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ABSTRACT 

Viral marketing is the upgraded form of word of mouth marketing. It harnesses the advantage 

of modern technologies like mobile sms, emails, online blogs, review sites, social networking 

sites etc. It is widely adopted form of marketing these days. This paper reviews the literature 

on the impact viral marketing creates on brand awareness, credibility of the company, sales 

etc.  Secondary sources of data are used like journals, books and articles. Paper is concluded 

by managerial and research implications. 

JEL classification: JEL- M310. 

Keywords: E-mail Marketing, Impact of WOM marketing, Mobile Marketing, Viral 

Marketing. 

 

 

 

 

 

 

 

 

 

 



Global Journal of Multidisciplinary Studies                  Available online at www.gjms.co.in                                              

Volume 3, Issue3, Feb 2014                                                                                                                                               

ISSN: - 2348-0459 

2 

 

 

1. INTRODUCTION 

 

Viral marketing is derived from word of 

mouth marketing. Traditionally there was 

personal face to face communication 

between people regarding sharing of 

experiences regarding companies and their 

brands. But with the invention of 

technology, word of mouth communication 

became more sophisticated. Now 

communication and sharing occurs through 

mobile sms, whatsapp messages and 

videos, social networking sites, blogs etc. 

One of the reason behind popularity of viral 

marketing is its superiority over traditional 

form of marketing. It brings the advantage 

of increased speed, self selection of 

message, wider reach, low cost, proper 

targeting, etc.  

As computer and mobiles have become 

indispensable part of human life, 

companies are using these for marketing 

purposes. But what is the aim behind 

regressive viral marketing policies? What 

results are achieved? What impact is 

created on consumer attitude towards brand 

and credibility? Does it also results in 

purchase intentions and eventually sales? 

From last so many years, researchers are 

trying to find the answers of these 

questions. This study reviews these 

answers searched by the researchers. This 

paper will create a ground for further 

empirical study as well as marketing 

practitioners can learn some important 

lessons about the impact of their viral 

marketing policies. 

  

1.1 NEED OF THE STUDY 

Because of its increased popularity, viral 

marketing has remained the area of focus 

for many researches. Most of the researches 

focus on impact of a single kind of viral 

marketing. Most of these focus on impact 

of email and mobile marketing while very 

few on blog and website marketing. There 

is no such study which can show the impact 

of all the kinds of viral marketing in a 

single study. Therefore this paper fills this 

gap by providing a single paper reviewing 

the impact of all the kinds of viral 

marketing on all the factors like brand 

awareness, credibility, sales etc.   

 

1.2 OBJECTIVES AND RESEARCH 

METHODOLOGY 

Main objective of this study is to review 

the impact of viral marketing on various 

factors like brand awareness, credibility, 

sales etc. This is a review paper and hence 

secondary sources of data are used like 

journals and books. Data is downloaded 
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online form the e-library of Ram Lal Anand 

College (Eve), University of Delhi using 

the free subscription facility provided by 

University of Delhi in its campus and 

colleges. All kinds of viral marketing 

(mobile marketing, email marketing, blog 

marketing etc.) are considered to study the 

impact of viral marketing. 

 

 

2. DEFINING VIRAL MARKETING 

 

Viral marketing model is based on an 

analogy with the spread of infectious 

disease. It starts with a seed of individuals 

(hosts) who spread a message by infecting 

their friends, relatives, acquaintances via 

email, sms, social sites etc (vectors). Each 

person who gets the message will spread it 

to more than one additional person, who 

then does the same thing, and so on, 

leading to exponential growth in the 

number of people who receive it resulting 

in an epidemic (Watts and  Jonah, 2007). 

 

Marsden, 2006 also viewed that viral 

marketing is derived from ‗viral‘ and hence 

it is meant to be spread, especially in 

person to person context. According to him 

viral marketing is the promotion of a 

company or its products and services 

through a persuasive message designed to 

spread, typically online, from person to 

person. 

As per Kirby, 2006, viral marketing 

describes any strategy that encourages 

individuals to pass on a marketing message 

to others, creating the potential for 

exponential growth in the message‘s 

exposure and influence. 

 

Dobele et al., 2005 defined viral marketing 

as making email into a form of advocacy or 

word-of-mouth referral endorsement from 

one client to other prospective clients. 

From a practical perspective, they stated, it 

is a strategy whereby people forward the 

message to other people on their email lists 

or tie advertisements into or at the end of 

messages. 

3. IMPACT OF VIRAL MARKETING 

In this section, we will study the impact of 

viral marketing on various factors based 

upon available literature. 

3.1 BRAND AWARENESS  

Various studies show that positive WOM 

communication helps the Web consumers 

cultivate solid brand trust. This finding 

means that reliable WOM communication 

is an increasingly important source for Web 

users because all tangible products or 

intangible services on the Web sites may be 

confirmed by consumers (Hong, 2004). 
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Some connected marketing techniques, 

such as influencer marketing and live buzz 

marketing that rely on offline 

communication, can help improve brand 

advocacy, which in turn aids business 

growth. ―Viral marketing especially when 

used as an integrated rather than isolated 

approach can both improve brand advocacy 

and increase mass-market brand awareness. 

And it can achieve those objectives very 

cost-effectively, even if your brand, 

product, or service has no standout, buzz 

worthy characteristic‖. Viral marketing, 

especially when used as an integrated rather 

than isolated approach, can both improve 

brand advocacy and increase mass-market 

brand awareness. It can be used 

successfully to create a buzz about any 

brand or product, and to help generate sales 

(Kirby, 2006). 

Blog marketing can also be seen as a faster, 

cheaper and better way of promoting a 

brand or company (Corcoran et al., 2006). 

The main effects of input word of mouth 

are higher levels of awareness, attitude 

change and purchase behaviour (Nyilasy, 

2006). Buzz marketing offers a creative and 

cost-effective solution to driving 

awareness, interest and demand, which can 

complement traditional marketing (Brown, 

2006). The results also suggest that 

consumers are not influenced by the 

persuasive effect of online word-of-mouth, 

although they are affected by awareness 

effect generated by the underlying process 

of word-of-mouth (Duan et. al 2008). 

Another study offers important insights into 

microblogging as eWOM communications, 

with implications for branding for 

corporations, organizations, and 

individuals. ―Microblogging is a social 

communication channel affecting brand 

awareness and brand image, that managing 

brand perception in the microblogging 

world should be part of an overall proactive 

marketing strategy, and maintaining a 

presence on these channels should be part 

of a corporation‘s branding campaign. It is 

apparent that companies can receive 

positive brand exposure via followers and 

others who microblog about the company 

and products‖ (Jansen et al., 2009). 

Electronic word of mouth campaigns have 

also been used successfully to build 

widespread brand awareness (Abedniya and 

Sahar, 2010).  

3.2 PURCHASE DECISION, SALES 

AND ROI 

The main effects of input word of mouth 

are higher levels of awareness, attitude 

change and purchase behavior (Nyilasy, 

2006). Word of mouth can be viewed as a 

media channel that has a measurable 

frequency, reach and impact on purchase 
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intent similar to traditional media channels 

(Ferguson, 2006). Buzz marketing offers a 

creative and cost-effective solution to 

driving awareness, interest and demand, 

which can complement traditional 

marketing (Brown, 2006). Viral advertising 

could become more strategic viral 

marketing. It not only raises brand 

awareness cost-effectively, but also 

generates response such as brochure 

requests, test drives and eventually sales 

(Kirby, 2006). 

 

Financial objectives and the need to 

measure the return on investment were 

identified as previously undocumented key 

issues (Danilo and Cris, 2008). Viral 

marketing campaigns can provide 

accountability when tracked, thereby 

measuring and proving ROI. Viral 

campaigns have no fixed cut-off point, so 

they can provide an ever-increasing ROI. It 

can be used successfully to create a buzz 

about any brand or product, and to help 

generate sales (Kirby, 2006). Blog 

marketing can be effective in achieving a 

number of marketing objectives like 

generating interest, driving action and sales 

(Corcoran et al., 2006). Games can provide 

tangible business benefits, such as sales 

leads, an increased intent to purchase and 

actual sales (Curran, 2006). A study 

attributed the effect to online user reviews 

as an indicator of the intensity of 

underlying word-of-mouth that plays a 

dominant role in driving box office 

revenues (Duan et al., 2008). E-WOM 

campaigns have also been used 

successfully not only to build widespread 

brand awareness (Abedniya and Sahar, 

2010), but also to help generate sales.  

3.3 CREDIBILITY OF COMPANY 

E-WOM maintains the trust and integrity of 

the message. Whereas consumers are quick 

to delete messages from marketers, a 

message from a known person is less likely 

to be deleted (Phelps et al., 2004). Online 

monitoring and business intelligence 

enables organizations to listen to and 

communicate with consumers, which help 

them to build or maintain a competitive 

edge (Snyder, 2006). WOM 

communication is likely to be perceived as 

more persuasive because information from 

personal sources is considered more 

credible than information from mass media 

or marketing sources (Bickart & Schindler, 

2001; Brooks, 1957 in Sun et al., 2006). 

Moreover as the act of forwarding 

electronic messages is voluntary rather than 

a paid testimonial or a mass ad campaign, it 

may be viewed more favorably by the 

recipient (Dobele et al., 2005). It also 

results in creating goodwill and 
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establishing expertise (Corcoran et al., 

2006). 

3.4 OTHERS 

E-WOM also dramatically lowers the cost 

of promotion and boosts the speed of 

adoption, a critical concern for new product 

launches (Abedniya and Sahar, 2010; 

Dobele et al., 2005). Other benefits may 

include creation of buzz around the 

product, reinforcing existing advertising 

messages, extend other marketing 

communications activities, capturing 

recipients' attention, triggering interest, and 

eventually leading to adoption or sales 

(Bruyn and Gary, 2008;  Kirby, 2006). 

Online monitoring and business 

intelligence enables organizations to listen 

to and communicate with consumers, 

which help them to build or maintain a 

competitive edge (Snyder, 2006). Blog 

marketing can be effective in stimulating 

dialogue with customers or employees 

(Corcoran et. al, 2006). 

4. CONCLUSION 

Viral marketing relies on communication 

between people. More the viral content is 

forwarded, more beneficial it is. Various 

viral marketing techniques, whether email 

marketing, blog marketing or buzz 

marketing, have impact on one or other 

factor. On the whole it can be said that viral 

marketing impacts brand awareness, 

credibility of the company, purchase 

decision and sales.  

5. LIMITATION AND IMPLICATIONS 

 

Not based on empirical study is biggest 

limitation of this study. Second limitation is 

shortage of time because of which much 

data could not be collected. But this paper 

is ideal for beginners in the area of viral 

marketing. It provides basic understanding 

about viral marketing and impact it creates 

on consumers‘ behaviour and intentions. It 

also justifies the need for further empirical 

testing in this area.  

Marketing practitioners can also gain some 

understanding on this area. They need to 

understand their viral marketing policies 

create impact on brand awareness, 

credibility, sales and other factors. 

Therefore they should focus their viral 

marketing strategies according to the 

impact they want to create and result they 

want to generate. But marketers should be 

cautious while using results of this paper as 

this is just a review based conceptual paper 

which needs to be tested further. 

REFRENCES 

1. Abedniya, Abed.  and Sahar 

Sabbaghi Mahmouei (2010), ―The 

Impact of Social Networking 

Websites to Facilitate the 

Effectiveness of Viral 



Global Journal of Multidisciplinary Studies                  Available online at www.gjms.co.in                                              

Volume 3, Issue3, Feb 2014                                                                                                                                               

ISSN: - 2348-0459 

7 

 

Marketing‖,International Journal of 

Advanced Computer Science and 

Applications, Vol. 1 (6), pp. 139-

146. 

 

2. Brown, Schuyler. (2006), ―Buzz 

Marketing: the Next Chapter‖, 

Connected Marketing: The Viral, 

Buzz and Word of Mouth 

Revolution, Oxford: Butterworth-

Heinemann, pp. 208-231. 

 

3. Bruyn, Arnaud De. and Gary L. 

Lilien (2008), ―A Multi-Stage 

Model of Word-of-Mouth Influence 

Through Viral Marketing‖, 

International Journal of Research 

in Marketing, Vol. 25 (3), pp.151–

163. 

 

4. Corcoran, Andrew., Paul Marsden, 

Thomas Zorbach and Bernd 

Rothlingshofer (2006), ―Blog 

Marketing‖, Connected Marketing: 

The Viral, Buzz and Word of Mouth 

Revolution, Oxford: Butterworth-

Heinemann, pp. 148-158. 

 

5. Curran, Steve. (2006), ―Changing 

the Game‖, Connected Marketing: 

The Viral, Buzz and Word of Mouth 

Revolution, Oxford: Butterworth-

Heinemann, pp. 129-147. 

 

6. Danilo, Cruz. and Chris Fill (2008), 

"Evaluating Viral Marketing: 

Isolating the Key Criteria", 

Marketing Intelligence & Planning, 

Vol. 26 (7), pp. 743 – 758. 

 

7. Dobele, Angela., David Toleman 

and Michael Beverland (2005), 

―Controlled Infection! Spreading 

the Brand Message Through Viral 

Marketing‖, Business Horizons, 

Vol. 48 (2), pp. 143–149. 

 

8. Duan, Wenjing., Bin Gu and 

Andrew B. Whinston (2008), ―Do 

Online Reviews Matter? — An 

Empirical Investigation of Panel 

Data‖, Decision Support Systems, 

Vol. 45, pp. 1007-1016. 

 

9. Ferguson, Bradley. (2006), ―Black 

Buzz and Red Ink: the Financial 

Impact of Negative Consumer 

Comments on US Airlines‖, 

Connected Marketing: The Viral, 

Buzz and Word of Mouth 

Revolution, Oxford: Butterworth-

Heinemann, pp. 185-197. 

http://www.sciencedirect.com/science/journal/01678116
http://www.sciencedirect.com/science/journal/01678116
http://www.sciencedirect.com/science/journal/01678116/25/3
http://www.sciencedirect.com/science/journal/00076813
http://www.sciencedirect.com/science/journal/00076813/48/2


Global Journal of Multidisciplinary Studies                  Available online at www.gjms.co.in                                              

Volume 3, Issue3, Feb 2014                                                                                                                                               

ISSN: - 2348-0459 

8 

 

 

10. Hong, Youl Ha. (2004), "Factors 

Influencing Consumer Perceptions 

of Brand Trust Online", Journal of 

Product & Brand Management, 

Vol. 13 (5), pp. 329-342. 

11. Jansen, Bernard J., Mimi Zhang, 

Kate Sobel and Abdur Chowdury 

(2009), ―Twitter Power: Tweets as 

Electronic Word of Mouth‖, 

Journal of the American Society for 

Information Science and 

Technology, Vol. 60 (11), pp. 2169–

2188. 

12. Kirby, Justin. (2006), ―Viral 

Marketing‖, Connected Marketing: 

The Viral, Buzz and Word of Mouth 

Revolution, Oxford: Butterworth-

Heinemann, pp. 87-106. 

13. Mardsen, P. (2006), ―Introduction 

and Summary‖, Connected 

Marketing: The Viral, Buzz and 

Word of Mouth Revolution, Oxford: 

Butterworth-Heinemann, pp. xv-

xxxv. 

14. Nyilasy, G. (2006), ―Word of 

Mouth: What We Really Know - 

And What We Don't‖, Connected 

Marketing: The Viral, Buzz and 

Word of Mouth Revolution, Oxford: 

Butterworth-Heinemann, pp. 161-

184. 

 

15. Phelps, Joseph E., Regina Lewis, 

Lynne Mobilio, David Perry and 

Niranjan Raman (2004), ―Viral 

Marketing or Electronic Word-of-

Mouth Advertising: Examining 

Consumer Responses and 

Motivations to Pass Along Email‖, 

Journal of Advertising Research, 

Vol. 44 (4), pp. 333-348. 

 

16. Snyder, Pete. (2006), ―Buzz 

Monitoring‖, Connected Marketing: 

The Viral, Buzz and Word of Mouth 

Revolution, Oxford: Butterworth-

Heinemann, pp. 119-128. 

17. Sun, T., S. Youn, G. Wu and M. 

Kuntaraporn (2006), ―Online Word-

of-Mouth (or Mouse): An 

Exploration of its Antecedents and 

Consequences‖, Journal of 

Computer-Mediated 

Communication, Vol. 11 (4), pp. 

1104-1127. 

18. Watts, Duncan. and  Jonah Peretti 

(2007), ―Viral Marketing for the 

Real World‖, Harvard Business 

Review, Viewed on 1/12/2013: 

http://hbr.org/2007/05/viral-

marketing-for-the-real-world/ar/1 

http://hbr.org/2007/05/viral-marketing-for-the-real-world/ar/1
http://hbr.org/2007/05/viral-marketing-for-the-real-world/ar/1

