ito iattract 

ithe iconsumers iattention. 

Interest: iOnce ithe iconsumer iis iaware iabout ithe iproduct ior iservice iexists, ithe ibusiness 

imust istart iworking ion iincreasing ithe icustomers ipotential iinterest ilevel. 

Desire: iAfter ithe iconsumer ishow iinterest iin ithe iproduct ior iservice, ithen ithe igoal iis ito 

imake iconsumers idesire iabout ithat iparticular iproduct ior iservice, imoving itheir imindset iof 

ithe iconsumer ifrom i“I ilike iit” ito i“I iwant iit.” 

Action: iThe iultimate igoal iis ito idrive ithe ireceiver iof ithe imarketing icampaign ito iinitiate 

iaction iand ipurchase ithe iproduct ior iservice. 
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Therefore, ithe iAIDA imodel isays ithat iAwareness ileads ito iInterest, iwhich ileads ito iDesire, 

iand ifinally, iAction. 

Digital iMarketing i(DM) 

➢ DM iis ialso ikey iin ithe ianalysis iof iviral imarketing. iIt idefines ithe ipromotion iof 

ibrands, iproducts iand iservices ivia iany iforms iof ielectronic imedia. iIt iis iquite isimilar 

ito imarketing iitself ibut idiffers iin iterms iof ichannels iused iand imethods. iIt ihelps 

ianalysing imarketing icampaigns iand iunderstand iwhy iit iis iworking ior inot iin ithe ireal 

itime. 

➢ The iprocess ican ivary iaccording ito idifferent iperspectives. iHowever, ithe ifirst istep iis 

iplanning i(coordination iof imarketing iactivities, ivisibility ito istatus iand ibudget). iThe 

inext ione iis ito iattract iby ichoosing ithe imedia ito iuse iand ithe iplace. iThen iafter i 

attracting icustomer’s, ithe ifollowing iprocess iis ito icreate iideas iand ihelp iintegrate ia 

ibrand iin ipeople’s ilife. iExecuting iis ipart iof ithe iprocess ias iall istrategies ihave ibeen 

iimplemented iin ithe icampaign. iThe inext istep iis ithe imeasurement. iGoals iand 

iobjectives ihave ibeen iset iin ithe iplanning, itherefore ithis istep ichecks iif ieverything 

ihas ibeen iachieved icorrectly ior inot. iThe ifinal istep iis ito ioptimize ithe ibrand. iThe 

iprocess iis, ilike ithe imarketing ione, ilinked ito i4E’s. iThese iare ithe i“Exchange”, 

i“Everyplace”, i“Experience” iand i“Evangelism”. iThe istrategy itakes icare iof iboth 

ithe i4P’s iand ithe i4E’s iwhen ichoosing ia icampaign. 
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5. iCASE iSTUDIES 

Case iStudy i1: iMinistry iof iFood iProcessing i(GOI) ispread iawareness iabout iWorld 

iFood iIndia ithrough isocial imedia iplatforms iabout inot ito iwaste iFood. 

In i2017, ithe iMFPI iwhich iis ia iministry iof ithe iGovernment iof iIndia iwas isearching ifor 

ivarious iways ito ispread iand ipromote iawareness iabout i(WFI). i 

 

Fig i5.1 

The iMinistry iwanted ito ipromote iIndia ias ithe iworld’s ifood ifactory. iThey idesperately iwere 

isearching ia i iway iout iwhere ithey icould iinteract iwith ithe ipeople i iand iraise inot ionly ithe 

iawareness iabout ithe isame iie ithe ifood iproducts ibut ialso ito ieducate iIndians ion ihow iIndia iis 

ithe ilargest iproducer iof ifood iand ifood iproducts iaround ithe iworld i,but isuffers ifrom ian iacute 

ishortage iof ifood. 

India iis ione iof ithe ifastest-growing ieconomy iin ithe iworld, ialthough i40% iof iits ifood 

iproduced iby ius iis iwasted iannually. iTherefore, ithe iyouth iin ithis icountry ineeded ian 

iawakening iregarding ithe isame iand i“World iFood iDay” iwhich iis ithe iideal itime ito istart 

iwith iit. 
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The iMinistry ianalysed ithe iyouth ito ibe ihighly iapproachable ion isocial imedia iplatforms iand 

itherefore, ithe iministry ineeds ito ilook iout ifor iinnovative idigital imarketing istrategies ito 

ireach ithem iout idirectly ithrough ithe isocial imedia iplatforms ilike iFacebook, itwitter, ilinden 

ietc. 

So, ithey ihired ia idigital imarketing iagency iwhich idesigned ia icreative imarketing istrategy 

ithat italked iabout iwastage iof ifood iand ihow iwe ican itackle iit. iThe iagency itargeted ithe 

iaudience iwith ivery icreative iposts iand ithey istarted iengaging icampaigns iwith ihashtags. 

 

Fig i5.2 

Results: 

• 4000+ ileads istarted ito igenerate icomprising ipotential i“Exhibitors”, i“Investors”, 

i“Delegates”, iand iother i“Partners”. 

• 3000+ iposts iwere icreated iacross isocial imedia iplatforms iand i4000+ iregistrations 

iwere idone ivia iwebsite 
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• 100+ imillion iimpressions iwere igenerated ithrough isocial imedia iplatforms 

• Dominated iIndia’s itwitter-sphere ithrough i8 isuccessful itrending iactivations 

• There iwere iaround i100 itimes igrowth iin iTwitter ifollowers i– ifrom i1400 ito i150k ias 

ithe icampaign icontinued. 

• $20 iBillion iWorth iMoU’s iwere isigned 

• Slogans i“#ReduceFoodWastage” i(Impression igenerated: i51.000.000) 

• “#NoWasteOnMyPlate” i(Impression igenerated: i2,0326,113) 

• “#WarOnFoodWaste” i(Impression igenerated: i47988450) 

Case iStudy i2: i“How iKFC iIndia iBoosted iits ipresence ion isocial imedia iplatforms iwith 

icampaigns ilike i“Design iyour iown ibucket”, i“Radio iKFC iRJ iHunt” iand 

i“Currycature” 

 iTo iboost iyour ionline ipresence iand iincrease ithe isale iof iproducts ithe isocial imedia iis ione iof 

ithe ibest iplatforms iwithin ithe icountry. iSame ihas ibeen iwell ifollowed iby iKFC iwhich iis ione 

iof ithe imost ifamous iglobal irestaurant ichain ibrands. iKFC ihave itried imany icampaigns ito 

iincrease itheir ionline ipresence ion isocial imedia iplatform ifor ithe ibrand iawareness. 

KFC ipreviously ihad ilaunched ivery ifamous icampaigns ilike i“Radio iKFC iRK iHunt, iDesign 

iYour iOwn iBucket icampaign” iand i“Currycature” ito itarget ithe iyoung iaudience iby 

iinvolving imobile iapps. iThese icampaigns ihave ibeen iof igreat ihelp ifor ithem ito idevelop itheir 

ibrand iawareness ias iwell ias iincreased iengagement iwith itheir icustomers. 

How idid ithey ido iit? 

When ithey istarted i“Radio iKFC iRJ iHunt” iCampaign, iaround i3000 ipeople iin i30 iIndian 

icities iparticipated iin ithe icompetition. 
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Fig i5.4 

The icampaign iwas ia isocial imedia icampaign ito ipromote iKFC’s ibrand iin-house iradio 

ichannel iwhere ifans irecorded itheir ivoices iover ithe iinternet iusing ithe iFacebook iApp iand 

ishard itheir iradio iexperience iin ianalogue. iNewcomers ispecially i iwanted ito itry itheir ihands 

iover ithis ihunt iand idecided ito itook ipart ito icollaborate iwith ithe ifamous ibrand. 

Similarly, ithe i“Design iYour iOwn iBucket” icampaign iwas ianother isocial imedia imarketing 

istrategy iwhere ithe iparticipants iwere iasked ito icreate itheir iown iKFC ibuckets. 

There iwere iaround i5500 ientries ithat itook iplace iin itotal iwhere ithe iparticipants icame iup 

iwith itheir iown icolourful iKFC ibuckets. iAdditionally, ithey ihave ialso iintroduced ibucket 

ientries iwith iSachin iTendulkar’s ipicture ion ithe iKFC ibucket ion ithe iday iwhen ihe iretired. i 
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Fig i5.5 

Another iinnovative icampaign iof iKFC’s iwas i“Currycature” iin iwhich ithe iparticipants ihave 

ito ichoose ione iof ithe icharacter iwith ian iethnic iIndian itouch iand ithen ito iupload ithe ipictures 

ionline. iNearly i17K i“Currycatures” iwere imade iby itheir ifans iwhich igave ithem ia iunique 

iexperience iwith ithis ibrand. 

 

Fig i5.6 
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Results: 

• KFC iwas ifeatured iamong ithe itop i5 isocially idevoted ibrands iby iSocial iBaker. 

• The ioverall ipositive iengagement iwith iFacebook ipage igrew idrastically ifrom i6.2% 

ito i93.8% iwhich iwas iaround ithrice ithe isector iaverage. 

• Now iKFC iwas ibeing iplaced iamong ithe itop ifive ifastest-growing ibrands ion isocial 

imedia iin iIndia. 

Case iStudy i3: iLEGO’s iDigital iMarketing iStrategy 

 

Fig i5.9 

Lego iutilizes ia ilarge ivariety iof imarketing ichannels iwhich iincludes itraditional iand imodern 

imarketing ichannels. iIn ia itraditional iway, iit ihas irelied iupon itools ilike imedia ipublications, 

imagazines, iin-store ipromotions iand icampaigns ifor imarketing. iHowever, ias ithe itime 

ipassed ia ilot ihas ichanged iabout iits imarketing istrategy iand ithe ibrand iin iusing ithe idigital 

itools ifor imarketing iits iown ibrand iand iproducts. iIt iis ialso iusing idigital itechnology ifor 

icustomer iengagement, ibrand iawareness iand ito iconnect iwith icustomers. 
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Digital icampaigns ihave inow ibecome ian iintegral ipart iof iits imarketing istrategy. iThe ibrand 

ihas ialso igrown iits iinvestment iin imarketing idue ito idigital icampaigns. iThe idistribution iand 

isales iexpenses iof iLego iwhich iinclude iits iadvertising iand ipromotion icosts iwere i2.66 

ibillion iDanish iKrone iin i2018. iApart ifrom iits iown iwebsites, iLego ihas ideveloped igaming 

iwebsites iand ie-commerce ichannels, ithe ibrand iis iusing iother idigital itools itoo ifor imarketing 

iand ipromotions ias iwell ias icustomer iengagement iand ibrand iawareness. 

How iLego iis iusing isocial imedia imarketing: i 

Social imedia iis ialso ian iimportant ipart iof ithe imarketing istrategy iof iLego iand ifrom 

iFacebook ito iYouTube, ithe ibrand iis iactively iusing iall ithese ichannels ito igrow iits icustomer 

ibase iand iengage ifollowers. iLego ihas imore ithan i13 imillion ifollowers ion iFacebook. iIt ihas 

ialso iachieved iexcellent iuser iengagement irate ion iFacebook. iThe icompany ihas ibeen 

imaking i1 ito i2 iposts idaily iand imost iof ithese iposts iare ireceiving ithousands iof ilikes. iOn ithe 

iother, iit ialso iproved ithat iFacebook ican ialso ibe ian iexcellent imarketing iand icustomer 

iengagement ichannel ifor iadvertisement iof itoys, igames iand ientertainment ibrands. 

Instagram iis ialso ione iof ithe ileading imarketing ichannels iLego iuses. iOn iInstagram, iLego 

ihas imore ithan i4 imillion ifollowers. iThe icompany ishares iboth iimages iand ivideos ithrough 

iInstagram iand ihas iachieved ia ihighly iattractive ilevel iof iengagement ithrough ithe iimage iand 

ivideo isharing, isocial inetworking iwebsite. iSome iof ithese iposts ihave ireceived imore ithan 

i100K ilikes. 

Analysis ifor iLego iby iusing i“ASCOR iFramework” 

The iplastic iconstruction itoys iin ia iline iwere imanufactured iby ithe iLego iGroup, ia iprivately 

iheld icompany ibased iin iBillund, iDenmark. iThe icompany’s iflagship iproduct, iLego, 

iconsists iof icolourful iinterlocking iplastic ibricks iaccompanying ian iarray iof igears, ifigures 

iwhich iwere icalled iminifigures iand ivarious iother iparts. iThe iLego iwas ifounded i iby iOle 

iKirk iKristiansen iin ithe iyear i1932, iand ibased ion ithe iiconic iLego ibrick, iit iis ione iof ithe 

ileading imanufacturers iof iplay imaterials. i 
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Assessment iPhase 

External iAnalysis i- i i 

○Sociocultural i i-Its istatement iis icreativity iunlimited…just i iimagine’(www.lego.com)the 

icompany ibusiness imost iimportant ipart iis i imaking ia iplay imaterial iproduct ithey igive ifour 

imain iproduct irange ito i iconsumer i– iplay imaterial ifor i“0-5”, i“4-9”, i“7-16+” iyears iold ichild 

ior iboys, ifamily i iattraction, ilifestyle iproducts iand imedia. iAlong iwith iit ithey ialso imake ia 

iproduct ifor ieducational iusers ifor i7-16+ igeneration. i i 

○ iTechnology i– iThe itechnology iwas ifor i“0-5 iyear’s” iold ichildren iand ithey icreated i37 

idifferent itype iof iproducts iwhich ihad iincreased itheir imotor iskills iand isense. iLego iis ialways 

iinterested iin ithe itechnology iwhich ishows iin itheir itheme ipark. iThe icompany iprovides 

ifacilities ifor itheir iconsumers inot ionly ithe iinternet, ibut ialso iwith iextensive iinformation 

iabout itheir iproduct iranges. i i 

○ iEconomic i- iThe icompany iand iall ieconomies idepend ion itheir iproduct iin ispite iof ithe ipoor 

iresult ithey imaintained itheir idomination. iThey iare icontinuously imoving iahead iand 

iachieving itheir igoals. iAfter ithe icrisis ithey isigned ian iagreement iwith iother itoy icompanies 

iwhich iwill ihelp ito igive ia ibetter iservice iand iresponse ito icustomers. i 

○ iEnvironmental i- iLego igroup ihas iset ia ihuge iexample iof isustainable idevelopment iof 

iideas. i 

Internal iAnalysis i- i i 

o Strengths i- iTheir iproduct iis iassociated iwith ihistory iand iis iintricately iwoven 

iwith itoday’s igeneration. iIt ihas ia imassive iconsumer ibase iacross iage igroups. 

o Weakness i- i Premium ipricing iin itoy ibusiness, iLego ihas ito iexpand iamong 

ifemales. 

o Opportunities i- iExpanding iglobal ipresence iin iAsian icountries ilike iIndia 

iand iChina. 

o Threats i- iVideo igames, ionline igaming isegment iand icounterfeit, icheap 

ialternatives. 

 i 
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 iDigital iPresence iAnalysis i- 

o Movie iFranchise i- iLego ihas ireleased imultiple iquasi istop imotion istyle imovies 

iwith iits ifavourite iLego icharacters. 

o Vine i& iInstagram iVideos i- iLego iposts i2 ivideos ia iweek ion iboth isocial imedia 

iplatforms. 

o YouTube i- iLego ihas ia ihuge ivideo icontent ion iits i“YouTube” ichannels. iEach 

irange iof isets ihave itheir iown i“YouTube” ichannels. iThey iconsist iof i “How 

ito” itutorial ivideos ifor ithe iLego ienthusiasts. 

o Twitter i– iLego i“Twitter” iaccount ihelps imovies ito ibuild itheir ianticipation 

ibefore ibeing ireleased iin iupcoming iyears. iOn i“Twitter” ito iits icustomers iLego 

ihas ia ihigh iresponse irate. iThey iare iusing ithe iplatform iin iequal iparts ifor 

icontent imarketing, iengagement, icustomer iservice iand ibroadcasting. 

o Lego iIdeas iCommunity i- iThis icommunity idirectly iengages iwith 

iLego ienthusiasts ito idevelop i“idea’s ifor iLego isets”. i 

 

 i i iObjectives i& iDevelopment iReview 

o Cultivating ithe ibuilders iof itomorrow. 

o Expand itheir iengagement iwith iIdea icreators. 

o Keep ithe iage igroups iinterested iin iLego iProducts ithrough iwide ioffering. 

 

Strategy 

 iSTP i2.0 ihas ibeen iused ihere 

o Segmentation i- inumber iof idifferent isegments iof ithe itoy imarket ihave ibeen 

iidentified iby iLego, iusing iage, igender, icountry iand iinterests. iStrong 

isegments iincluded iyounger ichildren ithat iit ireached iwith iDuplo, ichildren iat ia 

iyoung iage iare iinterested iin iStar iWars, ithey iwere iserved iby iits iStar iWars iLego 

irange, iand ichildren iinterested iin iemergency iservices iby iits iLego iCity irange. 

iThese iand iother isegments iwere iall inotionally iboy isegments, ireinforcing 

ithe iperception ithat iLego iis ijust ifor iboys. iThis ileft ia igaping ihole iin ihalf ithe 

itoy imarket iwhere iLego ihad ilimited isuccess. 
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o Targeting i- iIf iLego icould idevelop iand iposition iproducts ito ireach ithis 

isegment i(girl’s isegment) iof ithe imarket iit iwould ioffer igreat iopportunities. 

iLego ihas iattempted ito icorrect ithis iperception ion ifour iprevious ioccasions ibut 

iwith ilimited isuccess. iIn i2011 ialso, iless ithan i10% iof iLego iplayers iwere igirls. 

iCurrently, iLego iis itargeting icustomers iacross iall iage igroups. 

o Positioning- iLego ihas ito iposition iitself ito ibe imore iattractive ito ithe ifemales. 

iThey ican iinclude imore ifemale iLego icharacters iand icreate imore ifemale ibased 

imovies ito icreate ian iappeal iamong ithe ifemales. iCurrently, iLego ihas ipositioned 

iitself ito ibe ia iuniversal itoy iwhich iis inot ionly imeant ifor ithe ikids ibut ialso ifor iadults 

ithrough ithe i 

o ALOF i- iAdult iFans iof iLego. iIt ihas ipositioned iitself iin ito ia iBrand iwhich ifocuses 

ion iintegrating ithe iviews iof itheir icustomers iin itheir iproducts. 

Communication iand iChannel iMix 

 

o Lego ifor iKids i- iThey ideveloped ionline igames ifor ikids iand ianimated ivideos ito 

iattract ithe ikid’s iattention. 

o Lego ifor iAdults i- iThey ideveloped ia icommunity ititled iAdult iFans iof iLego, ihence 

iexpanding itheir icustomer ibase ibeyond ithe iyoung ikids. 

o Build iit iCampaign i- iAimed iat iparents ito ivalue ithe iproduct iin ithe ilives iof ithe 

ichildren iand isee iit ias ia itool ito ienhance ithe iimagination iand icreativity iamong 

ikids. 

o Lego iMovies i- iIt ialso ihelped iexpand ithe icustomer ibase. 

 

Some iof ithe icommunication imediums 

o Movie iFranchise i- iLego ihas ireleased imultiple iquasi istop imotion istyle imovies 

iwith iits ifavourite iLego icharacters. 

o Vine i& iInstagram iVideos i- iLego iposts i2 ivideos ia iweek ion iboth isocial imedia 

iplatforms. 

o YouTube i- iLego ihas ia ihuge ivideo icontent ion iits i“YouTube” ichannels. iEach 

irange iof isets ihave itheir iown iYouTube ichannels. iThey iconsist iof i “How ito” 
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itutorial ivideos ifor ithe iLego ienthusiasts. 

o Twitter i- iLego iMovie i“Twitter” iaccount ihelps ibuild ianticipation ifor imovies 

ito ibe ireleased iin iupcoming iyears. iLego ihas ia ihigh iresponse irate ion iTwitter ito 

iits icustomers. 

o Lego iIdeas iCommunity i– iThe iLego icommunity idirectly iengages 

iwith iLego ienthusiasts ito idevelop iideas ifor iLego. iThe iideas iwhich igained 

imore ithan i10,000 ivotes iare iforwarded ito ithe iLego iheads ifor ipossible 

idevelopment. 

o Lego ihas i13 imillion ifollowers ion i“Facebook”. 

o Lego iEducation ifor iKids 

o Lego iMasters ifor icreation iof icompetition iprograms ion iTV. 

Operations 

o Lego iran ithe i“Rebuild ithe iworld” iCampaign iwhich iwas ithe ifirst iglobal 

icampaign ifor i30 iyears. iIt iwas ithe ifirst iwork ithey idid iwith icreative iagency 

iBETC iand iforms ithe ibrand's iwider istrategy ito ihelp ipeople iunderstand ithe 

icreative ivalue iof iplay iby iinstalling ia i“fresh icreative iculture” iin ichildren. 

iThe icampaign iwas irun ion iTV, iCinemas, isocial imedia iand iLego iowned 

ichannels. 

o Its i“Millennium iFalcon” imodel icreated iby ithe icompany iin i2017 iis ialso ione iof 

iits ilargest isets. iThese iproducts iare ihighly iuseful iin iterms iof imarketing, 

iapart ifrom igeneral ipublicity ithey ialso idrive ihigher isales ivalues. 

o Lego ihas ibrought iproducts ibased ion iseveral ithemes ilike i“Star iWars”. 

o Lego iis inow iexpanding iavenues iby icollaborating iwith iBrands isuch ias 

iDisney iand iWarner iBros. 

o Lego ialso ihas icreated i8 iLego iLand iTheme iParks ioperated iby iMerlin 

iEntertainment. 

o Lego iopened iLego iHouse iin iBillund iwhich iis iplayground ifull iof i25 imillion 

ibricks. 

Refinement 

o Deploy ia istandardized iplanning iand ireporting icadence. 
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o Track ihead icount iand imonitor ibudget ispend ifor iROI ianalysis. 

o To iDistribute ithe imonthly ireporting ipackage iwith ianalysis iof iresults iand 

ibusiness iimpact. 

o Engage iwith iPartner iSales iteams iin iAPAC ito itrack imeasurable ishared igoals 

o Creating ia iprocess ito igather iinput ifor imultiple ireporting imechanisms, iand 

ireport iout ias ineeded iincluding imonthly ireports ifor isales iand imarketing 

ileadership. 

o Work iclosely iwith iLead iManagement iand iDM iteams ito idevelop ia icross isales 

ifunnel ianalysis iof imarketing ichannels iand iprograms. 
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6. iExamples iof iViral iMarketing 

Mirinda iIndia 

 

Fig i6.1 

Youtube iviews- i46 imillion 

In ithe iyear i2017, i‘Mirinda’, ithe iorange iflavoured isparkling idrink ifrom iPepsiCo igave ithe 

icountry’s istudents iand iyouth ia ivoice iand itold ithe icountry iabout ithe iexam ipressure iwhich 

ithe istudents iface ibecause iof itheir iparents. iTheir isecond iedition i‘Release ithe iPressure’ 

icampaign, iin iwhich ithis ibrand imade iits ivoice ilouder, iand ibrought ithis iissue iof iconstant 

icomparison iby iparents iin ifront iof ithe icountry. 

‘Release ithe iPressure’ icampaign ifocussed ion ithe iissue iof iparents icomparing itheir ikids 

iwith iother ichildren iwhich ilead ito idepression iand iother isuicidal itendencies iamongst 

istudents. iThe icampaign iillustrated ia ishort ifilm ifeaturing iyoung ichildren iwho italked iabout 

ithe iacademic ipressure iwhich ithey iface idaily idue ito iconstant icomparison iby itheir iparents 

iwith iother ichildren. iThe ibrand ire-ignited ithis iissue ithrough ia ishort ifilm. iThis ipowerful 

ifilm, iaimed ito imake iparents irealise ithat ihow ithis iconstant icomparison iof itheir ichildren iby 

ithe iparents iwith iother ichildren ican ilead ito ilower iself-esteem iamongst iteenager iand ican 

ilead ito isuicidal icases iamong ithe istudents.
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Levon iSerum 

 

Fig i6.2 

Youtube iviews- i12 imillion 

‘Livon’ iSerum ilaunched iits ilatest iadvertising ifilm iwhich iis ian iextension iof iits icampaign- 

i‘Salon iNahin iLivon’. iThis iadvertisement, ifeatures ia iyoung igirl iwho iis ialways istriving ito 

ilook iher ifabulous ibest iand ithe iutmost iimportant ithing ito iher iis ibeing i‘self i-ready’. 

The iadvertisement ishows itwo igirls iseated iin ia ilibrary, iwho iwants ito igo ifor iouting iwhich 

iwas iplanned iin ilast iminute iby itheir ifriends. iBeing iexcited ifor ithe itrip ione iof ithe igirls 

iexpressed iher idiscomfort idue ito iher ifrizzy ihair iand ishe iwished ito ihave ifabulous ihair 

ibefore istepping iout ifor iouting. iShe iasked iher ifriend ito iwait ithan ishe ipulled iout ia ilarge 

imirror, isteamer, iblow-dryer, iand ieverything iwhich icould ibe ifound iin ia isalon, ifrom iher 

ibag. iAfter ilooking iat iher iwith ishock, ithe ifriend iwondered iwhat iwould ibe iher inext istep, 

iwhen ithe ivoiceover icame i– i“You ican’t icarry iyour isalon ieverywhere iyou igo, ithat’s 

iwhy icarry iLivon iSerum”. 
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TINDER 

 

Fig i6.3 

Youtube iviews- i1.8 imillion 

Each iswipe ion iTinder icreates ithe ipossibility iof imeeting isomeone inew iand iinteresting, iand 

iget istarted iwith isomething inew iand iepic ilike i- ian iepic iand ieternal ifriendship, ia icrazy 

iadventure ior ia ilove istory iwhich ican ibe imade ieternal. iThere iare iliterally iendless 

ipossibilities iin ithe ipalm iof iyour ihand. iThis inew idigital ifilm iof i“Tinder” ibrings ithis iworld 

iall ithe ipossible ialive ipossibilities. iThis ilatest ivideo ifeatures ia igirl ifull iof ifun iand 

iconfidence, iplayed iby iactor iKavya iTrehan, ias ishe igoes iabout iexploring iherself iand ithe 

iworld iand ienjoying ithe iadrenaline irush icreated idue ito ibonding iwith ithe ipeople ishe imet 

ialong iher iway. iHer iworld iis ifull iof iease, ispontaneity, ijoy i,excitement iand iadventure, 

iwithout iany ifear iof irejection ior ijudgment ito ihold iher iback. 
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7. iDATA iANALYSIS 

Limitations iof iResearch iMethodology 

General ilimitations: 

1) iLimitation iof isample isize 

Due ito iresource iand itime iconstraint ia ismall isample isize iis iused iin ithe istructured 

iquestionnaire iwhich ilimits ithe iextent ito iwhich ithe igeneral itheory ican ibe iapplied. 

iIn iaddition ito iit ithe iconvenience isampling imethod ihave ialso ihelped iin 

igenerating ivalid idata ianalysis iand ialso ihelped iin iimproving ithe iaccuracy iof iour 

iresults. 

2) iIssue iof itime iconcerned iwith iVMC icampaigns 

In iour iresearch, ithe iquestions iposed ito iconsumers iwere igenerally ibased ion ithe 

ipast, isuch ias iwhether ithey ihad iforwarded iemails ito i“peers”, ipurchased ia 

i“product ior iservice” ior ihave ithey ipurchased ianything iafter iseeing iits 

iadvertisement ion i‘Facebook’, i‘Youtube’ ior i‘blogs’. iThus, ino ireal itime idata ihas 

ibeen icollected iand iour idata iand isubsequent iconclusions iwill ibe ibased ion ithe 

iconsumer iresponse iin ithe iquestionnaire, iand iin icases iwhere iconsumers iare inot 

iaware iof ithe icampaign ior ihave iforgotten iwhether ithey ipurchased ia iparticular 

iadvertised iproduct ior iservice, ithis iwill idecrease ithe iaccuracy iof iour istudy. 

3) iGeographical iconstraints 

We ihave ilimited iour itarget irespondents ifor ithe istructured iquestionnaire ito 

iconsumers iwho iare iin imy isocial icircle iincluding imy iMBA iand iBTech icolleague 

ifriends, irelatives iand imy icolleagues iworking iin imy iorganization. iSo ithis 

iresearch idoesn’t iinclude ithe igeneral iconsumer ias ia iwhole. 
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Limitations iof ithe istructured iquestionnaire 

1) iNon-Response iError 

As imentioned iin ithe iprevious isection, ithere iwere icases iin iwhich ithe 

iquestionnaire iwas ireturned ito ime iin ian iincomplete imanner. iThis ican ibe ideemed 

ias inonresponse ierror ion ithe ipart iof ithe irespondent. iNonresponse iis idefined ias ia 

ifailure ion ithe ipart iof iprospective irespondent ito itake ipart iin ithe isurvey ior ito 

ianswer ispecific iquestions iin ithe iquestionnaire. iOn imy ipart, itried ito ikeep ithis 

ierror ito ia iminimal iby iensuring ianonymity iand iconfidentiality iand iinforming ithe 

irespondents ithat itheir ianswers iwill iremain iprivate iand iwill inot iassociate itheir 

inames iwith itheir ianswers. iIn iaddition, ias imentioned ipreviously ialso idiscarded 

ireturned iquestionnaires iwhich icontained imore ithan i20% iof ierroneous ireplied. 

2) iRespondents iMisunderstanding 

Respondent imisunderstanding iis idefined ias isituations iin iwhich ia irespondent 

igives ian ianswer iwithout icomprehending ithe iquestion iand/or ithe iaccompanying 

iinstructions. iPotential irespondent imisunderstandings iexist iin iall isurveys. iWe 

ideem ithat icases iof irespondents ichecking imore ithan ione ibox iin ithe iquestions ias 

irespondent imisunderstanding ithe irequirements iof ithe iquestions. 
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EXAMPLES iOF iSURVEY iQUESTIONS 

 

1) iWhat iis iyour i“age?” 

A- i21-30 

B- i31- i40 

C- i41 i– i50 

D- i51-60 

2) iWhat iis iyour i“gender?” 

A-Male 

B-Female 

3) i iWhat iis iyour i“educational iqualification?” 

A- iUpto i12th istandard 

B- iGraduation/diploma 

C- iPostgraduation 

5) iHow ioften ido iyou iread ia i“blog? i“ 

A- iDaily i i i i i i 

B- iWeekly i 

C- iMonthly 

D- iOcassionally 

6) iHave iyou iever ibought ia iproduct ior iservice iafter iseeing iif iadvertised ior iread iabout iit ion 

ia i“blog?” 

A-Very ioften i 

B-Often i i i i i i i i i i i i i i i i 
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C-Not ioften i i i i i i i i i i i i i 

D-Never i i i i i i i i i i i i i i i i 

7) iDo iyou iuse i“Facebook?” 

A-Yes i i i i i i i i i i i i i i i i i i 

B-No i i i i i i i i i i 

8) iHow ioften ido iyou iuse i“Facebook?” i 

A- iDaily i i i i i 

B- iWeekly i i i i i i i i 

C- iMonthly 

D- iOcassionally 

9) iHave iyou iever ibought ia iproduct ior iservice iafter iseeing iit iadvertised ion i“Facebook?” i 

A-Very ioften i i i 

B-Often i i i i i i i i i i i i i i 

C-Not ioften i i i i i i 

D-Never 

10) iDo iyou iuse i“YouTube?” i 

A-Yes i i i i i i i i i i i i i i i i i i i 

B- iNo 

11) iHow ioften ido iyou iuse i“YouTube?” i 

A- iDaily i i i i i i i i i i i i i i 

B- iWeekly i 

C- iMonthly 
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D- iOcassionally 

12) iHave iyou iever ibought ia iproduct ior iservice iafter iseeing ia iVideo ion i“YouTube?” i 

A-Very ioften 

B-Often 

C-Not ioften i i i i i 

D-Never 

13) iHave iyou iever igot iinfluenced ito ibuy ia iproduct ior iservice iafter 

iseeing ia iViral iMessage? 

A-Yes i i i i i i i i i i i i 

B-No i i i i i 

 

14) iDo iyou iusually ibuy iproducts ior iservices ionline 

ion iimpulse? i i 

A-Yes i i i i i i i i i i i i i i 

 iB-No 

 

15) iHas ia iVM icampaign iraised iyour iawareness ifor ia 

ineed iof ia iproduct ior iservice? 

A-Yes i i i i i i i i 

B-No i 

16) iIf iyou isee ia iViral iMessage ithat icatches iyour iinterest ido iyou iforward iit ito iyour ifriends 

ior ifamily? 

A-Yes i i i i i i i i i i i 

B- iNo
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RESULT iOF iDATA iANALYSIS 

The iresult iof ithe i“Primary iresearch” iis ipresented iin ithe ifollowing isection. iThe icollected 

idata iis ivisualized ithrough istatistical igraphs iwhich ihave ibeen imade ithrough ionline isurvey 

iby i“Google iForms”. iHere i“exploratory idata ianalysis” iis iused iwhich ioutline ithe imain 

icharacteristics iof ithe idata. 

 

Analysis iof iPersonal iData 

 

GENDER iOF iTHE iRESPONDENT 

 

 

Fig i7.1 

The ifirst iquestion iof ithe iquestionnaire iwas iasked iabout ithe igender. iOut iof ithe i78 

irespondents i49 irespondent idefined ithemselves ias imale iand i29 irespondents idefined 
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ithemselves ias ifemale. iOf ithe i78 irespondents iresult ishowed ithat i“63%” iof ithem iwere imale 

iand i“37%” iof ithem iwere ifemale. 

AGE iOF iTHE iRESPONDENTS 

 

Fig i7.2 

The isecond iquestion iwas ito ispecify itheir iage. iThe iage igroup iwas iset iin ia ino i“21-30”, i“31-

40”, i“41-50”, i“51-60”. iThe iresult ishowed ithat imost iof ithe irespondents iwere ifrom ithe iage 

igroup iof i“21-30” iaround i62.8%. iSecond imost irespondents iwere ifrom ithe isection i“31-40” 

iaround i32.1% iand ithe ileast irespondents iwere ifrom ithe icategory iof i“41-50” iand i“51-60” 

iaround i2.5% ieach. 
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EDUCATIONAL iQUALIFICATIONS iOF iRESPONDENTS 

 

Fig i7.3 

The ithird iquestion iwas iasked ito ithe irespondents iabout itheir ieducational iqualifications. 

iThe iqualifications iwere idefined iinto ithree icategories inamely i“upto i12th
 istandard”, 

i“graduation” iand i“post i-graduation”. iThe iresult ishowed ithat imost iof ithe irespondents iwere 

igraduate iaround i64% ii.e inearly i49 iout iof i78 irespondents iwere igraduate, ifew iof ithem iwere 

ipost-graduate iaround i14% ii.e inearly i11 irespondents iout iof i78 iwere i i i ipost i-graduate i iand 

ithe irespondents iwho ihave ionly iintermediate ias itheir iqualification iwere ionly i22% iout iof 

ithe itotal i78 irespondents ii.e i18 irespondents iout iof i78 ihave iintermediate ias itheir 

iqualifications. 
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FREQUENCY iOF iVISITING iBLOGS 

 

Fig i7.4 

The ifourth iquestion iof ithe iquestionnaire iwas iasked ito ithe irespondents iabout itheir 

ifrequency iof ivisiting ithe iblogs ifor ithe ipurchase iof ithe iproduct. iThe icategorization iin 

iwhich ithe irespondents ican ivisit ithe iblog ifor iproduct ipurchase iwas ibifurcated iinto i4 iways 

ii.e i“daily”, i“monthly”, i“occasionally”, iand i“weekly”. iThe imaximum ino iof irespondents 

iwho isaid ithat ithey ioccasionally ivisit ithe iblogs iwere iaround i20% ii.e i16 irespondents iout iof 

i78 ivisited ithe iblog ioccasionally ito ipurchase ithe iproduct, iso ithat ithey ican imake itheir 

iopinion ibased ion ithe icustomers ithat ihave ialready iused ithat iproduct. iThe irespondents ithat 

ivisit ithe iblogs iweekly iwere iaround i10% ii.e inearly i8 irespondents iout iof i78 ivisited ithe iblog 

iweekly ito ipurchase ithe iproduct. iNearly i3% iof ithe irespondents ivisited ithe iblog imonthly ii.e 

i2 irespondents ivisited ithe iblog imonthly iand ipercentage iof irespondents iwho ivisited ithe 

iblog idaily iis iaround i4% ii.e i3 irespondents iout iof i78 ivisited ithe iblog idaily. iMaximum ino iof 

irespondents inearly i41% iwas inot iable ito igive itheir iopinion ion ivisiting ithe iblogs. 
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CUSTOMER iPURCHASE iDECISION iAFTER iVISITING iA iBLOG 

 

Fig i7.5 

The ififth iquestion iof ithe iquestionnaire iwas iasked ito ithe irespondents iabout ithe ipurchasing 

iof ithe iproduct iafter ithey ivisit ithe iblog. iThe ipurchasing idecision imade iby ithe icustomer 

iafter ivisiting ia iblog iwas ibifurcated iinto i3 iparts ii.e i“never”, i“often”, iand i“sometimes”. iThe 

irespondents iwho ivisited ithe iblog ifor ithe iproduct ibut ididn’t ibuy ithe iproduct iafter ivisiting 

ithe iblog iis inearly iaround i56% ii.e i44 irespondents iout iof i78 ihave inever ipurchased ithe 

iproduct iafter ivisiting ithe iblog. iThe irespondents iwho isometimes ihave ipurchased ithe 

iproduct iafter ivisiting ithe iblog iis iaround i31% ii.e inearly i24 irespondents iout iof i78. 

iRespondents iwho ihave ioften ipurchased ithe iproduct iafter ivisiting ithe iblog iis iaround i13% 

ii.e inearly i10 irespondents ipurchased ithe iproduct iafter ivisiting ithe iblog.
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FREQUENCY iOF iVISITING iFACEBOOK 

 

 

 i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i iFig i7.6 

The isixth iquestion iof ithe iquestionnaire iwas iasked ito ithe irespondents iabout itheir ifrequency 

iof ivisiting ithe i“Facebook” iwebsite iand ithe iresponse iwas ibifurcated iinto i4 iparts ii.e i“daily”, 

i“monthly”, i“occasionally”, iand i“weekly”. iThe imaximum irespondents isaid ithat ithey idaily 

ivisit i“Facebook” iapproximately i40% iof ithe irespondents isaid ithat ithey ivisit i“Facebook” 

idaily ito imake itheir iopinion iabout ithe iproduct ior ito ipurchase ithe iproduct ii.e inearly i31 

irespondents iout iof i78 ivisit i“Facebook” idaily. iRespondents iwho ivisit i“Facebook” iwebsite 

ioccasionally iwere iaround i10% ii.e inearly i8 irespondents iout iof i78 ivisit i“Facebook” 

iwebsites idaily. iApproximately i7% iof ithe irespondents isaid ithat ithey ivisit i“Facebook” 

iwebsite imonthly ii.e inearly i5 irespondents iout iof i78 ivisit i“Facebook” iwebsites imonthly. 

iRespondents iwho ivisit i“Facebook” iwebsite iweekly iwas iaround i8% ii.e inearly i6 iout iof i78 

irespondents ivisit ithe i“Facebook” iwebsite iweekly. iNearly i35 iof ithe irespondents iwere inot 

iable ito igive itheir iopinion ii.e inearly i36% iwere inot iable ito iprovide itheir iopinion. 
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CUSTOMER iPURCHASING iDECISION iAFTER iVISITING iFACEBOOK 

 

 i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i iFig i7.7 

The inext iquestion iwas iasked ifrom ithe irespondents iabout ipurchasing ithe iproduct iafter 

ivisiting i“Facebook”. iMaximum iof ithem i55% isaid ithat ithey inever ibought ithe iproduct iafter 

ivisiting i“Facebook” ii.e inearly i43 irespondents iout iof i78 isaid ithat ithey ididn’t ipurchase iany 

iproduct iafter ivisiting i“Facebook”. iWhile ithe irespondents iwho ibought ithe iproduct 

isometimes iafter ivisiting i“Facebook” iwere iaround i37% iof ithe itotal ii.e inearly i29 

irespondents iout iof i78 isaid ithat ithey isometimes ihave ibought ithe iproduct iafter ivisiting 

i“Facebook”. iRespondents iwho ihave ioften ibought ithe iproduct iafter ivisiting i“Facebook” 

iwere iaround i6% iout iof ithe itotal irespondents ii.e inearly i4 irespondents iout iof i78 isaid ithat 

ithey ihave ioften ipurchased ithe iproduct iafter ivisiting i“Facebook”. iRespondents iwho isaid 

ithat ithey ihave ivery ioften ibought ithe iproduct iafter ivisiting i“Facebook” iwere iaround i2% iof 

ithe itotal irespondents ii.e inearly i2 irespondents iout iof i78 isaid ithat ithey ihave ipurchased ithe 

iproduct ivery ioften iafter ivisiting i“Facebook”. 
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FREQUENCY iOF iVISITING iYOUTUBE 

 

 i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i iFig i7.8 

The inext iquestion iwas iasked ito ithe irespondents iabout itheir ifrequency iof ivisiting ithe 

i“Youtube”. iMaximum iof ithe irespondents iapproximately i49% iof ithe itotal irespondents 

isaid ithat ithey idaily ivisit i“Youtube” ieither ito iwatch ivideos ior imovies ior isongs ii.e inearly i38 

irespondents iout iof i78 irespondents isaid ithat ithey ivisit i“Youtube” iregularly. iMany iof ithe 

irespondents iapproximately i12% iof ithe itotal irespondents isaid ithat ithey ivisit i“Youtube” 

iweekly ii.e inearly i9 irespondents iout iof i78 isaid ithat ithey ivisit i“Youtube” iweekly. iSome iof 

ithe irespondents iapproximately i4% iof ithe irespondents isaid ithat ithey ivisit ithe i“Youtube” 

ioccasionally ii.e i3 irespondents iout iof i78 isaid ithat ithey ivisit i“Youtube” ioccasionally. 

iNearly i13% iof ithe irespondents iwere inot iable ito iprovide itheir iopinion ion ithis. 
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CUSTOMER iPURCHASING iDECISION iAFTER iVISITING iYOUTUBE 

 

 i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i iFig i7.9 

The inext iquestion iwas iasked ifrom ithe irespondents iabout ipurchasing ithe iproduct iafter 

ivisiting i“Youtube”. iMaximum iof ithem i52% isaid ithat ithey isometimes ipurchased ithe 

iproduct iafter ivisiting i“Youtube” ii.e inearly i41 irespondents iout iof i78 isaid ithat ithey 

isometimes ipurchased ithe iproduct iafter ivisiting i“Youtube”. iWhile ithe irespondents iwho 

inever ibought ithe iproduct iafter ivisiting i“Youtube” iwere iaround i34% iof ithe itotal 

irespondents ii.e inearly i27 irespondents iout iof i78 irespondents isaid ithat ithey inever 

ipurchased iany iproduct iafter ivisiting i“Youtube”. iRespondents iwho ioften ipurchased ithe 

iproduct iafter ivisiting i“Youtube” iwere iaround i9% iof ithe itotal irespondents ii.e i7 

irespondents iout iof itotal iof i78 irespondents ioften ipurchased ithe iproduct iafter ivisiting 

i“Youtube”. iRespondents iwho ivery ioften ipurchased ithe iproduct iafter ivisiting i“Youtube” 

iwere iaround i5% iof ithe itotal irespondents ii.e inearly i3 irespondents iout iof i78 ivery ioften 

ipurchase iproduct iafter ivisiting i“Youtube”. 
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FAMOUS iEXAMPLES iOF iVIRAL iVIDEO iMESSAGES iBY iRESPONDENTS 

 

 i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i iFig i7.10 

Respondents iwere iasked iif ithey ihave ieither ipurchased ior iordered iany iproduct ior iservices 

iby iwatching ithe iviral ivideo imessages ionline. iMaximum iof ithe irespondents inearly i22% 

isaid ithat ithey iordered ithe ifood ionline ifrom iZomato ii.e inearly i17 irespondents iout iof i78 

irespondents iadmitted iof iordering ifood ionline ithrough iZomato. iThe isecond imaximum 

iproduct isearch iwas imade ithrough iGoogle isearch iengine iand iaround i19% iof ithe itotal 

irespondents isaid ithat ithey isearched ithe iproduct icompetence ion igoogle isearch iengine 

ibefore ibuying ithe iproduct ii.e inearly i14 irespondents iout iof i78 irespondents irelied ion igoogle 

isearch. iMany iof ithe irespondents isaid ithat ithey ihave ipurchased ithe iAmazon iAlexa 

ispeakers iby iseeing ithe iviral imarketing ivideo, iso inearly i18% iof ithe irespondents isaid ithat 

ithey ipurchased ithose ispeakers iby iseeing ithe iadvertisement iand isearching iits ifeatures ion 

igoogle isearch iengine ii.e inearly i14 irespondent iout iof i78 iaccepted iof ipurchasing ithe 

ispeakers iby iseeing ithe iadvertisement. iThe inext ione iwas imake imy itrip iand imany 

irespondents iclaimed ithat ithey ihave iused imake imy itrip ito ibook itheir iflight itickets iand 

iinternational iholiday ipackages iand ihotel ireservations iby iseeing ithe iadvertisement iof imake 

imy itrip ion iT.V, i“Youtube” ietc i.Nearly i18% iof ithe irespondents iaccepted iof imaking iuse iof 

imake imy itrip ito iplan itheir itrip ii.e iapproximately i14 irespondents iout iof i78 iaccepted iof 

iusing ithe isame. iMany iof ithe irespondents ialso iaccepted iof iordering ifood ionline iby iseeing 
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ithe iadvertisement iof idelicious ifood iitems ion i“swiggy” iduring ithe iIPL iseason iwhile 

iwatching icricket, iapproximately i15% ipeople iclaimed iof iusing i“swiggy iapp” ifor iordering 

ifood ionline iwhile iwatching icricket imatch ii.e inearly i12 irespondents iout iof i78 iclaimed iof 

iordering ifood ionline ithrough i“swiggy”. iAfter ithe iflood idevastation isamsonite ilaunched 

iits icampaign i“Kerala iis iopen icampaign” iand i3% iof ithe irespondents iaccepted ithat ithey 

ihave ipurchased ithe isamsonite ibriefcase iby iseeing ithe iviral iadvertisement iof isamsonite ii.e 

inearly i2 irespondents iout iof i78 iclaimed ito ipurchase ithe iproduct iafter iseeing ithe iviral 

iadvertisement. iRespondents ialso iclaimed iof ipurchasing iHUL iproduct iby iseeing ithe 

iadvertisement iof iHUL, iapproximately i4% iof ithe irespondents iclaimed ithat ithey ipurchased 

iHUL iproduct iby iseeing ithe iadvertisement ii.e i3 irespondents iclaimed ito ipurchase iHUL 

iproduct. 

RESPONSE iON i“HAVE iYOU iINFLUENCE iTO iBUY iA iPRODUCT iOR iSERVICE 

iAFTER iSEEING iA iVIRAL iVIDEO iMESSAGES?” 

 

 i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i iFig i7.11 

Respondents iwere iasked iabout itheir iresponses iof ipurchasing ia iproduct iafter iseeing ithe 

iadvertisement. iThe iresult ithat icame iout iwas ithat i46% iof ithe irespondents iclaimed ito 

ipurchase ithe iproduct iafter iseeing ithe iadvertisement ii.e inearly i36 irespondents iout iof i78 
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iclaimed ito ibuy ithe iproduct iafter iseeing ithe iviral ivideo imessage iof ithe iproduct ior iservice. 

iRespondents iwho ididn’t ipurchased ithe iproduct iafter iseeing ithe iviral ivideo iadvertisement 

iwere ifound ito ibe i36% iof ithe itotal irespondents ii.e inearly i28 irespondents iout iof i78 idon’t 

ipurchase iproduct ior iservice iafter iseeing ithe iviral iadvertisement ior imessages. iIt ialso icame 

iout ifrom ithe iresearch ithat imany iof ithe irespondents idon’t iknow iabout ithe iviral 

iadvertisement ior imessages iand ithe ipercentage iof ithese irespondents iwere iaround i18% iout 

iof itotal irespondents ii.e inearly i14 irespondents iout iof i78 irespondents idon’t iknow iabout 

iviral ivideo iadvertisements ior imessages. i 

RESPONSE iWITH iRESPECT iTO i“HAS iVIRAL iVIDEO iMARKETING 

iCAMPAIGN iRAISED iYOUR iAWARNESS iFOR iA iNEED iFOR iA iPRODUCT iOR 

iSERVICE?” 

 

 i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i iFig i7.12 

Respondents iwere iasked ithe iquestion iabout ihas ithe iviral ivideo imarketing ior imessages 

ihave iincreased itheir iawareness iabout ithe iproduct ior iservice iand ithe iresult iwhich icame iout 

iwas ithat i64% iof ithe irespondents isaid ithat iviral ivideo imarketing iincreased itheir iawareness 

iabout ithe iproduct ior iservice ii.e inearly i50 irespondents iout iof i78 isaid ithat ithey iwere iable ito 

ibuy ia igood iquality iproduct iby iseeing ithe iviral ivideo iadvertisement. iRespondents iwho 
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iclaimed ithat ithe iviral ivideo imarketing icampaign idid inot iincreased itheir iawareness iwere 

iaround i36% iof ithe itotal irespondents ii.e i28 irespondents iclaimed ithat iviral ivideo imarketing 

ididn’t iincreased itheir iawareness iabout ibuying ia iproduct ior iservices. i 

RESPONSE iWITH iRESPECT iTO i“IF iYOU iSEE iA iVIRAL iVIDEO iMESSAGE 

iTHAT iCATCHES iYOUR iINTREST iDO iYOU iFORWARD iIT iTO iYOUR iFRIEND 

iOR iFAMILY?” 

 

Fig i7.13 

Respondents iwere iasked iabout iforwarding ithe iviral ivideo iadvertisement ito itheir ifriends, 

ifamily iand iloved iones iafter iseeing ithem iand ithe irespondents iresponded ithat i,maximum iof 

ithem i53% ido inot iforward ithe iviral ivideo imarketing iadvertisement ior imessages ito itheir 

ifriends ior ifamily isince ithey imake ithe iopinion iof ithe iproduct ior iservice iby iusing ithem ionly 

iand iafter ithey ifind ithe iquality iof ithe iproduct ito ibe igood ithan ionly ithey irecommend ithat 

iproduct ito itheir ifriends ior ifamily ii.e inearly i41 irespondents iout iof i78 iwere ifound ito ibe 

idoing ithe isame. iRespondents iwho iforward ithe iviral imessages ito itheir ifriends ior ifamily 

iwere ifound ito ibe i47% iout iof ithe itotal irespondents ii.e i37 irespondents iout iof i78 irespondents 

No, 53%

Yes, 47% No

Yes
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iwere ifound ito ibe iforwarding ithe iviral ivideo iadvertisement ior imessages ito itheir ifriends ior 

ifamily. i 

RESPONSE iWITH iRESPECT iTO i“DO iYOU iGET iINFLUENCE iTO iBUY iA 

iPRODUCT iOR iSERVICE iAFTER iHEARING iABOUT iIT iFROM iFRIENDS iOR 

iFAMILY?” 

 

Fig i7.14 

Respondents iwere iasked iabout igetting iinfluenced iby itheir ifriends ior ifamily ibefore ibuying 

ia iproduct ior iservice iafter ihearing iabout ithe iproduct ior iservice ifrom ithem. iMaximum iof ithe 

irespondents, iapproximately i81% iout iof ithe itotal irespondents iaccepted ithat ithey iwere 

iinfluenced ito ipurchase ithe iproduct iafter ihearing iand ibeing irecommended iabout iit ifrom 

itheir ifriends ior ifamily ii.e inearly i63 irespondents iout iof i78 iclaimed ito ibe iinfluenced iby 

ithem. iRespondents iwho iwere inot iinfluenced iby itheir ifriends ior ifamily ibefore ibuying ia 

iproduct iwere ifound ito ibe i19% iof ithe itotal irespondents ii.e i15 irespondents iout iof i78 

iclaimed inot ibeing iinfluenced iby itheir ifriends ior ifamily ibefore ibuying ia iproduct. i i 
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Yes
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No
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RESPONSE iWITH iRESPECT iTO i“HAS iREADING iOR iHEARING iA iNEGATIVE 

iCUSTOMER iRESPONSE iABOUT iA iPRODUCT iCHANGE iYOUR iDECISION 

iABOUT iBUYING iA iPRODUCT iOR iSERVICE?” 

 

 i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i iFig i7.15 

Respondents iwere iasked iabout ihow ihearing ithe inegative icomments ihave ichanged itheir 

idecision iabout ipurchasing ia iparticular iproduct ior iservice. iMaximum iof ithe irespondents 

i56% isaid ithat ithey ididn’t ipurchased ithat iparticular iproduct iafter ihearing inegative 

icomments ifrom itheir ifriends ior ifamily ii.e inearly i44 iof ithe irespondents iout iof i78 

irespondents iaccepted iof inot ipurchasing ithe iparticular iproduct iafter ihearing inegative 

icomments. iRespondents iwho ipurchased ithe iproduct ieven iafter ihearing ithe inegative 

icomments iwere ifound ito ibe i18% iout iof ithe itotal irespondents ii.e inearly i14 irespondents iout 

iof i78 irespondents iaccepted iof ipurchasing ithe iproduct ieven iafter ihearing ithe inegative 

icomments. iRespondents ithat iwere inot iable ito igive itheir iopinion iabout iit iwere ifound ito ibe 

i26% iout iof ithe itotal irespondents ii.e inearly i20 irespondents iout iof i78 iwere inot iable ito igive 

itheir iopinion ion iit. i 

I dont know
26%

No, i did buy it even 
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18%

Yes, I didn't buy it
56%

I dont know

No, i did buy it even though

Yes, I didn't buy it
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RESPONSE iWITH iRESSPECT iTO i“HAS iREADING iOR iHEARING iA iPOSITIVE 

iCUSTOMER iRESPONSE iABOUT iA iPRODUCT iCHANGE iYOUR iDECISION 

iABOUT iBUYING iA iPRODUCT iOR iSERVICE?” 

 

 i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i iFig i7.16 

Respondents iwere iasked iabout ihow ihearing ithe ipositive icomments ihave ichanged itheir 

idecision iof ipurchasing iany iproduct ior iservice. iMaximum iof ithe irespondents i59% isaid ithat 

ithey ipurchased ithe iproduct ior iservice iafter ihearing ipositive icomments ifrom itheir ifriends 

ior ifamily ii.e inearly i46 iof ithe irespondents iout iof i78 irespondents iaccepted iof ipurchasing ithe 

iproduct ior iservice iafter ihearing ipositive icomments. iRespondents iwho ididn’t ipurchased 

ithat iproduct ieven iafter ihearing ithe ipositive icomments iwere ifound ito ibe i11% iout iof ithe 

itotal irespondents ii.e inearly i9 irespondents iout iof i78 irespondents iaccepted iof inot 

ipurchasing ithe iproduct ior iservice ieven iafter ihearing ithe ipositive icomments. iRespondents 

ithat iwere inot iable ito igive itheir iopinion iabout iit iwere ifound ito ibe i30% iout iof ithe itotal 

irespondents ii.e inearly i23 irespondents iout iof i78 iwere inot iable ito igive itheir iopinion ion iit. i 
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CONCLUSION 

➢ Frequency iof ivisiting iblogs iis icomparatively ilesser ithan ithat iof i“YouTube” iand 

i“Facebook”. 

➢ Customer iPurchase idecision iis imore iinfluenced iby iviral ivideos ion i“YouTube” iin 

icomparison ito i“Facebook” iand i“Blogs”. 

➢ 46% ipeople igot iinfluenced ito ibuy ia iproduct ibecause iof iVM. 

➢ 64% ipeople igot iawareness iabout ithe ineed iof ithe iproduct ibecause iof iVM. 

➢ 47% ipeople iagreed ithat ithey iforward iviral ivideo imessages iif iit icatches itheir 

iinterest. 

➢ 81% ipeople iresponded ithat ithey iget iinfluenced iby iWOM imarketing. 

➢ 56% ipeople iget iinfluenced iby icustomer iresponse ibeing inegative. 

➢ 59% ipeople iget iinfluenced iby icustomer iresponse ibeing ipositive. 
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IMPLICATIONS 

 

 i i i i i i i i i i iFollowing ican ibe iinferred iwith ithe ihelp iof ithis iresearch: 

➢ Marketers imust ifocus ion iviral imarketing imore iimportantly iadvertisements/ iviral 

ivideo ion iYouTube, iFacebook ifor itheir imarketing imix ito iinfluence imajor ichunk iof 

icustomers. i 

➢ Social iMedia iis iplaying ian iimportant irole iin iinfluencing ithe idemand iof ia iproduct 

iand ipurchasing idecision. 

➢ WOM iplays isignificant irole ito iattract icustomers. iMarketers ishould ifocus ion 

ispreading ipositive ireviews iabout ithe iproduct. 
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