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Abstract—Today’s world technology recognizes
Internet and World Wide Web as two of the main
communication mediums in technology firms.
modern technology and social networking turn
out to be a part of a large number of people’s
lives. technology firms are challenged with this
fast-moving social network in organization that
encourage viral marketing too. There has been
little study about the effect of viral marketing
towards technology firms. This paper aims to
explore the factors that influence the effectiveness
of viral marketing, determine the most influential
factor and identify the impacts of online
contents that influence the effectiveness of viral
marketing. a quantitative method was used and
384 respondents from Southern Region Malaysia
patticipated in the survey. The results showed
that all the motivational factors like playfulness,
community-driven, perceived ease of use, and
perceived usefulness had significant impact on
the viral marketing in the Malaysian technology
firms. Two other factors like critical mass and
peer pressure were found to be insignificant in
this study. The findings may contribute to the
judgement on Malaysian technology firms about
viral marketing that blend firm skills, knowledge
and technical leadership roles to manage emerging
technologies, develop innovative solutions and
complex firm’s problems.
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I. INTRODUCTION

HE tremendous change in our technology

landscape has become more challenging
in terms of managing the flow of information
through internet and other social media. One
of the fastest medium and relevant technologies
that can be used for any firms that put emphasis
on their communication is known as viral
marketing. Viral marketing communication is a
consumer-to-consumer marketing tactic which
employs the internet to encourage individuals
to pass marketing messages to others [1].

II. LITERATURE REVIEW

A.  Viral Marketing

Figure 1 shows an illustration of marketing
strategy that involves creating online messages
that’s entertaining enough to prompt consumers
to pass it on to others, spreading the message
across the Web at no cost to the advertisers [2].
This illustration reflects the introduction of viral
marketing to the technology firms that have the
potential to use it to market their innovative
products and services. However, problems may
arise from viral marketing such as inappropriate
usage which can create controversial issues,
difficulty in measuring the effect of this viral
marketing and exploitation of social media and
networks by the firms. At this point of time,
viral marketing communication is a new topic
and the facts about its nature, characteristics
and dimensions have yet to be agreed and
established [3].
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Fig. 1. Spread of Message with Viral Marketing (Source: Ma
Wing Ki, 2010)

B.  Importance of Viral Marketing to Technology
Firms

Malaysian technology firms show great interest
in viral marketing. Some researchers feel that
this can be seen from the good support given
by firms to the technology and innovation.
First, the effectiveness of this viral marketing
is through the support which has been shown
by the success of the company’s performance in
the business area [4]. Second, there is a positive
relationship between branding strategy and
technical knowledge towards the adoption
level of mobile marketing [5]. Third, the
characteristics of Malaysian Standards (MS),
characteristics of SME, and external factors are
positively associated with SME performance [6].

C.  Theoretical Framework

Therefore, the theoretical framework for this
study was based on a model known as the Social
Network Website Influence model (SNWI),
focusing on motivational factors. It is expected
that natural motivators and social influence of
user behavior are dominant predictor of usage.
In this model, the networks’ characteristics
include playfulness, critical mass, community
driven, peer pressure, perceived ease of use
and perceived usefulness involvement. The
dependent variable is the effectiveness of viral
marketing. It is expected that these factors
will have a direct effect on implications of
viral marketing and may become an effective
technology in the future. The validity of this
model (SNWI) and the relationship among its
constructs were tested using structural equation
modeling. This model demonstrated that social
network websites are significantly influenced
by their motivational characters on viral
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marketing [7]. The model to explain why people
revisit websites is based on the advancements of
TAM in “traditional” information systems, and
it is complemented by recent theoretical and
empirical findings on Internet use. The original
version of the Technology Acceptance Model
was put forward by Davis et al [8-10].

Playfulness

Critical mass

Community-driven
’| The effectiveness of viral marketing

Perceived ease of use

Perceived usefulness

Fig. 2. Social Network Influence Model on Viral Marketing
and Revised TAM Conceptual Framework. (Source:
Abedniya & Mahmouei, 2010, Davis, 1989; Davies et al., 1989;
Davis et al., 1992)

III. METHODOLOGY

A.  Methodology Choice

This study was conducted using quantitative
research method. The respondents consisted of
384 internet users from Malaysian technology
firms. Based on the social media statistics of
Malaysia until April 2017, 95.49% view social
media market via Facebook shared by desktop,
device and tablet platform compared to other
social media such as Twitter and Pinterest
[11]. The term Technology Based Firms (TBFs)
define those companies in which their sales
revenue is generated through the use of at least
51 percent of technology based operations e.g.
internet, electronics, mechanical, automobile,
clean energy, biomedical, communications,
telephone, fax companies and so on [12-13].
Hence, the main trust of their business relies
heavily on the use of high technology [14].

B.  Location of Research
Melaka,
were chosen as research locations because

Selangor and Kuala Lumpur
observations needed to be executed on how
firms conduct viral marketing technology

around their states. A comparison among firms’
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understandings of viral marketing concept in
Melaka, Selangor and Kuala Lumpur enabled
researchers to get more insights on viral
marketing.

C.  Questionnaire Design

The questionnaire was developed based on
previous studies and was divided into three
parts. The first part focused on the respondent’s
demographic profile such as gender, age,
states, firms’ category, profit and hours spend
on social media in a week and participation
online forums. The input was used to determine
whether there was any relationship between
demographic profile and effectiveness of
viral marketing among users in the firms. The
second part focused on the impact of online
contents that went viral. It examined whether
the firms responded to viral messages when
they received viral messages from someone
they know very well. The questions covered
the factors which affected the implication of
viral marketing technology. Six variables which
included playfulness, critical mass, community-
driven, peer pressure, perceived ease of use;
perceived usefulness were tested to meet the
research objectives. Each variable consisted of
five questions.

D.  Data Analysis Method
The data analysis used was statistical analysis.

IV. RESULTS AND DISCUSSION
Six types of online activities were utilized to
identify the impacts of online contents that
influenced the viral marketing. Those activities
were on receiving spam e-mails from friends
and people they may know, sharing videos
or online contents on social media, awareness
towards the viral marketing campaigns, usage
of the social media to share information or
send messages to friends and family, reading
information shared by friends and family on
social media and reading and sharing online
messages written by friends and people they
may know about products services on social
media. Software engineers spent a significant
amount of time to collaborate across those
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activities. Their jobs often involved working
across many parts of company communication
with product management, support, operations,
sales, customer, service and others.

A.  Demographic profile

TABLE I. SUMMARY OF RESPONDENT DEMOGRAPHIC

Demographic Frequency with highest value N %
Gender [ Male 258 | 672
Age [21-23 years old 247 | 643
State | Selangor 189 | 492
Education Level [ Degree 281 | 732
Hour Spend 12 Hours 358 | 932
Active in Forum Yes 382 | 995

The Table above summarized the

demographic characteristics of the respondents
which include gender, age, state, education
level, hour spend on social network, and also
active in forum on social network that with
highest frequency.

B.  The Impact and Attribute of Viral Marketing
Campaigns

Based on the results of this study, many people
received spam emails, hence, viral works were
effectivein Malaysia. the majority of respondents
expressed satisfaction and agreed with the online
activities that they commonly facing during
social networks use. Most respondents stated
that they always receive spam e-mails from
friend and people they know. Therefore, when
a viral message was received multiple times by
one person, this could backfire by weakening
the credibility of the viral message as well as the
brand, product or service the viral message is
referring to [17]. However, people have learned
to tune out a lot of standard marketing (spam),
but people typically trust, and act based on
recommendations from friends. Based on the
findings, these online activities positively affect
viral marketing campaigns. This shows that
respondents were to undergo through viral
marketing campaigns and attributes in their
daily life on social networks.
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C.  Reliability Test

TABLE II. THE RESULT OF CHRONBACH'S ALPHA

Reliability Statistics

Cronbach's
Alpha Based on
Standardized
Items

Cronbach's Aplha N of Items

920 916 36

The Cronbach’s Alpha value was 0.920 >
0.600. Based on the results, each motivational
factors and impact of online contents carried 5
to 6 questions and overall, 36 questions were
used in this research. The dependent variable
was the effectiveness of viral marketing and
the independent variables were playfulness,
critical mass, community driven, peer pressure,
perceive ease of use and perceive usefulness.
The Output of reliability statistics obtained
Cronbach’s Alpha value of 0.920. It can be
concluded that this research instrument was
highly reliable.

D.  Pearson Correlation Analysis

Based on the output, playfulness scored
highest for the Pearson correlation which was
0.691 with significant level 0.000. This showed
that there was strong correlation between
playfulness and effectiveness of viral marketing.
Secondly, critical mass scored 0.420 for Pearson
correlation and significant level with value
0.000. This showed critical mass variable is valid
has slight correlation with dependent variable.
Community driven scored 0.663 for Pearson
correlation with significant level 0.000. This
showed that community driven has a strong
correlation with the dependent variable. Peer
pressure scored 0.682 for Pearson correlation
with significant value 0.000. This showed that
there was strong correlation between peer
pressure and effectiveness of viral marketing.
Perceive ease of use has scored very low Pearson
correlation value 0.192 and scored 0.000 for
significant level. This also showed that perceive
ease of use has a very weak relationship with
the dependent variable. In addition, perceive
usefulness scored Pearson correlation with
value 0.649 and scored 0.000 significant level.
This showed that perceive usefulness has
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strong relationship with dependent variable.
According to the correlation output, majority
of the variables were very significant with
effectiveness of viral marketing.

TABLE III. THE RESULT OF CORRELATION

i E H n
% 5 | e N E" g 7 g
eI B
[ i} ] ] | - 1
£| §|GA|8a| 88| EA]8%3
Playfulness | Pearson
: Correlation 1 | 498" | 766" | 769" | 139" | 629" | 691"
Critical Pearson . N — .
Mass Correlation A9 1 | 627 | 507" | -066 | 478 A0
Community | Pearson
Driven | Correlation T66" | 62| 1 | 8| -127 | 673 | 663"
Peer Pearson N . .
Pressure Correlation J69° | 307 | B34 1 121" | o4 687
Perceive | Pearson
Ease of Use | Correlation -1397( -066 | -127 | -121° | 1 | -046 | -1927
Perceive | Pearson _
Usefslness | Correlation 629" | 478" | 673 | Te4 | -046 1 849
Effectivenes | Pearson
sof Viral  |Correlation | 691" | 420 | 663" | 682" | -192" | 649" 1
Marketing

E.  Multiple Regression Analysis

TABLE IV. THE RESULT OF CORRELATION MULTIPLE

REGRESSION
Coefficients®
Unstandardized | Standardized
Coefficients | Coefficients
Std.,

Model B | Eror Beta t | Sg
(Constant) 2624 | 378 6.941] 000
Playfulness (P) d91 | 033 39 5.859| .000
Critical Mass (CM) | -042 | 076 -024 -51| 582
Commuily DIven | 1 | g7 | 1m0 | 218| o3t
() , J : 18] |
Peer Pressure (PP) | 067 | 095 090 1223 22
Perceived Ease of )

Use (PEV) -158 | 051 105 |-3.094( 002
e o 5 | 2w |53 00
Useftilness (PU)

a Dependent Variable: Effectiveness of Viral Marketing

Based on the output of Multiple Regression,
the significance of playfulness was 0.000 < 0.05.
Hence, the playfulness has strong significant
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relationship on the effectiveness of viral
marketing. This significant community-driven
generated from SPSS was 0.034 which was less
than P value 0.05, hence, the community-driven
has a significant relationship on the effectiveness
of viral marketing. The significance of perceive
ease of use was 0.002 < 0.05, this showed strong
significant relationship between independent
variables and dependent variable. Therefore,
it can be concluded that perceived ease of use
has significant relationship on effectiveness
of viral marketing. Besides, the significance
of perceived usefulness was 0.000 < 0.005, this
showed strong significant between independent
variables and dependent variable. Therefore, it
can be concluded that perceived usefulness has
a significant relationship on the effectiveness of
viral marketing (EVM). The linear equation was
developed as follows:

EVM=2.624+0.191P+(0.42CM)+0.122CD+
0.67PP+(-0.158PEU)+0.293PU 1)

Based on the linear equation above, there
was a positive relationship between the factors
playfulness, community-driven, peer pressure
and perceived usefulness (P, CD, PP, and PU)
towards the effectiveness of viral marketing.
However, the critical mass and perceived ease
of use were not significant with the effectiveness
of viral marketing. The result of this research is
supported by The Model Deep Social Media use
[18] stating that play is regarded as an intrinsic
motivation for users who find interest and
fun when using Facebook. According to [19],
websites that enhance visitors” perceived sense
of control, entertainment, interactivity, and
brand experiences are most likely to draw out
positive consumers” attitudes. The results of the
current study are incompatible with the results
of [20] as entertainment adds value for customers
and increases customers’ loyalty thus resulting
in a positive attitude towards viral marketing.
As stated by [21], the customers” attitudes also
effected by interactive advertisement that make
customers more engaging and interesting. Thus,
a selection of target consumers is an initial seed
in social media marketing due to consumers
play an important role on the purposive value
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and entertainment value of message during the
decision-making process [22-23].

V. CONCLUSION
In conclusion, the results show that all
the motivational like playfulness,
community-driven, perceived ease of use,
perceived usefulness have significant impact on
the viral marketing in the Malaysian technology
firms. Two other factors like critical mass and
peer pressure were insignificant. Hence, firms
should focus and improve on their effective viral
marketing campaigns to suit Malaysian users’
attitude and behavior. Strengthening these four
motivational characteristics will give the most
effective and successful viral firm activities.
Designing a good viral marketing campaign can
develop the better understanding and boost the
spreading of viral contents on social networks
among users. Viral marketing has become an
important component of marketing strategy,
not only due to its cost-effectiveness and broad
reach, but also because consumers have come to
perceive traditional online advertising as often
irrelevant and therefore are increasingly turning
towards alternative sources, most importantly
word of mouth, to gather credible information
about new products [24]. As mention by [25],
word of mouth marketing is more competent
in an offline social network than in an online

factors

social network because the social ties in an
offline social network are stronger. However,
if a firm can invest to enlarge the network size,
an online network can return much higher
earnings due to the network effect. Effective
implementation of viral marketing campaigns
can create an immediate buzz and help boost
the promotion of brands, products and services
[26]. It is necessary for firms entering the social
media world and planning to employ it in its
marketing communications. Moreover, firms
also have to be more careful in case of mobile
social media as compared to other conventional
media because of the vulnerability of brand
equity through User Generated Content [27].
For practitioners who adopt a social network
marketing as low-cost marketing strategy,
hiring a credible source to write reviews and
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adopting reviewers’ argument to spread the
word of new products/services are the essential
strategic movements to deliver users’ purchase
intention on this platform while minimizing
their risk perception and getting best practice
with highest outcome [28].

This study may the
judgement to Malaysian technology firms
about viral marketing that blend firm skills and
knowledge to develop innovative solutions in
the fast moving and complex firm’s problems.
Firms should adopt new digital technologies
as they emerge to provide more value to
customers. However, the value delivered to
customers depends on the provision of reliable
and superior service using the technology [29].
Future research may look into other aspect such
as pricing and ethics as also mention by [30].

contribute to
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