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Executive summary

Relatively new computerized media (new media) such as mobile telephony and Internet have given lead to the surfacing of new marketing methods. One of these techniques is viral marketing, which aims to encourage the distribution of marketing messages between individuals via digital channels. Its potential is easy to appreciate as the levels of connection between human beings have greatly risen since the emerging of new media at the end of the 20th century. It is however, particularly because of this newness and due to the rapid pace of advancement that time has allowed only for a somewhat limited research on the effects of viral marketing. What is more, information is particularly rife if focussed on the effects it sorts on a specific group.


This paper will try to act on this gap in knowledge, by shedding light on the results of viral marketing in relation to secondary school juniors. This is attempted by conducting both primary and secondary research. The primary research comprises a survey in the form of a questionnaire among a total of 248 secondary school juniors in multiple countries. Furthermore, interviews have been conducted with 3 of these youngsters in order to obtain more profound results regarding their handling of viral marketing. In order to limit the lines along which this paper will run, 4 popular mediums within the Internet have been selected to analyze, notably 1. Instant messaging,  2. Forums,  3. Social networking websites and  4. Videos


By coupling the results of this papers research to literature already in existence the following can be concluded concerning the target group. Firstly, viral marketing seems to have a strong impact on image, brand awareness and the consumption of free online services. The actual purchase of a good or service after electronic word of mouth however, is significantly less common. Secondly, not all mediums are found to be equally trustworthy. Due to the importance of ones relationship with the distributor and his or hers perceive, Instant messaging and forums are considered to be the most reliable platforms. Thirdly, this paper finds that marketing messages strongly catering to the emotions secondary school juniors are much more likely to be spread than other sorts of content.

These findings provide further insights in the effects of viral marketing in relation to secondary school juniors and possibly teenagers as a whole. Furthermore, this paper can act as a justification for marketers to engage in viral marketing. On top of that, it can provide them with data that be of can use when targeting youths online.  
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  Introduction

1.1 Background
The late 20th and the early 21st century have seen many technological developments. Especially in the field of communications the impact of these advancements is great. Via a single mouse click one can request the equivalent of many libraries full of information, purchase millions of different goods and perform a virtually unending number of other activities. One of the most important implications must be however, the increase of connectivity between individuals. It is possible these days to communicate with millions of other connected souls.

This giant leap for mankind in the field of communication between individuals has also had its effects on marketing. After all new media allow for a faster, easier and more widespread distribution of marketing messages. This means that ancient old mouth-to-mouth marketing is no longer the only process via which marketing messages can be distributed from person to person. In fact, whereas our grandparents still had to rely on the very straightforward method of simply telling another individual about a great product, service or experience, one can these days rely on technology to convey the very same message to the same or many more individuals. 

In comparing traditional word-of-mouth with this newer technological form, it is of importance to acknowledge differences exist in terms of 1. possible audience size, 2. distribution speed and 3. level of intimacy. As such, it is not hard to imagine that due to fundamental differences between traditional and electronic mouth-to-mouth, the results of the two are hardly interchangeable in a marketing context.

1.2 Research Focus

Since viral marketing can spread in many different ways, including via email, instant messaging programs (e.g. MSN Messenger), Text messages, Internet forums, videos, chat rooms, blogs, social networking websites and online games, narrowing down the subject might prove wise. Therefore I have decided to focus my attention on four platforms, notably:

·  Instant  messaging. (Instant chat via software, e.g. MSN Messenger) 

·  Social networking websites. Sites such as Hyves, Facebook and Myspace.

·  Videos. As can be seen on websites such as Youtube.

·  Forums

1.3 Motivation

Intrigued by the feeling that certain Internet content seems to reach almost everybody, I have chosen to focus my efforts on the effects of viral marketing. This can be seen as marketing that aims to influence people into influencing each other via the Internet.  Questions regarding failure or success, the various ways in which viral marketing affects people and the credibility of viral messages make up the core of my motivation.

It is my belief that youths nowadays are submerged in a world of communication not witnessed before. As such, secondary school juniors are a high potential group for marketers who make use of social networks in promoting their messages. Further justification for focussing on secondary school juniors exist in the fact that today’s youth is part of the first generation that has grown up with the Internet, which means research on them in relation to viral marketing is still rife
1.4 Hypotheses
In order to investigate this paper general research question: ‘What are the effects of viral marketing on secondary school juniors’, a number of hypotheses have been set up. These propositions are:

· H1: 
Viral marketing may lead to awareness, affiliation and an improved image but rarely to consumption.

· H2:
The four researched viral marketing platforms each possess a different level of trustworthiness.  From highest to lowest they are:

1 Instant messaging 

2 Forums
3 Social networking websites
4 Videos

· H3: 
Messages that generate strong emotions are most likely to be shared with others.

1.5 Paper Outline

In an effort to build up this paper in a suitable and clear way, I have opted for the use of 5 chapters.

· 1. 
Introduction

As can be drawn from the previous subchapters, Chapter 1 deals with opening issues such as the background of the study, its research focus, various hypothesis and this outline itself

· 2. 
Viral marketing

In the second chapter, the focus lies on the topic of viral marketing in general. It is here that insights are provided on its meaning, its characteristics and its workings.

· 3.
Literary review

In this part of the paper, deeper consideration will be given to previous literature. It is hoped that these findings can provide additional insights, as well as aid in providing an answer to the research question and the related hypotheses.

· 4.
Analysis of Research

It will be in this chapter that the methodology of the conducted research is explained. More importantly, this section also displays the results of the survey, interview and case studies, in relations to the set out propositions.

· 5. 
Summary of Analysis

Finally, conclusions will be drawn in the last segment of this paper.

.

2 Viral marketing

2.1 What is viral marketing?
Viral marketing is a term that is being used increasingly. A query in the databases of British universities provides well over 300 references (Oxford University, 2010), but also a more popular inquiry of the term on search-engine Google (2010) renders approximately 3 million hits. Thus indicating that the use of the term “viral marketing” is quite widespread both in academic and popular sources. 

One might expect that a word or term with such widespread roots would possess a clear-cut definition. Strikingly however, this proves not be the case. Instead, the term is subject to many different interpretations. According to Brassington and Pettitt (2003, p.1078) for instance, viral marketing is simply “word-of-mouth by mail.”  MarketingTerms (Viral Marketing n.d.) on the other hand notes that it should be considered a  “marketing phenomenon that facilitates and encourages people to pass along a marketing message”. Thus, whereas Brassington and Pettitt only mention mouth-to-mouth via email in their definition, the description by Marketingterms covers all marketing that ultimately results in the spread of a market related message, regardless of whether this is done via email or not. In reality, definitions that are even more non-corresponding exist so it would be safe to note that no unambiguous definition of the term exists.

  As a clear understanding is needed of what is meant by ‘viral marketing’ in this pape, I shall coin my own definition of the term, notably: 

“A marketing technique that facilitates and encourages people to distribute a marketing message to other individuals by the use of new media.”
In other words, viral marketing is the making possible and promoting the sending of marketing messages to others, via new media.  New media must in this context be seen as “a general term covering non-traditional ways of delivering advertising or promotion messages, anything from text messaging to the Internet” (New Media, n.d.). To elaborate, mediums such as email, online videos, forum, chat, social networks and blogs all fall under this overarching category. A great benefit of these types of media is that it allows messages to spread a lot faster than more conventional media. In fact, massages sometimes spread so fast that they resemble a virus, hence the name ‘viral marketing’.
In comparison, the big difference between the above stated definition of viral marketing and the explanations given by Brassington & Pettitt and Marketingfacts, lies in the exact way the marketing message is distributed. New media is broader than only email since it also includes media such as a text messages, instant messengers, blogs and online videos. Thus the definition of viral marketing used in this paper, is broader than that of Brassington & Pettit. On the other hand, it can be considered significantly narrower than the definition suggested by Marketingterms, which does not refer to any specific distribution channels and includes all mouth-to-mouth marketing that results in the spread of a marketing message. 

2.2 Viral marketing versus mouth-to-mouth marketing

Keen observers of the definition suggested in the previous paragraphs, may have noticed the close relation of viral marketing to what is normally called ‘mouth-to-mouth marketing’ or ‘word-of- mouth marketing’. This type of marketing entails the ‘process by which consumers disseminate their views about marketplace goods and services’ (Goldman, 2007, Abstract). Given the fact that both types of marketing rely on the use of social networks to distribute a marketing message, it can be hard to appreciate the exact difference between the two. According to Cruz & Fill (2008, p. 743-748) viral marketing must be seen as “the electronic form of word-of-mouth”. The key difference between both terms is thus closely related to the method of distribution of the marketing message. Viral marketing makes use of new media, such as e-mails, blogs, online communities, text messages, etcetera. Word-of-mouth marketing on the other hand is more than that. It is a marketing message spreading via both classic media and new media combined. Mouth-to-mouth marketing is thus the overarching term for the distribution of marketing messages via social networks, regardless of the distribution channel.  Or as Sernovitz, (as cited in Gorell, 2007, ¶5) puts it: "Word of mouth marketing is the big category. Viral marketing is one of the many techniques used to help word of mouth travel.” 

                    In further analysis of the differences between viral marketing and traditional word of mouth Helm (2000) and Bruyn & Lilien (2008) identify five differences which they believe are key. A first, very straightforward distinction exists in the fact that mouth-to-mouth marketing often entails face-to-face contact whereas viral marketing does not. Secondly, because viral marketing makes use of digital technology it possesses a much larger potential audience. The possible receivers of the marketing message are furthermore much more spread over the globe than the receivers of one traditional word-of-mouth message. Fourthly, viral marketing allows for a much faster distribution. Posting a comment on an Internet forum for instance will take mere minutes and may be read by thousands of individuals, a combination of speed and audience size unparalleled by conventional mouth-to-mouth. Finally, in viral marketing received data is often unsolicited. This means that the receiver is relatively often not interested and will simply ignore the message. 
2.3 Viral marketing in practice

One of the biggest strengths of a marketing campaign lies in its potential to reach a big audience relatively fast and relatively cheap (Dobele, Toleman and Beverland, 2005). A short video on Youtube or a mere picture on an online forum can reach thousands if not millions of individuals. What is more, it has the power to influence such numbers of persons. From a marketing perspective it could for instance increase brand and product awareness or improve ones image. Ultimately it could even lead to the consumption and acquisition of a product. 



However, being able to reach many people does not equal a significant effect on consumer behaviour, after all for a marketing campaign to have effect the receiver must be somewhat open to the marketing message. Illustration of this can be found in the outcomes of SPAM. Even though billions of junk mails are sent daily their effects on the consumption behaviour of individuals is disproportional small.  Thus, simply due to the public’s negative relation with SPAM, the conveyed messages are not influential.


According to Jurvetson (2000) the opposite is also true. He believes that people are more likely to act on an advertisement favourably when it is brought to their attention by contacts from within their social network. A key factor in this is usage affiliation. Jurvetson states that individuals ask themselves: “do I want to be a member of the group - in this case, my friends - that use the product?”  Thus, since individuals within a group tend to affiliate with the norms and values of the group as a whole, it is more likely for one to act on an advertisement if it is provided by a familiar person. 
In order to illustrate the potential of viral marketing we will now focus on two cases. The first of these is  “Hotmail”, a free web mail application launched in 1996 by MSN. In order to spread the number of users for this application, advertisements in the form of simple footers beneath every email sent, were added via Hotmail. They read:

Join the world's largest e-mail service with MSN Hotmail.
Get your private, free e-mail at http://www.hotmail.com
These straightforward messages resulted in an enormous growth in the number of hotmail users according to Jurvetson. To be more precise, over 12 million people worldwide subscribed to the service within 18 months, and even in 2007 the effect had not worn off, as 150.000 hotmail accounts were opened every day. Intriguingly, all of this costed the company only $50.000, thus making it a tremendously cheap marketing campaign, and showing the cost effectiveness and potential of viral marketing. 

A second case in which the effects of viral marketing have had a great impact involves the  ‘Million Dollar Website’.  On this page tiny parts of advertisement space were for sale at the price of  1$ per pixel.  Due to the simplistic and seemingly absurd nature of the website it was able to generate a lot of exposure on the Internet. Individuals heard of the website from peers and online media and spread the news further, leading to more success of the website. After a few months the page had sold pixels for more than 1 million dollars worth.

Whereas both examples provided above illustrate the potential big impact viral marketing can have, it naturally is also possible for a viral campaign to have no or only limited effects. In fact it is even possible for a viral campaigns to have a very negative effect. In the case of Real Networks for instance, spy ware within the software program RealJukeBox tracked the listening habits of users.  Ultimately, this lead not only to various lawsuits but also to negative publicity that significantly hurt the company. 

3 Literary review

3.1 The effects of word of mouth and electronic word of mouth

Albeit the focus of this paper lies on viral marketing the effects of both viral marketing and traditional word of mouth will be analyzed in this section. The reason for this is twofold. First of all, since research on viral marketing is still rife one incidentally has to rely on literature regarding its ‘traditional brother’. Naturally, the differences between the two will be considered at all times and any conclusion will be made with great reluctance.  Secondly, research on traditional word of mouth does provide valuable and extensive data regarding the spread of marketing messages between peers. It will thus be used in both a supplemental and comparing way.

By analyzing the referrals and sign-ups of a certain social networking website,  Trusov, Bucklin & Pauwels (2009) discover that viral marketing has a strong effect on customer acquisition. They find that especially in the long run viral marketing has larger impact than traditional media such as advertising. They attribute this phenomenon to the ‘endogenous’ qualities of viral marketing. In other words, viral marketing comes from within. This means that it is an ongoing process; electronic word of mouth leads to acquisition, which will then lead to mouth-to-mouth on the Internet again, etcetera. To summarize, Trusov et al. believe the impact of viral marketing in relation to acquisition, to be both more long term and ‘substantial larger than that of traditional marketing techniques’.


Further research on the relation between online communication and purchase behaviour has been performed by Gruhl et al. (2005). By linking the volume of blog postings and web discussions to purchase decisions at online retailer Amazon, they find that a correlation often exists between online discussions and sales. To illustrate the relation between online chatter and consumer purchases even stronger, the authors (p.9) find that the volume of article related discussions on the web can even be used to ‘predict spikes in actual consumer purchase.’ 


In researching the impact of word-of-mouth in regard to various products Lescovec, Adamic & Huberman  (2007) find that product features play a big role. To be more precise, it is believed that the ‘effectiveness of recommendations vary by category and price’ (p.37). Furthermore, the author presumes that recommendations on articles in a social context, such as toys on a school or books in a place of worship, are more effective than articles that are not. All in all, Lescovec et al. illustrates the existence of different effects that recommendations can have, based on the features of the advocated product.  On a larger scale we can draw learning from it as well as the author provides us with a warning not to overly generalize and bear in mind the existence of micro levels despite our focus on effects in general.
Additional evidence of the significant impact word-of-mouth can have on consumption behaviour can be found in a classic study by Arndt (1967, as cited in Charlett, Garland & Marr, 1995), which had the aim to ‘monitor the adoption of a new food product in test market conditions and assess the impact of WOM on short-term purchase behaviour.’ It was found that consumers receiving positive word of mouth purchased the product more frequently than those not having been exposed to any message. Similarly, individuals receiving negative comments were less likely to acquire the product. As such Arndt concludes that word of mouth can influence product acquisition significantly, either positively or negatively. 


After overseeing numerous studies on the effects of word of mouth in various fields of business Dr. Nowinski 
(Satmetrix, 2008) comes to a very comparable conclusion:

“When customer experiences are positive – and loyalty is high- expect customers to spend more on average and to generate new business via positive word-of-mouth.  Conversely, when customer relation is low, we expect lower purchasing value (perhaps even defections), as well as the potential loss of new business trough negative word-of-mouth.”

In other words, dr. Nowinski thus believes word-of-mouth impacts the amount of spending and the generation of new business. These impacts can be positive or negative and depend on customer experiences and loyalty. 


A different source (Wang, 2007) also highlights the importance of the ‘customer-brand relation’ in the decision making process. The author found that if an individual interacts positively to a viral message this may well create brand awareness and brand value. It is particularly the latter of these that can ultimately lead to the actual purchase of goods and services.  Or to put it in the writer’s own words: “brand value was found to be the gatekeeper to consumer purchase intentions”.


Further research on the effects of word of mouth on brand equity has been conducted by Herr, Kardes & Kim (1991). After comparing both positively and negatively loaded printed advertisements with similar mouth-to-mouth messages, they come to the conclusion that word of mouth has a significantly bigger influence on image than traditional printed ads. Based on this it is suggested (p.454) that ‘vividly presented information is more accessible from memory and is weighed more heavily in judgements’.

Concerning the relation between distributor and receiver, Granovetter (1973, as cited in Bruyn & Lilien, p.153) finds that word of mouth is most effective between individuals with a close relationship. Firstly, this holds true because people with strong bonds are believed to make more frequent use of word of mouth than those with lesser ones. Secondly, Furthermore it is suggested that a relationship exists between trustworthiness and perceived value of the message. In other words, a recommendation or opinion of a total stranger normally carries less weight than a similar communication between close friends.

To sum up, various studies show that word of mouth can impact awareness, image and acquisition. Size and type of effect depends on product features but also on the sender-receiver relationship and the content of the message itself. Limited research on the effects of viral marketing suggests all of this also holds true for electronic word-of-mouth.  

3.2 Secondary school juniors as a consumer group

Teenagers and subsequently secondary school juniors are market wise a very interesting and promising group for three main reasons (McNeal, 1968, as cited in Zoll, 2000). 

First and most straightforwardly they are normal consumers in the sense that they purchase products and services like everybody else.  As the purchasing power of US teens between 12 and 18 is expected to reach 118 billion in 2011, (Packaged Facts 2007) the marketing potential of the group is easily recognizable. 


 Secondly youngsters are associate consumers due to the strong correlation between the spending of parents and the needs & wants of their offspring. Kids influencing parents, or grandparents for instance, in buying a certain toy or food, is a very real and widespread phenomenon. This is illustrated by the 110 billion dollars; families are expected to spend teen related, in 2011 (PackagedFacts, 2007). 
Finally kids are also future consumers because they will spend more money when they have reached adulthood and previous marketing experiences might influence their consumer behaviour at that time. Due to the long period of time that elapses before kids become this type of consumer, measuring the precise importance of this category is challenging. It does not require  a huge leap of faith however to realize that the sums of money involved in this category may very well outclass those of the previous two classes.  

4  Research Methodology

4.1 Methods of research

In order to be able to accept or reject the multiple hypotheses suggested earlier, a number of questions have been designed for both a questionnaire (Appendix I) and an interview (Appendix III). The questionnaire will mainly provide quantifying figures whereas the interview allows for a more thorough, in depth analysis behind the statistics.  An overview as to how exactly both the interview and the survey relate to the various hypotheses is given in table A. Note that this table does not include all questions as some queries do not directly relate to the hypotheses, but are of value nonetheless.

Table A: Linkage of hypothesis and questions

	HYPOTHESIS
	Relevant interview queries
	Relevant survey queries

	H1:

Viral marketing may lead to awareness, affiliation, and an improved image but rarely to consumption.
	2a, 2b, 2c, 2d, 2e, 2f, 2g, 2h
	9, 10, 11A, 11B, 12, 13,

	H2:

The four types of viral marketing platforms each possess a different level of trustworthiness.

From highest to lowest they are:

1 Instant messaging

2 Forums

3 Social networking websites

4 Videos
	4b, 4d, 4e, 5a, 5d, 6b, 6d
	7a, 7b, 14a, 14b, 15

	H3:

Messages that generate strong emotions are most likely to be shared with others
	3a, 3b, 3c, 3d, 3e, 4d, 4e, 5d
	16, 18


4.2 Conduct of questionnaire
In order to receive a high number of responses I have used both online and off line convenience sampling. In total 248 complete and relevant responses have been gathered this way. In the questionnaire respondents answer both general and more specific questions. The first type is mainly used to ascertain the target groups demographics and basic Internet behaviour, whereas the second focuses more on viral marketing and the suggested hypotheses in particular.


As for the questions themselves, they make use of two different scales. Queries involving the Likert-scale require respondents to rank a certain statement based on their level of agreement with it. To be more precise, a ‘1’ stands for ‘strong agreement’ whereas a ‘7’ is used to illustrate ‘strong disagreement’ with a claim. Along the same lines all numbers in between can be chosen as well, a ‘4’ for example stands for neither agreement nor disagreement and a ‘5’ signs slight disagreement. Easy statistical manipulation of Likert-scale data allows for generalizing on the multiple suggested statements that respondents have rated. 

Utilizing the Ordinal scale on the other hand requires the respondents to rank various options given. These individual responses can than be used to prepare an overall ranking, which provides information on the preferences of an entire group. The Ordinal-scale is thus helpful in comparing different options with each other as well as discovering general preferences.

4.3 Conduct of interview & case studies
Out of the 248 replies to the questionnaire, 3 individuals have been interviewed based on convenience sampling. These 3 provided answers (Appendix IV, VII, VIII & IX) during short face-to-face interviews that lasted approximately 25 minutes and were held at silent, familiar places. 


As part of the interview 3 interviewees have been confronted with questions on two viral marketing phenomena that I have selected. The first of these is Hotmail, a free email service that was able to attract hundreds of millions of users via viral marketing. The second involves Jeff Durhan, a comedian whose online videos have earned him immense popularity all across the globe. The interviewees have been asked for their own experiences with these two cases (Appendix VI) since it is my belief that case studies can provide insights based on concrete examples.
4.4 Methods of calculation

4.4.1
Mean, Standard Deviations & Confidence Intervals

To completely appreciate the results of the questionnaire a number of points regarding the conduct of my analysis must be made. Firstly, as all 248 respondents’ opinions must ultimately lead to one result I have calculated the mean of each question that utilizes the Likert-scale. This figure provides an average of all answers and allows one to bring down a wide range of numbers down to one figure. The means to the several questions have been calculated via the following formula:

	
      (Respondents strongly agree * 1) 



   + (Respondents agree * 2)
  

+ (Respondents somewhat agree * 3) 

+ (Respondents neutral *4)    

Mean=
   + (Respondents Somewhat disagree * 5) 

+ (Respondents disagree * 6) 

+ (Respondents disagree * 7)



    -------------------------------------------



     Total number of Respondents


Secondly, as extremes easily distort the mean, it is also of importance to determine to what extend the respondents’ answers deviate from the mean. After all, a question to which all 248 respondents vote ‘4 – neutral’ would result in the same mean as a query on which half votes ‘strongly agree’ and half ‘strongly disagree’. Calculating the so-called standard deviation (SD) is done via the  ‘STDEV-Function’ within Excel. A lower standard deviation indicates that most respondents provided similar answers whereas a higher standard deviation implies a larger variation in response. 

Thirdly, since the 248 respondents of the questionnaire are merely a sample of the entire population the possibility exist that the results provided by the research group do not do reality justice. To minimize this chance I have used confidence intervals (CI). By using the excel function: CONFIDENCE and applying a confidence level of 0.95 I have calculated the confidence interval for each question which makes use of the Likert-scale. This results in 95% certainty that the mean of the total population actually lies between: Confidence Interval plus mean and Confidence Interval minus mean

4.4.2
T-Tests

In order to compare different groups with each other this paper also makes use of the so-called T-test. Based on the means, sizes and standard deviations of various sets, this test provides a figure that is the answer to the question: How likely is it that certain differences in means exist between researched groups, while in reality no difference exists. The test thus provides insight in explaining whether differences between subgroups are significant or may simple be attributed to randomness. A disparity is deemed significant when the chance of it occurring purely incidental is less than 5 percent. . In other words, an inequality between groups is proved when the answer to the earlier mentioned question is less than 0.05. A T-Test involving all Likert-Scale questions has been carried out to compare differences related to gender, age and nationality. Relevant findings will be presented in chapter 5. A full overview to the results of all T-Test can be found in Appendix II.

Performing a T-test is done via Excel by using the T-Test-function. A Two Sample T-Test Assuming Unequal Variances’, will be applied given the existence of different variances and the lack of any hypothesized differences one way or the other. Subsequently software provides a ‘P-Value’ between 0 and 1, which indicates to what extent differences between subgroups are significant. 

4.4.3
Spearman Rank correlation coefficient 

In an effort to determine whether a connection exists between two variables various measurement techniques exist. This paper will make use of the Spearman Rank correlation coefficient  as this statistic fits best to both the ordinal nature of the questions and the non-normal distribution of most answers. 

Spearman’s correlation coefficient is easily calculated with the use of SPSS Software by accessing the ‘analyze’, ‘correlate’ and ‘bivariate’ menus.  The computerprogram offers a table in which the correlation efficient (Spearman’s Rho) can be found. This figure provides clarity on the relationship between two variables.  The correlation coefficient of two datasets always lies between -1 and 1. Here, 0 stands for no relationship whatsoever and -1 and 1 for a perfect correlation. Results below 0 stand for a negative connection whereas figures above 0 point towards a positive relation between the two variables.

Also does the matrix provide information regarding the likelyhood that a specific relation is found where in reality it does not exist. In other words; the significance of certain corelations is also something this application provides information about.

4.4.4 Multiple regression analysis

In subchapter 4.4.3 it has been shown that correlations between 2 variables can be measured with the help of the Spearman Rank correlation coefficient.. It is however also of value to analyze whether other variables influence such a correlation as well. Here the multiple regression analyses is used.  By entering relevant dependent and independent variables in the ‘Multivariate linear model menu’ in SPSS, the program is able to provide

4.5 Methods of presentation
The results of the questionnaire, the interview and the case studies will be presented in chapter 5. This is done for each hypothesis in three steps. In the first step the results to the relevant questionnaire questions are offered in a table, which includes questions, means and results.  Shortly following is an evaluation of the content within that table. In the second step the same is done in regards to the interview questions with the slight distinction that these figures include columns titled ‘question’, ‘concise answer’ and ‘summary’. Finally, the last step involves a verdict of the hypothesis, which means either acceptation or rejection.

5 Analysis of research

5.1 Hypothesis 1


H1:
Viral marketing may lead to awareness, affiliation an improved image but rarely to consumption.

5.1.1 Survey results

Table B:  Results relevant questionnaire questions for H1 

	Question
	Mean – CI / Mean + CI
	Result

	9: Via Internet contacts I’ve learnt more about products and services available.
	2,75 – 3,25
	Somewhat Agree

	10:  I remember what Internet contacts said about a brand when I hear of it again later.


	4,57 – 5,03
	Somewhat Disagree

	11A: Positive messages from Internet contacts improve how my perception of a brand.
	2,71 – 3,09
	Somewhat Agree

	11B: Negative messages from Internet contact worsen my perception of a brand.
	2,48 – 2,92
	Somewhat Agree

	12: Some Internet services I use have been passed down to me via Internet contacts. I.E. Software or certain websites
	1,74 – 2,06
	Agree

	13: I sometimes spend money on goods or services after hearing about it via people on the Internet.
	5,4 – 5,8
	Disagree


Respondents’ indicate that marketing messages are commonly spread trough social networks. These messages play a role in the consumers decision making process but are not a decisive factor when deciding to purchase a product or not. Oppositely, viral marketing is very successful in spreading online services such as websites and software. Furthermore it seems to be a strong medium to create awareness as interviewees indicate they regularly hear of new products & brands and at times remember this later. Finally, opinions and experiences of individuals within the larger network seem to have a serious influence on image. Viral marketing can both improve and deteriorate the image one has of a brand or product. 

A further brake down between the sexes indicates that boys are more prone to use services, which have been passed down to them via Internet contacts. 

Table C:   Nationality differences

	
	Dutch
	Other
	P-value

	
	Mean
	ST.DEV.
	Population
	Mean
	ST.DEV.
	Population
	

	Question 8
	5,21
	1,53
	135
	4,74
	1,53
	113
	0,02

	Question 9
	3,80
	1,72
	135
	4,21
	1,48
	113
	0,07


Table D: Gender differences

	
	Boys
	Girls
	P-Value

	
	Mean
	ST.DEV.
	Population
	Mean
	ST.DEV.
	Population
	

	Question 11 A
	2,63
	1,50
	147
	3,24
	1,53
	101
	0,002


Table E:  Age differences

	
	11 / 12/ 13 year olds
	14 / 15 /16 year olds
	P-value

	
	Mean
	ST.DEV.
	Population
	Mean
	ST.DEV.
	Population
	

	Question 13
	5,69
	1,81
	119
	5,53
	1,77
	129
	0,04


5.1.2 Interview results

Table C: Results relevant interview questions for H1
	Question
	Concise answer
	Summary

	2a: How often do you hear about products, services or brands from your online contacts?
	- Every day

- Twice per week

- Not that often


	Most respondents indicate they regularly hear of products and services from their online contacts. One respondent claimed differently.

	2b: What impact does hearing about products, services or brands from your online contacts have on you?
	-  I go check it out on the Internet’

-  More likely to use it, but only if I need it anyways

-  I will probably remember company and product. Maybe check website


	The majority of interviewees acknowledge there is some impact. This Impact ranges from awareness to triggering consumers to learn more to possible consumption. Respondents stress the importance of extra factors i.e. exact product, person who recommended.

	2c: Have you ever purchased a product or service after hearing about it via the Internet in general.


	-No

-No

- I sometimes buy stuff on Ebay but purchases are not influenced by the Internet.
	Internet Marketing without the use of social networks hardly generates purchases of interviewees.

	Question
	Concise answer
	Summary

	2d: Have you ever purchased a product or service after hearing about it via internet contacts?
	-  No never

-  Yes a DVD

- No
	Communication within social networks has lead to a few purchases. Majority of respondents has not been influenced however.

	2e: Do or would recommendations or adverse experiences have any influence on your purchasing behaviour?
	- No I can judge a product myself

- Yes it is important but it depends on specifics. Product, person, exact claims etc.

- Mostly yes.
	Most respondents do feel that opinions or experiences of others would influence their consumption behaviour.

	2f: Have you downloaded material or visited a website after hearing about it via Internet contacts? How frequent and ongoing is this?


	- Yes, I use Hotmail, WinZip, Hyves

- There are many websites I have stumbled across via online contacts.

- Definitely
	All interviewees indicate their use of websites and/or software has been influenced by communication with others via the Internet.

	2g Have you heard of new brands or products via your social network on the Internet?


	-  Don’t know.

-  Not asked

- Windows 7
	Respondents do hear of products and brands via their social network.

	2h: Has your opinion of a brand improved or deteriorated, due to what Internet contacts said.


	- No, I don’t really care what is said.

- Both have happened.

- Yes, image is affected…  a little.


	Wide array of different ways in Internet contacts have affected ones image of a product.


Answers provided to questions 2a and 2b indicate that respondents are familiar with viral marketing and do acknowledge that it can affect them. These effects are though to exist primarily in the field of product awareness and brand image. In terms of purchasing products and services, viral marketing is believed to have a very modest role. Respondents’ reactions to question 2f do however strongly hint to the importance of viral marketing in the consumption of free Internet based services such as websites and software.

	5.1.3   Evaluation of hypothesis 1

Hypothesis 1 stated that:  ‘Viral marketing may lead to awareness, affiliation an improved image but rarely to consumption.’

After combining insights gained from both the questionnaire and the interview it can be concluded that viral marketing can indeed lead to higher brand & product awareness and a better image. Contrary to the theory however, it is also able to boost the consumption of online services. It is of importance to recognise that this specifically hold true for free services, actual purchase after viral marketing is less wide spread.

Given the fact that certain aspects of the proposition do not seem to hold merit, hypothesis 1 can be rejected


5.2 Hypothesis 2

H2:  Four viral marketing platforms each possess a different level of trustworthiness.  From highest to lowest they are: 
 1 Instant messaging 
2 Forums
3 Social networking websites
4 Videos

5.2.1 Survey results

Table D:  Results relevant questionnaire questions for H2
	Question
	Mean – CI / Mean + CI
	Result

	7a: I would rather trust what a friend would say about a product than what a stranger would say.
	2,2 – 2,6
	Agree

	7b: I would rather trust what a friend would say about a product than what a stranger would say. Even if I know for a fact that the stranger is better informed.
	5,26 – 5,74
	Disagree

	14A:
I trust what companies and advertisements on the Internet say about products and brands.


	5,51 – 5,89
	Disagree

	14B: I trust what other people (not companies or advertisements) on the Internet say about products and brands.


	3,0 – 3,4
	Somewhat Agree


Table E: Ranking of 4 platforms based on trustworthiness

	
	Most trustworthy
	2nd most trustworthy
	2nd least trustworthy
	Least trustworthy
	Mean
	Rank

	Forums
	96
	75
	46
	31
	2,04
	1

	Instant Messenger
	93
	62
	55
	38
	2,15
	2

	Social networking websites
	41
	71
	61
	75
	2,69
	3

	Videos
	18
	40
	75
	71
	3,11
	4


Results of the questionnaire indicate that forums and instant messaging programs can be considered to be almost equally trustworthy. It is of importance however that both mediums draw their high levels of trustworthiness from difference characteristics. Instant messaging, which is generally used to communicate with individuals more ore less known to you, draws its trustworthiness from the fact that people are more likely to trust what a acquaintance than a stranger. Forums on the other hand, are usually populated by strangers, who draw their credibility from their chosen activity on the discussion board. To complete the ranking, social networking videos are third in line of credibility and videos, which is also the least personal of mediums, is ranked last. Finally, a last note can be made which holds true regardless of the medium: authentic claims of individuals is much better trusted than claims from companies.

Table E: Trust differences between genders

	
	Boys
	Girls
	P-Value

	
	Mean
	ST.DEV.
	Population
	Mean
	ST.DEV.
	Population
	

	Question 14a


	5,49
	1,63
	147
	5,49
	1,63
	101
	0,03


5.2.2 Interview results

Table F: Results relevant interview questions for H2
	4b: Do you check out recommendations, links, and videos etc. your online contacts publish?


	- Depends on the contact thee suggestion comes from.

- Most of the time yes.

-Only if the content interests me.
	The target group is in principle willing to follow suggestions made by contacts within their social network, but not always.

	4d: Do you yourself publish recommendations, links, videos etc. on social networking websites?


	- Yes, that’s the whole point.

- Yes

- No
	Most interviewees indicate that they do publish links, videos etc. on their social networking profiles.

	4e: Are you affiliated to a product or brand via a social networking website. 

      I.e. member of a ‘ Nike-group’, 


	- Yes there’s a whole bunch of brands I am connected to.

- Yes

- No


	All 2 out of 3 teenagers are affiliated to a product or brand on social networking websites.

	5a:  Do you use an instant messaging service?


	- Yes, MSN

- Yes, MSN

- Yes Mercury Messenger


	All 3 interviewed use some type of instant messaging program that allows them to chat with peers.


Table F: Results relevant interview questions for H2
	5d:  Do you share web links via instant messaging, if so what kind of links?
	- Yes of special stuff mostly, a funny video, online game or something sport related.

- Yes but online with close friends, it’s mostly related to our interests or it has to be something really striking.

- Mostly not but I have done so in the past. Special circumstances are needed; something must be really cool or interesting. 
	Respondents claim they do share links with peers via instant messenger programs. Content which is somehow unique or that fits the interests of the possible sender and receiver closely is much more likely to be spread.

	6b:  Do you or would you trust what other members state on various topics?


	- It depends on the person making the statement.

- Not per se.

- Only if it matched with my thoughts an experiences.
	Most statements on forums are not outright rejected or accepted. Rather they are seen for what they are, proclamations from other individuals which could be anywhere from truthful to a lie.  As such careful acceptance of the truthfulness while taking in account certain reserves is the norm.

	6d: Have you ever visited a websites or downloaded content after hearing about it on a forum?


	- Yes, both.

- No, not on a forum

- Yes, I have visited websites.
	The two active on a forum have visited websites after hearing about it on a forum. One has also downloaded content as a result of forum communication. 


The responses given by the interviewees indicate that publishing, receiving and acting on viral marketing messages is quite widespread. It can be said that every time the latter of the three occurs, a possible lack of trustworthiness of a specific medium has not been a determining barrier. In other words although the earlier mentioned ranking is real, reality shows that the differences are no of such a calibre that the least trustworthy of the four should be considered not trustworthy.

	5.2.3 Evaluation of hypothesis 2

It was suggested in H2 that ‘four types of viral marketing platforms each possess a different level of trustworthiness.  From highest to lowest they would be:

1 Instant messaging 
2 Forums
3 Social networking websites
4 Videos’

Findings show that different levels of trust are indeed attached to the various platforms. Although differences are modest and all platforms have the potential to be trustworthy a ranking can be made.

From highest to lowest trustworthiness the four platforms rank:

 1 Forums                     2 Instant messaging       3 Social networking websites       4 Videos      

Given the fact that the suggested positioning does not match the ranking directly above hypothesis 2 is rejected.




5.3 Hypothesis 3

H3: 
Messages that generate strong emotions are most likely to be shared with others.
5.3.1 Survey results

Table G: Results relevant interview questions for H3
	16: Most online videos I share with my Internet contacts are emotionally charged. They are thus very funny, shocking, disgusting etc.
	1,48 – 1,92
	Agree


Table H: Ranking of motivations to share content with peers

	
	Most likely
	2nd rank
	3rd rank
	4th rank
	Least likely
	Mean
	Rank

	Share emotion
	158
	41
	13
	16
	20
	1,79
	1

	Share interest
	28
	106
	66
	30
	68
	2,65
	2

	Social purpose
	34
	59
	71
	55
	29
	2,94
	3

	Feels good
	22
	31
	68
	114
	13
	3,26
	4

	Something in it for me
	6
	11
	30
	42
	159
	4,36
	5


Table H clearly shows that ‘sharing emotions’ is considered to be the most important reason to share content with peers. Out of the 248 respondents almost 64% deemed this to be the prime reason as to why matter is spread between individuals on the Internet. What is more, these results seem to be in line with a more specific query  (Table G) regarding the spread of videos on the web. Here respondent on average award a 1.7 on the Likert-scale, which means they agree rather strongly.
5.3.2 Interview results

Table I: Results relevant interview questions for H3
	3a:  Do you watch short videos on the web?
	- Yes, quite often.

- Yes

- Sometimes


	All respondents watch online videos.

	3b:  Why do you watch videos on the web?

       (First reaction)
	- They are funny.

- They are nice

- Multiple reasons
	Interviewees view videos on the Internet for various reasons, mostly related to emotions.

	3c: What kind of videos do you watch regularly.
	- Music videos  & movie trailers

- Extreme & strange videos

- Popular videos


	Many different types of videos are being watched by those interviewed. 

	3d:  Do these videos contain a marketing message in regard to for instance a product, brand or website?
	- Yes, ‘they’ want me to buy ‘their’ cd’s and DVD’s.

- Some do and some don’t.

- Yes they often want you to sign up somewhere.
	Those being interviewed strongly recognise the marketing components involved in many videos.

	3e:  Do you share videos with your contacts on the web and what is the reason behind this.


	- Yes, if the video is interesting to him or her.

- Not that often.

- Yes if it is extreme in any way.


	Most do share videos with their contacts on the web. The extend to which they do so and the reasoning behind this is more diverse however.

	4d: Do you yourself publish recommendations, links, videos etc. on social networking websites?


	- Yes, that’s the whole point of such websites.

- Yes

- No
	Most interviewees indicate that they do publish links, videos etc. on their social networking profiles.


	4e: What kind of recommendations, links, videos etc do you publish?
	- Humorous content.

- Cool things.

- Stuff of interest to the receiver


	Internet content that triggers a certain emotion seems to be most likely to be spread. One respondent indicated a more rational decision making process based on the expected worth of a message to the receiver rather than emotions of oneself. 

	5d:  Do you share web links via instant messaging, if so what kind of links?
	- Yes of special stuff mostly, a funny video, online game or something sport related.

- Yes but online with close friends, it’s mostly related to our interests or it has to be something really striking.

- Not that often, if it is related to what we talk about I might however.

 
	Respondents claim they do in do to a higher or lower degree share links with peers via instant messenger programs. Content which is somehow unique or that fits the interests of the possible sender and receiver closely is much more likely to be spread.


Interview questions 3e, 4e and 5d show that the motivations behind spreading Internet content via various platforms within the Internet is diverse. Having said that tough, two reasons seem to stand apart. First of all, respondents gave requirements such as ‘humorous’, ‘cool’, ‘extreme’ and ‘ unusual’, which hint towards the importance of emotion. In other words, Internet content that is able to cater to ones feelings is much likely to be spread than content that cannot.


A second reason that is strongly related to emotion, but deserves separate mention nonetheless is interest. Content that is close to the sender -and to a smaller extent to the receiver- is much more likely to spread, even if it is less outspokenly funny, outrageous, scary etcetera.

	5.3.3  Evaluation of hypothesis 3


Messages that generate strong emotions are most likely to be shared with others.

Both the results of question 18 and certain phrases uttered interview point into the validity of theory. As such hypothesis 3 is accepted.




5.4 Case studies 

5.4.1 Justification of case studies

In order to make matters somewhat less theoretic and more concrete two case studies have been conducted. Although they do not directly relate to the proposed hypotheses I do believe they provide a more comprehensive analysis of viral marketing as a whole. A summary of the two case studies can be found below, for the complete results see appendix VI.

5.4.2  Case study 1: Jeff Durhan

It is made known via question 1a that all respondents are familiar with the sentence ‘ Silence I kill you’, which is somewhat of a trademark of comedian Jeff Dunham. Subsequently, 80% of those questioned, state they have seen the video and thus now of the sentence its origin. Strikingly, however only one respondent was able to present the exact name of the comedian and even in multiple-choice most were unable to match the correct name to the comedian. This indicates that although the ‘marketing message’ was a success the ‘brand name’ did not stick. On the other hand the message does possess highly viral characteristics as most saw it after being incited by peers and where very willing to distribute it to others due to the humorous properties of the clip. What is more, a substantial number or respondents is committed to the ‘brand’ to such extend that they were even willing to pay money to see Jeff Dunham live were he to visit their town.

5.4.3  Case study 2:  Hotmail

The majority of interviewees have used hotmail after being informed of the service by peers. Being impressed by its usefulness, two individuals indicate they have certainly influenced others into using the service whereas another two believe they might have done so.  Respondents correctly identify various services and brand strongly related to hotmail such as MSN messenger and the many MSN websites. Identifying Microsoft as being the final owner of Hotmail and MSN is a feet accomplished by only one person however.

5.4.4  Summary of case studies

All in all the two case studies show that viral marketing can be tremendously effective in creating a buzz. Although this does not equal brand and product awareness or image it does have a positive effect on them. Furthermore viral marketing has proven that it’s able to boost the consumption of free Internet services greatly. It is even suggested that actual purchases can lead from it, as a significant number of respondents was willing to pay for tickets in order to see Jeff Dunham perform live. 

6  Summary of Analysis

This paper sought to identify the effects viral marketing has on secondary school juniors. It was found that in relation to the image and familiarity with a brand such effects can be big. Similarly, viral marketing has a powerful impact on the consumption of free goods and services, such as online games, websites and software. In terms of actual purchasing of goods and services, this research shows that such behaviour is much less common. These findings are important as they can act as justification for marketers to engage in viral marketing in order to bind secondary school juniors to their brand and products. Admittedly, this will generally not lead to significantly higher short-term sales, in the long run however it may very well do just that; provided brand equity can be capitalized.


Secondly, the results of this thesis point in the direction of the existence of both trusted and somewhat less trusted mediums within the Internet. These variations in confidentiality are mainly based on relation the receiver has with the distributor and the expertise that is attributed to this individual.  The exact confidentiality ranking of Internet platforms runs as follows: 

· 1
Forums

· 2
Instant Messaging

· 3
Social networking websites

· 4
Videos
Thirdy, researching the motivations behind the distribution of marketing related content lead to the conclusion that emotionally charged videos are most likely to be spread. This means that most secondary school juniors will spread messages that are considered to be funny, scary, weird, outrageous or otherwise directly cater to their emotions. Additionally, reasons such as  ‘interest to receiver’, ‘social purposes’ and ‘feel good factor’ were cited less often.  Finally, incentives including some kind of reward  -money, gifts, points, etcetera – were found to work only marginally. From this it can be drawn, that viral marketing campaigns should always cater to the feeling of individuals. To be more extreme, it could even be claimed that campaigns not drawing immediate response are unlikely to ever becoming viral.

Lastly, it is my belief that although the mentioned above are the key findings of this paper, general insights on viral marketing can be drawn from this thesis as well. Especially regarding the Internet behaviour of the target group it is my conviction that this thesis aids in providing a wider understanding of the matter.

7      Recommendations

Although this paper has sought to analyze the potential of viral marketing in general rather than to provide a guide as to its optimization for business purposes, some findings can be used as such nonetheless. Firstly, due to high levels of social media impact and penetration found in the youth population, those who seek to target this group would do well to consider viral marketing as a genuine option.  This holds especially true in a few specific cases:

· When trying to increase brand awareness.

· When aiming to improve an image.

· When seeking to generate more web traffic.

· When aiming to enlarge the usage of certain free software or increase the number of subscriptions.

In order to meet one or more of the aforesaid objectives via viral marketing, it is of importance that the marketing message spreads autonomously within the target group and hence becomes viral. It was found that this is most likely to occur when the message evokes emotions such as desire, joy, lust, interest or surprise.  For that reason marketers would do well to make their marketing message in such a way that it triggers emotions.

Finally, those involved in marketing to teenagers should be aware of the existence of both trusted and somewhat less trusted mediums within the Internet. Ideally, being able to let individuals generate positive, authentic and personal marketing messages when communicating with each other on for instance a forum would generate the best effects. Due to the difficulty of achieving this, aiding abovementioned communication via for instance an emotion-laden video or a campaign on social networking websites may be more realistic possibilities.
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Appendix I:  Outline of questionnaire

Personal questions

1A:
Are you a boy or a girl?



1C:
In what country do you live?


…………………………..



……………………………….

1B:
How old are you?





..........................................



……………………………….

General question regarding the use of new media.

2:
 How many hours per week do you spend on the Internet?

Less than 









       More than

 5  hours
5--15 hours      15-25 hours       25-35 hours         35-45 hours       45-55 hours       55 hours

  (

  (

  (

  (

  (
  
 (

(
3:
How many hours do you normally spend per week on the following:

	
	0 hour
	<1 hour
	 1-4 hours
	5-8 hours
	9-12 hours
	13-16 hours
	 16+ hours

	Video websites such as Youtube
	
	
	
	
	
	
	

	Forums
	
	
	
	
	
	
	

	Networking websites such as Hyves  / Facebook
	
	
	
	
	
	
	

	Instant messaging programs such as MSN.
	
	
	
	
	
	
	


	Below you see a rating from 1 up to 7.   Please fill in each question by ticking one of the 7 boxes depending on the level of agreement with each statement.

  1

  2

  3

  4

 5  

  6

  7

Strongly
Agree
         Somewhat
           Neutral
         Somewhat
          Disagree             Strongly

Agree

           Agree               Don’t know            disagree


         Disagree




4: 
Other people’s opinions and experiences with a product or service are important to me.

(

(

(

(

(

(

(
5:
I have expressed thoughts regarding a product or service via the Internet before.
(

(

(

(

(

(

(
6:
 I often check out messages and links provided to me by Internet contacts.

(

(

(

(

(

(

(
7a: 
I would rather trust what a friend would say about a product than what a stranger would say.
(

(

(

(

(

(

(
7b:
I would rather trust what my best friend says about a product than what a stranger might say. Even when I know for a fact that the stranger is better informed.

(

(

(

(

(

(

(
8:
I try to steer clear of unsolicited opinions, recommendations, Internet links, videos etc, as much as possible. Even in relation to my closest contacts.

(

(

(

(

(

(

(
Questions regarding awareness, image and consumption.

9:
Via Internet contacts I’ve learnt more about products and services available.

(

(

(

(

(

(

(
10:
I remember what Internet contacts said about a brand when I hear of it again later.

(

(

(

(

(

(

(
11A:
Positive messages from Internet contacts improve the way I perceive a brand.
(

(

(

(

(

(

(
11B:
Negative messages from Internet contacts worsen the way I perceive a brand.

(

(

(

(

(

(

(
12:
Some Internet services I use have been passed down to me via Internet contacts.

For instance certain software you use or particular website you visit frequently.

(

(

(

(

(

(

(
13:
I have spent money on some service or good after hearing about it on the Internet.

(

(

(

(

(

(

(
Questions regarding the trustworthiness of messages in different areas of the Internet.

14A:
I trust what companies and advertisements on the Internet say about products and brands.

(

(

(

(

(

(

(
14B:
I trust what other people (not companies or advertisements) on the Internet say about products and brands.

(

(

(

(

(

(

(
15:
Imagine you hear of a certain product in four different ways. Notably via:

A:
 private chat on MSN with someone you know.

B:
Youtube, You see a funny video.

C: 
a forum you visit regularly.

D:
a social networking website such as Facebook or Hyves.

Rate the four letters A,B,C,D in such an order that the most trustworthy medium to you stands first and the way of communication you trust least is behind. 

FOR EXAMPLE:

..C…

..B…

…D…

…A…

YOUR RATING HERE:

……

……

…….

…….

16:
Imagine you yourself would like to share a certain message. How are you most likely doing this?


A:
I will tell something via MSN or a similar chatting service.


B:
I will send a video I have seen which relates the message.


C:
I will post of a forum I am on regularly.



D:
I will let people know via a social networking website.

PLEASE RATE FROM MOST TO LEAST LIKELY.

.…..


…….



……..



……..
Questions regarding the motivation behind sharing marketing messages on the Internet.

17:
Most online videos I share with my Internet contacts are emotionally charged. They are thus very funny, shocking, disgusting etc.

(

(

(

(

(

(

(
18:
When you choose whether to share something on the Internet with friends or other online contacts you’ll decide on a couple of grounds. Please rate the following arguments from strongest to weakest.

A
The message filled me with an emotion I wanted to share. 

This could be joy, fear, disgust, sadness etc.



B
I found the message interesting and/or believe the receptor the find so (too).

C
Spreading the message was lead to me receiving something. This could me money, points, gifts etc.

D
It makes me feel good.

E
It was easy do and I wanted to contact someone.

Your Rating:  

…..
……
……
………

APPENDIX II:
Results of questionnaire

DEMOGRAPHICS:

1A: 
248 Respondents can be divided in 6 different groups, notably:


Group 1:
Age:
11

Size:
24



Group 2:
Age:
12

Size:
36

Group 3: 
Age:
13

Size:
59



Group 4:
Age:
14

Size:
52

Group 5: 
Age:
15

Size:
49



Group 6:
Age:
16

Size:
28
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1B:
Of all within the target group who filled in the questionnaire 147 were boys and 101 were girls.
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1C:
Youths of various nationalities have responded to the questionnaire. Their backgrounds are the following: 135 are Dutch, 39 American and 14 British. Furthermore 22 Germans have responded and 38 individuals possess a different nationality altogether.
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2:  HOURS PER WEEK ON THE INTERNET

The following breakdown can me made based on the time the target group spends online: only 24 individuals spend less than 5 hours per week on the Internet whereas 40 are online more than 55 hours each week. Intermediate groups are spending between 5 and 15 hours (38 youths), between 15 and 25 hours (51), between 25 and 35 hours (44), between 35 and 45 hours (18) and 45 and 55 hours (33).
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3:
HOURS PER WEEK SPENT ON VARIOUS INTERNET APPLICATIONS
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	1
	2
	3
	4
	5
	6
	7
	Mean
	SD
	CI

	4: Other people’s opinions and experiences with a product or service are important to me.
	47

19%
	76

31%
	54

22%
	28

11%
	5

2%
	14

6%
	24

10%
	3,0
	1,97
	0,25

	5: I have expressed thoughts regarding a product or service via the Internet before.
	39

16%
	82

33%
	44

17%
	25

10%
	23

9%
	22

8%
	13

5%
	3,1


	1,75
	0,22

	6: I often check out messages and links provided to me via Internet contacts.
	53

21%
	55

22%
	45

18%
	20

8%
	25

10%
	33

13%
	17

7%
	3,3


	1,94
	0,24

	7a: I would rather trust what a friend would say about a product than what a stranger would say.
	108

44%
	47

19,0%
	22

9%
	43

17%
	14

6%
	10

4%
	4

2%
	2,4


	1,62
	0,20

	7b: I would rather trust what a friend would say about a product than what a stranger would say. Even if I know for a fact the stranger is better informed.
	30

12%
	25

10%
	21

9%
	14

6%
	47

19%
	84

34%
	27

11%
	5,5


	1,96
	0,24

	8: I try to steer clear from unsolicited opinions, recommendations, Internet links, videos, etc. as much as possible. Even in relation to my closest contacts.


	7

2%
	15

6%
	33

13%
	27

11%
	50

20%
	63

25%
	53

21%
	5,0
	1,66
	0,21


	
	1
	2
	3
	4
	5
	6
	7
	Mean
	SD
	CI

	9:  Via Internet contacts I’ve learnt more about products and services available.
	25

10%
	33

13%
	46

19%
	37

15%
	53

21%
	39

16%
	15

6%
	4,0
	1,74
	0,22



	10: I remember what Internet contacts said about a brand when I hear of it again later.
	12

5%
	24

10%
	37

15%
	19

8%
	46

19%
	63

25%
	47

19%
	4,8
	1,81
	0,23



	11A: Positive messages from Internet contacts improve the way I perceive a brand.
	54

22%
	67

27%
	43

17%
	39

16%
	29

12%
	13

5%
	13

3%
	2,9
	1,56


	0,19

	11B: Negative messages from Internet contact worsen the way I perceive a brand.
	67

27%
	94

37%
	28

11%
	15

6%
	18

7%
	9

4%
	17

7%
	2,7
	1,77
	0,22

	12: Some Internet services I use have been passed down to me via Internet contacts. I.E. Software or certain websites.
	128

52%
	67

27%
	29

12%
	12

5%
	6

2%
	2

1%
	4

2%
	1,9
	1,25
	0,16

	13: I sometimes spend money on goods or services after hearing about it via people on the Internet.
	6

2%
	13

5%
	15

6%
	15

6%
	37

15%
	57

23%
	105

42%
	5,6
	1,64
	0,20


	14A: I trust what companies and advertisements on the Internet say about products and services.
	2

1%
	8

3%
	17

7%
	31

13%
	29

12%
	43

17%
	118

48%
	5,7
	1,54
	0,19

	14B:  I trust what people –not companies and ads- on the internet say about products and services.
	37

15%
	51

21%
	72

29%
	37

15%
	26

11%
	16

7%
	9

4%
	3,2
	1,58
	0,20

	16: Most online videos I share with my Internet contacts are emotionally charged. They are thus very funny, shocking, disgusting etc.
	159

64%
	46

19%
	25

10%
	6

2%
	3

1%
	2

1%
	7

3%
	1,7


	1,28
	0,22


15

Rate the following 4 mediums from most trustworthy to least trustworthy:



-Videos

- Forum
 
-Instant messenger 
- social networking websites.

	
	Most trustworthy
	2nd most trustworthy
	2nd least trustworthy
	Least trustworthy
	Mean
	Rank

	Forums
	96
	75
	46
	31
	2,04
	1

	Instant Messenger
	93
	62
	55
	38
	2,15
	2

	Social networking websites
	41
	71
	61
	75
	2,69
	3

	Videos
	18
	40
	75
	71
	3,11
	4


17 
What medium would you preferably use to share a message?



-Video website

- Forum
 
-Instant messenger 
- social networking websites.

	
	Most likely
	2nd most likely
	2nd least likely
	Least likely
	Mean
	Rank

	Instant Messenger
	121
	69
	30
	28
	1,86
	1

	Social networking websites
	57
	93
	76
	22
	2,25
	2

	Video website
	26
	47
	106
	69
	2,88
	3

	Forums
	44
	39
	36
	129
	3,01
	4


18 Rate the following possible motivations to share content on the Internet with online contacts from strongest to weakest.


· Share emotion

- Feels good

· Share interest

- Something in it for me

· Social purpose

- Was easy

	
	Most likely
	2nd most likely
	3rd rank
	Least likely
	
	Mean
	Rank

	Share emotion
	158
	41
	13
	16
	20
	1,79
	1

	Share interest
	28
	106
	66
	30
	68
	2,65
	2

	Social purpose
	34
	59
	71
	55
	29
	2,94
	3

	Feels good
	22
	31
	68
	114
	13
	3,26
	4

	Something in it for me
	6
	11
	30
	42
	159
	4,36
	5


P-Values to all Likert-Scale questions.  Division on gender.

	
	Boys
	Girls
	P-Value

	
	Mean
	ST.DEV.
	Population
	Mean
	ST.DEV.
	Population
	

	Question 4
	3,25
	1,98
	147
	3,19
	1,97
	101
	0,80

	Question 5
	3,02
	1,65
	147
	3,26
	1,89
	101
	0,31

	Question 6
	3,38
	1,98
	147
	3,19
	1,87
	101
	0,44

	Question 7a
	2,54
	1,65
	147
	2,23
	1,56
	101
	0,13

	Question 7b
	4,68
	1,84
	147
	4,32
	2,10
	101
	0,16

	Question 8
	5,01
	1,62
	147
	4,99
	1,71
	101
	0,94

	Question 9
	3,97
	1,63
	147
	4
	1,90
	101
	0,91

	Question 10
	4,76
	1,86
	147
	4,72
	1,77
	101
	0,89

	Question 11 A
	2,63
	1,50
	147
	3,24
	1,53
	101
	0,002

	Question 11b
	1,52
	1,61
	147
	2,88
	1,98
	101
	0,13

	Question 12
	1,77
	1,17
	147
	2,06
	1,36
	101
	0,08

	Question 13
	5,58
	1,67
	147
	5,65
	1,65
	101
	0,72

	Question 14a
	5,49
	1,63
	147
	5,49
	1,63
	101
	0,03

	Question 14b
	3,13
	1,62
	147
	3,29
	1,52
	       101
	      0,44

	Question 16
	1,61
	1,09
	147
	1,82
	1,51
	       101
	      0,22


P-Values to all Likert-Scale questions.  Division on Age.

	
	11 / 12/ 13 year olds
	14 / 15 /16 year olds
	P-value

	
	Mean
	ST.DEV.
	Population
	Mean
	ST.DEV.
	Population
	

	Question 4
	3,29
	1,87
	119
	3,16
	1,94
	129
	0,60

	Question 5
	2,94
	1,94
	1119
	3,28
	1,78
	129
	0,13

	Question 6
	3,09
	1,94
	119
	3,50
	1,95
	129
	0,10

	Question 7a
	2,39
	1,72
	119
	2,44
	1,65
	129
	0,80

	Question 7b
	4,66
	1,86
	119
	4,42
	1,95
	129
	0,34

	Question 8
	4,94
	1,58
	119
	5,05
	1,69
	129
	0,59

	Question 9
	4,13
	1,62
	119
	3,85
	1,71
	129
	0,22

	Question 10
	4,55
	1,82
	119
	4,92
	1,75
	129
	0,10

	Question 11 A
	2,97
	1,43
	119
	2,79
	1,57
	129
	0,35

	Question 11b
	2,56
	1,74
	119
	2,76
	1,88
	129
	0,36

	Question 12
	1,83
	1,22
	119
	1,94
	1,28
	129
	0,51

	Question 13
	5,69
	1,81
	119
	5,53
	1,77
	129
	0,04

	Question 14a
	5,66
	1,55
	119
	5,81
	1,47
	129
	0,44

	Question 14b
	3,10
	1,63
	119
	3,29
	1,65
	       129
	      0,33

	Question 16
	1,67
	1,04
	119
	1,67
	1,23
	       129
	      0,81


P-Values to all Likert-Scale questions.  Division on Nationality.

Dutch versus other Nationalities

	
	Dutch
	Other
	P-value

	
	Mean
	ST.DEV.
	Population
	Mean
	ST.DEV.
	Population
	

	Question 4
	3,05
	1,93
	135
	3,44
	1,81
	113
	0,13

	Question 5
	3,23
	1,89
	135
	2,98
	1,56
	113
	0,26

	Question 6
	3,25
	1,84
	135
	3,37
	2,38
	113
	0,64

	Question 7a
	2,53
	1,71
	135
	2,28
	0,9
	113
	0,21

	Question 7b
	4,60
	1,98
	135
	4,46
	2,11
	113
	0,57

	Question 8
	5,21
	1,53
	135
	4,74
	1,53
	113
	0,02

	Question 9
	3,80
	1,72
	135
	4,21
	1,48
	113
	0,07

	Question 10
	4,65
	1,88
	135
	4,85
	1,78
	113
	0,40

	Question 11 A
	3,03
	1,62
	135
	2,70
	0,98
	113
	0,09

	Question 11b
	2,56
	1,74
	135
	2,81
	2,02
	113
	0,25

	Question 12
	1,99
	1,38
	135
	1,77
	1,75
	113
	0,17

	Question 13
	5,51
	1,68
	135
	5,72
	1,78
	113
	0,33

	Question 14a
	5,83
	1,46
	135
	5,61
	1,44
	113
	0,28

	Question 14b
	3,18
	1,65
	       135
	3,21
	1,29
	       113
	      0,85

	Question 16
	1,61
	1,20
	135
	1,79
	1,31
	       113
	      0,27


Appendix III:
Interview questions guideline 

1: Have you ever heard of viral marketing?

· If yes:  Can you explain what it is?

· If yes:  Can you give an example?

-
If no: 
Explain meaning to interviewee


2a:  Do you sometimes hear of products, services or brands via Internet contacts? If so, how often? 

2b: What impact does hearing about products, services, brands via Internet contacts, have on you?

2c:  Have you ever purchased a product or service on the Internet. 

2d:  Was this purchase in any way influenced by your connections on the Internet?

2e:  Do recommendations or adverse experiences of individuals have any effect on your decision to either buy or not to buy a product.

2f: Have you downloaded material or visited a website after hearing about it via Internet contacts?

2g: Have you heard of new brands or products via your network on the Internet?

2h: Has your opinion of a brand improved or deteriorated, due to what Internet contacts said.

3a:  Do you watch short videos on the web?

3b:  If so, why do you do so?

3c:  What kind of videos do you watch regularly.

3d:  Do these videos contain a marketing message in regard to for instance a product, brand or website?

3e:  Do you share videos with your contacts on the web? Why do you do so?

4a:  Do you use social networking websites?

4b: Do you check out recommendations, links, videos etc. your online contacts publish?

4c:  Do you check recommendations, links, video etc. strangers publish?

4d: Do you yourself publish recommendations, links, videos etc. on social networking websites?

4e:  What kind of recommendations, links, videos etc do you publish?

4f: Are you affiliated to a product or brand via a social networking website. 

      I.e. member of a ‘ Nike-group’, or ‘Uggs hyve’.

5a:  Do you use an instant messaging service?

5b:  Why do you use such a service

5c:  About what topics do you talk mostly?

5d:  Do you share web links via instant messaging if so what kind of links?

5e   Do you play games via instant messaging?

6a:  Are you active on a forum?

6b:  Do you or would you trust what other members state on various topics?

6c: Have you ever heard new things regarding a product or brand on a forum?

6d: Have you ever visited a websites or downloaded content after hearing about it on a forum?

Appendix IV: Results of Interviews
	Questions

	Answers provided
	Concise summary

	1a: Have you ever heard of viral marketing?
	-No

- No

-Yes
	The term viral marketing is being heard of to a modest extent.

	1b: What is viral marketing?
	- Some kind of marketing?

- Real fast marketing that spread like a virus

- I forgot, but quite sure I heard of it.
	As the previous question suggests, those interviewed are generally unaware of the exact meaning of viral marketing, although a minority does have a clue.

	1c: Give an example of viral marketing. (After being informed of the meaning of the term)
	· Signing up at Hyves after receiving invitation

· Bought a film because of good rating given on IMDB.

· Visit Twitter because of positive word of mouth on Internet. 
	Interviewees can provide examples and seem to understand the research topic.

	2a: How often do you hear about products, services or brands from your online contacts?
	- Every day

- Twice per week

- Not that often
	Most respondents indicate they regularly hear of products and services from their online contacts.. One respondent claimed differently.


	2b: What impact does hearing about products, services or brands from your online contacts have on you?
	-  I go check it out on the Internet’

-  More likely to use it, but only if I need it anyways

-  I will probably remember company and product. Maybe check website

	The majority of interviewees acknowledge there is some impact. This Impact ranges from awareness to triggering consumers to learn more to possible consumption. Respondents stress the importance of extra factors i.e. exact product, person who recommended.

	2c : Have you ever purchased a product or service after hearing about it via the Internet in general.

	-No

-No

- I sometimes buy stuff on Ebay but purchases are not influenced by the Internet.
	Internet Marketing without the use of social networks hardly generates purchases of interviewees.

	2d: Have you ever purchased a product or service after hearing about it via internet contacts?
	- “No never”

- “Yes a movie’ 

- No

	Communication within social networks has lead to a few purchases. Majority of respondents has not been influenced however.

	2e: Do or would 

recommendations or adverse experiences have any influence on your purchasing behaviour?
	- “No I can judge a product myself”

- “ Yes, if many people are negative about a product then they’re most likely right.” 

-“Mostly yes.”
	Most respondents do feel that opinions or experiences of others would influence their consumption behaviour.


	

	2f: Have you downloaded material or visited a website after hearing about it via Internet contacts? How frequent and ongoing is this?

- Yes, I use Hotmail, WinZip, Hyves

- There are many websites I have stumbled across via online contacts.

- Definitely
All interviewees indicate their use of websites and/or software has been influenced by communication with others via the Internet.
2g:  Have you heard of new brands or products via your social network on the Internet?

- Don’t know

- Not asked

- Windows 7
Some respondents do hear of products and brands via their social network.
2h: Has your opinion of a brand improved or deteriorated, due to what Internet contacts said.

No, I don’t really care what is said.

Both have happened.

Yes, image is affected…  a little

Wide array of different ways in Internet contacts have affected ones image of a product.
3a:  Do you watch short videos on the web?
- Yes, quite often.

- Yes

- Sometimes

All respondents watch online videos.
3b:  Why do you watch videos on the web?

       (First reaction)
- They are funny.

- They are nice

- Multiple reasons
Interviewees view videos on the Internet for various reasons, mostly related to emotions.
3c: What kind of videos do you watch regularly.
- music videos  & movie trailers

- extreme & strange videos

- Popular videos

Many different types of videos are being watched by those interviewed. 
3d:  Do these videos contain a marketing message in regard to for instance a product, brand or website?
- Yes, ‘they’ want me to buy ‘their’ CDs and DVD’s.

- Some do and some don’t.

- Yes they often want you to sign up somewhere.
Those being interviewed strongly recognise the marketing components involved in many videos.
3e:  Do you share videos with your contacts on the web and what is the reason behind this.

- Yes, if the video is interesting to him or her.

- Not that often.

- Yes if it is extreme in any way.

Most do share videos with their contacts on the web. The level to which they do so and the reasoning behind this is more diverse however.
4a:  Do you use social networking websites?
-Yes, hyves

- Yes, facebook

- I am a member of MySpace but rarely use it.
All those interviewed were signed up at, at least one social networking website.  The intensity at which they use these services ranges from low to very high.

4b: Do you check out recommendations, links, videos etc. your online contacts publish?

- Depends on the contact thee suggestion comes from.

- Most of the time yes.

-No.
The target group is in principle willing to follow suggestions made by contacts within their social network, but not always.



	4c:  Do you check out recommendations, links, video etc. strangers publish? 

- No way!

- Sometimes

- No 
Compared to suggestions made by those within the group, recommendations from stranger are far less likely to lead to action.
4d: Do you yourself publish recommendations, links, videos etc. on social networking websites?

- Yes, that’s the whole point.

- Yes

- No
Most interviewees indicate that they do publish links, videos etc. on their social networking profiles.
4e: Are you affiliated to a product or brand via a social networking website. 

      I.e. member of a ‘ Nike-group’, 

- Yes there’s a whole bunch of brands I am connected to.

- Yes

- No

All 2 out of 3 teenagers are affiliated to a product or brand on social networking websites.
5a:  Do you use an instant messaging service?

- Yes, MSN

- Yes, MSN

- Yes Mercury Messenger

All 3 interviewed use some type of instant messaging program that allows them to chat with peers.
5b:  Why do you use such a service

- To chat with friends.

- To chat with people and spread information.

- Fast, cheap, easy way to communicate with people.

Interviewees like the way that Instant messaging programs provide them with the possibility to communicate and spread information with other people, especially their friends.
5c:  About what topics do you talk mostly?

- School, sports, internet.

- Shared interests

- “Music, school and everyday stuff.” 
 A wide variety of topics are being talked about. Topics discussed seem to be largely similar to those touched upon during face-to-face speech. 

Internet related themes seem to be somewhat more popular however. 
5d:  Do you share web links via instant messaging, if so what kind of links?
- Yes of special stuff mostly, a funny video, online game or something sport related.

- Yes but only with close friends, it’s mostly related to our interests or it has to be something really striking.

- Not that often, if it is related to what we talk about I might however.

Respondents claim they do in do to a higher or lower degree share links with peers via instant messenger programs. Content which is somehow unique or that fits the interests of the possible sender and receiver closely is much more likely to be spread.
5e:   Do you play games via instant messaging?

- No

- No

 -Rarely
Playing games with Internet contacts via Instant messaging programs seems to be unpopular.
6a:  Are you active on a forum?

- Yes, on a comic forum

- Yes, on a general forum on which thousands of topics are discussed.

- No
2 out of 3 are active on a forum
6b:  Do you or would you trust what other members state on various topics?

- It depends on the person making the statement.

- Not per se.

- Only if it matched with my thoughts an experiences.
Most statements on forums are not outright rejected or accepted. Rather they are seen for what they are, proclamations from other individuals which could be anywhere from truthful to a lie.  As such careful acceptance of the truthfulness while taking in account certain reserves is the norm.
6c: Have you ever heard new things regarding a product or brand on a forum?

- Yes, but only about brands I already know

- Yes I hear new stuff about products, services and companies all the time at my forum.

- No, because I am not active on a forum

Those active on forum do hear of products and brands on their forum. 
6d: Have you ever visited a websites or downloaded content after hearing about it on a forum?

- Yes, both.

- Yes, I have visited websites.

- No, not on a forum

The two active on a forum have visited websites after hearing about it on a forum. One has also downloaded content as a result of forum communication. 



Appendix V: Outline case studies in interview

Case study 1:

1a:   Have you ever heard of the phrase: ‘Silence I kill you!”

1b:   How did you come to hear of it?

1c:   Have you distributed the video in which this phrase is used?

1d:  Why have you distributed this video

1e:  If the comedian in question where to visit your hometown would you like to see his show?

1g: What is the name of the comedian who uses ‘Silence I kill you!’ as a trademark?

A) John Headfort


E)
Jerry Seinfeld

B) Eric Miatis


F)
Woody Allen

C) Luke Kranowsky

G)
Bill Cosby

D)
Jeff Dunham

Case study 2: 
Hotmail

1a:
Do you or have you ever used hotmail?

1b: 
Who or what made you aware of the existence of hotmail?

1c:
Have you influenced other people into using hotmail?

1d:
Why have you or haven’t you done so?

1e: 
Do you know what company is behind hotmail? 

Appendix VI: Results case studies interview

Case study 1:

1a:   Have you ever heard of the phrase: ‘Silence I kill you!’

· Yes

· Yes

· Yes

1b: Do you know where the phrase originates? What’s his name?

· Yes, from that puppet guy. Don’t know the name.

· From some comedian.

-
Jeff Dunham uses it in his shows.

1c:   How did you come to hear of it?

· A friend sent me a link via MSN

· It was among the most popular videos on Youtube.

· I looked it up after I heard people at school talking about it.

1d:   Have you distributed the video in which this phrase is used?

· Yes I sent it to friends and family.

· No, don’t think so.

· Yes, I shared it with contacts via Mercury.

1e:  Why have you distributed this video

· It’s hilarious and thought other would agree.

· So other could see it. 

       -     For others to see

1f:  If the comedian in question where to visit your hometown would you like to see his show?

- Yes definitely.

- Probably not

- Maybe if it wasn’t too expensive.

1g:  What is the name of the comedian who uses ‘Silence I kill you!’ as a trademark?

John Headfort 



E)
Jerry Seinfeld

Eric Miatis



F)
Woody Allen
(1x)

Luke Kranowsky
(1x)


G)
Bill Cosby

D)
Jeff Dunham

(1x)

H)
Will Smith
Case study 2: 
Hotmail

1a:
Do you or have you ever used hotmail?

· Yes, I used to but switched to Gmail.

· Yes I still do.

· Yes, I still do.

1b: 
Who or what made you aware of the existence of hotmail?

· Not sure, probably my elder brother.

· Friends who do use it.

· I don’t know, but when I was younger everybody used it so I kind of joined.

1c:
Have you influenced other people into using hotmail?

· Yes my mum, but she uses Gmail now.

· I don’t know

      -      Yes I started using it and 2 months later the entire class seemed to do so.

1d:
Why have you or haven’t you done so?

· It is a useful service. I can email and chat with people if they have it too.

· Not applicable 

· It was a handy service.

1e: 
Do you know what company is behind hotmail? 

· Yes, MSN

· Uhh, Hotmail company?

· Microsoft

APPENDIX VII:
Transcript of Interview with Jonathan O’Hara

Jonathan is 15 years old. He is in his third year of secondary school. He resides in Winconsin, USA.

Jonathan, allow me to kind of outline this Interview first. As you know I will be asking you a number of questions regarding viral marketing. This can be seen as marketers trying to promote a product, brand, website, etcetera by making you talk about it on the Internet. For instance, making you send a video to a friend of yours or invite him to some site, or anything like that. After a view basic questions on this ‘viral marketing’ I will ask some more precise questions regarding your Internet behaviour in relation to this term. And then after that, um, there’s going to be a few questions regarding specific cases. Any questions?

Nope.

Ok, that’s good. I’ve just kind of explained what viral marketing is, but have you ever heard of it before and if so what did you believe it to be?

Well, honestly I had never heard of it before. I kind of figured it was kind of virus related. Real catchy, fast marketing or something like that.

Well in a sense that’s also correct actually. But, umm, do you think you could give an example of viral marketing yourself.

Umm, well, not really.

Maybe something involving you doing something on the Internet or buying something because of what people said online?

Uhh, well I did buy a dvd once because it was well received on IMDB. (Movie website)

Is that something that occurs more often, you hearing something about a product, brand or service from people online?

Yes. I frequently chat with people online, during World of Warcraft. We also talk about other games for instance.

How often do you think something like that takes place?

I don’t know. Maybe like twice a week or something. 

If you hear something about a product from let’s say one of your World of Warcraft buddies, what impact does that have?

Well it depends; maybe I’ll check it out if I feel like it but not if I’m busy.

You earlier stated you bought a dvd because of comments on IMDB, has something similar ever occurred due to the online marketing efforts of a company itself. For instance, you saw a banner, ended up on their website after Googling or received an interesting email

No, I normally take that sort of stuff as junk anyways. They just want me to by something.

Ok, just to come back to the fact you bought a dvd once after hearing positive comments. Do you think negative comments could similarly discourage  you from buying a product?

Yes, probably so. I mean, if people are real negative about something then there’s probably some truth in it right?

Haha, yes that may very well be. You said earlier on said you play WOW, have you found this website via electronic word of mouth? Thus people informing you of the game and talking positively about it on the Internet?

Yes, I got it from someone I know. I don’t see him to often in real life but I do play the game with him. 

And in relation to other websites? Any other sites you visited or software you downloaded because of things you heard from people via the web?

O sure, there’s probably like a million pages and things I’ve downloaded that way.

Alright, now to sort of move on to video related questions. Do you ever wacht videos on for instance Youtube.

Sure do.

What kind of videos do you view normally and why?

I often look for kind of odd things, I think that’s nice.

Could you give me an example of that? Maybe something you’ve seen the other day?

Well, I was told about videos involving battling animals. Like a centipede versus a huge spider.

You just said, you were told about the video. Do you share videos with other people as well.

Well, in this particular case I have, but that’s only because it was just freakish. I don’t normally.

Is that video, or other videos you watch somehow related to marketing. Would they want you to do something?

Some do and some don’t.

In the centipede video for instance. Any chanel you can subscribe to, to watch similar videos or any website being mentioned.

 Yes. If that’s what you meant by marketing that I guess there is.

Umm, are you active on any social network, like MySpace or anything like that?

Yes, I got a page of Facebook.

On Facebook you got friends en strangers. To what extend do you view their profiles, videos, texts, preferences, recommendations etcetera. 

Well, I check the pages of the people I know quite often. The other guys not so much.

Do you place the things I just mentioned on your profile as well and if so anything related to a company or product you like?

Yes, I do put info on my profile. Right now there’s also something about Orios, so I guess that product related.

Do you have Instant Messaging software which allows you to chat with people. Maybe MSN, Adium, or something else?

Yes, I use MSN.

Why do you use it?

Well it’s just easy. To talk with people and to spread information.

And with kind of things do you talk about or what type of info do you spread?

Just things I like.  And the other guy as well.

Ever play games or share links via MSN?

No games, they’re all just to simple. Like these Game-Boy games.

And the sharing of links, does that ever take place.

O yes, well, sometimes but only if its real cool like the centipede video. And only to people I know well. I’m not going to spam everyone.

Then I got a few small questions of the use of Forums. You active on one by the way?

Yes. It’s like a general forum on which all sorts of stuff is discussed.

Those things that are discussed, do you generally hold them for being the truth?

Well, no. Not per se. Some people just troll.

Hve you ever heard of new products or services on this forum?

Happens all the time.

And have you ever visited websites or downloaded stuff because of the forum?

Yes, that too.

Ok, I’m kind of getting the feeling were taking a bit long, so let’s speed up. Just 2 cases left. Will maybe take like 5 minutes.

Have you ever heard of the term Silence I Kill you?

Yes, that’s coming from some comedian.

How did you come to hear of it?

Uhh, I think it was among the most popular videos on Youtube, but I’m not a 100% percent sure.

Ok, no matter. Ever shared the video with friends or family. Maybe emailed it, put it in your profile, anything like that?

No, I don’t think so. 

If the comedian in question were to give his act in Winconsin. Would you like to see that?

Probably not.

Ok. Up till now we’ve been identifying the comedian as ‘that comedian’ or the ‘Silence I kill you’ guy. I’ll provide you with a couple of names. Try to pick the right one out.

John Headfort 



E)
Jerry Seinfeld

Eric Miatis



F)
Woody Allen

Luke Kranowsky



G)
Bill Cosby

D)
Jeff Dunham



H)
Will Smith

Geez, I don’t know. F?

It was, D, Jeff Dunham. No big deal.

Alright, then now the final, final case. These questions involve Hotmail. You earlier said you got MSN, I take it you use or have used Hotmail as well then?

Yep, that’s right.

Good. How did you come to use Hotmail. How did you hear of it?

I think I got it from other people who use it. People close to me.

Have you in a similar matter influenced other people in using it?

Might have. Don’t know.

Ok, final question time. Do you know what company is behind Hotmail?

Uhhm the Hotmail company?

Appendix VIII: 
Transcript of Interview with Marlon Pijpenseel

Marlon is 14 years of age, is in his second year of secondary school and lives in Eindhoven.

The Interview has been conducted in Dutch due to Marlon’s lack of English oral skills.

Marlon, heb je wel eens gehoord van ‘virale marketing’ of ‘viral marketing’?

Nee, wat is dat?

Haha, dat zal ik je zo uitleggen. Zou je misschien kunnen gokken wat het eventueel zou kunnen betekenen?

Uhhh, een soort marketing?

En verder?

Uhhh, weet het echt niet.

Ok,  ‘viral marketing’is  het. Umm. Iets is viral wanneer het door niewe technologieen zoals sms of het Internet wordt van persoon tot persoon. Viral marketing is het dus wanneer bedrijven proberen om jouw over te halen om een bericht over een  spel, website, service of iets anders, door te vertellen aan iemand anders, via het Internet. Bijvoorbeeld als jij samen met vrienden een bepaald online spel speelt, dan is het waarschijnlijk dat jij over het spel hebt gehoord via hen, of juist andersom. Is dat een beetje duidelijk voor je?

Jawel.

Ok, zou je zelf misschien een voorbeel kunnen geven van iets dat onder dat’ viral marketing’ valt?

Uhh, dat ik uitgenodigd ben voor Hyves en toen lid ben geworden?

Ja, goed voorbeeld. Volgens mij heb je het wel aardig door. Ik zou je nu wat vragen hierover willen stellen. Hoe vaak hoor je van contacten op het Internet over producten en services en heeft dit enige invloed op je gedrag? 

Ik hoor best wel vaak iets over websites enzo, denk wel elke dag eigenlijk. Soms kijk ik even op zo’n website.

Is het ook wel eens voorkgekomen dat je iets heb gekocht of hebt gedonwload nadat je zoiets had gehoord?

Nee, gebruik wel Hotmail, Hyves enzo nadat ik daarover had gehoord van een vriend. O ja, en Winzip.

Heb je via je contacten op het Internet ook wel eens iets gehoord over nieuwe producten of merken?

Uhh, weet niet echt, maar het maakt me vaak ook niet echt uit wat ze zeggen.

Ok dan zou ik je nu wat vragen willen stellen over online videos zoals bijvoorbeeld op Youtube. Kijk je daar wel is naar?

Ja, best wel vaak eigenlijk.

En waar kijk je dan naar?

Uhh, vanalles. Muziek, films,  uh, ook veel andere dingen.

Zit er in jouw ogen een marketing element in deze videos, willen de makers iets van jou?

Ja denk het wel. Ze willen dat ik hun films en cd’s ga kopen.

Stuur je zelf ook wel eens videos naar vrienden, kennissen en andere contacten op het Internet?

Ja, maar alleen als ik denk dat zij het wel leuk zullen vinden.

Hardstikke goed. Ik wil je ook een paar kleine vraagjes stellen over sociale netwerkwebsites, zoals bijvoorbeeld Hyves. Ken of gebruik je zulke sites?

Ja ik heb Hyves.

Verspreid of plaats je wel eens videos of links op Hyves?

Ja, tuurlijk, dat is juist de bedoeling! Anders is er niks aan!

En wat voor videos of links zijn dat precies?

Meestal grappige dingen. Gewoon dingen die ik en mijn vrienden leuk vinden.

Kijk je ook wel eens bij anderen wat zij plaatsen aan links en videos?

Ja, alleen bij bekenden.

O, ik ben nog een vraagje vergeten. Ben je lid van Hyves die gerelateerd zijn aan een bedrijf of product. Bijvoorbeeld een Nike-hyve of een Uggs-hyve?

Ja, ben lid van een meerdere van zulke Hyves.

Gebruik je een Instant Messaging service, bijvoorbeeld MSN ofzo?

Ja, ik heb MSN. 

Waarom gebruik je dat?

Dan kan ik met vrienden enzo praten op Internet.

Waarover praat je zoal?

Uhhh, school. Sport een beetje en Internetdingen.

Stuur of krijg je ook wel eens links via MSN?

Ja.

Wat voor links zijn dat? Toch geen vieze dingen he Marlon?

Haha, nee hoor. Meestal gekke, beetje rare dingen. Ook vaak grappig of iets over een spelletje.

Over spelletjes gesproken speel je die ook wel is over MSN?

Nee, eigenlijk niet.

Ok dan nog een paar vraagjes over forums.

Ben je daar trouwens op actief?

Uhh, ja op animesuki.com

Wat is dat precies?

Een forum over strips, manga’s en anime’s enzo.

Als mensen op dat forum iets beweren, geloof je ze dan meestal?

Ligt er een beetje aan wie iets zegt. Sommigen zijn te vertrouwen en sommigen niet zo.

Heb je op dat forum, of op een ander forum wel eens iets gehoord over producten of merken?

Ja, ze hebben het wel eens over bepaalde dvd’s maar die ken ik meestal al.

En betreffende websites of software. Gebruik je die wel is, of download je wel eens nadat je iets hoort via een forum?

Ja, allebei. Ik bezoek vaak websites als die aangeraden worden.

Marlon, heb je wel eens gehoord van ‘ Silence I kill you’? Zo ja wat kan je me er over vertellen?

Ja ik ken het wel. Dat is wat die poppengozer steeds roept op Youtube. Hij is een soort buikspreker en erg grappig.Volgens mij is hij Amerikaans ofzo.

Hoe komt het dat je hem kent?

Uhh, ik heb het gehoord van een vriend geloof ik. Hij stuurde me de link vis MSN.

Heb je de video zelf ook weer doorgestuurd?

Een paar keer, ja. Naar mijn oma, moeder, en nog wat mensen.

Waarom heb je dat gedaan?

Gewoon. Vond het grappig en dacht dat zij dat ook wel zouden vinden.

Heb je enig idée hoe de comedian die de zin’ Silence I kill you!’ vaak geruikt heet?

Nee, weet niet. 

Wie van de volgende denk jij dat het is?
John Headfort 



E)
Jerry Seinfeld

Eric Miatis



F)
Woody Allen

Luke Kranowsky



G)
Bill Cosby

D)
Jeff Dunham



H)
Will Smith

Uhh, C?

Het was D, maar dat maakt niet uit hoor. Stel dat die Jeff Dunham, hier in de stat komt optreden, zou je dat dat willen zien?
Ja, zeker weten van wel!

Ok Marlon, dan nu het laatste waar ik je nog een paar kleine vraagjes over wil stellen: Hotmail? Gebruik je dit of heb je dit gebruikt?

Vroeger wel ja, maar ik zit nu bij Gmail. Daar heb je veel meer ruimte dus dat is veel beter.

Hoe komt het dat je ooit Hotmail hebt gebruikt. Hoe heb je er van gehoord. 

Uhh, weet het niet echt zeker. Ik geloof via mijn broer maar het is echt al lang geleden

Heb je er zelf ook voor gezorgt dat er mensen Hotmail of Gmail zijn gaan gebruiken?

Ja, mijn moeder. Ze had eerst Yahoo maar dat is minder goed.

Waarom heb je moeder die andere service aangeraden?

Hotmail is beter omdat er meer functies bijzitten zoals MSN. Alleen als je naar het geheugen kijkt dan is Gmail weer beter vandaar. 

Ok dan nu de allerlaatste vraag en dan ben je van me af. Weet je welke bedrijf achter Hotmail zit?

Ja, MSN.

APPENDIX IX:
Interview with Jason Branson

Jason Branson is 15 years old, in his third year of secondary school and lives in Sacramento, USA.

Although I have already briefly explained the purpose and subject of this interview, allow me to jog your memory for a second. As part of my thesis I’d like to ask you a number of question about, what is called viral marketing. Couple of questions in general about that, some questions on various mediums you might use on the web and finally 2 case studies. Uhm,  did you by the way ever hear of viral marketing before I told you about it?

I think I have actually.

Really? Any thoughts on what it is then?

Well it’s uhh, like. Well, I guess I forgot but I’m quite sure I have heard of it before.

Ok, let me jog your memory then. It basically comes down to the fact that companies what people like you and me to talk about their products to each other. They believe it may lead to us buying their stuff, or thinking positively about them. If this talking is done via the Internet to anyone in your network than it’s viral. 

Like, me sending an email about some pair of sneakers to some Australian guy I know.

For instance, yes. It could also be, on a forum, you sending a video, or putting on your profile. Anything that involves you communicating in some way on the web regarding products, services, brands, websites etcetera. Could you think of anything like that?

Like, an example you mean?

Yes

Uhh, well I follow a couple of people on Twitter beause I was told about them on the web. Not sure that counts?

Ahh, that’s quite alright actually.

Does anything like that happen to you more often? Someone online individual informing you about some products, services, website.

Not that often.

And if it does happen, does that affect you in anyway. Like you doing something because of it?

Well, I’ll probably remember the product or brand but that’s all I think. Or maybe going to a website.

Ok now, let’s move to your buying behaviour on the Internet?

Ever bought something after hearing about it online.

I regularly buy stuff on Ebay.

And in terns of you hearing about a product by another individual online and then buying. Has that ever occurred?

Not to my knowledge

Do you believe that what people say on the web influences the way so perceive a brand or the likelihood of you buying some company its products?

Yes I do think a lot of people are affected by stuff like that, that’s just the way people are.

And you?

Maybe, it would affect me just a little, but not as much as most people.

Ok, great. Now I’d like to ask you a few question about online videos and the marketing messages spread in those. Do you ever wacht online vids, on Youtube for instance?

Sometimes, yes.

What kind of videos do you see mostly and why do you watch such videos.

Uh, I see al kinds of movies but mostly the more popular ones. The reasons behind it depend but mostly because they’re popular and nice.

Do you believe that popular videos are normally more interesting or more fun that videos not seen that often.

Not always, but normally yes.

Do you sometimes share these videos with others?

Yes, but they got to be pretty extreme. I’m not going to forward just any random video.

These videos you watch. Is there anything the maker wants to achieve, besides you watching the video?

Often there’s some kind of ending shot where info is shown. They probably want you to go to their website and sign up.

Ok, regarding social networking sites, such as MySpace and Facebook. You active on one?

I got myself, via a friend of mine but I rarely use it.

Do you ever check other people’s profiles, recommendations, videos etcetera, or post them yourself?

No, like I said I’m not that active.

Ok, in that case let’s move on to the next platform. Instant Messaging. That could be MSN, Adium, ICQ, any chat software basically. Do you use any?

Yes, Mercury Messenger

Why do you use it?

It’s a fast and easy way to talk with people. Besides it’s free of charge.

What kind of topics are mainly discussed by you and your contacts?

All sorts of things. Could be school, music, daily stuff, anything.

Ever use Mercury Messenger to share software or links to pages on the web?

Not that often, unless it’s related to our conversation at that moment.

Ok, that’s real clear. Then the last platform the discuss. Forums,are  you active on one? Doesn’t matter what sort.

No.

Ok, that makes things easier. Just one question then. Do you think you would believe what people say on a forum.

Probably not, unless I am kind of thinking the same thing

Alright, that’s crystal. Now I’d just like to ask you a few questions on two real life cases and then we’re done. Have you ever heard of the phrase: “Silence I kill you!’, and if so tell me about it.

Well, yeah, I do know about it. It’s a bit of a catch phrase Jeff Dunham uses in his act. He’s a stand up comedian.

How did you come to hear of him?

I think overheard kids at school talking about it.

So the video was basically brought to you via others, have you in similar way spread the video to yet other people?

Yes, I shared I with friends via Mercury.

And why have you done so?

I just thought others would find it funny too.

Alright, let me give you a hypothetical one: if Jeff Dunham were to visit your hometown, would you like to see his show?

I’d like to, but it depends on how much is charged.

So far for Dunham. Now I’d like to ask you a few final questions on Hotmail.

Do you, or have you ever used, Hotmail?

Yes, I have been using it for like 8 years already.

Those 8 years ago, something made you aware of the existence of Hotmail. What or who was that?

Uhh, I don’t really know. When I was you everybody started using it so I guess we just kind of let each other know about Hotmail. People telling me, me telling other people, like that. In like two months the entire class seemed to be using it.

Why do you think people told each other about Hotmail?

It’s just easy and useful.

Do you by any chance know what company is behind Hotmail in the first place?

Microsoft I think.
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