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Abstract  
 
 
Title:  Viral Marketing from a consumer perspective, a quantitative study 

about how viral marketing affects the consumers buying act. 
 
Course:  FÖ6015 – Independent dissertation study on distance from 

University of Lincoln for Halmstad University, 15 hp /ECTS. 
 
Authors:   Caroline Gholamzadeh and Karolina Jakobsson. 
 
Tutor:   Thomas Helgesson. 
 
Keyword: Viral marketing, word of mouth, social medias, power of viral 

marketing, consumer behaviour process, consumer-buying act. 
 
Problem discussion: The Internet is a technology revolution and lately companies have 

realised the effective and low cost way of marketing themselves 
via online advertising at social medias. We wanted with this 
dissertation to investigate how the consumers buying act are being 
affected when being exposed to viral messages. 

 
Purpose:    The aim with this dissertation is to investigate if viral marketing 

affects the consumers buying act, to be able to determine if it is 
necessary for companies to adapt viral marketing into their 
marketing strategy.  

 
Empirical data:  We did choose a quantitative research to investigate how viral 

marketing influences the peoples buying act. We conducted an 
online survey so we could get a broad range of answers to try to 
find a relation between these two subjects.  

 
Conclusion:  Our purpose is being investigated and the effects viral marketing 

has on the consumers buying act is being discussed and 
summarized.  
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1. Introduction  
This section will include the introduction of the topic and its background to give a better 
idea of what this dissertation will be about. It looks at the relevance, validity and 
actuality of the question and problem. It also looks at the previous research that has been 
done around the subject area.  
 
 
Internet is something we use in our everyday lives. We the authors were born during the 
development of the Internet and we are the first generation that grew up with using it and 
we will not know the impact this will have on us until much later. The reason for why we 
choose our subject to be viral marketing is because we are both fascinated about how 
much power it has on the Internet. During the past years social medias has grown and we, 
just as the majority of our friends, family and relatives are all using different types of 
social medias everyday. The companies have realised how effective these social medias 
are as an advertising tool and the number of viral messages being exposed to the social 
media users has grown tremendously. 
 
1.1 Background  
The early marketing thoughts were focused on how to bring products to the market and 
the consumers then bought what was available at the market. While the economy 
developed, organizations had to become more market and customer positioned. The 
technology changes that have occurred in the recent years have been reflected in the 
product and services in the market. Companies have to adapt these changes to keep their 
competitiveness because of many substitutes in the market. The communication in the 
Internet market has become more important and therefore social medias such as 
Facebook, YouTube and blogs have become one of the most important ways for 
companies to market themselves (Lusch, 2007). Viral marketing is a strategy that boosts 
individuals to pass along a message to other people. If a large number of receivers 
forward a message to a large number of people, the growth of the message grows quickly. 
A viral message can be exploded to thousands and millions of people, therefore the name 
viral marketing. Off the Internet viral marketing also is called “word of mouth” (Scott, 
2007).  
 
The amount of private persons that use social medias like Facebook, Twitter, YouTube 
and blogs everyday, are millions. These people use these communities everyday to 
communicate with their friends and to create new contacts. Viral marketing has become a 
huge opportunity for companies to advertise on the Internet. “Brands big and small 
launch viral videos via YouTube, post new product information on their MySpace pages, 
court the blogosphere and send forth armies of evangelists to spread the gospel by word-
of-mouth to make people aware of their products and services and hopefully create a need 
at the customers for just their products”. For companies to adapt these new media 
strategies is not only a cost saving, especially in time of economic recession, it also gives 
the companies opportunities to increase brand awareness and access to the most 
influential marketing strategy of them all: online word of mouth marketing; viral 
marketing (Fergusson, 2008). 
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1.2 Problem discussion  
Viral marketing is a very current marketing form that has grown tremendous in the last 
decade. In many books, journals and dissertations that has been found during the research 
a lot of positive thoughts towards the new way of marketing has been noticed. David 
Meerman Scott is one among many authors that praise this new way of marketing. Scott 
means that the Internet has made a revolution in today’s advertising and now it is 
possible for organisations to communicate online through social medias such as 
communities and blogs for much less costs than the traditional old way with TV, radio 
and newspaper commercial (Scott, 2007). Other authors that praises viral marketing are 
Rick Ferguson who claims, “viral marketing has become the defining marketing trend of 
the decade” (Ferguson, 2008) and Rebecca Larson who means that “Viral marketing 
takes the traditional roots of word of mouth marketing and exponentially expanded the 
reach through social networks, blogs, and other technological mediums” (Larson, 2009).  
 
The customer’s involvement in the purchase decisions of product and services has 
changed. Through new technology the consumer’s role and purchase power has increased 
as a result (Ferguson, 2008). According to Ochinero cited in Larson (2009) “ Research 
validates with certainty that social media is something businesses can no longer ignore. 
Not only do consumers’ opinions about their care experience shared online influence 
other people’s perceptions about a business, they truly impact purchase intent” (Larson, 
2009, p.7). 
 
A definition of consumer behaviour is "The study of individuals, groups, or organizations 
and the processes they use to select, secure, use, and dispose of products, services, 
experiences, or ideas to satisfy needs and the impacts that these processes have on the 
consumer and society" (Perner, 2010). Humans are individuals and their behavior greatly 
influences each other “Viral marketing works because friends are better at target 
marketing than any database” (Larson, 2009). Consumers will share their opinions 
towards brands with or without this being known from the companies. The power of a 
negative or a positive opinion towards a brand is of highly importance for the company’s 
success of the product or service (Gil-Or, 2010). 
 
The main intention companies have is to convince consumers to make the actual 
purchase. The consumers buying act is an important concept because of its key impact on 
a company’s performance. What’s not known is how the consumers buying act are being 
affected when being exposed to this new type of advertising, will it lead to a purchase act 
or will it lead to push the consumer further away from a purchase act or no effects at all? 
Is viral marketing such an important marketing strategy that companies no longer can 
ignore?  
 
1.3 Purpose 
In this dissertation with its quantitative research it will be investigated how viral 
marketing in the form of viral messages at the three different concepts, social medias, 
people listen and talk (word of mouth) and the power of viral marketing affects the 
consumers buying act, and if it affects it at all. The main intention for companies is to get 
consumers to make an actual purchase and in this dissertation investigate how viral 
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marketing affects the buying act we can determine if it is necessary for companies to 
adapt viral marketing into their marketing strategies. 
 
1.4 Limitations  
This dissertation will look at three social medias, Facebook, YouTube and blogs. Reason 
for choosing only these ones is because of the fact that there are plenty of social medias 
and we could not include them all, so therefore we choose three of the largest ones. By 
choosing three large social medias we could determine that the respondents most likely 
would be familiar with them. 
 
1.5 Previous Research  
Viral Marketing is a new explored topic and the previous research is limited. We did not 
find any previous research that had the aim to explore the same area in viral marketing as 
we, linked to how the consumers buying act are being affected. We found information 
about each of the subject viral marketing and consumer behaviour but not linked together. 
Authors that has been writing a lot about viral marketing that we chose to look at are for 
example David Meerman Scott that has been writing about the new rules of Marketing 
and PR (2007), John Robert Skrob with his “open sources and viral marketing” (2005), 
Rebecca Larson with “The rise of viral marketing through the new media of social media 
“(2009) and Richard Gay, Alan Charlesworth and Rita Esen with “ Online marketing a 
customer led approach” (2007). 
Authors when it comes to the consumer buying behaviour we found useful were 
principles of marketing by Philip Kotler and Gary Armstrong (2006), Lars Perner with 
“Consumer Behaviour “(2010) and Internet marketing by David Chaffey, Fiona Ellis-
Chadwick, Richard Mayer and Kevin Johnston (2007). 
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1.6 Disposal  
 

 
Introduction: This section will include the 
introduction of viral marketing to give the reader 
better idea of what this dissertation will be about. 
 

 
Theoretical framework: Here we will show our 
theories in how viral marketing will possible lead to 
an effect in the consumers buying act, through the 
concepts social medias, people listen and talk (word 
of mouth) and the power of viral marketing. 

 
 

Methodology: Methodology is how to collect data 
from the real world. This section looks at our choice 
with a quantitative research and other relevant 
methods for investigate how to answer our purpose. 

 
Empirical data: Here the reader gets an insight in 
what data that were collected from our quantitative 
method. 
 

 
Analysis: This section aims to show the reader the 
connection between the findings, how viral 
marketing affects the consumers buying act. 

 
 

 
Conclusion: The conclusion of this dissertation will 
explain how viral marketing through its concepts in 
chapter 2 affects the consumer-buying act. 

 
 
 
 
 
 
 

 
 
 
 

Introduction	  

Theoretical	  framework	  

Methodology	  
	  

Empirical	  data	  

Analysis	  

Conclusion	  
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2. Theoretical framework  
This section looks at the link between the problem and the purpose. The theory and the 
models used to provide the framework for our thesis will be explained. 
 
 
2.1 Viral Marketing-> Consumer Behaviour Process, buying act 

 
 

 
 
 
 

 

 
 
 
 
 

 
 
 
 
 

 

(Figure 2.1, Jakobsson and Gholamzadeh, 2011). 
 
 

Model 2.1 aims to show the links for viral marketing, viral messages, social medias, why 
people listen and talk (word of mouth) and the power of viral marketing and how these 
elements will lead to effects, if any, in the consumer buying process´ buying act. 
 
It is very important to remember that the main intention companies have is to convince 
consumers to make the actual purchase (Perner, 2010). In this dissertation with its 
quantitative research it will be investigated how these concept affects the consumers 
buying act, and if it affects it at all. 
 
 
 
 
 

Viral	  Messages	  

Social	  Medias	  

Viral	  Marketing	  

People	  listens	  and	  
talk	  (word	  of	  
Mouth)	  

The	  power	  of	  
Viral	  Marketing	  

Effects	  in	  the	  consumer	  buying	  process	  	  “buying	  act”	  
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2.2 Viral Marketing 
Viral marketing is a phenomenon that passes along messages like viruses from one 
member to another inside a network framework (Gil-Or, 2010). The customer is the 
transmitter of the message and the receiver is encouraged to pass the message forward to 
others. The strength of viral marketing lies in the power of the message and the 
willingness for customers to share it and forward it to other people. Viral marketing has 
the opportunity to reach a huge number of potential customers at a minimal expenditure 
(Skrob, 2005).  
Viral marketing has proved to be a low cost effective tool for online promoting using 
individuals to send emails to friends and colleagues without the involvement of the 
company (Gay et al, 2007). Off the Internet viral marketing is called word of mouth 
(WOM). This is the same concept as viral marketing, but the people spread their word 
and pass along messages to each other oral instead of online (Kotler et al, 2005). 

 
In traditional marketing, the marketer turns to as many 
consumers as possible, with no intermediary.  
 
 
 
 
 

 
 
 
 

 
In creating an idea virus, the advertiser creates an environment 
where the idea can spread and be passed along. Here the virus 
does the work, not the marketer. 
 
 
2.3 Viral Messages 
A message in viral marketing could be a picture, a phrase or a video. 
According to Godin (2000) the future belongs to the people who unleash viruses online. 
In figure 2.2 it is shown how many years it took to reach 50 million US users with 
different types of media. As shown the Internet is far ahead reaching its customers on a 
short period of time comparing to the competitors, TV and Radio. 
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(Figure 2.2 Godin 2000) 

Many companies in all business sectors have successfully adapt viral marketing strategies 
to gain brand awareness. It is necessary that the message should be easy to share and it 
wakes a strong response in the consumer’s emotion, which results in the forwarding and 
sharing of the message in their social network. “Ultimately, for viral marketing to work, 
it all comes back to the power of people’s emotions and the ability to affect it so 
information can be shared with other s who are like-minded” (How to launch, 2008, cited 
in Larson, 2009).  
 
It is very important to design a good message for the products because this raises the 
opportunity for it to become profitable. It is hard to construct a successful viral message, 
but if you succeed with it you can get a big success from a small investment (Bazadona, 
2000). The AIDA model is a well-known model, which can be used to influence 
consumers purchasing behavior. A viral message according to AIDA has a good chance 
to take the consumer all the steps from awareness of a need to purchase decision in the 
consumer buying process. AIDA(S) stands for getting Attention, maintain Interest, arouse 
Desire, obtain Action and Satisfaction. 
 

 
A: A good message with the product in the 
centre catches the peoples Attention. 
I: A strong headline and letting people 
know they can afford it creates an Interest. 
D: Make the customer wanting it and how 
it will satisfy their life. To create a Desire. 
A: Tell the customer how easy they can get 
it, Action towards purchase. 
S: Make the customers Satisfied so they 
will recommend and pass along the 
message to others such as friends and 
family.  
 
(Figure 2.3 Cudmore, 2010) 
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These are four successful examples of viral messages: 
1. The campaign that made viral marketing famous was the launch of the mail site 

hotmail.com in 1997. The campaign turned users of the service into brand 
advocates (people who tend to forward messages, see more in figure 2.6) by 
appending all outgoing emails with a PS message “Get your free email at 
Hotmail” as it was the sender who wrote it. The email got a huge number of 
subscribers in only 18 months (Kirby and Madsen, 2006). As shown in figure 2.2 
it only took Hotmail 1 year to reach 50 Million US users. 
 

2.  “Will it Blend” is one of YouTube’s marketing adverts. The products that is 
being put through the tests is an blender from the brand Blentec and the host Tom 
Dickson blends things to prove how strong the blender is. He blends all kind of 
things such as IPhone, IPads, golf balls and Hockey pucks. The 1.40 min long 
viral video if the Apple I Pad has been watched by 10 703 382 people on 
YouTube (Connelly 2010, YouTube 2011).  
 

3. Nike made a viral video where they used the famous football player Ronaldinho. 
In the video Ronaldinho has Nike football shoes and in the 3-minute long video 
he is shooting the football across the football field over and over. The video is 
made to look like a real home video because it has no sign of Nike logos expect 
for the one on Ronaldinhos shoes. This viral video has been watched by 
1 820 399 people on YouTube (Connelly 2010, YouTube 2011).  

 
4. The chocolate makers Cadbury made a video and called it “Cadburys Gorilla 

Adverts. The video shows a gorilla that is playing drums to the music of Phil 
Collins “In the Air Tonight”. The link between the facts that it is a gorilla playing 
the drums to a Phil Collin song raised awareness of the brand. Cadbury claimed: 
“There is no such thing as bad publicity” (Connelly 2010, YouTube 2011). 

 
2.4 Social Medias 
Social media networks such as Facebook, YouTube and blogs have become very large 
and popular during recently years. The main strengths of these social networks are the 
use of viral marketing. Companies are taking advantage of using these social medias for 
advertising because it is a cheaper alternative to the traditional advertising methods 
According to the DAGMAR that stands for Defining Advertising Goals for Measured 
Advertising Results the social medias can help consumers from being unaware towards 
purchasing actions (Gil-Or, 2010) 
 
As members in a social network you are connected to your friends and when a message is 
being forwarded and passed along by a friend the trustworthiness in the message 
increases. As the author Rebecca Larson stated “Viral marketing works because friends 
are better at target marketing than any database” (Larson, 2009).  “More and more 
business is going to transact via Twitter, LinkedIn, Facebook and other applications yet 
to be developed cautioning that this movement is too important to not be included in a 
corporate marketing and communications strategy. Social media is essentially a new 
format of word- of-mouth marketing” (Tedesco, 2009, cited in Larson, 2009, p 1) 
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According to Ochinero cited in Larson (2009) “ Research validates with certainty that 
social media is something businesses can no longer ignore. Not only do consumers’ 
opinions about their care experience shared online influence other people’s perceptions 
about a business, they truly impact purchase intent” (Larson, 2009, p.7). 
 
Facebook is the largest social media network in the world with more than 350 million 
active users and 170% growth in 2009. Out of these 350 million active users around 175 
million is on Facebook once a day. The average user has approximately around 130 
friends and spends 55 minutes per day in front of Facebook. With these numbers it is 
easy to understand how big Facebook is. Organizations advertising on this type of social 
media can easily reach their target customers. The social medias are still expanding and 
more companies open their minds all the time about advertising at these communities  
Today it is not only the expert that influences, also the best networker can, for example 
the most attractive blogger. Blogs started growing in 2000 and became a huge Internet 
success, especially in Sweden. A blog is a website you design for yourself which works 
like a private online diary. The most famous blogs have over half of a millions readers 
per week and the bloggers make a lot of money on advertising on their blogs (Britannica 
2011). Through this type of social media viral formats enable brands to build 
relationships with their consumers and because of this getting good opportunities to 
increase brand engagement (Larson, 2009).  
 
2.5 Why People Listen and Talk (Word of Mouth). 

Unit of analysis 
 

Antecedents to word of mouth 
(causes) 

Receiver of communication, 
the input of word of mouth. 

QI “Why do people listen?” 
Related variables: external 
information search, product 
category (perceived risk) type of 
relationship with source (tie 
strength). 

Communicator the output of 
word of mouth. 

QIII “What makes people 
talk?” Related variables: 
Opinion leadership, 
satisfaction/dissatisfaction, 
promotional activities/direct 
influence of advertiser 

(Figure 2.4 Kirby and Marsden, 2006, p.168) 
 
The “power of buzz”, people talk. Buzz marketing influence more people to buy than 
most other forms of marketing (Friedmann, 2011). When a message is coming from 
someone you have a relationship with the validity for the message is valued much higher 
(Kirby and Marsden, 2006). Humans are individuals and their behavior greatly influences 
each other. A framework of an analysis group that influences individuals is called 
“reference group”. There are different types of reference groups. The aspirational 
reference group refers to the people oneself would like to compare oneself with, for 
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example athlete. Another reference group is called associative reference groups and 
includes people near to the individual such as coworkers, neighbors or member of the 
same clubs. The dissociative reference group refers to the people the individual not would 
like to compare itself with (Larson, 2009). 
 
Viral marketing is being seen as the rebirth of word of mouth advertising; Rebecca 
Larson states, “Viral marketing works because friends are better at target marketing than 
any database” (Larson, 2009).  
 
According to Kirby and Madsen (2006) you need to target a special customer segment of 
the market that will be willing to pass along the companies’ message. This is explained in 
the brand advocate pyramid shown below. 

                                                       

 
(Figure 2.5 Kirby and Marsden, 2006, p.49) 
 

All consumers can be divided in to the degree of satisfaction with the experience of the 
company brand. At the bottom of the pyramid where the most customers are, is the basic 
brand adopter that buys the product and do not do anything more. In the middle there are 
the brand adores who buys the product and sometimes if they are satisfied or dissatisfied 
tell others about it.  At the top of the pyramid are the brand advocates who are the 
customers who always are willing to talk about the companies’ product to others and pass 
along the message about it. This is often because they have a strong leadership and wants 
to expose their satisfaction/dissatisfaction, “Why people talk” figure 2.4. These are the 
customers the companies want to reach because the companies hope for satisfied brand 
advocates. Companies are trying to transform the brand adopters and brand adores in to 
brand advocates so more people can talk about their products, pass along the messages 
and create a buzz about their products or services. A common strategy for this is to 
introduce a friend scheme that gives the brand advocates rewards (Kirby and Marsden, 
2006). 
 
2.6 Power of Viral Marketing 
The viral marketing concept is to get customers to pass along messages to other people. 
The company influences the message just in the beginning of the campaign, then when 
the virus is taking over the companies holds little control over to who the message is 
being spread to (Skrob, 2005). 

Brand	  
advocates	  

Brand	  adores	  

Brand	  adopters	  
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Consumers will share their opinions towards brands with or without this being known 
from the companies. The power of a negative or a positive opinion towards a brand is of 
highly importance. Companies are therefore very interested in positively influencing the 
message being advertised through integrated viral marketing strategies. (Larson, 2009). 
As stated earlier according to Ochinero cited in Larson (2009) “ Research validates with 
certainty that social media is something businesses can no longer ignore. Not only do 
consumers’ opinions about their care experience shared online influence other people’s 
perceptions about a business, they truly impact purchase intent” (Larson, 2009, p.7). 
 
It is important that marketers and companies understand how the word of mouth is 
affecting their information about products, brands and firms (Brown et al, 2007). If a 
message gets a positive effect through a viral marketing campaign this can be spread very 
fast and maybe lead to a purchase in the consumers buying act. On the other hand a 
negative word of mouth can be spread just as fast but instead maybe push the consumer 
further away from a purchase in the consumers buying act (Gil-Or, 2010).  
 
2.7 Consumer Buying Process 
The main intention companies have is to convince consumers to make the actual 
purchase. The consumers buying act is an important concept because of its key impact on 
a company’s performance. It is beneficial for the company’s marketing strategies to 
understand the consumer’s behaviour. This is done by understanding issues such as how 
consumers are influenced by his or her environment such as culture, family and media. 
How customers think and feel and select between options and to understand consumers 
shopping behaviour and their buying decisions. A definition of consumer behaviour is 
"The study of individuals, groups, or organizations and the processes they use to select, 
secure, use, and dispose of products, services, experiences, or ideas to satisfy needs and 
the impacts that these processes have on the consumer and society" (Perner, 2010). 
 
This is the traditional way to look at a consumers buying behaviour according to Kotler et 
al (2005), the consumer buying process. A consumer goes through these stages before he 
or she reaches a buying act. 

 
(Figure 2.6 Kotler et al, 2005, p. 279). 

 
The consumer buying process starts with that the buyer recognizes a need. The customer 
wants to satisfy this need and goes to the second step “information search” where the 
customer tries to seek information of value about the product or the service. The next step 
is “Evaluation of alternatives” where the consumer assesses the value of the different 
alternatives he or she has found. The forth step in the consumer buying process is the 
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“purchase decision”. At this stage the consumer actually buys the product or the service, 
which we in this dissertation also refers to as the “consumers buying act”. The fifth and 
also the last step in the consumer buying process is the “post purchase behaviour”. Here 
the consumers take further action after the purchase based on if they are satisfied or 
dissatisfied (Kotler et al, 2005). 
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3. Methodology  
Method is how to collect data from the real world. This section looks at which method is 
relevant for the research to be able to answer the question.  The author will describe and 
argument for which method alternative they find more effective and right for their 
research, this includes selection of method and what way to collect the information. It is 
important that the author is aware of the strengths and weaknesses of every method 
alternative.   
 
3.1 Inductive or Deductive? 
Deductive is a logical process where coming to a conclusion from a something that is 
known to be true, it is when you work from “theory to empirical”. The best ways to 
conduct a deductive process is to gain theory, hypothesis and expectations about what we 
want to research and then go out and collects the empirical data to see if the expectations 
and theories are the same as the real world. The expectations are based on previous 
empirical findings and previous theories (Ghauri and Grønhaug 2005). 
 
With the deductive approach the researcher will be doing some observations to find a 
specific pattern and then try to generalize. The criticism with using the deductive 
approach is that often the researcher who is collecting data only researches the data he 
finds relevant and then usually gives support for the expectations the researcher had from 
the beginning. By only going after our expectations we might not see the important 
information and miss the most important findings (Jacobsen, 2002). 
 
The alternative process is called inductive; it is a systematic process when you express a 
general opinion on the ground of observation (Ghauri and Grønhaug 2005). The 
researcher goes from “empiric to theory", goes out in the real world without any 
expectations, collets data that is relevant and in the end sits down and analyses the data 
they have collected. From this they then develop theories. The goal is that nothing will 
restrict which information the researcher collects; inductive methods are usually used for 
coming up with hypothesis (Jacobsen, 2002). 
 
For this dissertation the deductive approach was chosen because the path chosen was 
“theory to empirical” findings. The way to do so was to gather theories and previous 
notions about viral marketing and social medias that gives an idea of what might be 
found when going forward with the research and the empirical part. The theory gave an 
idea of a hypothesis that viral marketing is an effective marketing tool for companies to 
use and that consumers that are exposed to viral campaigns on social medias do get 
affected to buy a product or service, with the awareness that viral marketing is used more 
and more by companies and that it has become a big marketing tool. With the theory that 
points to viral marketing being effective we are going to research this and see if the 
empirical findings and primary research conducted show the same links. Also we have 
made our own figure 2.1 to fit the theory we found and this will be investigated when our 
research has been analysed.  
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Jacobsen (2002) mentions criticism with using the inductive and deductive processes, 
which is that they will not always give the correct picture of the reality; everything 
should be interpreted twice.  
 
3.2 Intensive or Extensive?  
According to Jacobsen (2002) intensive approach is related to how close we want to 
examine the variable that we are studying. Meanwhile extensive approach looks at how 
many research units you want to approach. Another way to explain intensive approach is 
how many variables should the researcher include in the research and with the extensive 
research how deep should you go and how many units should you include. The intensive 
approach has many variables but a few units and the extensive approach has a few 
variables and many units. The “ideal” approach would be to go to the depth and width but 
this creates problems, because of resource reasons it is often experienced that the ideal 
way with many variables and units is impossible.  
 
For this dissertation the extensive approach is chosen because our aim is to generalize our 
result for a larger population. The extensive approach gives us the researchers the chance 
to ask as many consumers about their consumer behaviour act when being exposed to 
viral marketing, as well as conduct a survey and the extensive approach is the preferable 
way to go then.  
 
Jacobsen (2002) states that with the extensive approach the researcher concentrates more 
on going across the width in an attempt to get a specific description of a phenomenon’s 
extent across as many contexts. The extensive approach is often called a survey research 
because it is functioned with a big number of units, which often is thousands of 
individuals. The more extensive the approach is the more general it gets. This means that 
the individual differences and shades disappear away and a few variables are focused at. 
The attention is focused more on the general and the thing that is mutual between many 
people; also by going more on the width it increases the chance to generalize the result 
from a sample to a population. By having many units we are increasing the likelihood of 
getting results that can be generalized to a population. In our extensive research we will 
see how a phenomenon arises in different contexts.  
 
As mentioned before many units and few variables are used, the respondents will be used 
as units and our variables and phenomenon is viral marketing and it’s effects on the 
consumers buying act. The best way to get a valid and reliable research with many units 
and focus on a phenomenon is to make a survey. The problem with extensive research is 
that the breach is relatively skin-deep, controlled by what we chose to ask in the survey 
which has lead to some thinking this type of information’s is not particularly relevant. 
Because we have chosen the extensive approach we are going to do a cross-sectional 
study. This means that we will only study the “reality” on one moment at one time 
(Jacobsen, 2002). 	  
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3.3 Qualitative or Quantitative?  
There are two different methods that are used when doing a research. These are called 
qualitative and quantitative. According to Ghauri & Grønhaug (2005) quantitative 
method usually has to be deductive, they are built on the researchers information before 
collecting it, the questions are set and responses are given, putting strong restrictions on 
which information that is collected in.   
 
Quantitative researches prefer to develop and use mathematical models, theories or 
hypotheses. The important thing in this research is the measurement because it states the 
relation between empirical observation and mathematical expression of quantitative 
relationships. The strengths of the quantitative research are reliable data that are general 
to a larger population (Weinreich, 2006).  
 
Qualitative method is more open for new information, because it is surprising, things that 
were not expected. Because of this the use of this method is usually used with the 
inductive strategy. The problem is that no researcher can be completely open; everybody 
has his or her “eye patches”. This is hard because people may not always be aware of 
this, it might be subconscious (Jacobsen, 2002). The qualitative research aims to 
understand the reasons for human behaviour. This method explains more why and how of 
decision making, not just what where and when. Often a small group of the population 
such as focus groups are more often needed than a large group of people is (Milena, 
2008).   

A qualitative method comes up with information only for the specific case and the 
conclusion is only a hypothesis. Quantitative methods on the other hand can be used to 
see which of these hypotheses that is true. In many cases researches is both qualitative 
and quantitative. But in the end none of these methods give a complete objective picture 
of the reality. They are only different understandings of the reality (Weinreich, 2006).  

For this dissertation the quantitative method has been chosen to collect data. The reason 
for this is because of the choice of conducting a survey with as many respondents as 
possible so that the results can be better generalized.  We want to see if it is possible to 
say in a general aspect that viral marketing does affect the consumers buying act and that 
if it is a good marketing tool for companies to use and for this we do need a high number 
of respondents and using fewer variables in the survey. Also choosing a deductive and 
extensive approach and we found that a quantitative approach is the best component to 
these approaches. The aim is to get reliable data that is general for a larger population and 
get a wider and overall view of viral marketing instead of going into the depth too much.  
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The process of a quantitative research usually looks like this:   

 
(Figure 3.1 Jacobsen 2002, p.140) 

 
We are going to send out an online survey with multiple questions to people and then 
make a conclusion of the data we have collected; this will give us a customer’s 
perspective of viral marketing.  
 
A quantitative research is an approach where you can ask many people questions and get 
a selection of people. This makes you able to generalize from the respondents to all those 
we are interested to comment on, this kind of approach is said to have high external 
validity. With a quantitative approach we can describe a given moment relatively precise, 
especially on the issue of a phenomenon’s degree and variety. The distribution of 
responses to a question can be described precisely as a percentage or a number and with a 
known degree of uncertainty we can generalize these results to all that we want to look at 
(Jacobsen, 2002). This is what we want to aim for, to get a good amount of respondents 
that answer the survey so that the results can be better generalized for the larger 
population.  
 
In a quantitative research it is an advantage that the researchers keep a critical distance to 
the people they are investigating, so that they do not bond on a personal level and keep 
the person as an unknown unit validity (Jacobsen, 2002). It is important to keep a 
distance with your respondents so that you will not change their opinion and that is why 
we sent out our survey online so that the respondents could stay anonymous and answer 
in private.  
 
A disadvantage with using a quantitative approach is that there is a danger that we the 
researchers will in advance define what is relevant to answer. A consistent questionnaire 
containing questions and different responses that the researcher feels is relevant and real. 
But it can never be guaranteed to all those who respond to a survey have the same view 
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as the one researcher. So the question “What are we really measuring?” is more relevant 
in relation to the quantitative method rather than the qualitative. We only get answers 
about the things we ask about, there is no room for information that has no relation to the 
questionnaire, even though the conditions might be more interesting than those we ask 
about. This is why it is said that quantitative method often has problems with internal 
validity (Jacobsen, 2002). To try to avoid this our survey had many alternatives as well as 
a comment box where the respondent could fill in them. As well as trying to ask a wide 
range of questions about viral marketing to be able to get a wider view of it and keep the 
research reliable and valid.  
 
3.4 Data Collection  
We have chosen to use both secondary data and primary data to get an overall view of 
viral marketing. With our primary research we made an online survey that we sent out for 
online consumers to answer. Our secondary data we found in previous research, journals, 
books and websites. It is ideal to have both primary and secondary data for our 
dissertation because they support each other and also help us strengthen our results. The 
secondary data can support the primary data and the other way around or if they do not 
support each other they give us an exiting contrast of effects (Jacobsen, 2002).   
 
3.5 Primary Data  
Primary research is when information is collected from persons or a group of people for 
the first time. The source of primary data comes from survey communication, through 
online respondents (Ghauri and Grønhaug, 2005).  
 
Our primary data is taken from the results from our survey we have sent out to 
respondents. To get our primary data we made an online survey on the website: 
sureymoneky.net, where we paid a price to be able to use their website and features. The 
online survey contained of 25 questions we had tailor-made to be able to get results about 
online consumers viral marketing knowledge and buying behaviour. We tailored the 
questions and linked them to the consumers buying, viral marketing and also about 
people social network. We sent out our survey as a link to our university email to 
students at University of Lincoln, through Facebook, email and Skype. 
 
The reason why we choose a quantitative dissertation is because we needed a larger 
amount of people than you will have with a qualitative research, when analyzing the 
results. The important thing in this research is the measurement because it states the 
relation between empirical observation and mathematical expression of quantitative 
relationships (Weinreich, 2006). When the analysing of the results will be done later on 
in this dissertation we will look at the answers alternative that has the majority of the 
respondents. This is because we want to see the overall relation between viral messages; 
social medias, why people listen and talk, the power of viral marketing and how it 
possible will affect the consumers buying act. We find it unnecessary to look at the 
smaller percentages when there was a huge majority for one of the answers. In cases were 
the percentage is quite similar we will look at both sides.  
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We will look at the figure 2.1 and the secondary research chosen to see if this 
dissertations primary research links with it or if there will be any differences in the 
results. Viral marketing is still such a new area and we want to investigate if viral 
marketing really is a good marketing tool for companies to use and if consumers really 
are affected by it, affected for a purchase in the buying act. 
	  
3.6 Secondary Data  
Secondary research is information that is not collected by the researcher, its previous data 
collected by somebody else in the past. This means that the information is often collected 
for another purpose, another problem than the one you are looking at. It is important to be 
critical to the secondary data that is found, where does it come from, who has collected 
the data? (Jacobson, 2002).  
 
Our secondary data we got from researching previous research, journals, books and 
websites. We have found journals and articles from the University of Lincoln Portal and 
used the search words “viral marketing”, “consumer behaviour”, “word of mouth”, 
“social medias”, “and the buyers decisions process”. The search engine Google scholar 
was also used to collect the secondary data but we were very careful to only choose 
relevant sources and journals. The books we used were found at the University of Lincoln 
Library and they were mostly of use for the theoretical part of the dissertation and also 
some books about the methodology part.  
 
3.7 Reliability and Validity 
In a dissertation it is important for the method chosen to achieve reliability and validity. 
Reliability looks at the solidity of the research and if the thing you are measuring is 
reliable. Validity is something you aim for when measuring something because it means 
that you have measured what you were planned to measure (Ghauri and Grønhaug 2005).  
When conducting the survey it was important for us to be careful to be neutral and not 
asking leading question or trying to make the respondents answer in a certain way to 
make the results as reliable as possible.  
 
It was important for us to keep the research as valid as possible, by not having any 
connection with the respondents so there is no way of changing their mind. The survey 
was before hand shown to people to see if that the questions were easy to answer. By 
sending it online made it possible for us to influence the respondents in any way.  
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4. Empirical Data Collection  
This section aims to give the reader an idea of what choices regarding the collection of 
empirical data collection. It provides a description of the study and data collection 
method for the investigation. A presentation is also given by the sample to thereby 
provide a clear picture of how the selection was made and who has participated in the 
survey.  
 
A dissertation can be described in terms of three areas tied together, "theory", "method" 
and "empiricism".  
 
The theory is about the theoretical models, method is about the choice of the best 
methodological approach for the report and empiricism about the choice and data 
gathering (Hörte, 2008).  

 
 

(Figure 4.1 Hörte, 2008, p. 3). 
 
The selection of methodology depends on the definition of the problem and what kind of 
tools that are going to be used from the theoretical framework. This lays the ground for 
what type of empirical study that needs to be done to gather the necessary data (Hörte, 
2008). 
 
The result we are going to show is from our information that we have collected from a 
quantitative survey approach. 
 
 

Methodology	  

Empirical	  
data	  

Theoretical	  
framework	  
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4.1 Survey Methodology  
We choose to carry out our quantitative study with an online survey. With the 
quantitative survey we will gather primary data. Primary research is when information is 
collected from persons or a group of people for the first time; they are the primary source 
of research. This dissertations primary research will be conducted by constructing an 
online survey. The source of primary data comes from survey communication, through 
online respondents (Ghauri and Grønhaug, 2005).  
 
According to Jacobsen (2002) there are positive outcomes but also risks when using a 
questionnaire for collecting information. The respondents will be affected because of how 
the survey is conducted and relevant information might be lost because it was not asked 
about in the survey. Another risk with questionnaires is a low frequency of respondents 
(Jacobsen, 2002). A positive aspect with a questionnaire for this dissertations subject is 
that we will be able to see in a broad range how peoples buying act in the consumer buyer 
process are getting affected when being exposed to viral marketing. Even though there is 
a risk with a low frequency of respondents we will get more respondents with a 
questionnaires than we would have got with interviews. A questionnaire will give us the 
necessary information that we need. 
 
4.2 Conducting of the Questionnaire 
When conducting a questionnaire, a good and simple design of the questionnaire is 
important. It is also necessary to not have too many questions and especially not too 
many open questions because this will tire out the respondents. A questionnaire that is 
easy to fill out will give a higher frequency of respondents (Alcom, 2011). According to 
Jacobsen (2002) a risk with questionnaires is low frequency of respondents and therefore 
it is very important to make sure that the survey is easy to fill out. We designed our 
questionnaire after these points.  
 
After careful consideration and evaluating different survey websites the choice was made 
to choose the website portal www.surveymonkey.net for the questionnaire. A sum was 
paid to be able to use this websites and its features, for example to have more than 50 
respondents and overlapping questions. The questionnaire was made out of a total of 25 
questions related and linked to viral marketing and the figure 2.1 that is the standpoint in 
the theoretical framework.  
 
The survey is easy to fill in and very few of the 25 questions were open questions. An 
overlapping systems was used to make it easier for the respondents to fill in the right 
questions in the right order, such as “if your answer is No on question 7 go to question 
12”, instead they will be redirected straight to question 12 of they answer No on question 
7. Therefore in some of our answers there will not be 300 people who have answered. 
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4.3 Cross-sectional study 
The quantitative research that was carried out is a cross sectional study, this means that 
the data collection is from a given point in time. We will only look at the reality of our 
problem at one point and then draw a conclusion. We will not go back after a certain time 
has passed and ask our respondents again about viral marketing and their online buying 
process because we do not have the time and resources for this. The reason for choosing 
this kind of research method is because it is cheap to perform and does not take as much 
time to achieve (Ghauri and Gronhaug, 2005).  

 
4.4 Non- Respondents 
Non-responses are a potential threat when conducting a survey to the validity of the 
results. When respondents chose not to respond to all the questions asked of them in a 
survey the respondent size decreases. Ghauri and Gronhaug (2005) mention that the real 
problem with non-responses is that the ones that do not respond to the questions are 
usually different from those who respond. We had 322 respondents to our online survey 
and of those 322 we had 22 people that did not finish the survey. Due to the fact that they 
did not complete the survey the decision was made not to count them in with the final 
results so they would not affect the validity of the result, in the end we had 300 people 
that completed the survey.   
 
The reason for some of the question results being less than 300 people answering is due 
to the fact that we have been using overlapping systems, so that when answering yes or 
no the respondents was redirected to another questions so they did not have to answer all 
the questions if the question were not relevant for them any longer. 
 
4.5 Respondents 
The online survey was sent as a link to Lincoln University email to all students that have 
an email account at University of Lincoln. The survey was also placed in social medias 
such as Facebook and Skype. If people see the survey at social medias they would 
already be familiar with social media and can easily answer our questionnaire. 
 
The questionnaire was open for 3 weeks and in total managed to get 322 respondents. Out 
of these 322 a total of 300 respondents are valid to use for the results when excluding the 
non-responses. The delimitation in time was three weeks during that time the online 
survey was open. 
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4.6 Examples of Survey Questions  
This section will have some examples and explanation of question we choose to have in 
our survey. 
 

4.6.1 Ages and Gender 
What age and gender are our respondents? 
 
Asking basic questions such as ages and gender started the survey. These types of 
questions are common in surveys and it is helpful to have as a start in a questionnaire 
because the respondent are familiar with these types of questions and by answering them 
they are being prepared for the detailed questions that will follows. With this questions 
the intention was to see how many of our respondents who were female/male and what 
age they were. 
Questions:  
- What is your age? 
- What is your gender? 
 

4.6.2 Social Medias 
Do the respondent use social medias and if so, how are their buying acts affected by the 
advertising being made on the communities? 
 
The communication online has become more important for companies to market 
themselves in and therefore they use social medias such as Facebook, YouTube and blogs 
to send out viral messages (Lusch 2007). As members in a social network you are 
connected to your friends and when a message is being forwarded the trustworthiness in 
the message increases (Gil-Or 2010). The reasons for including questions about if the 
respondents have bought any product or service after seeing it advertised on these social 
medias such as Facebook, blogs or YouTube, is to get an idea if these viral messages at 
social medias affects the consumers buying act.  
Questions:  
- Do you read blogs? 
- How often do you read a blog?  
- Have you ever bought a product or service after seeing if advertised or read about it on 
a blog? 
- Do you use Facebook? 
- How often do you use Facebook? 
- Have you ever bought a product or service after seeing it advertised on Facebook?  
- Do you use YouTube? 
- How often do you use YouTube? 
- Have you ever bought a product or service after seeing a Video on YouTube? 
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4.6.3 Viral Messages 
Do the respondents know what a viral message is? 
 
To get an understanding how familiar the respondents were with the dissertation subject 
we asked them some questions about viral messages. If they did not know what a viral 
message they were given a definition of viral messages. They were also given some 
examples of famous viral messages to see if they did recognize any of them. 
Questions:  
- Do you know what a viral message is? 
- These are some of the most famous examples of viral messages campaigns.  
 
Have you ever heard about or seen them? Tick every box you recognize. 
- Coca Cola “Zero is more” 
- Ronaldinho: Touch of Gold for Nike 
- How Hotmail began 
- YouTube sensation: Will it blend? 
- Cadburys Gorilla Advert 
- The Movie: The Blair Witch project 
- I do not recognize any of them 
 

4.6.4 Online and Impulse Buying 
Are people used with buying products or services online and do they often buy on 
impulse?  
 
Consumer behaviour researches have noticed that buying impulsiveness is a consumer’s 
tendency to buy spontaneously, immediately and unreflectively and not take the stages in 
the consumer buyer behaviour model into consideration (Bharwada 2010). We wanted to 
explore people’s normal habits of buying products and services because this will make it 
easier to outline the effect viral marketing has on consumers buying decision and there 
buying acts. We also wanted to see if viral marketing campaigns raise any awareness of 
needs for people that can lead to a purchase decision. 
Questions:  
- Have you ever got influenced to buy a product or service after seeing a Viral Message? 
- Do you often buy products or services online? 
- Do you usually buy products or services online on impulse? 
- Have you ever made an impulse buy online after seeing a viral message? 
Question: Has a viral marketing campaign raised your awareness for a need of a product 
or service? 
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4.6.5 Why People listen and Talk (Word of mouth) 
Are our respondent’s brand advocators and do they listen to people around them telling 
them about products? 
 
Online word of mouth, such a recommendation from friends or colleagues influenced by 
for example a viral marketing campaign can create awareness of need, which is the first 
step in the buying behaviour model which possible may lead to a purchase decision in the 
consumers buying act (Chaffey et al, 2009). Information from family and friends 
increases the trustworthiness and therefore people tend to listen (Kirby and Madsen, 
2006). There can be various variables why people talk about products or services, such as 
opinion leadership, the amount of satisfaction vs. dissatisfaction and because of the 
influence of the advertiser (Kirby and Madsen, 2006). All existing consumers can be 
divided in to the degree of satisfaction with the brand experience as you can see in the 
brand advocate pyramid in figure 2.5. At the top of the pyramid you find the brand 
advocates who are the customers who always are willing to talk about your product to 
others. These are the customers the companies want to reach (Kirby and Marsden, 2006). 
With these survey questions the aim was to see if people listen to recommendations they 
get from people around them and also if they tell people around them if they bought any 
product. 
Questions:  
- If you see a Viral Message that catches your interest do you forward it to your friends 
or family?  
- In what form of social medias do you forward Viral Messages? 
- Do you get influenced to buy a product or service after hearing about if from friends or 
family? 
- If you buy a product or service do you tell people about it? 
 
 

4.6.6 Power of Viral Marketing, Negative vs. Positive  
Do people care about positive and negative word of mouth when they consider buying a 
product or service?  
 
Viral marketing has proved to be a low cost effective tool for online promoting using 
individuals to send emails to friends and colleagues without the company involvement 
(Gay et al, 2007).  If a message gets a positive effect through viral marketing this will be 
spread very soon (Gil-Or, 2010). On the other hand a negative word of mouth can spread 
like a virus as well and reach thousands of potential customers in a very short time; 
negative word of mouth can destroy a viral campaign and push the consumer away from 
the buying act (Skrob, 2005). 
Questions:  
- Has reading or hearing a NEGATIVE customer response about a product changed your 
decision about buying a product or service? 
- Has reading or hearing a POSTITIVE customer response about a product changed your 
decision about buying a product or service? 
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4.7 Our Results 
Here the results will be presented question by question with graphs that explain the 
percentages of the answers. Also tables will be presented, which will show what the 
majority of the respondents answered for each question, 
 

4.7.1 Ages and Gender 
The respondents’ age group ranges from 10 to 65 years old and the majority that 
answered were between 16-25 years old.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The majority of our respondents were female; we got 69,3% female respondents and 
30.7% male respondents.  
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4.7.2 Social Medias- Blogs 

When asked how many read blogs the majority of 52,3% said they read blogs and 47,7% 
say they never read blogs. The majority of these 52,3 % that read blogs read them 
everyday or every week and when asked if they have ever bought a product or service 
after seen it advertised on a blog the majority of 42,0 % and 36,3% said not often and 
never. 4,5% answered that they have often and 17,2% answered very often.  
 

	  	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  

 
 

4.7.3 Social Medias - Facebook  
90,3% of the respondents use Facebook and 9,7% answered no. Out of these 90,3% of 
respondents that use Facebook 90,0% use it everyday. When asked if the respondents 
have ever bought a product or service after seen it advertised on Facebook the majority of 
79,3% answered never and 16,2% answered not often. 1,8% have very often and 2,6% 
have often bought a product or service after seen it advertised on Facebook.   
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4.7.4 Social Medias- YouTube 
The	  respondents use YouTube 94,3% and 5,7 % answered no. The majority of the 
respondents that use YouTube use it every week which is 44,2%, 29,0% use it everyday, 
21,2% use it every month and 5,7% use it a few times a year. When asked if the 
respondents have ever bought a product or service after seen it advertised on YouTube 
the majority of 70,1% answered never and 22,4% answered not often. 6,8% have often 
and 0,7% of the respondents have very often bought a product or service after seen it 
advertised on YouTube.   
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Percentage	  

Response	  Count	  

Blogs	  	   Yes	   52,3%	   157	  

Facebook	  	   Yes	   93,7%	   271	  

YouTube	  	   Yes	   94,3%	   283	  
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4.7.5 Viral Message  
When asked if the respondents know what a viral message is 52,0% answered yes and 
48,0% answered no. And if the respondent answered no they would be forwarded to a 
page where there was a little description of what viral message means.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Then the respondents were asked to look at a list of the most famous viral message 
campaigns and see if they recognize any of them.  
The list of the viral messages were:  
- Coca Cola “Zero is more” 
- Ronaldinho: Touch of Gold for Nike 
- How Hotmail began 
- YouTube sensation: Will it blend? 
- Cadburys Gorilla Advert 
- The Movie: The Blair Witch project 
- I do not recognize any of them	  
 

Have	  you	  ever	  bought	  a	  product	  or	  service	  after	  seeing	  it	  advertised	  on	  ...?	   	  
	   Majority	  of	  Response	   Response	  Percentage	   Response	  Count	  
Blogs	  	   Not	  Often	   42%	   66	  
Facebook	  	   Never	   79,3%	   215	  
YouTube	  	   Never	   70,1%	   197	  
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The respondents were asked if they have been influenced to buy a product or service after 
seeing a viral message and 46,0 % claimed they have been influenced and 48,0 % said 
they have not been influenced. 6,0% answered that they still had not seen a viral message 
campaign.  
 
 
 
 
 
 
 
 
 
 
 
 
 
When asking the respondents if they often buy products or services online the majority of 
72,2% said yes and 27,8% said no.  
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The respondents were asked if they usually buy products or services online on impulse 
and the majority of 60,1% answered no and 39,9% said yes.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Have you ever made an impulse buy after seeing an viral message 54,7% said never, 
29,1% said not often, 13,3% said often and 3.0% said very often.  
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 

Have	  you	  ever	  got	  influenced	  to	  buy	  a	  product	  or	  service	  after	  seeing	  a	  Viral	  Message?	  

Response	   Response	  Percentage	   Response	  count	  

Yes	   46,00%	   138	  

No	   48,00%	   144	  
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Has a viral marketing campaign raised the awareness for a need of a product or service 
the majority of 50,0% answered yes and 50,0% answered no.  
 
 
 
 
 
 
 
 
 
 
 
 

 
 
When asked if when you see a viral message that catches your interest do you forward it 
to your friends or family the majority of 56,2% answered no and 43,8 % answered yes I 
forward it.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Have	  a	  viral	  message	  raised	  your	  awareness	  of	  a	  need	  for	  a	  product	  or	  service?	  

Response	   Response	  percentage	   Response	  count	  
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Out of these 43,8 % that forward viral messages we wanted to know to what type of 
social media they forward it. 81,3% said Facebook, 35,8% said YouTube, 17,1% said 
blogs, 8,9% said Twitter. 16, 3% answered other such as at oral, email, msn messenger, 
diasaphora, voice chat program and Google. In this question it was possible to choose 
more than one alternative. 
 
 
 
 
 
 
 
 
 
 

 
 
 

 
4.7.6 Word of Mouth 

Do you get influenced to buy a product or service after hearing about if from friends and 
family the majority of 85,0% answered yes and 15,0% answered no.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

In	  what	  form	  of	  social	  medias	  do	  you	  forward	  Viral	  Messages?	  
Answer	  Options	   Response	  Percentage	   Response	  Count	  
Facebook	   81,9%	   104	  
YouTube	   35,4%	   45	  
Blogs	   17,3%	   22	  
Twitter	   10,2%	   13	  
Other	   16,5%	   21	  
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Do	  you	  get	  influenced	  to	  buy	  a	  product	  or	  service	  after	  hearing	  about	  if	  from	  friends	  or	  
family?	  
Majority	  of	  Response	   Response	  Percentage	   Response	  Count	  

YES	   85%	   255	  

 
When asked if you buy a product or service do you tell people about it the majority of 
92,3% answered yes and 7,7% said No. Out of these 92,3 % that answered yes they tell 
people about it over 90 % tell their friends and family. 45,1 % tells their work friends, 
2,5% also tells people they speak to that might find it relevant to their conversation, 
online forums, in their own blogs and neighbours. In this question it was possible to 
choose more than one alternative. 
 
 
 
 
 
 
 
 
 
 
 

If	  you	  buy	  a	  product	  or	  service	  do	  you	  tell	  people	  about	  it?	   	  
Majority	  of	  Response	   Response	  Percentage	   Response	  Count	  
YES	   92,3%	   277	  
To	  whom?	   	   	  
Friends	   98,9%	   274	  
Family	   91%	   252	  

 
4.7.7 Negative and Positive Responses   

If reading a negative customer response about a product or service changed their mind 
about buying the product or service and 68,3% said yes that they did not buy it after 
hearing the negative responses, 9,0% said no that they did still buy the product or service 
and 22,7% answered that they did not know.  
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If reading a positive customer response about a product or service changed their mind 
about buying the product or service and 77,3% said yes that they did buy it after hearing 
the positive responses, 4,3% said no that they did not still buy the product or service and 
18,3% answered that they did not know.  
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your	  decision	  about	  buying	  a	  product	  or	  service?	  
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5. Analysis of the Empirical Data  
This section aims to show the reader what data we found regarding the collection of 
empirical data collection. It provides a description of an analysis of the data and 
theoretical methods.   
 
5.1 Recap of Figure 2.1 

 
 
 
 
 

 

 
 
 
 
 

 
 
 
 
 

 

(Figure 2.1, Jakobsson and Gholamzadeh, 2011). 
 
 
5.2 Investigation of Figure 2.1 and Showing the Effects  
 
The model 2.1 shows the links for viral marketing, viral messages, social medias, why 
people listen and talk (word of mouth) and the power of viral marketing and how these 
elements will lead to effects, if any, in the consumer buying process buying act.  
When analysing the 300 respondents results from the quantitative survey made to 
investigate viral marketing the intention was to see if the model 2.1 also matched the 
results, gave an affects in the consumer-buying act. 
 
When analysing our results we wanted to examine if our figure 2.1 in our theoretical 
framework was relevant. When analysing our respondents’ answer we came in to 
knowledge about some relations between our different subjects, that were accurate and 
some that were not.  
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When investigating if viral messages at social media gives any effects in the consumer 
buying act the results showed was that YouTube and Facebook are the social medias that 
the respondents used the most, 94,3% use YouTube and 93,7% use Facebook and a lower 
percentages 52,3% read blogs. But the social media that the most of the respondents use 
is Facebook which 90% use every day. The interesting fact the result show is that the 
impact the viral marketing and viral messages had in these social medias was lower that 
expected. A high majority of the respondents said that they never have bought a product 
or service after seeing it advertised on Facebook (79,3%) or YouTube (70,1%).  The 
results for blogs was a bit different but not enough to match the secondary research, when 
the respondents were asked if they ever been buying a product or service after seeing it 
advertised on a blog the majority (42%) said not often. 
 
With these answers we implicates that blogs are the most effective way for companies to 
advertise in to give an positive effect in the consumer buying act, but it is still not as 
effective as our secondary research points at. Facebook and YouTube do not give any 
affects in the consumer’s buying behaviour towards a buying act at all.  
 
When asking if the respondents ever has been influenced to buy a product or service after 
seeing a viral message the total amount of 46 % said that yes they have been influenced. 
Also when asked if the respondents have raised a need towards a product or service after 
seeing a viral message 50% of the respondents indicates yes they have raised a need 
towards a product or service. This shows that viral messages influences people and also 
raises a need for them which possible will lead to a positive buying act in the future.  
 
The second concept that was investigated with our quantitative survey was between viral 
messages and people listen and talk (word of mouth). The respondents were asked if they 
get influenced to buy a product or service after hearing about it from friends or family 
and 85% of them said that yes they do get influenced. Word of mouth influence more 
people to buy than most other forms of marketing (Friedmann, 2011). When a message is 
coming from someone you have a relationship with the validity of the message is valued 
much higher (Kirby and Marsden, 2006). The theory and the respondents’ results show 
that the influence from friends and family is a powerful marketing form. The respondents 
were asked if they tell people about a product or service they have bought and high 
majority of 92,3% answered that yes they do and the majority tell their family (91%) and 
friends (98,9%). At the top of the brand advocate pyramid are the brand advocates who 
are the customers who always are willing to talk about the companies’ product to others 
and pass along the message about it (Kirby and Marsden, 2006). The results show that the 
majority of the respondents’ are brand advocates because they talk about a product or 
service to their friends and family. Depending on if the viral message is creating a 
positive or a negative response to the brand advocate, it will affect what kind of response 
the band advocate will forward to his/her friends, family and colleagues. 
 
The third concept is between viral messages and the power of viral marketing. The power 
of a negative or a positive opinion towards a brand is of highly importance (Larson, 
2009). It is important that marketers and companies understand how the word of mouth 
and buzz marketing are affecting their information about products, brands and firms 
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(Brown et al, 2007). If a message gets a positive effect through a viral marketing 
campaign this can be spread very fast and be lead to a purchase act. On the other hand a 
negative word of mouth can be spread just as fast but instead push the consumer further 
away from a purchasing act, which could lead to a failure of a product or service for the 
company. Or even a failure of the company itself (Gil-Or, 2010). The respondents were 
asked if hearing a negative customer response about a product changed their decision 
about buying a product or service and the majority (68,3%) said that yes it did change 
their decision to not buying the product or service after hearing a negative response. 
When they were asked if reading a positive customer response about a product change 
their decision about buying a product or service the majority (77,3%) answered yes, that 
they would buy the product or service after hearing a positive response. This shows that 
the power of viral marketing is high and that if a product gets a positive effect than it can 
lead to a purchase act and on the other hand a negative effect can stop the purchase act. 
This third concept, power of viral marketing, does give an affect in the consumers buying 
act, depending if the response is negative or positive. A positive response pushes the 
consumers to a positive buying act, a purchase. A negative response on the other hand 
pushes the consumer further away from the buying act, no purchase.  
 
5.3 New Modified Version of Figure 2.1 
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6. Discussions and Conclusion  
This section ties together the purpose, method and the results and enables a discussion 
about the theoretical framework. The conclusion can answer the question what the 
results mean. Also future research can be discussed. 
 
The purpose for this dissertation was to identify if viral marketing in the form of viral 
messages at the three different concept, social medias, people listen and talk (word of 
mouth) and the power of viral marketing described in figure 2.1 effects the consumers 
buying process, the buying act. 
 
From our analysis we achieved some new knowledge of our subject, but also some 
relations that our secondary data show to be a connection and in the end did not match 
with our primary data.  
 
With this dissertation with its quantitative research we investigated how these concepts 
affects the consumers buying act, to be able to determine if it is necessary for companies 
to adapt viral marketing into their marketing strategy. The main intention companies have 
is to convince consumers to make the actual purchase and because of this the consumers 
buying act is an important concept for the company’s performance, because companies 
wants the consumers to buy their products or services. 
 
Previous research we found said that viral marketing is an essential marketing strategy 
that companies has to adapt too not loose ground. As Larson (2009) stated “Viral 
marketing takes the traditional roots of word of mouth marketing and exponentially 
expanded the reach through social networks, blogs, and other technological mediums” 
(Larson, 2009).  
 
The results from our quantitative research shows that the first concept viral messages at 
social medias did not give huge affect in the consumers buying act. According to our 
respondents a huge majority had never gone through a buying act when being exposed to 
viral messages at social medias, especially not at Facebook or at YouTube. We could see 
a slight difference in blogs; it was more common for people to buy when being exposed 
to viral messages at blogs.  If companies should focus on social media, blogs is according 
to our primary data the most efficient way to make consumers to buy their products or 
services.  
 
Not to forget; in our primary research it was also stated that viral messages at social 
medias raises a need for a product or service for half of our respondents and almost half 
of our respondents claimed they got influenced to buy a product or service after seeing a 
viral message. Also the fact that Fergusson (2008) claimed “For companies to adapt these 
new media strategies is not only a cost saving, especially in time of economic recession, 
it also gives the companies opportunities to increase brand awareness…”(Fergusson, 
2008). Even though viral messages at social medias not gave a huge positive effect in the 
consumers buying act, the marketing strategy is inexpensive and a good way to raise 
consumers need for a product or service and make them influenced for perhaps a 
purchase in the future. Also social medias helps companies to create brand awareness. 
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When people have a need for a specific product/service and has become familiar with a 
brand, it might lead to a positive buying act in the future, a purchase. 
 
The results from our second concept viral messages when it comes to people listen and 
talk (word of mouth) shows that it affects the consumers buying act. The majority of our 
respondents are brand advocates; they forward viral messages to other people around 
them they have close relationship to. The majority of our respondents also tend to listen 
to the people around them, especially when it comes from a tie source such as friend, 
family and work colleagues.  
 
Our third concept viral messages and the power of viral marketing affect the consumers 
buying act. Depending on the brand advocates feeling towards the product he or she will 
pass along a positive or a negative response. If a product or service is getting bad 
responses our respondents claimed that they would not buy it, the consumer will be 
further pushed away from a “buying act”. On the other hand if a product or service will 
get a positive response it will affect the buying act in a positive way- a purchase.  
 
The companies needs to understand that it is necessary to create a positive response for 
their products and services because people are brand advocates, they forward their 
satisfaction towards the brand as viral messages to family and friends and their family 
and friends will according to our research listen to this. A negative response can destroy a 
viral campaign and push the consumers further away from a “buying act” meanwhile a 
positive response can be a huge success for the companies and the “buying act” is a fact. 
 
Viral marketing is quite a new concept and according to many authors it predicts to get a 
bright future. From this we can draw the conclusion for companies that Viral messages at 
social medias did not have huge positive effects on the consumers buying act, just a little 
positive effect in the consumers buying act at blogs. But not to forget, viral messages can 
raise consumer’s need for products and services, influence them and also create brand 
awareness, which might possible lead to a positive buying act for the consumer in the 
future. Consumer’s listens and talks, they forward viral messages to people around them 
and people tend to listen to the satisfied/-dissatisfied opinion people around them has 
towards a brand. It is important for companies to understand the power of viral 
marketing, because this will affect if there will be a positive or negative buying act for 
the consumer. Social medias is an important marketing tool- but according to our primary 
research we gathered through our cross sectional study it is not essential for companies to 
adapt this concerning the consumers buying act when being exposed to viral messages at 
social medias. But it is a good way to raise a need for a product, to influence the 
consumers and also to create brand awareness, which will possible lead to a positive 
buying act for the consumers in the future.  
 
The environment is always changing though, and social media might have a larger impact 
on the consumers buying act in the future. It is necessary for companies to keep 
themselves updated and to understand the new technology to not loose any advantages. 
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6.1 Further Research  
For further research in the area of viral marketing we would propose research about brand 
awareness. In this dissertation we did not focus on brand awareness, therefore it could be 
interesting to see how brand awareness possible will affect the consumers buying act.  
It could also be interesting to see how organisations use viral marketing in their 
marketing strategies, e.g. a more in-depth research into a few companies’ or one specific 
company’s viral marketing. It could also be interesting to take a further look at the world 
of hidden commercials on blogs to see how it is being done and also the consequences of 
doing so. Another further research might be to see if social medias have different power 
in different countries, e.g. twitter is a much more and powerful social media in the US 
than blogs are and blogs are a much more powerful social media in Scandinavia than 
twitter. 
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Appendix	  1.	  Survey	  Questions	  and	  Answers	  
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Question	  2:	  	  
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Question	  3:	  	  

	  
Question	  4:	  	  

	  
Question	  5:	  	  

	  
Question	  6:	  
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Question	  7:	  	  

	  
Question	  8:	  

	  
Question	  9:	  
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Question	  10:	  

	  
Question	  11:	  

	  
Question	  12:	  	  
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Question	  13:	  	  

	  
Question	  14:	  

	  
Question	  15:	  
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Question	  16:	  

	  
Question	  17:	  

	  
Question	  18:	  

	  
Question	  19:	  
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Question	  20:	  

	  
Other:	  	  

	  
(Answer	  20	  was	  not	  appropriate	  answers	  to	  include)	  
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Question	  21:	  	  

	  
Question	  22:	  	  

	  
Question	  23:	  	  

	  
Other:	  	  
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Question	  24:	  	  

	  
Question	  25:	  	  

	  
 
 
 
 
 
 
 
 


