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Abstract 

 

Advancements in communication technology have given rise to the evolution of a new 

electronic form of word-of-mouth – Viral marketing communication (VMC). VMC is a form 

of marketing tactic which encourages individuals to spread a marketing message to others by 

means of the internet. Currently, VMC is still considered to be at a premature phase of 

development, therefore information about its behavior and magnitude has yet to be clearly set 

upon and determined. In addition, limited research has been done on consumer perception 

and response to such marketing techniques. 

 

The objective of this thesis is to explore consumer receptivity, perception and behavioral 

response to this relatively new marketing strategy. With the use of a structured questionnaire 

conducted with 236 respondents and in-depth interviews conducted with 15 consumers, we 

analyzed their response and perception with regards to five different platforms on which viral 

marketing can take place on the internet, namely 1) E-mail, 2) Video, 3) Blog, 4) Social 

networks and 5) Forums.   

 

Employing a pluralistic approach as our research methodology, both the quantitative and 

qualitative results worked hand in hand in the analysis of our hypotheses and provided 

valuable findings regarding the way consumers view and react towards traditional word-of-

mouth and VMC. Our main findings showed that 1) VMC helps to raise consumer awareness 

but does not significantly impact their purchasing decisions, 2) Consumers attach different 

trust levels to the five platforms of which forums have the highest trust and credibility level, 

3) Consumers do not view VMC as spam messages, 4) Consumers are more receptive to 

VMC which market services compared to products, 5) Negative VMC has a stronger 

influence on consumers than positive VMC and 6) Monetary incentive is not the strongest 

motivator in influencing consumers to actively spread messages.  

 

With this study, we hope to provide new insights on VMC as a marketing tool from a 

consumer standpoint and serve as a first step for future research on how VMC can 

successfully reach out, connect with and influence consumers. 
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CHAPTER ONE: INTRODUCTION  

 

1.1 Background and context 

 

With the proliferation of the internet and advancements in communication technology, a new 

form of marketing has evolved – Viral marketing communication (VMC). VMC is a 

consumer-to-consumer marketing tactic which employs the internet to encourage individuals 

to pass on a marketing message to others (Wilson, 2000). Similar to a virus, information 

about a company and its brand message, goods or services is spread to potential buyers who 

then pass the information along to other potential buyers in a way that a vast network is 

created swiftly (Dobele et al, 2007).  

 

VMC is seen as a vital electronic extension of word-of-mouth (WoM) communication, which 

involves the principle of passing on or referring news, information or entertainment to 

another person. Where WoM has occurred, it simply implies that informal, ad hoc 

communication between individuals concerning products and services has taken place 

(Bayus, 1985). WoM communication is widely perceived as a dominant force in the 

marketplace where information is filtered out and passed on by friends or family who are 

seen as free, unbiased sources of advice (Cruz & Fill, 2008; Carl, 2008). We will further 

explore the definitions and workings of WoM and VMC in Chapter Three. 

 

The new wave of viral marketing has become the defining marketing trend of the decade 

(Ferguson, 2008). Following the VMC campaign success of companies such as Burger King, 

Hotmail and Procter & Gambler, many marketers have also jumped onto the bandwagon. 

When executed effectively, viral marketing campaigns can create an instantaneous buzz and 

help to boost the promotion of brands, products and services (Dobele et al, 2007). 

 

However, at this point of time, VMC is a fairly new topic and facts about its nature, 

characteristics and dimensions have yet to be agreed and established (Cruz & Fill, 2008). The 

aim of our study is to explore VMC from a consumer‟s point of view and provide insights 

into how internet users view, perceive and react towards the notion of VMC.  
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1.2 Motivation of study 

 

Our motivation stems primarily from our opinion that viral marketing is a powerful 

marketing tool with untapped potential. VMC can bring about benefits to marketers with its 

advantages such as low cost, high reach, high credibility, accountability, fast speed, ease of 

usage and ability to reach a global audience. With the increased usage of broadband and 

widespread diffusion of internet services like YouTube, Hotmail and Facebook, we think that 

there will be an increasing trend for VMC to be adopted by companies as part of their 

promotional mix in the future, thus fuelling our interest in this topic.     

 

As viral marketing is still at an early stage of development, limited research has been done on 

consumer perception and response to such marketing techniques. A successful marketing 

strategy is one that is effective in attracting, satisfying and retaining target consumers (Best, 

2009). Hence, there is a need to draw the connection between any form of marketing 

technique and its impact on consumer perception and behavior in order to evaluate its market 

effectiveness. While it is rather undisputable that VMC is effective in reaching out to 

potential consumers, it remains a question of how well consumer receptivity is to this new 

form of marketing. Therefore, we feel that there is a need to delve further into VMC from a 

consumer‟s point of view. 

 

1.3 Research focus 

 

VMC comprises of diverse platforms and can spread in many forms, including e-mails, blogs, 

chat rooms, adver-games, user forums, seeding websites, social networks, and viral videos. In 

order to have a more in-depth examination of consumer perception and response, for the 

purpose of our study, we will narrow down our focus to five selected forms of VMC, namely: 

 

1) E-mail – Transmission of text messages and files electronically over computer 

networks 

2) Videos  – Video clips that gain popularity on video sites (for e.g. YouTube, MSN 

video) or through peer-to-peer transmission 

3) Blogs     –  Shared online journals where people post diary entries on personal 

experiences 
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4) Social networks      –  Websites that encourage the building of online communication 

networks of members (for e.g. Facebook, Friendster) 

5) User forums            –  Online bulletin board system for holding discussions or posting 

user-generated contents 

 

1.4 Scope of thesis 

 

With the help of research methods, a study will be conducted to investigate and test the 

following hypotheses about VMC and consumer behavior.  

 

H1: VMC significantly increases the awareness of consumers but does not have a significant 

impact on consumer purchasing decisions 

 

H2: Consumers attach different level of trusts and credibility to the five forms of VMC.  

H2a: E-mail messages have the lowest trust and credibility level 

H2b: Forums have the highest trust and credibility level 

 

H3: A significant number of consumers view viral marketing as spam messages and seldom 

pay attention to the contents 

 

H4: Consumers are more receptive to VMC which market services compared to others which 

sell products  

 

H5: Negative VMC has a stronger influence on consumer‟s perception and behavior than 

positive communication 

 

H6: Monetary incentive is the strongest motivator for consumers to become “efluentials” – 

the active users and key people in the generation of viral messages 
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1.5 Organization of study 

 

We have organized our thesis into six main chapters. Figure 1.1 below outlines the contents 

of each of these chapters. 

 

 

 

 

 

 

 

 

 

 

 

 
 

In Chapter 1, which is already covered, we will provide an introduction and brief background 

into VMC. Our research focus for this paper, including our hypotheses and scope of work 

will also be defined here. Chapter 2 outlines the theoretical framework which will provide 

fundamental insights into understanding consumer perception and response. Chapter 3 further 

elaborates on the topic of VMC, including its evolution and the key differences between 

VMC and traditional word-of-mouth. We will also provide our analysis of the existing 

relevant literature.  

 

Moving on to the second half of the paper, Chapter 4 talks about the research methodologies 

we have employed for our research, namely structured questionnaire and in-depth interviews. 

Shortcomings of these methodologies will be discussed. Chapter 5 presents our findings from 

the research and discusses the implications derived from our data analysis. Lastly, Chapter 6 

serves as a summary and conclusion of our paper, including our recommendations for future 

research. 

Chapter 1: Introduction 

Chapter 2: Theoretical Framework 

Chapter 3: Literature Review 

Chapter 4: Methodology 

Chapter 5: Implications of Analysis 

Chapter 6: Conclusion of Analysis 

Figure 1.1: Outline of thesis chapters 

Chapter 1: Introduction 

Chapter 2: Theoretical Framework 

Chapter 3: Literature Review 

Chapter 4: Methodology 

Chapter 5: Implications of Analysis 

Chapter 6: Conclusion of Analysis 

Figure 1.1: Outline of thesis chapters 
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CHAPTER TWO: THEORETICAL FRAMEWORK  

 

2.1 Consumer Perception  

 

2.1.1 The perception process  

Consumer perception refers to the process by which the consumer receives, selects, organizes 

and interprets information to create meaning. Perception is an individual process and depends 

on internal factors such as a person‟s beliefs, experiences, needs, moods and expectations 

(Belch & Belch, 2001). 

 

It is important to understand consumers‟ attitudes because they have an impact on 

consumers‟ exposure, attention and reaction to marketing messages through a series of 

cognitive and affective processes (Schlosser et al, 1999). Perception, which is an important 

part of the consumer response process, can be divided into seven elements, which is outlined 

as below (Wells et al, 2006). 

Element Definition 

1) Selective perception Process where the mind screens out useless information 

2) Perceptual distortion Consumers distort their perception to fit what they 

expect to see 

3) Perceptual vigilance Process where consumers receive only information most 

relevant to their needs 

4) Perceptual defence Protects the consumer from threatening or contradictory 

stimuli, therefore consumer perceives information as 

conforming to his/her beliefs and attitudes 

5) Perceptual equilibrium Consumers seek consistency between internalized and 

new information  

6) Perceptual organization Process during which information will become useful to 

the consumer when organized from raw data 

7) Perceptual interpretation Consumers interpret stimuli differently based on their 

values, norms and interests 

Table 2.1: The seven elements of perception 

 

Selective perception can occur at any of the four below stages of perception: 

 

 

 

Figure 2.1: Dimensions of the general consumer perception process 

Selective 

exposure 
Selective 

attention 

Selective 

comprehension 

Selective 

retention 
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1) Selective exposure – Consumer chooses whether to make themselves available to 

information 

2) Selective attention – Consumer chooses to focus attention on certain stimuli while 

excluding the rest 

3) Selective comprehension – Consumer interprets the information based on his own 

attitudes, beliefs, motives and experiences 

4) Selective retention – Consumer remembers only part of the information he sees, hears and 

reads even after paying attention to and understanding it  

(Belch & Belch, 2001) 

 

Understanding how consumers perceive information from external sources is important to 

marketers in devising their marketing and communication strategies. Moving on, we will now 

proceed to discuss more about the consumer response process. 

  

2.2 Consumer Response  

 

2.2.1 The response process  

The receiver‟s set of reactions after seeing, hearing or reading the message is known as a 

response. Consumer response can range from non-observable actions such as storing 

information in memory to observable actions such as actual product purchase (Belch & 

Belch, 2001). The general consumer response process consists of the following dimensions 

(Wells et al, 2006). 

 

 

 

 

 

 

 

 

 

 

 

  Figure 2.2: Dimensions of the general consumer response process 

Perception – Process of interpretation of stimuli through five senses 

Cognition – How consumer responds to, learns and understands information 

Affective/emotional response – Feelings that stimulate wants and creates feelings 

Association – Brand takes on symbolic meaning for the consumer 

Persuasion – Changes consumer‟s attitude and behavior  

Decision making – Consumer determines if he needs or wants the product 

Behavior – Consumer wants to try and buy the product 
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2.2.2 Consumer response hierarchy models 

In order to portray the different phases that a consumer goes through when moving from an 

oblivious state of a company, product or brand to actual purchase behavior, several models 

have developed to illustrate this process. The four best-known traditional models are 

 AIDA model (Attention, Interest, Desire, Action) 

 Hierarchy of effects model (Awareness, Knowledge, Liking, Preference, 

Conviction) 

 Innovation adoption model (Awareness, Interest, Evaluation, Trial, Adoption) 

 Information processing model (Presentation, Attention, Comprehension, Yielding, 

Retention, Behavior) 

(Hanekom et al, 2007) 

 

All of the four models are based on the view that the response process consists of a 

movement through a sequence of three basic stages.  

 

Stage Description 

 

1) Cognitive 

 

Attention, awareness, 

knowledge, presentation, 

comprehension  

 

 

- Includes awareness that the brand, product or 

service exists and knowledge, information or 

comprehension about its attributes, characteristics or 

benefits 

 

- Consumer gathers information, starts to converse 

about and goes on to understand the message 

 

 

2) Affective 

 

Interest, desire, liking, 

preference, conviction, 

evaluation, yielding, 

retention  

 

 

- Refers to the consumer‟s feelings or affect level 

(like or dislike) for the brand, product or service 

 

- The „emotional‟ phase 

 

 

3) Conative/Behavioral 

 

Action, purchase, trial, 

adoption, behavior 

 

 

- Shows consumer‟s action towards the brand, 

product or service 

Table 2.2: Traditional stages of the consumer response process 
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The main criticism of the above models is their relative simplicity and mechanistic 

representation of the consumer response process (Hanekom et al, 2007). Over the past 

years, considerable research has been done in fields such as marketing, social psychology 

and communications. This has led to questioning of the above traditional                

cognitive      affect      behavioral sequence of development stages (Belch & Belch, 2001) 

and the development of alternative models to evaluate the consumer response process. 

We will proceed to briefly discuss these alternative response hierarchies below. 

  

Alternative Model Description 

Three-orders model 

of information 

processing 

 

By Michael Ray, 

1973 

 

Based on perceived product differentiation and product 

involvement 

 

1) Standard learning hierarchy 

- When consumers are highly involved in the message and 

purchasing of the product and when there is high differentiation 

between different brands of same product, they will proceed 

through a learn-feel-do sequence, namely the cognitive, affective 

and conative/behavioral phase 

 

2) Dissonance/attribution hierarchy 

- When consumers are highly involved in the message or 

purchasing of product but product differentiation is low, he/she will 

proceed through a do-feel-learn sequence, namely the 

conative/behavioral first, then affective and lastly cognitive 

 

3) Low-involvement hierarchy 

- When consumer involvement and perceived product 

differentiation are both low, consumer follows a learn-do-feel 

sequence, namely cognitive first, then conative/behavioral and 

lastly affective phase 

 

Integrated 

information 

response model 

 

By Robert Smith 

and William 

Swinyard, 1982 

- For low-involvement purchases,  

Cognition         Trial         Affect         Commitment 

- For high-involvement purchases, message acceptance is a 

prerequisite for affect development 

 

Consumers are likely to integrate information from advertising, 

other sources and direct experiences in forming judgments about a 

brand 

 

FCB planning model 

 

By Richard Vaughn, 

1980 

- Combines involvement levels with information processing 

(rational versus emotional) and brings in the concepts of 

thinking and feeling 
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 Suggested four communication planning strategies 

1) Informative planning strategy 

- Consumer who thinks about purchasing products (e.g. cars) 

proceeds through a learn-feel-do sequence and will be highly 

involved in purchasing decision 

 

2) Affective strategy 

-Consumer who is highly involved in purchasing decisions (e.g. 

fashion) but feels rather thinks about the purchase will follow a 

feel-learn-do sequence 

 

3) Habit formation strategy 

-Consumer who thinks about the purchasing of products (e.g. 

household items) but involvement is low will follow a do-learn-feel 

sequence 

 

4) Self-satisfaction strategy 

-Consumer who feels about the purchasing (e.g. cigarettes) rather 

than thinks but has low involvement will follow a do-feel-learn 

sequence 

 

Table 2.3: Alternative hierarchy models of the consumer response process 

(Hanekom et al, 2007; Belch & Belch, 2001) 

 

Having discussed the above theoretical framework on consumer behavior, we have 

provided an outline of how the consumer perceives and responses to messages. It is 

crucial to gain a fundamental understanding of these processes as our study focuses on 

how the consumer perceives and responses to VMC messages. In the next chapter, we 

will discuss in detail regarding the evolution of WoM and VMC, their definitions and 

basic characteristics as well as evaluate existing literature to gain an overall picture of this 

new viral marketing wave before we move into our research proper.  
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Partner 

Advocate 

Supporter 

Client 

Customer 

Prospect 

CHAPTER THREE: LITERATURE REVIEW 

 

3.1 Word-of-mouth Marketing 

 

3.1.1 How does WoM work? 

WoM is impishly nicknamed “free advertising” (Buttle, 1998). Defining WoM can be a 

tricky task as past researchers have bestowed various different definitions on it. As one of the 

pioneer researchers regarding the impact of WoM on consumer behavior, Arndt (1967) 

characterized WoM as oral, person-to-person communication regarding a brand, product or 

service between a receiver and a communicator who is perceived as being independent of any 

commercial influences. It is a group phenomenon, an exchange of thoughts or ideas among 

two or more individuals (Bone, 1992).  

 

As consumers generally cannot process all of the information available to them for purchase 

decisions, they often engage in simple guides for making their information-seeking and 

decision-making processes easier. WoM communication helps to reduce the amount of 

information that must be processed in order to make a decision (Duhan et al, 1997).  

 

WoM has been shown to influence an array of conditions: awareness, expectations, 

perceptions, attitudes, behavioral intentions and behavior (Buttle, 1998). It is assumed that 

WoM functions to draw customers up onto the loyalty ladder (See Figure 3.1), in the process 

converting a prospect into a customer (Christopher et al, 1991). Beyond that, he or she can 

also progress to become a long term client, supporter, advocate or even partner. On the other 

hand, although it is likely that some WoM functions to move a customer up a company‟s 

loyalty ladder, in other cases WoM may equally likely fend people off the loyalty ladder 

(Buttle 1998).  

 

 

 

 

 

 

 

Figure 3.1: The loyalty ladder in WoM 
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WoM is a more imperative input to the decision process when purchasing services rather than 

goods (Buttle, 1998). Service consumers prefer to seek information from family, friends and 

peers rather than sponsored promotional sources. This is due to services being high in 

credence properties which are difficult to determine prior to consumption, therefore driving 

WoM seeking (Buttle, 1998) and results in personal sources having greater influence on 

service purchases than on  product purchases (Murray, 1991).  

 

Since WoM is passed on from individual to individual, it is vital to study what gives people 

the motivation to talk to others about a particular product or service. Motivation to talk to 

others about a product or service can be divided into four main involvement categories, 

which may be overlapped or combined (Dichter, 1966). They are summarized as below.  

1) Product-involvement  The consumer‟s experience with the product/service 

produces a tension  

 

 Needs to be channeled by way of talk, 

recommendation and enthusiasm to restore the balance 

and provide relief 

 

2) Self-involvement  Focus is on the person than on the product 

 

 Consumer can satisfy certain emotional needs by 

talking to others 

 

3) Other-involvement  Product provides the need to “give” something to 

others and “share” one‟s pleasure, e.g. To show love, 

care, friendship 

 

 Recommendation takes place like a “gift” 

 

4) Message-involvement  Talk is stimulated by the way the product or service is 

presented through marketing messages 

 

 Not necessarily based on speaker‟s experience with 

product/service 

 

Table 3.1: Involvement categories in WoM motivation 

 

While WoM can influence decision either positively or negatively, it does appear that 

negative WoM has a more powerful impact than positive WoM (Arndt, 1967). For example, 

Buttle (1998) quoted Desatnick (1987) who in turn cited that research conducted for White 
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House Officer of Consumer Affairs showed 90% or more who are dissatisfied with the 

service they receive will not buy again or come back. Worse still, each of those unhappy 

customers will tell his or her story to at least 9 other people and 13% of those unhappy former 

customers will tell their stories to more than 20 people. Following Arndt‟s (1967) earlier 

research that negative WoM information is more powerful compared to positive WoM 

information, this finding has been validated by many other researchers in subsequent periods 

(Weinberger et al, 1981; Mizerski, 1982; Mahajan et al, 1984).  

 

Moving on to the workings of WoM, Figure 3.2 below shows the inclusive model of WoM, 

which contains two sets of variables, 1) Intrapersonal variables which are states or processes 

associated with seeking input WoM and precipitating output WoM, and 2) Extrapersonal 

variables which are contextual conditions that impact the seeking of input WoM or 

production of output WoM (Buttle, 1998).  

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 3.2: The WoM model 

 

Intrapersonal variables 

Intrapersonal communication is an internal process within the consumer who engages in 

symbolic processing of messages and becomes his or her own sender and receiver, providing 

feedback in a continuous manner internally. The production of output WoM is assumed to be 

a result of consumer experience with a product or service which triggers off intrapersonal 

communication. The disconfirmation process predicts that when a consumer‟s expectations 
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are met, satisfaction will be experienced. When expectations are underperformed, there will 

be dissatisfaction and when expectations are surpassed, there will be consumer delight 

(Oliver, 1997). It is believed that satisfaction and delight motivate positive WoM.  

 

Extrapersonal variables 

In addition to the intrapersonal factors, a number of extrapersonal factors, or external 

environmental forces, also have an impact upon WoM seeking and WoM utterance. These 

factors include culture, social networks the consumer is involved in, incentives and the 

conditions of the business environment.  

 

Having gained a fundamental understanding of WoM, we will now proceed to discuss about 

viral marketing. 

 

3.1.2 What is viral marketing? 

It is said that the term “viral marketing” was coined by Steve Jurvetson and Tim Draper in 

1997 in describing the marketing strategy of the free e-mail service Hotmail whereby each e-

mail sent arrived with the attached message “Get your private, free e-mail from Hotmail at 

http://www.hotmail.com” along with the sender‟s implicit recommendation (Kaikati & 

Kaikati, 2004; Cruz & Fill, 2008; Phelps et al, 2004). Viral marketing at that time was 

defined simply as “network-enhanced word-of-mouth”.  

 

However, a look at past literature concerning VMC generates a variety of terminology used 

to explain what viral marketing is. According to Vilpponen et al (2006), some of these terms 

use to describe electronic WoM include “interactive marketing” (Blattberg & Deighton, 

1991), “Internet word-of-mouth” and “word-of-mouse” (Goldenburg et al, 2001), “stealth 

marketing” (Kaikati & Kaikati, 2004) and “referral marketing” (De Bruyn & Lilien, 2004). 

Thomas (2004) attempted to unify these ideas in the term called “buzz marketing”.  

 

Some analysts have also linked viral marketing with a living biological virus. Knight (1999) 

says that viral marketing is similar to a “digitalized sneeze”, one characterized by the release 

of “millions of tiny particles that can infect others who come into contact with them”. Welker 

(2002) emphasizes on the contagious power of a virus and suggests that a “virus replicates 

with geometrically increasing power, doubling with each interaction”. Wilson (2000) says 

that viral marketing “creates the potential for exponential growth in the message‟s exposure 
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and influence”, and says that the understanding of the properties of a biological virus makes it 

obvious how powerful yet completely uncontrollable VMC can be. 

 

Living in this electronic age, WoM need not necessarily be face-to-face, direct, verbal or 

transient (Buttle, 1998). Along with the emergence of the internet, electronic WoM has 

become an important influence on consumer‟s product evaluation. Prospective customers 

visit websites and read reviews from other customers so as to find out more about a product 

or service before making a purchase (Doh & Hwang, 2009). By generating WoM to create 

“authentic” experiences, viral marketing attempts to exploit the strongest of all consumer 

triggers – the personal recommendation. Receiving a personal recommendation via e-mail 

from someone you know is by far more credible than an anonymous e-mail.  

 

In viral marketing, the communication style used for transmission is usually informal. 

Messages are spread through different channels including e-mail, chat rooms and discussion 

forums. They may encompass various types of content ranging from text and images, to 

Microsoft PowerPoint files, Adobe‟s Flash animations, YouTube‟s video clips and so on 

(Woerndl et al, 2008). In a sense, viral internet campaigns can also be perceived as being 

gentler than traditional campaigns by projecting an unbiased image (Kaikati & Kaikati, 

2004).  

 

According to Krishnamurthy (2001), the goal of viral marketing is to use consumer-to-

consumer (or peer-to-peer) communications, as opposed to company-to-consumer 

communications, to disseminate information about a product or service, thereby leading to 

more rapid and cost effective adoption by the market.   

 

3.1.3 Viral marketing vs. traditional WoM 

Viral marketing has emerged as the electronic form of WoM and involves passing on or 

referring news, information or entertainment to other individuals (Cruz & Fill, 2008). WoM 

embraces all interpersonal communications (Stokes & Lomax, 2002) and now also includes 

new media marketing communication channels such as the internet. It is vital to understand 

that viral marketing has developed as a result of advancements in digital technology and is 

regarded as a critical electronic extension of WoM communication, not a mere development 

of WoM (Bickart & Schindler, 2002).  
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Viral marketing is seen as a far more effective, penetrating and faster medium compared to 

the traditional WoM communication (Helm, 2000). It is also a far more focused medium 

because consumers communicate their views in their social sphere, including friends, family 

and colleagues, where their influence is important. Thus, viral marketing can reach a wider 

audience gradually and can maximize its reach not only in their locality (as was the case in 

traditional WoM), but can even be extended to a national and global scale. The contents of 

the message remains generally the same in most cases while on the other hand, it can be 

biased and easily filtered during traditional WoM communication (Helm, 2000).  

 

Lastly, there are two significant differences between viral marketing and traditional WoM 

that we should take note of. Firstly, being electronic in nature, in viral marketing, there is no 

face-to-face communication. Secondly, in viral marketing, referrals are usually unsolicited, 

that is, messages are usually sent to recipients who are not actively looking for information 

and hence not necessarily willing to pay attention to them (Bruyn & Lilien, 2008). 

 

3.2 Review on past WoM and VMC research 

In one of the pioneer formal studies, Katz and Lazarsfeld (1955) discovered that WoM was 

the most important source of influence in the purchase of household goods and food products. 

It was seven times as effective as newspapers and magazines, four times as effective as 

personal selling and twice as effective as radio advertising in influencing consumers to switch 

brands.  

 

Many other studies conducted in the 1960s and early 1970s also demonstrated the continued 

importance of interpersonal influence (Brown & Reingen, 1987). For instance, Engel, 

Blackwell and Kegerreis (1969) found that nearly 60 per cent of respondents who could recall 

the most influential source regarding their adoption of an automotive diagnostic centre named 

WoM. Feldman and Spencer (1965) concluded that about two-thirds of new residents in a 

community relied on WoM to select a physician. Arndt (1967) showed that respondents who 

received positive WoM about a new food product were much more likely to purchase it as 

compared to those who received negative WoM.  

 

In terms of social networks, consumers generally interact with people who are associated 

with them with varying degrees of tie strength, ranging from strong, for example family, 

close friends or in-groups, to weak, for example acquaintances or out-groups (Lam & 
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Mizerski, 2005). Previous research has shown that strong ties are more likely to be activated 

for information flow than weak ties (Reingen & Kernan, 1986; Brown & Reingen, 1987). 

Moreover, the amount of WoM communication generated is generally higher within groups 

with strong tie relations than within groups with weak tie relations (Bone, 1992).  

 

Regarding WoM motivation, Sundram et al (1998) found that consumers engaged in WoM 

communications for unselfish, product involvement and self-enhancement reasons. For 

example, a consumer may recommend a product to a friend out of goodwill and a desire to 

help or as a result of his or her positive consumption experience with the product. However, 

on the other hand, a consumer may also complain and engage in negative WoM if dissatisfied 

with his or her consumption experience with a product or company. Others may engage in 

positive WoM communications to demonstrate their expertise in a certain product area such 

as computers and fashion or negative WoM in order to project their social status and power.  

 

Gatignon and Robertson (1986) cited decision support, decision justification, social status 

and social power as the main motivators for WoM communications. Another study carried 

out by Mangold et al (1999) found that the three key factors most likely to stimulate WoM 

were 1) a strong need on the part of the WoM receiver, 2) coincidental communication 

between WoM communicator and receiver relating to a broader subject and 3) a high level of 

satisfaction or dissatisfaction with the product on the part of the WoM communicator.  

 

Despite the importance and influence of WoM, it has remained one of the most neglected 

marketing areas (Silverman, 2001). According to Mangold et al (1999), only a small 

percentage of WoM communications were stimulated by active corporate promotional 

efforts. To date, relatively few companies have tried to harness the full potential of the power 

of WoM communications (Buttle, 1998).  

 

Moving on to viral marketing, as mentioned in Chapter 1, it is still at an early stage of 

development and much of the current VMC literature research is concerned with 

understanding the motivations and behaviors of passing on e-mail messages (Cruz & Fill, 

2008). Research into VMC has attempted to measure specific aspects of WoM. For example, 

Godes and Mayzlin (2004) and Gruen et al (2006) made use of online conversations to study 

WoM. Vilpponen et al (2006) employed a “whom-told-whom” methodology to trace the 

information flow of internet campaigns. Recently, Cruz and Fill (2008) conducted pioneering 
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research and developed a broad based evaluation framework which can be used to assess the 

effectiveness of VMC campaigns.  

 

The benefits and risks associated with viral marketing have been widely explored in past 

research. They are summarized in the table below along with the relevant key references 

(Woerndl et al, 2008).  

 

Category Benefit References 

Potential Benefits 

Financial Inexpensive (Dobele et al, 2005; Kaikati & 

Kaikati, 2004, Welker, 2002) 

Diffusion speed Reach audience in a short time (Kaikati & Kaikati, 2004) 

Rapid, fast diffusion (Helm, 2000; Welker, 2002) 

Boost adoption speed (Dobele et al, 2005) 

Exponential (Helm, 2000) 

Peer-to-peer 

transmission 

Voluntary transmission by sender (Dobele et al, 2005) 

Audience reach Access to diverse audience through 

social contacts 

(Helm, 2000) 

Potential Risks 

Lack of control Uncontrollable nature, especially 

audience reach, content and few 

possibilities to measure success 

(Kaikati & Kaikati, 2004) 

Total loss of control especially 

timing and content 

(Welker, 2002) 

Spam (Dobele et al, 2005) 

Lack of control mechanism: 

- No control over distortion process 

(for e.g. information may be 

filtered, incomplete or biased) 

- Adverse selection of consumers 

(Helm, 2000) 

Potential negative 

impact 

 

Risk of backlash and negative brand 

impact 

(Kaikati & Kaikati, 2004) 

Negative WoM can occur (Dobele et al, 2005) 

Negative WoM leads to boycott, ruin 

and unfavorable attitudes 

(Helm, 2000) 

Hate sites 

May lead to negative perception of 

brands 

(Phelps et al, 2004) 
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Consumer 

dependency 

 

Consumers unwilling to provide 

referrals unless there is some return 

(Helm, 2000) 

Lack of legal 

standards 

 

Emerging legal issues have to be 

taken into consideration 

(Kaikati & Kaikati, 2004) 

Lack of ethical 

standards 

 

Consumers may feel exploited, 

cheated, used 

(Dobele et al, 2005) 

Emerging ethical issues need to be 

considered 

(Kaikati & Kaikati, 2004) 

Consumer privacy invasion (Phelps et al, 2004) 

Table 3.2: Potential benefits and risks of viral marketing 

 

It is said that the existing literature on viral marketing can be categorized into four emerging 

research streams making both theoretical/conceptual and empirical contributions (Woerndl et 

al, 2008). They are outlined as below: 

1) Viral marketing comparisons Investigate different marketing variables in 

light of other marketing techniques such as 

television advertising (Porter & Golan, 2006) 

 

2) Consumer-to-consumer viral marketing Examine specific issues within consumer 

context, such as impact on customer value and 

loyalty (Gruen et al, 2006) 

 

3) Studies of communication media Explore specific transmission modes such as e-

mail (Phelps et al, 2004) and include 

communication field studies (Welker, 2002) 

 

4) Viral marketing positioning Research concerned with identifying 

positioning characteristics of viral marketing 

and drawing conclusions (Dobele et al, 2005; 

Helm, 2000) 

 

Table 3.3: Emerging streams of existing literature on viral marketing 

 

Our paper falls into the second stream, consumer-to-consumer viral marketing, where we 

attempt to find out more about consumer receptivity and attitude towards this form of 

communication. Judging from the literature review we have conducted, it is not hard to 

realize that there has been limited past research regarding consumer perception and response 

towards VMC. This further justifies our motivation for venturing into this relatively 

unexplored marketing topic from a consumer point of view.  
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CHAPTER FOUR: METHODOLOGY 

 

4.1 Research Methodology 

Marketing Research 

Marketing research is defined as the process of designing, gathering, analyzing and reporting 

information that may be utilized to solve a particular marketing problem. The American 

Marketing Association (AMA) has defined it as the function that links the consumer, 

customer and the public to the marketer through information. This information is used to  

 Identify and define marketing opportunities and problems 

 Generate, refine and evaluate marketing actions 

 Monitor marketing performance 

 Improve understanding of marketing as a process 

(Burns & Bush, 2000) 

 

The main objective of our research is to understand VMC as a marketing process from a 

consumer standpoint, allowing room for the consumer‟s “voice” to be heard. We will also 

make use of the research analysis to test our hypotheses as stated in Chapter 1. 

 

Qualitative, Quantitative and Pluralistic research 

There are three broad means of data collection in the research process, namely qualitative, 

quantitative and pluralistic. Their characteristics can be summarized in the table below 

(Burns and Bush, 2000).  

 

Qualitative Quantitative Pluralistic 

 Involves collecting, 

analyzing and 

interpreting data by 

observing what 

people do and say 

 

 Statements are in 

non-standardized 

form 

 

 Uses observation 

technique or 

unstructured 

 Involves use of structured 

questions where response 

options have been 

predetermined 

 

 Usually large number of 

respondents  

 

 Formalized procedure for 

gathering data 

 

 Compilation of data follows 

orderly procedure, largely 

 Combination of both 

qualitative and quantitative 

research methods 

 

 Exploratory qualitative 

techniques help to form 

foundation for quantitative 

phase 

 

 Alternatively, qualitative 

phase is applied after 

quantitative study to help 

researcher understand 
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questioning numerical in nature findings further 

Table 4.1: Characteristics of qualitative, quantitative and pluralistic research 

 

Qualitative research is especially relevant when prior insights about subject of study are 

modest, implying that qualitative research tends to be more exploratory and flexible with an 

emphasis on understanding. On the other hand, quantitative research employs numerical and 

standardized data in the collection of results and analysis is conducted through the use of 

statistics and diagrams (Ghauri & Grønhaug, 2005). After reviewing past VMC research and 

evaluating the benefits and disadvantages of the various research methods available, for the 

purpose of our study, we decided to employ the pluralistic approach with the use of both 

structured questionnaire and in-depth interview. The purpose of the qualitative study using 

interviews is to help to validate the quantitative questionnaire findings and develop a fuller 

and deeper understanding of consumer perception and response towards VMC.  

 

4.1.1 Quantitative – Structured Questionnaire 

Design of survey questions 

We kept the design of our survey questions to two main types: the modified Likert scale and 

Ordinal scale. Firstly, using the Likert scale, respondents were asked to indicate their degree 

of agreement or disagreement on a symmetric agree-disagree statements for a series of 

statements related to VMC as well as specific questions regarding the five platforms we are 

studying. This scale helps to reflect the intensity of their views. Secondly, the last two 

questions were designed using the Ordinal scale to allow respondents to rank the alternatives 

based on their preferred order from 1-5. This will allow us to work out a final ranking after 

gathering their responses from the survey.   

 

Determination of sample size and target 

Taking into consideration that VMC is a technique spread using the internet, our survey was 

targeted at internet users who log on to the internet at least once a week. With the advice of 

our supervisor, we had a targeted sample size of 250 respondents.  

 

Method of data collection 

Prior to the sending out of requests to respondents, we first conducted a pilot test on five 

respondents who also fall under the target population under our study. They provided us with 

valuable feedback on parts of the questionnaire which might have been confusing or hard to 
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comprehend, allowing us to fine-tune and revise our questionnaire before sending it out. (See 

Appendix I for a sample of the questionnaire) 

 

The data collection period took place between 25 April and 24 May 2009. Taking into 

consideration the constraints such as time, budget and resources, we made use of 

nonprobability sampling – convenience sampling and referral sampling in our data collection. 

The survey was sent through e-mails or distributed in hard copies to friends and colleagues 

who fall under our target criteria. We also requested for respondents to provide us with names 

of additional respondents who would qualify, a technique also known as snowball sampling. 

The surveys were self-administered, meaning that the respondent filled up the survey on his 

or her own. Advantages include lowered cost of administration, giving control to respondents 

and minimized apprehension on the part of respondents. However, disadvantages include 

incompletion of survey, erroneous responses, and untimely manner of response or refusal to 

return survey (Burns & Bush, 2000). 

 

Response rate 

We distributed a total of 280 questionnaires and got back a total 236 usable responses, thus 

achieving a response rate of 84%. We defined a completed survey as one in which at least 

80% of the survey is completed “without error”. In the Likert scale questions, we encountered 

cases in which respondents checked more than one box in the same question or respondents 

not checking any box within a question. Both were deemed as erroneous responses. In the 

Ordinal scale questions, instead of ranking from 1-5 in the preferred order, some respondents 

misunderstood the question and gave responses such as „3‟s and „4‟s for every of the five 

alternatives instead of ranking them in order from 1-5. In these cases, it was impossible to 

determine the ranking and thus treated as erroneous responses too. All erroneous responses 

were not taken into account in our data analysis. For returned surveys that contained over 

20% of questions with erroneous responses, they were discarded and not used at all.  

 

We believed that we had kept the response rate at a considerably high rate because we sent 

out various rounds of reminders to the respondents for them to return us the completed 

surveys. We would also screen the completed surveys and where time permitted in erroneous 

cases, we will proceed with follow-ups with the respondents requesting for them to correct 

the mistakes and explain to them the requirements of the questions. In cases whereby the 

surveys were not usable, it was either a case of 1) being unable to contact the targeted 
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respondent, 2) the respondent replied saying that he or she seldom uses the internet (it would 

be ascertained that this was less than our target criteria of logging on once a week), or 3) that 

the survey had too many blank or erroneous answers and was not corrected at all or in time. 

 

4.1.2 Qualitative – In-depth Interviews 

An in-depth interview, or depth interview, can be defined as a set of probing questions posed 

one-on-one to a subject by an interviewer so as to gain an idea of what the subject thinks 

about something or why he or she behaves in a certain way. Depth interviews can offer great 

insights into consumer behavior (Burns & Bush, 2000). 

 

Interview process 

Interviews were carried out one-on-one with the respondents. This was done face-to-face in 

the respondent‟s home. Face-to-face communication allowed for enhanced rapport and 

response rates (Cruz & Fill, 2008). When a respondent is in a secure, comfortable 

environment, the likelihood of distraction is reduced and thus believed that respondents take 

more care in responding to questions (Burns & Bush, 2000).  

 

Selection of respondents 

Similar to the quantitative survey, due to time and resource constraints, we selected friends or 

friends‟ referrals who fell under the target population of internet users who accessed the 

internet at least once a week as interviewees. Thus, we also made use of nonprobability 

sampling in this research. 

 

Method of data collection  

Prior to the interviews, we developed an interview guide (See Appendix III) and conducted a 

pilot study on three respondents. They were requested to answer the interview questions and 

also comment on their understanding of them in order to allow us to work out a clearer and 

more concise final draft. This interview guide provided us with a general direction for the 

interviews and we would adapt the questions or probe further according to the situational 

needs. From the pilot study, we also estimated that the average time needed to complete one 

interview was 45 minutes and we planned our time schedule accordingly.  
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In approaching the interviewees, we explained to them the purpose of our study, stated the 

approximate time needed and requested for an appointment time. All interviews were 

scheduled to take place between 29 April and 30 May 2009.  

 

The interviews were not recorded on tape but instead, we performed different roles whereby 

one of us will ask the questions and the other will take extensive short-hand notes. After each 

interview, we also wrote down a descriptive report immediately based on the notes to avoid 

forgetting crucial points. Eventually, each interview took an approximate average of 48 

minutes in total and this was partially due to the existence of disruptions which we will 

elaborate on in the later section.  

 

Response rate 

We sent out requests to a total of 22 respondents, explaining to them the purpose of the 

interview and seeking for permission to hold the interviews in-homes. A total of 15 

respondents replied favorably, while the rest cited various reasons such as busy schedules, 

lack of interest, personal reasons or did not reply at all. This led us to achieve a response rate 

of 68%.  

 

4.2 Limitations of Research Methodology 

 

4.2.1 General limitations 

1) Sample size limitation 

Due to time and resource constraint, the small size of the sample used in both the structured 

questionnaire and in-depth interview limits the extent to which we can apply the results as a 

general theory. Moreover, random sampling instead of convenience sampling might have 

helped in generating a more valid data analysis and improve the accuracy of our results. 

 

2) Additional research on other forms of VMC  

As described above, we have conducted our study based on five main forms of VMC. While 

we acknowledge the existence and importance of other forms of VMC, such as adver-gaming 

and chat rooms, we have not performed any consumer research in these areas. Thus, there is a 

need for more investigation and analysis in order to paint a more complete picture.  
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3) Time issue of VMC campaigns 

In our research, the questions posed to consumers were generally based on the past, such as 

whether they had forwarded emails to peers, purchased a product or service or came into 

contact with a past VMC campaign prior to the study. Thus, this implied that no real time 

data has been collected. Our data and subsequent conclusions will be based on the consumer 

response in the questionnaire and interview, and in cases where consumers are not aware of 

the campaign or have forgotten whether they purchased a particular advertised product or 

service, this will decrease the accuracy of our study. 

 

4) Geographical constraints 

We have limited our target respondents for both the structured questionnaire and in-depth 

interview to consumers living in Singapore and Sweden due to resource and time 

consideration. This will limit the applicability of our research data on general consumers as a 

whole.  

 

4.2.2 Limitations of Structured Questionnaire 

1) Nonresponse error 

As mentioned in the previous section, we experienced cases in which the questionnaire was 

returned to us in an incomplete manner. This can be deemed as nonresponse error on the part 

of the respondent. Nonresponse is defined as a failure on the part of prospective respondent to 

take part in the survey or to answer specific questions in the questionnaire (Burns & Bush, 

2000). On our part, we tried to keep this error to a minimal by ensuring anonymity and 

confidentiality and informing the respondents that their answers will remain private and we 

will not associate their names with their answers. In addition, as mentioned previously, we 

also discarded returned questionnaires which contained more than 20% of erroneous replies.  

 

2) Respondent misunderstanding 

Respondent misunderstanding is defined as situations in which a respondent gives an answer 

without comprehending the question and/or the accompanying instructions. Potential 

respondent misunderstandings exist in all surveys (Burns & Bush, 2000). We deem that cases 

of respondents checking more than one box in the Likert scale questions and failure to rank 

the items in order of 1-5 in the Ordinal scale questions as respondent misunderstanding the 

requirements of the questions.   
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4.2.3 Limitations of In-depth Interview 

1) Leading the respondent 

This is defined as occurring when the interviewer influences the respondent‟s answers 

through wording, voice inflection or body language (Burns & Bush, 2000). We believe that in 

some of the interviews we conducted, there were cases of subtle leading occurring in our 

spoken cues as the interviewers. For example, in asking the respondent what he defines as 

spam e-mails, when he or she appears indecisive or overly hesitant, we gave subtle prompts 

such as “Are they e-mails that you do not open and put in the junk box?” In another case, 

when asking the respondent what kinds of videos are of interest to him or her, when the 

respondent is again unsure of what adjectives or descriptions to use, we gave cue words such 

as “Are they funny videos, educational videos, music videos and so on?” We think that such 

cases of subtle leading might have influenced the accuracy of the responses we collected. 

 

2) Distraction and break-offs during interview 

During the interview sessions, interruptions occurred in some situations and this caused 

disruption to the flow of the interview. For example, there were cases where the respondent 

had to go and answer a telephone call in the middle of the interview, or there was someone 

knocking at the door and the respondent requested for a short break, or there was a toddler 

crying in the room and the respondent was the only one at home to attend to him or her. We 

believe that such interruptions caused the respondent to get “off track” momentarily and at 

times influenced his or her responses. For example, the respondent might give shorter 

answers than initially desired, or in worse cases even forget what he or she wanted to say 

prior to the interruption.  

 

3)  Respondent fatigue 

Lastly, due to the rather lengthy time required to finish the interview, even though it was 

conducted in the comfort of the respondent‟s home, there were a handful of cases whereby 

the respondent appeared tired and weary nearing the end of the interview. When a respondent 

is tired, deliberation and reflection will abate (Burns & Bush, 2000). For example, some 

respondents provided detailed and elaborated answers at the beginning but only gave much 

shorter answers nearer the end. Some even gave the “no opinion” response despite our 

prompts and cues. We think that this would be another shortcoming of the in-depth 

interviews which may give rise to lower accuracy of results.  
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CHAPTER FIVE: IMPLICATIONS OF ANALYSIS 

 

5.1 Data Analysis 

Employing both qualitative and quantitative research methodologies, we have classified our 

survey questions and interview questions as below in accordance to the relevant hypotheses 

that we are testing. It is highlighted that some questions served dual purpose because they 

provided validation for more than one hypothesis. 

Table 5.1: Classification of hypotheses, survey questions and interview questions  

 

It is noted that our qualitative in-depth interviews act as a validation tool to help us 

comprehend our survey findings further. Since this paper touches on a topic not widely 

explored yet at this point of time, we understand that some hypotheses may be ambitious or 

even vague and survey results alone may not provide accurate or distinct results. Therefore, 

we will make use of the interview findings and literature review in the analysis of our 

hypotheses in order to better determine consumer perception and response towards VMC.  

 

 

5.1.1 Results and implications of questionnaire 

Question categorization and analysis method 

We have divided our survey questions into three different categories based on their nature 

and analysis method.  

Table 5.2: The three categories of survey questions 

Hypotheses Survey questions no. Interview questions no. 

H1 6, 8, 12, 13, 14, 15, 18b, 18c, 20b 2c, 2d, 2e, 4d, 7e, 7f 

H2 7, 17b, 19c, 21b, 22 2b, 3c, 3f, 5d, 5e, 7b, 7c 

H3 17b, 17c, 17d, 19b, 20c, 20d, 21b, 21c 3b, 3c, 3f, 5d, 6b 

H4 16 2d, 2e, 7g 

H5 9 2g, 7d 

H6 10, 11, 17e, 17f, 18d, 23 2f, 3d, 3e, 3g, 4e, 4f, 6c 

Category Nature Question no. 

General To gather basic information such as demographics and 

internet usage pattern of the respondent 

1-5, 17a, 18a,  

19a-b, 20a, 21a 

Likert scale To determine the extent of the respondent‟s agreement 

or disagreement with the question statements 

6-16, 17b-e, 18b-d, 

19c-d, 20b-d, 21b-c 

Ordinal scale To find out the respondent‟s preferred ranking of the 

given alternatives 

22-23 
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For the General questions, they serve to help us understand more about the basic information 

of the respondents such as their gender and age. Secondly, they help to indicate if the 

respondent is an internet user and falls into our target group. Lastly, we can also determine 

how much time on average they spend on the five different platforms of VMC. 

 

For the Likert scale questions, we have assigned points from 1 to 7 where 1 point corresponds 

to “Strongly Agree” and 7 points correspond to “Strongly Disagree”. 4 points are assigned for 

“Undecided”. 

 

Response Points 

Strongly Agree 1 

Agree 2 

Agree somewhat 3 

Undecided 4 

Disagree somewhat 5 

Disagree 6 

Strongly Disagree 7 

Table 5.3: Point system for Likert scale questions 

 

We calculated the mean for each of the Likert scale questions using the formula: 

 

 

 

where  n = the number of cases 

 xi = each individual value, and 

 Σ means that all the xi values are summed 

 

The mean is a measure that indicates the central tendency of all values and approximates the 

typical value in the set. (See Appendix II, Statistics Tables 1-6) 

 

In considering that we had a limited sample size and had made use of convenience sampling, 

we decided to increase the accuracy of our final results by using 95% confidence intervals 

(CI). We will make use of the calculated mean and the CIs to determine whether respondents 

agree, disagree or are undecided overall. Before we can calculate the CI, we first need to 

calculate the standard deviation using the formula:  

= Mean (x) 
Σ xi 

 

n 

 i-1 

 
n 
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where  n = the sample size 

 xi = the value of the ith response in the sample 

 x = the mean 

 

We divide the sum of squared differences by (n – 1) in order to adjust for biases (Burns & 

Bush, 2000). Subsequently, we made use of the Microsoft Excel formula CONFIDENCE to 

calculate our CI values.  

 

Our final results will be based according to the below.  

 

 

 

 

 

 

Table 5.4: Determination of final results from mean and CI values 

             

For the Ordinal scale questions, respondents were asked to rank options based on their order 

of preference. We have allocated points to each of the 5 options and devised a point system to 

determine the final overall ranking. (See Appendix II, Point System Tables 1-2) 

 

Results of survey questions 

We will now tabulate our questionnaire findings using the above formulae with accordance to 

the relevant hypotheses. The chart, statistics tables and point system tables in Appendix II 

further show how we derived at the findings including both the mean and CI values. We will 

also provide summaries of the questionnaire results in relevance to each of our six hypotheses 

and finally determine whether each of the hypotheses is accepted or rejected.  

 

Subsequently, in the next section, we will discuss our main interview findings which will 

help us to further comprehend how consumers perceive and respond to VMC messages. Our 

main interview findings will be presented in relevance to the hypotheses and we will discuss 

whether they help to validate our quantitative findings. 

Calculation Final Result 

x +/– CI < 4   Agreement 

x +/– CI > 4                    Disagreement 

When x – CI < 4,      

But x + CI > 4 
Undecided 

When x + CI > 4,  

But x – CI < 4 
Undecided 

= Standard deviation (σ) Σ (xi – x)
2
 

 

n 

 i-1 

 
n –1 

 

√ 
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H1: VMC significantly increases the awareness of consumers but does not have a 

significant impact on consumer purchasing decisions 

 

Question Statement Calculation Final response 

6 I am aware of internet advertisements x + CI = 1.80 

x – CI = 1.58 

AGREE 

8 It is important for me to hear about the 

experiences of others before buying a 

product/service 

x + CI = 4.01 

x – CI = 3.56 

UNDECIDED 

12 Through internet word-of-mouth, I learnt 

more about brands of products/services 

x + CI = 2.84 

x – CI = 2.57 

AGREE 

13 I am more inclined to purchase 

products/services when the messages were 

passed by people I know 

x + CI = 2.50 

x – CI = 2.14 

AGREE 

14 I have actually purchased a product/service 

after hearing about it from the internet 

x + CI = 4.42 

x – CI = 4.01 

DISAGREE 

15 The internet word-of-mouth helps to 

strengthen my belief and commitment 

towards a brand of product/service 

x + CI = 3.07 

x – CI = 2.75 

AGREE 

18b I am aware of marketing/advertising 

messages present in viral videos 

x + CI = 4.01 

x – CI = 3.58 

UNDECIDED 

18c Funny videos help me to remember a 

brand better 

x + CI = 2.33 

x – CI = 2.08 

AGREE 

20b I am aware of advertising messages on 

social network sites 

x + CI = 2.47 

x – CI = 2.17 

AGREE 

Table 5.5: Results of questionnaire for H1 

 

Summary of questionnaire results for H1 

Respondents are generally aware of the internet WoM and agree that it helps them to learn 

more about products and services. While they may feel more inclined to purchase products or 

services when information comes from people they know on the internet, they disagree that 

they have actually purchased any product or service upon hearing about it from others on the 

internet. They are also undecided when questioned if it is important to hear about the 

experiences of others before buying a product or service. This helps to support our hypothesis 

that VMC helps to increase consumer awareness but does not have a significant impact on 

purchasing decisions.  
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H2: Consumers attach different level of trusts and credibility to the five forms of VMC.  

H2a: E-mail messages have the lowest trust and credibility level 

H2b: Forums have the highest trust and credibility level 

 

Question Statement Calculation Final response 

7 I trust word-of-mouth communication on 

the internet 

x + CI = 3.24 

x – CI = 2.88 

AGREE 

17b I generally trust the contents of e-mails I 

receive from people I know 

x + CI = 2.93 

x – CI = 2.58 

AGREE 

19c I do not think that people should blog to 

advertise stuff 

x + CI = 4.20 

x – CI = 3.83 

UNDECIDED 

21b I trust what other people are relating from 

their experiences in forums 

x + CI = 3.48 

x – CI = 3.17 

AGREE 

22 Rank the below aspects of the internet in 

terms of trustworthiness 

From highest to lowest trust and 

credibility level:  

 

1) Forum  

2) Social Networks 

3) Blogs 

4) Videos 

5) E-mails 

(Refer to Point System Table 1 in 

Appendix II) 

 

Table 5.6: Results of questionnaire for H2 

 

Summary of questionnaire results for H2 

The main question we have used to prove this hypothesis is Question 22 which makes use of 

the Ordinal scale and requires respondents to rank the five platforms according to the trust 

level. The remaining questions serve to help us better understand if respondents trust VMC 

messages in general. While respondents agree overall that they trust WoM on the internet 

including e-mails, they allocate different levels of trust to the varying platforms and the our 

point systems ranking table reveals that in order of the most trusted to least trusted platforms, 

respondents have indicated 1) Forums, 2) Social Networks, 3) Blogs, 4) Videos and 5) E-

mails. This validates both H2a and H2b in our second hypothesis. 
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H3: A significant number of consumers view viral marketing as spam messages and 

seldom pay attention to the contents 

 

Question Statement Calculation Final response 

17b I generally trust the contents of e-mails I 

receive from people I know 

x + CI = 2.93 

x – CI = 2.58 

AGREE 

17c I view e-mails from unknown parties as 

spam 

x + CI = 2.68 

x – CI = 2.22 

AGREE 

17d I do not open up e-mails from unknown 

parties 

x + CI = 2.40 

x – CI = 2.00 

AGREE 

19b I generally believe what people write in 

their  blogs 

x + CI = 4.15 

x – CI = 3.75 

UNDECIDED 

20c I usually do not pay attention to the paid 

advertisements which appear on the sites 

x + CI = 2.49 

x – CI = 2.13 

AGREE 

20d I usually view messages/video links sent, 

posted or recommended from my friends 

and relatives 

x + CI = 2.95 

x – CI = 2.61 

AGREE 

21b I trust what other people are relating from 

their experiences in forums 

x + CI = 3.48 

x – CI = 3.17 

AGREE 

21c It is important for me to listen to what 

others feedback in forums before deciding 

if a product/service is good 

x + CI = 3.17 

x – CI = 2.85 

AGREE 

Table 5.7: Results of questionnaire for H3 

 

Summary of questionnaire results for H3 

From this section, we gather that respondents generally view messages from unknown parties 

as spam but trust messages (including videos, e-mails, forum posts) which come from people 

they know such as friends and relatives. While they do not pay much attention to paid 

advertisements, they agree that it is vital to listen to others‟ experiences and feedback in order 

to learn more about a product or service and decide if it is good.  

 

According to our literature review, VMC is generally defined as using peer-to-peer 

communications to disseminate information about a product or service. Consumers interact in 

their social sphere and generate a greater amount of communication when ties are stronger. 

Thus, in view of this definition and our main finding that respondents overall agree that they 

trust messages from people they know, our hypothesis that VMC is significantly viewed as 

spam does not stand. 
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H4: Consumers are more receptive to VMC which market services compared to others 

which sell products  

 

Question Statement Calculation Final response 

16 I trust more in what people are saying 

about services than products 

x + CI = 3.64 

x – CI = 3.24 

AGREE 

Table 5.8: Results of questionnaire for H4 

 

Summary of questionnaire results for H4 

Respondents agree in general that they have a higher level of trust in what people say more 

about services than products. Looking back at our literature review, there was also evidence 

gather from Buttle (1998) and Murray (1991) that WoM is of higher importance and 

influence when it comes to services than products. We define “receptive” as being open and 

willing to receive in a favorable manner. Thus, a higher level of trust in what people say will 

give rise to a higher level of receptivity. This shows that both the questionnaire findings and 

literature review are in favor of our hypothesis.  

 

H5: Negative VMC has a stronger influence on consumer’s perception and behavior 

than positive communication 

Question Statement Calculation Final response 

9 I am more affected by negative comments 

about products as compared to positive 

comment 

x + CI = 2.88 

x – CI = 2.56 

AGREE 

Table 5.9: Results of questionnaire for H5 

 

Summary of questionnaire results for H5 

Question 9 in our survey clearly indicates that respondents agree that negative comments 

affect them more as compared to positive comments. In addition, our literature review 

revealed early research from Arndt (1967) that negative WoM is a stronger influence than 

positive WoM information, which was subsequently proven by many other later researchers 

like Mizerski (1982).  This helps to prove that the hypothesis is valid. 
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H6: Monetary incentive is the strongest motivator for consumers to become 

“efluentials” – the active users and key people in the generation of viral messages 

Question Statement Calculation Final response 

10 I usually want to be the first to try out a 

new product/service 

x + CI = 4.93 

x – CI = 4.58 

DISAGREE 

11 It makes me feel good to be able spread 

messages about products/services to my 

friends on the internet 

x + CI = 4.31 

x – CI = 3.94 

UNDECIDED 

17e I have the habit of forwarding e-mails to 

people I know whom I feel will be 

interested in the contents 

x + CI = 3.57 

x – CI = 3.17 

AGREE 

17f I usually mass forward e-mails with 

"financial benefits" described in the mail 

x + CI = 5.76 

x – CI = 5.38 

DISAGREE 

18d I have spread video links to my 

friends/relatives before 

x + CI = 3.64 

x – CI = 3.20 

AGREE 

23 Rank the below motivators to spread 

messages in terms of strength 

 From strongest to weakest 

motivator:  

 

1) Fun/provocative content 

2) Monetary incentive 

3) Freebies 

4) Concern about an issue 

5) Feel-good-factor 

(Refer to Point System Table 2 in 

Appendix II) 

 

Table 5.10: Results of questionnaire for H6 

 

Summary of questionnaire results for H6 

Similar to H2, our main question used to test this hypothesis is Question 23 which makes use 

of the Ordinal scale and requires respondents to rank the five given motivators from weakest 

to strongest. The remaining questions serve to let us understand better if respondents are 

inclined to become “efluentials” and whether they have actually spread messages to others on 

the internet in the past. While respondents agree that they have forwarded e-mails and video 

links to others in the past, they disagree that they would want to be the first to try out a 

product or service and are undecided if it makes them feel good to be able to spread messages. 

This indicates that respondents are not inclined to become “efluentials”. In terms of 

motivators, the strongest motivator for respondents to spread messages is due to fun or 

provocative contents of the message. Monetary incentive ranks second on the list. This shows 
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that our hypothesis is not valid. Further supporting evidence can be interpreted from the 

result that respondents disagree that they usually mass forward e-mails with financial benefits.  

 

Summing up this section, we have discussed the results of our structured questionnaire and 

analyzed how the findings validate or contradict each of our hypotheses. The table below 

shows our final results.   

 

Hypothesis Statement Final Result 

1 VMC significantly increases the awareness of 

consumers but does not have a significant impact on 

consumer purchasing decisions 

√    ACCEPT 

2 Consumers attach different level of trusts and credibility 

to the five forms of VMC.  

H2a: E-mail messages have the lowest trust and 

credibility level 

H2b: Forums have the highest trust and credibility level 

√    ACCEPT 

3 A significant number of consumers view viral marketing 

as spam messages and seldom pay attention to the 

contents 

×    REJECT 

4 Consumers are more receptive to VMC which market 

services compared to others which sell products 

√    ACCEPT 

5 Negative VMC has a stronger influence on consumer‟s 

perception and behavior than positive communication 

√    ACCEPT 

6 Monetary incentive is the strongest motivator for 

consumers to become “efluentials” – the active users 

and key people in the generation of viral messages 

×    REJECT 

Table 5.11: Final results of questionnaire for all hypotheses 

 

We will now present our interview findings and discuss if they help to support and confirm 

our questionnaire findings.  

 

5.1.2 Results and implications of interviews 

As mentioned in the previous section, we have also categorized our interview questions in 

accordance to the six hypotheses. Similar to how we have analyzed our questionnaire 

findings, we will also discuss briefly on how our interview findings tie in with each of the six 

hypotheses. 
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Before presenting our interview results in relevance to the hypotheses, we would like to first 

summarize the results we obtained on respondents‟ perception towards VMC.  

 

Question Main quotes from respondents Summary of findings 

1a) How will 

you define viral 

marketing? 

“Virus spreading fast” 

“Non-traditional means of marketing” 

“Using word of mouth, or internet” 

“Fast spreading information” 

“Something rampant” 

“Like swine flu because it is epidemic” 

“Similar to word-of-mouth marketing, but 

has a greater effect due to the power of the 

internet” 

Majority of the respondents 

understand to an extent what 

viral marketing means. Some tie 

the word „viral‟ to current 

disease outbreaks and think that 

it spreads fast and rampant. In 

general, respondents know that 

viral marketing involves the 

spreading of information over 

the internet. 

 

1b) What do you 

think is the 

difference 

between viral 

marketing and 

traditional 

marketing? 

“Faster and cheaper” 

“Able to reach out to more consumers, and 

unknowingly” 

“Viral has a stronger call for action while 

traditional marketing is more passive” 

“Viral marketing advertises online but 

traditional advertises through traditional 

methods like TV commercials, pamphlets, 

brochures and posters” 

“Mass penetration” 

“Viral is not so trustworthy, traditional is 

more stable” 

“Traditional media is more tangible” 

“Viral marketing is a new concept” 

“Traditional Marketing probably engages 

in more traditional mediums like print, TV 

and radio etc. However, for viral 

marketing, it uses more advanced 

technology that deals more with Internet 

like Blogs and Forums”  

“Traditional Marketing seems more 

controllable (in the sense you can control 

what is passed on to consumers) but for 

viral marketing, it can go off in all 

directions from what you expect” 

 

Respondents generally believe 

that traditional marketing 

involves traditional mediums 

such as print, TV, radio and 

other collaterals such as posters. 

They correctly point out that 

VMC is a relatively new 

concept and makes use of more 

advanced technology. 

Interestingly, one respondent 

said that VMC is not 

trustworthy. Certain benefits and 

weakness of VMC, such as 

reaching out to more consumers 

and being uncontrollable, have 

also been identified.   

Table 5.12: Results of interview for perception towards VMC 

 

Summary of interview results for perception towards VMC 

Most of the respondents understand that viral marketing involves spreading of information 

over the internet. There is an inclination for them to link the term to a virus disease. They are 
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able to state correctly that VMC is a relatively new concept and makes use of advanced 

technology. In addition, certain benefits and weakness of VMC, such as reaching out to more 

consumers and being uncontrollable, have also been identified.   

 

H1: VMC significantly increases the awareness of consumers but does not have a 

significant impact on consumer purchasing decisions 

 

Question Main quotes from respondents Summary of findings 

2c) Do you think 

that word-of-

mouth helps you 

to learn more 

about brands of 

product/services? 

“Yes” 

“It does, only if the person relating it has 

experienced it himself or herself” 

“No, I take them as comments only” 

“Yes, helps me to know more about 

products” 

“Yes, I think it helps to me to learn more. 

Especially when it is a brand which I‟ve 

not come across or a new brand which I 

know some of them have tried” 

 

13 out of 15 respondents agree 

that WoM helps them to learn 

more about products and 

services, especially if it 

concerns a new or unheard 

brand. One respondent 

emphasized that the 

communicator must have 

experienced the product or 

service in order for his or her 

feedback to be helpful. Only one 

respondent disagreed and treated 

WoM as personal comments. 

 

2d) Have you 

purchased a 

product that your 

friend/family 

recommended? 

“Yes, skincare” 

“No, there is no real need” 

“Yes, I have, quite a few times” 

“No, I think product quality is very 

subjective” 

“No, unless I myself think that that brand 

is good and worth buying or I need it” 

“No, I think you should use your own 

judgment for your decisions” 

 

Five respondents said that they 

have bought a product which 

was recommended by others.  

Others who did not said that 

there was no real need or they 

still depended on self judgment 

for their purchasing decisions. 

One respondent stressed his 

view that product quality 

perception is a subjective matter 

and thus preferred to judge for 

himself.  

 

2e) Have you 

used a service 

that your 

friend/family 

recommended? 

 

“No, I think you have to experience it 

yourself” 

“Yes, like hair and facials” 

“Yes, only for one. It was recommendation 

for a Chinese physician” 

“Yes, but I base the experience on my own 

judgment thereafter” 

“Yes, I think service is more general and if 

a friend says it‟s good, I most probably 

will try it when I get the chance” 

Seven respondents answered yes 

to this question and some gave 

examples of what services they 

had used. This was more than 

the number of respondents who 

had purchased a recommended 

product in the previous question. 

For respondents who said no, 

again they are of the opinion 

that they prefer to experience for 
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“No, I just go for services that I need” 

 

themselves and decide whether 

they like a service or not.  

 

4d) Do videos 

help you to 

remember a 

brand better after 

watching them? 

“No, I generally remember the type of 

product but not the brand” 

“Yes” 

“Not really” 

“Subconsciously” 

“For me, I can‟t remember unless the 

brand name is really corny” 

“Depending if it‟s impressionable, and 

usually humor helps” 

 

While over half of the 

respondents agreed that videos 

do help them to remember 

brands better, others revealed 

that they do not usually 

remember brands even after 

watching videos. Some said that 

the brand would have to be 

really catchy and 

impressionable, and humour 

content present in videos may 

help.  

 

7e) Does hearing 

about what 

others say on 

forums help you 

to learn more 

about a 

product/service? 

“Yes” 

“In some ways, yes” 

“To a certain extent” 

“I don‟t think so” 

13 respondents agree that 

hearing from others in forums 

help them to learn more about a 

product or service in a way. This 

means that their awareness is 

increased as a result.  

7f) Does hearing 

about what 

others say on 

forums help you 

to decide 

whether to 

actually purchase 

a product/ 

service? 

“No” 

“Usually not” 

“They contribute in a way” 

“I usually make the last call to buy or not” 

“It depends on me, not on others” 

“I sometimes still buy things that people 

do not recommend” 

“Yes, I am cautious of things that people 

say are bad” 

 

80% of respondents disagreed 

with the statement, stressing that 

their purchase decisions 

ultimately lies in their hands and 

sometimes it may be contrary to 

what other people recommend. 

The other respondents agree that 

feedback from others do 

contribute to their final decision, 

especially if a product or service 

has been deemed bad by others. 

 

Table 5.13: Results of interview for H1 

 

Summary of interview results for H1 

From the above findings, we can conclude that respondents feel that WoM helps to increase 

their awareness of a product or service. This is validated by questions 2c and 7e where 13 out 

of 15 respondents agree that hearing from others helps them to learn more about a brand of 

product or service. Over half of the respondents also agree that watching videos on the 

internet help them to remember a brand better. However, we can see that only a minority of 

the respondents think that VMC helps them in their purchasing decisions. For example in 
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question 7f, 80% of respondents disagreed with the question and emphasized that they 

exercise their own judgment in purchasing a product or service and it may be contrary to 

what people recommend. In questions 2d and 2e, although some respondents had previously 

purchased recommended product or services, many of them still highlight that own judgment 

is the primary factor for their decisions to buy a product or try out a service. Thus, this 

supports our questionnaire results and is further evidence that H1 can be accepted.  

 

H2: Consumers attach different level of trusts and credibility to the five forms of VMC.  

H2a: E-mail messages have the lowest trust and credibility level 

H2b: Forums have the highest trust and credibility level 

 

Question Main quotes from respondents Summary of findings 

2b) Do you 

usually trust 

what your 

friends/family 

are saying about 

a product/ 

service? 

“80 per cent” 

“Usually trust” 

“Depends on how much I trust the 

person‟s judgment” 

“Not always, I believe in my own 

judgment” 

“If it is bad feedback, yes. I won‟t waste 

time on that product or service. If it is 

good feedback, then 50-50” 

“Yes, and super yes if I see the results on 

him or her” 

“Not really” 

“Yes” 

“Half half” 

“Yes, I think there‟s no need for lies” 

 

20% of the respondents said in 

favor that they do trust what 

friends and family say about a 

product or service. Others had 

varying responses and do not 

fully trust what friends and 

family say. Instead, they might 

depend on their own judgment. 

A useful response from this 

question was regarding negative 

and positive WoM, and one 

respondent had a strong view 

that negative feedback should be 

trusted and positive feedback 

taken half-heartedly.  

3c) Do you open 

up e-mails from 

unknown 

senders? Why or 

why not? 

“Yes, I do open to read but do not 

download the attachments for fear of 

getting virus-related issues on my 

computer” 

“No, for fear of virus and unwillingness to 

waste my time online” 

“No, to play safe” 

“Most of the time, no. If I do open, it may 

be because the subject sounds legitimate 

from organizations” 

“No, may contain virus” 

“No, it is not a trusted source” 

“No, I am afraid it will have virus or is 

simply a spam mail so I will just thrash it” 

 

14 out of 15 respondents said 

they would not open up e-mails 

from unknown senders, mainly 

due to the fear of virus. Only 

one respondent said that he will 

open up the e-mails just to read 

the contents but will not 

download any attachment if 

there is.   
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3f) Do you 

always read e-

mails sent from 

people you 

know? 

“Yes, I read every mail” 

“Not always, those with headers which I 

deem unnecessary or useless for me are 

usually deleted” 

“Yes” 

“Not all the time. If there are huge files, 

lots of pictures, I might trash them” 

“Only if they are closer friends” 

“Not really” 

“Most of the time” 

 

60% of the respondents 

indicated that they generally do 

read the e-mails sent from 

people they know. The 

remaining respondents said that 

they need to take other factors 

into consideration, for e.g. size 

of the e-mail, strength of the tie 

between himself and the sender, 

and subject of the e-mail. 

5d) Do you 

generally believe 

what other 

people say in 

their blogs? 

“Yes, I do believe” 

“Mostly, if they are my friends” 

“If they are friends, yes. If they are 

strangers, not really” 

“Sometimes” 

 

13 out of 15 respondents 

indicated their general belief in 

blogs. However, they mostly 

emphasize that this is provided 

the blogger is their friend or 

someone they know. If the blog 

is by an unknown party, the trust 

level decreases. This helps to 

validate the powerful potential 

influence VMC possesses.  

 

5e) Have you 

ever read blog 

entries which are 

promoting a 

certain brand of 

product/service? 

What was your 

reaction? 

“No, I think I will not be interested to read 

about products or services” 

“Yes, cynical. They were probably paid 

for or marketing driven” 

“No” 

“Yes, neutral. I just looked at it” 

“Yes, I think they are advertising it for 

extra pocket money or trying to get a free 

gift” 

“Yes. I know it‟s paid so I usually take it 

with a pinch of salt” 

 

Two-thirds of the respondents 

have come across blog entries 

which were promoting a product 

or service. They are mostly 

aware that it constituted as paid 

advertising and thus remained 

neutral or skeptical about it.  

7b) Do you 

believe what 

your 

friends/family 

say about a 

product/service 

in forums? 

“I generally read and try to understand 

their experiences, but do not trust fully” 

“Yes, if I know them well enough” 

“Yes” 

“Usually” 

“Not really” 

“Yes, I think people usually don‟t lie in 

forums” 

“Yes, I think they write fairly from their 

experience in real life” 

 

13 respondents indicated their 

trust in what friends and family 

say about a product or service in 

forums. One respondent said 

that he does not think people 

will lie in forums while another 

believes that forum depicts quite 

accurate real life experiences.  

7c) Do you 

believe what 

other forum 

users whom you 

“Not really” 

“Cynical, some could be behind the scene 

marketing” 

“Sometimes” 

As compared to the previous 

question, only six respondents 

indicated trust in what other 

users whom they do not know 
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might not know 

are saying about 

a product/ 

service? 

“Yes” 

“More or less” 

“Neutral” 

“Not as much as I will trust my friends and 

family for sure” 

 

say about a product or service in 

forums. While the percentage 

has dropped, it remains a 

relatively high proportion of 

respondents who trust the 

platform and this indicates that 

respondents in general trust 

forums. However, they highlight 

that they trust people they know 

more than strangers in these 

forums. 

 

Table 5.14: Results of interview for H2 

 

Summary of interview results for H2 

The interview findings demonstrate that respondents trust what people they know are saying 

about a product or service more than people they do not know. However, the extent of their 

trust on such WoM varies from case to case and from individual to individual. While we can 

garner that respondents attach different levels of trust to the platforms such as blogs, forums 

and e-mails based on the responses, it is hard to distinguish their preferred ranking and work 

out which is the most and least trust platform from the qualitative data. Thus, we will mainly 

rely on our quantitative data results for this hypothesis. 

 

H3: A significant number of consumers view viral marketing as spam messages and 

seldom pay attention to the contents 

 

Question Main quotes from respondents Summary of findings 

3b) How do you 

define spam e-

mails? 

“Messy and time wasting” 

“Mails sent via unknown users promoting 

products” 

“Irrelevant, marketing, one-to-many e-

mails” 

“Irritating, mass, recurring, hard to get rid 

e-mails. Might sometimes be from people 

you know” 

“Thrash, those that you delete immediately 

and are sent from people you don‟t know” 

“Spam e-mails are those not sent by my 

contacts. They somehow got hold of your 

e-mail address and auto generate trash 

mails to you and choke up your inbox” 

“E-mail used for advertising” 

Respondents generally link 

spam e-mails with advertising or 

marketing and serve to promote 

a product or service. Many of 

them are of the view that these 

e-mails come from unknown 

parties. Only one respondent 

said that it may come from 

people she knows.  
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“E-mails which are selling products/ 

services or e-mails sent by an unknown 

person” 

 

3c) Do you open 

up e-mails from 

unknown 

senders? Why or 

why not? 

“Yes, I do open to read but do not 

download the attachments for fear of 

getting virus-related issues on my 

computer” 

“No, for fear of virus and unwillingness to 

waste my time online” 

“No, to play safe” 

“Most of the time, no. If I do open, it may 

be because the subject sounds legitimate 

from organizations” 

“No, may contain virus” 

“No, it is not a trusted source” 

“No, I am afraid it will have virus or is 

simply a spam mail so I will just thrash it” 

 

14 out of 15 respondents said 

they would not open up e-mails 

from unknown senders, mainly 

due to the fear of virus. Only 

one respondent said that he will 

open up the e-mails just to read 

the contents but will not 

download any attachment if 

there is.   

3f) Do you 

always read e-

mails sent from 

people you 

know? 

“Yes, I read every mail” 

“Not always, those with headers which I 

deem unnecessary or useless for me are 

usually deleted” 

“Yes” 

“Not all the time. If there are huge files, 

lots of pictures, I might trash them” 

“Only if they are closer friends” 

“Not really” 

“Most of the time” 

 

60% of the respondents 

indicated that they generally do 

read the e-mails sent from 

people they know. The 

remaining respondents said that 

they need to take other factors 

into consideration, for e.g. size 

of the e-mail, strength of the tie 

between himself and the sender, 

and subject of the e-mail. 

5d) Do you 

generally believe 

what other 

people say in 

their blogs? 

“Yes, I do believe” 

“Mostly, if they are my friends” 

“If they are friends, yes. If they are 

strangers, not really” 

“Sometimes” 

 

13 out of 15 respondents 

indicated their general belief in 

blogs. However, they mostly 

emphasize that this is provided 

the blogger is their friend or 

someone they know. If the blog 

is by an unknown party, the trust 

level decreases.  

 

6b) Do you 

usually click on 

links or view 

videos sent or 

posted by 

friends/family on 

social 

networking 

sites? 

“No” 

“Yes” 

“Only if it is of interest” 

“Sometimes” 

“Not really. Depending on the content” 

Of the 14 respondents who visit 

social networking sites, three 

will view videos posted by 

friends of family. Others either 

said they will not or they might, 

depending on what is the 

content of the video before they 

decide whether to open it up or 

not.  

Table 5.15: Results of interview for H3 
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Summary of interview results for H3 

Question 3b demonstrates that respondents generally define spam e-mails as those who are 

sent from unknown parties and not from their friends or family. Nearly all of them do not 

open up messages from people they do not know whereas more than half of them will read e-

mails which are sent from people they know. 13 respondents also indicated their general 

belief in blogs provided that it is written by people they know. Similar to our questionnaire 

findings, since VMC is defined as using peer-to-peer communications, our interview results 

help to support the questionnaire findings that VMC is not significantly viewed as spam and 

thus H3 is rejected. 

 

H4: Consumers are more receptive to VMC which market services compared to others 

which sell products  

 

Question Main quotes from respondents Summary of findings 

2d) Have you 

purchased a 

product that your 

friend/family 

recommended? 

“Yes, skincare” 

“No, there is no real need” 

“Yes, I have, quite a few times” 

“No, I think product quality is very 

subjective” 

“No, unless I myself think that that brand 

is good and worth buying or I need it” 

“No, I think you should use your own 

judgment for your decisions” 

 

Five respondents said that they 

have bought a product which 

was recommended by others.  

Others who did not said that 

there was no real need or they 

still depended on self judgment 

for their purchasing decisions. 

One respondent stressed his 

view that product quality 

perception is a subjective matter 

and thus preferred to judge for 

himself.  

 

2e) Have you 

used a service 

that your 

friend/family 

recommended? 

“No, I think you have to experience it 

yourself” 

“Yes, like hair and facials” 

“Yes, only for one. It was recommendation 

for a Chinese physician” 

“Yes, but I base the experience on my own 

judgment thereafter” 

“Yes, I think service is more general and if 

a friend says it‟s good, I most probably 

will try it when I get the chance” 

“No, I just go for services that I need” 

 

Seven respondents answered yes 

to this question and some gave 

examples of what services they 

had used. This was more than 

the number of respondents who 

had purchased a recommended 

product in the previous question. 

For respondents who said no, 

again they are of the opinion 

that they prefer to experience for 

themselves and decide whether 

they like a service or not.  

 

7g) Is it more 

important to 

“Trying out a service is more important to 

me” 

Respondents gave two general 

responses to this question. Nine 



Viral Marketing Communication – A study on consumer perception and response MBA Thesis ’2009 

Low Jiun Wee Xavier and Goh Yun Shuang Summer  Page 51 of 93 

 

listen to others‟ 

feedback before 

1) buying a 

product or 2) 

trying out a 

service, or are 

they equally 

important? 

“I will try it out myself for both” 

“I think service is more important, product 

quality can be more judgmental” 

“Both are important” 

“If a service is lousy, I will most likely not 

use it” 

“I will use my own judgment to decide for 

both after trying them out” 

“Product, you can dump. Service, that 

experience stays in you for a longer time” 

 

respondents remained neutral 

and view that both buying a 

product and trying a service are 

equally important or 

unimportant. The other six 

respondents believed that it is 

more vital to get feedback 

before trying a service than 

buying a product. Interestingly, 

no one had the view that 

feedback is more important in 

buying a product than trying out 

a service.  

 

Table 5.16: Results of interview for H4 

 

Summary of interview results for H4 

A comparison between the findings for questions 2d and 2e reveals that the number of 

respondents who had used a service recommended by friends or family is higher than the 

number of respondents who had purchased a recommended product. More importantly, 

question 7d indicates that while 60% of respondents are neutral about whether it is more 

important to get feedback before buying a product or trying a service, the remaining 40% said 

that it is more vital to listen to others before trying a service than buying a product. None of 

them said that it is more important the other way round. We believe that this finding helps to 

support our quantitative findings for H4 and thus the hypothesis is accepted.  

 

H5: Negative VMC has a stronger influence on consumer’s perception and behavior 

than positive communication 

 

Question Main quotes from respondents Summary of findings 

2g) Are you 

more affected 

about negative 

comments and 

feedback about a 

product/service 

than positive 

comments? If so, 

why? 

“Yes, that prevents me from impulsive 

purchases because the person obviously 

had a bad experience” 

“Yes, so I can strike out that particular 

lousy product/service and narrow down 

my search for the perfect product/service” 

“Yes, negative comments turn people 

away” 

“Yes, people always like only positive 

comments” 

“No” 

A total of nine respondents 

agreed that they are more 

affected by negative comments; 

citing reasons such as prevent 

impulsive purchases, eliminate 

inferior products/services or 

simply feel turned off. The other 

six respondents disagreed and 

some explained saying that they 

usually use their own judgment 

to decide if a product or service 



Viral Marketing Communication – A study on consumer perception and response MBA Thesis ’2009 

Low Jiun Wee Xavier and Goh Yun Shuang Summer  Page 52 of 93 

 

“No, I think it depends on the consumer‟s 

perspective when they rate the 

product/service. I normally use my own 

judgment to decide if a product/service is 

good or bad” 

 

is good.  

7d) Are you 

more affected by 

negative 

feedback on 

forums than 

positive 

feedback? 

“Yes, bad experiences can‟t possibly all be 

generated from brand competitors” 

“About the same” 

“I am more affected by negative, but I 

believe in exercising your own judgment 

eventually” 

“Yes definitely, why bother to try out 

things which are negatively rated” 

“Neutral” 

“Yes” 

“Not really” 

 

12 out of 15 respondents agreed 

that they are more affected by 

negative comments than positive 

ones on forums. This is because 

they believe that the negative 

feedback is genuine and it is not 

worthwhile trying out a product 

or service which has not been 

well received. Other respondents 

remained neutral about the two.  

Table 5.17: Results of interview for H5 

 

Summary of interview results for H5 

Questions 2g and 7d of the interview clearly demonstrate that a higher proportion of 

respondents are more affected by negative feedback than positive feedback. 60% of 

respondents are more affected by negative WoM than positive WoM in general; while 80% of 

respondents are more affected by negative feedback than positive feedback on forums. 

Respondents are of the view that negative feedback is generally genuine and helps to prevent 

them from making impulsive purchases or buying inferior goods. Some even say that 

negative WoM turns them away. This finding is a further piece of evidence in support of our 

questionnaire results and helps to validate H5. 

 

H6: Monetary incentive is the strongest motivator for consumers to become 

“efluentials” – the active users and key people in the generation of viral messages 

 

Question Main quotes from respondents Summary of findings 

2f) If you feel 

that a 

product/service 

is good, do you 

spread the word 

to people you 

know? 

“Yes” 

“Only if I think the information is relevant 

to them” 

“Yes, I usually spread” 

“Yes, I think it can help them” 

“Yes, but I will share both good and bad 

feedback. If a product or service is so-so, I 

All of the respondents agreed 

that they will spread the word if 

they think that a product or 

service is good. One emphasized 

that it must be in cases where he 

thinks that the information will 

help the person he is spreading 
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will not share” 

“Yup! Will definitely spread the word to 

others” 

 

the word to.  

3d) Have you 

forwarded e-

mails to people 

you know? If so, 

what kind of 

contents did they 

have? 

“Yes, generally interesting e-mails to share 

the jokes and humour” 

“Yes, inspirational, humorous, informative 

content” 

“Yes, religious or funny e-mails” 

“They usually stop at me. But I did 

forward jokes in the past” 

“Seldom” 

“Basically stuff which makes me happy 

when I read them, like jokes, cartoon or 

comic strips or stories with meaning 

morals” 

“Yes, entertainment, knowledge, 

information” 

“Yes, usually jokes” 

“Yes, usually discount coupons, special 

deals, promotions” 

 

Majority of the respondents 

revealed that they had forwarded 

e-mails to people they know. 

The main contents of such e-

mails revolve around jokes, 

entertainment, meaningful or 

inspirational stories and 

informative content. One 

respondent gave a varied 

response saying that she usually 

forwards e-mails with discount 

coupons or special promotions 

to share the offers with her 

friends and family. 

3e) What is the 

main motivator 

for you to 

forward e-mails? 

“To share my happiness with the people I 

know” 

“There needs to be a connection between 

the content and the person I am forwarding 

it to” 

“The content must be funny or 

meaningful” 

“Boredom, or interesting e-mails” 

“I will share caution. That means negative, 

risky or harmful information” 

“To spread the joy in the content and make 

someone‟s day” 

“Content really worth reading” 

“If I get something in return. Or it‟s just 

good deals which I want to share with my 

friends” 

 

Majority of the respondents cite 

entertainment and funny content 

as the main motivator for them 

to spread e-mails. Only one 

respondent said that an incentive 

will be her biggest motivator. 

Another respondent revealed 

that he will definitely share 

negative feedback because he 

feels there is a need to warn 

others.  

3g) Will you be 

inclined to mass 

forward e-mails 

which state that 

you will earn a 

monetary reward 

if you do so? 

“No, I never believed in the existence of 

such means of marketing unless the 

monetary awards comes to me before I 

send the e-mail” 

“No, it has been proven that most of these 

are fake. Plus I don‟t believe in MLM 

(multi-level marketing)” 

“No, I don‟t believe” 

“Maybe. If it‟s just a click, why not?” 

“I will never do that because I think they 

13 out of the 15 respondents 

gave a firm negative answer to 

this question, revealing a 

common consensus that they do 

not believe in such e-mails. 

Only one respondent said that 

she would and another said that 

it may be possible.   
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just want to collect our e-mail addresses 

and spam us to death” 

“Yes, though I‟ve not come across any as 

of now” 

 

4e) Do you 

recommend 

videos to people 

you know 

because you feel 

that they might 

be interested 

too? 

“Yes” 

“No” 

“Maybe” 

“I will post it on my blog” 

80% of the respondents said that 

they will recommend videos to 

people if they feel that they 

might be interested in the 

content. Only one respondent 

said he would not, and another 

said it depends. Yet another 

respondent said that he will post 

it on his blog, which also serves 

as a recommendation for people 

he knows to watch.  

 

4f) What is the 

main motivator 

for you to share 

spread videos to 

people you 

know? 

“That I know that my friends or family are 

definitely interested in the content” 

“There needs to be a connection between 

the video and the person I am sending to” 

“Meaningful or funny content” 

“For sheer fun” 

“Share the joy” 

“If it features a good brand” 

“If it‟s funny” 

 

 

Similar to previous finding in 

the e-mail section, respondents 

reveal that the main motivator 

for them to forward videos is 

due to funny content. Others 

highlight that the video must 

have a relevance to the person 

he chooses to forward to or state 

that sharing is a form of joy. 

One respondent said that he will 

spread videos which feature a 

brand he thinks is good. 

 

6c) Have you 

ever posted any 

links or sent 

videos on these 

sites to 

encourage 

people you know 

to view the 

contents? If so, 

why did you do 

it? 

“Yes, to encourage them to view the 

interesting or humorous information” 

“Yes, but mainly personal videos on my 

life to share with people” 

“No” 

“No, I only play games usually” 

 

Only three respondents have 

ever posted videos on social 

networking sites. The content 

was mainly on personal 

experiences, interesting or funny 

content.  

Table 5.18: Results of interview for H6 

 

Summary of interview results for H6 

Question 3g shows that 13 out of 15 respondents do not think that monetary rewards will 

make them more inclined to forward e-mails. When asked about the motivators for spreading 
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messages to friends or family, respondents generally view that they are most likely to forward 

content which is interesting, funny and entertaining. Other motivators may include 

informative content or content that the other party may be interested in or associated with. 

This finding illustrates that monetary incentive is not a strong motivator for respondents to 

want to spread messages actively and thus it is concluded that H6 can be rejected.  

 

In summary, our interview findings are in line with and help to support our questionnaire 

results. The qualitative interviews have been helpful not only in affirming our quantitative 

findings in this relatively new topic of VMC, but also beneficial in allowing us to gain a more 

in-depth understanding of consumer perception and response. Thus, our results on whether 

each of our hypotheses should be accepted or rejected (as shown in Table 5.11 previously) 

are proven and stand as final. 

 

Case study findings 

Moving on, we also conducted three case studies during the interviews. While they may not 

be of strong relevance to the hypotheses, we believe that real life case studies will help us to 

better understand consumer perception of VMC. Our summary of the findings are as below. 

(See Appendix IV for more detailed results) 

 

Case Study Description Main Findings 

1) Hotmail 

 

Reason: Hotmail has been 

termed as one of the pioneer 

users of VMC and is still a 

strong player in the market 

today 

 

80% of the respondents have a Hotmail account. All of 

them either heard about it from friends or relatives. Thus 

we conclude from this result that WoM was the main 

driving factor in getting people to sign up for Hotmail. 

Their purpose of signing up was mainly to stay in touch 

with peers and family. 50% of the 12 respondents who 

have Hotmail have encouraged people they know to sign 

up for it. Some said it was through personal WoM while 

others said they forwarded e-mails to peers who in turn 

signed up for the account. 

 

2) Susan Boyle 

 

Reason: Her video has been the 

recent viral phenomenon on 

YouTube. The clip we have used 

for the interview stands at an 

impressive 67,907,888 hits (as 

Out of the 15 respondents, 13 of them have heard of the 

name Susan Boyle. Three of them had heard about her 

from the news while the remaining 10 was through WoM. 

When asked specifically the information source, four of 

them said it was through conversations with friends while 

the remaining six found out either through YouTube or 

viral e-mails. Of these 13 respondents, 11 could correctly 

name the competition she participated in. When asked if 
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of 14 Jun 2009) 

 

they will forward the video to friends or family, 20% said 

they will do so because they find her special or the video 

inspiring and another 20% said they will consider.  

 

3) Heineken 

 

Reason: The video has 

generated much interest and 

feedback by depicting gender 

differences in a funny light. 

People have also started 

conversations about it and 

spreading the video on social 

network sites  

 

Of the 14 respondents who visit social networking sites, 

four of them have been recommended by friends or family 

through their social network sites to view the Heineken 

commercial. Three of them said it was through Facebook 

while the last respondent could not remember because he 

had several different networks. All of the four respondents 

gave favorable comments for the Heineken commercial 

and generally thought that it was an interesting 

commercial. 60% said they will pass on the ad to their 

friends and family because it is interesting and funny. In 

addition, 10 out of the 14 social network users said that 

they have been recommended by friends or family to view 

commercial related contents (other than the Heineken ad). 

Those who had viewed such ads termed them as generally 

interesting, informative or funny.  

 

Table 5.19: Results of case studies from interview 

 

Summary of case study results from interview 

We believe that the findings from the case studies have helped to generate a clearer view of 

the power of VMC and how it affects consumers in many aspects. In the case of Hotmail, all 

of the 12 respondents who have Hotmail accounts heard about it from friends and family. 

This helps to show that WoM is indeed a strong marketing force and plays a huge part behind 

the success of Hotmail. The second case study on Susan Boyle also revealed the enormous 

strength of VMC. Not only did her clip on YouTube generate amazingly high hits, a high 

majority (13 out of 15) of our interviewees has also heard about her and a high proportion (10 

out of 13) did so by WoM means. It is noted that electronic WoM played a stronger role than 

traditional WoM in this case. Lastly, the Heineken case study demonstrated that funny 

commercials generally receive more attention from consumers and are more likely to get 

passed around. 71% of social network users that we interviewed had previously been 

recommended by friends or family to watch commercially-related contents and termed them 

as generally funny, informative or interesting.  
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5.2 Significance of Results 

 

Considering that there has been limited past literature performed into VMC at the moment, 

particularly in the area of consumer behavior, we believe that our quantitative research has 

produced important analytical findings on consumer perception and response towards this 

marketing technique. In addition, our qualitative research has also revealed fundamental 

insights and helped us to paint a clearer picture on how consumers view, receive and react 

towards VMC and traditional WoM.  

 

We believe that this is a first step towards generating more in-depth consumer related 

research on the topic of VMC in future. In the next chapter, we will proceed to summarize the 

significance of the findings for each of our hypotheses as well as conclude our study with 

suggested recommendations for future research.  
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CHAPTER SIX: CONCLUSION OF ANALYSIS 

 

6.1 Summary and Findings 

 

Our summary of the main findings of our paper are as below in accordance with our six 

hypotheses.  

 

H1 reveals that VMC significantly increases the awareness of consumers but does not have a 

significant impact on consumer purchasing decisions. This finding will be vital for marketers 

to perform further research on how VMC can lead to actual purchase behavior in order for it 

to result in higher revenue for the company. 

 

H2 shows that consumers attach different levels of trust to the different VMC platforms found 

on the Internet. This is an important consideration when companies decide on which 

platforms to employ and evaluate whether a combination of platforms will be most effective. 

As we predict that more platforms will arise in future, it may be necessary to conduct even 

more research into this area.   

 

The rejection of H3 reveals that VMC is not viewed as spam messages and people do pay 

attention to the contents. This finding may seem obvious but we think that the underlying 

conclusion here is that VMC takes place within social spheres and passed on from peer-to-

peer, thereby gaining a certain level of trust from consumers. It will be important to study in 

detail how the strength of tie relations will affect consumer perception of the received 

messages and how this in turn influences what reaction and response they undertake. 

 

H4 indicates that consumers are more receptive to VMC which markets services as compared 

to products. This can be a potential area for service companies to tap into, while on the other 

hand, these companies must also bear in mind that the effects of VMC can go both ways for 

them, depending on whether consumers are spreading positive or negative feedback in 

general.  

 

This brings us to H5, which affirms the point that negative WoM has a stronger influence on 

consumer perception and behavior than positive communication. This means that marketers 
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should be cautious of negative feedback which is taking place regarding their product or 

service. The benefit of VMC is that unlike traditional WoM, it can be tracked in many cases. 

Where negative feedback gets overwhelming, marketers need to devise counter strategies to 

avoid the feedback from snowballing.   

 

Lastly, H6 shows the motivators behind consumers in wanting to become “efluentials” and 

spread messages to friends and family.  Our results conclude that monetary incentive is not 

the top motivator. In general, consumers are more inclined to spread contents which are 

funny, entertaining or interesting. Companies might take this into consideration in their 

marketing plan and if VMC is employed as one of the strategies, they might adapt the 

advertisement or message and add a humorous touch to it.  

 

We believe that while the hypotheses findings are the primary findings of our paper, other 

insights that we have generated from both the quantitative and qualitative research methods 

are also useful in gaining a fundamental understanding into the topic of consumer perception 

and response towards VMC.   

 

 

6.2 Suggestions for Future Research 

 

Our recommendations for future research related to VMC and consumer behavior are: 

 

1) Increase sample size and conduct probability sampling 

If time and resources permit, it would be good to conduct a fuller scale study on consumer 

perception and response. The sample size of both the quantitative and qualitative research 

should be increased, and probability sampling such as random sampling should be employed 

instead of convenience sampling to provide a more representative view of the population. 

 

2) Explore relationship between demographics and consumer perception and response 

As VMC is a global trend, it will be of interest to explore how differences in the 

demographics of consumers will lead to differences in the way they view and act towards 

VMC. For instance, investigations into how differences in gender, culture, nationality and 

ethnic groups influence consumer perception can be performed and relationships can be 

hypothesized and tested. 
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3) Develop real-time campaigns to measure effectiveness 

In using case studies to understand consumer perception and observe their behavior, it is also 

recommended to make use of new, unseen, or even fictional advertisements for the purpose 

of studying consumer response. This will help to eliminate the time issue problem we faced 

and also get rid of any bias or preconceptions of a brand that consumers might possess prior 

to the study.  

 

4) Conduct research data collection in formal, proper settings 

Lastly, we would also recommend future researchers to make use of more appropriate 

settings in their data collection. For example in our qualitative research, we made use of 

respondents‟ homes as the settings for the interviews and faced several problems such as 

interruptions as previously mentioned. We believe that qualitative research is crucial for the 

investigation of our topic and it is necessary to have interaction with the respondents to better 

understand the way they act and feel. If possible, focus groups should be conducted in order 

to gain rich, in-depth consumer insights. Researchers might want to consider using formal 

focus group rooms or set rules such as switching off mobile phones to avoid unnecessary 

disruptions.  

 

To conclude our study, we believe that VMC possesses immense potential as a marketing line 

of attack and in future, more companies will attempt to harness its power and reap the 

benefits of this internet tactic. It will be essential to perform more profound and thorough 

research into consumer behavior towards VMC to develop even more successful marketing 

and communication strategies in time to come.  
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Appendix I: Main body of questionnaire  
 

 

Demographics 

 

1) Your gender:       Male   Female  

 

2) Your age is:  

   20 and below   

   Between 21-25 

   Between 26-30  

   Between 30-35  

   Between 36-40  

   40 and above  

  

Internet usage 

 

3) How often do you log on to the internet every week? 

 2 days or less a week 

 3-4 days a week 

 5-6 days a week 

 Every day  

 

4) How long do you usually spend on the internet per week? 

 < 10 hrs a week 

 10-19 hrs a week 

 20-29 hrs a week 

 30-39 hrs a week 

 40-49 hrs a week 

 > 50 hrs a week 

 

5) How much time on average do you spend on each of the below in a week? 

 
 E-mail Video 

websites 

(e.g. 

YouTube) 

Blogs Social 

Networks 

(e.g. 

Facebook) 

Forums 

Not at all      

< 1 hr a week      

1-4 hrs a week      

5-8 hrs a week      

9-12 hrs a week      

13-16 hrs a week      

>16 hrs a week      

 

 

Consumer Perception & Response 

 

On a scale of 1-7, please state if you agree or disagree and to what extent on the following 

statements. 
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 Strongly 

agree 
1 

Agree 

 
2 

Agree 

somewhat 
3 

Undecided 

 
4 

Disagree 

somewhat 
5 

Disagree 

 
6 

Strongly 

disagree 
7 

6) I am aware of internet 

advertisements 

       

        

7)  I trust word-of-mouth 

communication on the internet 

 

       

8) It is important for me to hear 

about the experiences of others 

before buying a product/service 

 

       

9) I am more affected by negative 

comments about products as 

compared to positive comment 

       

 

 

 

10) I usually want to be the first to 

try out a new product/service 

       

        

11) It makes me feel good to be 

able spread messages about 

products/services to my friends on 

the internet  

       

        

12) Through internet word-of-

mouth, I learnt more about brands 

of products/services 

       

        

13) I am more inclined to 

purchase products/services when 

the messages were passed by 

people I know 

       

        

14) I have actually purchased a 

product/service after hearing about 

it from the internet 

       

        

15) The internet word-of-mouth 

helps to strengthen my belief and 

commitment towards a brand of 

product/service 

 

       

 

16) I trust more in what people are 

saying about services than 

products 

 

       

17) E-mail 

 

Strongly 

agree 

1 

Agree 

 

2 

Agree 

somewhat 

3 

Undecided 

 

4 

Disagree 

somewhat 

5 

Disagree 

 

6 

Strongly 

disagree 

7 

17a) I often use E-mail to stay in 

touch with my friends and 
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relatives  

 

17b) I generally trust the contents 

of e-mails I receive from people I 

know 

       

        

17c) I view e-mails from unknown 

parties as spam 

       

        

17d) I do not open up e-mails from 

unknown parties 

 

       

17e) I have the habit of forwarding 

e-mails to people I know whom I 

feel will be interested in the 

contents 

 

       

 

17f) I usually mass forward e-

mails with "financial benefits" 

described in the mail 

 

       

18) Videos 

 

       

18a) I frequently watch videos on 

the internet 

       

        

18b) I am aware of 

marketing/advertising messages 

present in viral videos 

       

        

18c) Funny videos help me to 

remember a brand better 

       

        

18d) I have spread video links to 

my friends/relatives before 

 

       

19) Blogs 

 

       

19a) I am a blogger and have my 

own blog 

Yes  No       

        

19b) I like to read others‟ blogs        

        

19c) I generally believe what 

people write in their  blogs 

       

        

19d) I do not think that people 

should blog to advertise stuff 
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20) Social Networks 

Strongly 

agree 
1 

Agree 

 
2 

Agree 

somewhat 
3 

Undecided 

 
4 

Disagree 

somewhat 
5 

Disagree 

 
6 

Strongly 

disagree 
7 

20a) I like to stay in touch with 

my friends on social network sites 

(e.g.  Facebook, Friendster, 

Multiply) 

       

        

20b) I am aware of advertising 

messages on these sites 

       

        

20c) I usually do not pay attention 

to the paid advertisements which 

appear on the sites 

       

        

20d) I usually view 

messages/video links sent, posted 

or recommended from my friends 

and relatives 

       

 

21) Forums 

 

       

21a) I visit forums when I am free        

        

21b) I trust what other people are 

relating from their experiences in 

forums 

       

        

21c) It is important for me to listen 

to what others feedback in forums 

before deciding if a 

product/service is good 

       

 

22) How will you rank the below aspects of the internet in terms of trustworthiness? Please 

RANK from 1-5, 1 being the least trustworthy and 5 being the most trustworthy.  

 

E-mails Select ranking 

Videos Select ranking 

Blogs Select ranking 

Social networking sites Select ranking 

Forums Select ranking 

 

23) What will be the main motivator for you to spread messages to others on the internet? 

Please RANK from 1-5, 1 being the weakest and 5 the strongest) 

 

Freebies (e.g. software, services, trial usage) Select ranking 

Concern about an issue (e.g. current affairs) Select ranking 

Monetary incentive (e.g. discounts, coupons) Select ranking 

Fun or provocative contents (e.g. humor, controversy) Select ranking 

Feel-good-factor (being in-the-know or a trend spotter) Select ranking 
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Appendix II: Main results of questionnaire 

 

Demographics 

 

1. Gender 

 

 

 

 

 

 

 

 

Chart I: Gender information of questionnaire respondents 

 

Results: The total sum of responses is 236, out of which 101 are male and 135 are female.  

 

2. Age 

 

 

 

 

 

 

 

Chart II: Age information of questionnaire respondents 

 

Results: The total sum of responses is 236, out of which five are 20 and below, 53 are 

between 21- 25, 91 are between 26-30, 74 are between 31- 35, 10 are between 36- 40 and 

three are above 40. 

 

Internet Usage 

3.   Number of days per week logged on to internet 

Average no. of days per week logged on to internet

24%

63%

1% 12%

2 days or less

3-4 days

5-6 days

Everyday

 

Chart III: Average number of days per week logged on to internet 

 

Gender

43%

57%

Male

Female

Age

40%

31%

4% 2%

22%
20 and below

21-25

26-30

31-35

36-40

40 and above
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Results: Out of the 234 respondents to this question, two log on to the internet 2 days or less 

per week, 27 log on 3-4 days per week, 57 log on 5-6 days per week and 148 log on every 

day. 

 

4.   Average time spent on internet per week 

Average time spent on internet per week

20%

20%15%

11%

24%  < 10 hours

10-19 hours

20-29 hours

30-39 hours

40-49 hours

> 50 hours

 

     Chart IV: Average time spent on the internet per week 

 

Results: Out of the 235 respondents to this question, 23 spend less than an average of 10 

hours per week on the internet, 48 spend between 10-19 hours, 46 spend between 20-29 

hours, 35 spend between 30-39 hours, 27 spend between 40-49 hours and 56 spend over 

50 hours. 

  

5.   Average time spent on the five platforms per week 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 Chart V: Average time spent on the five platforms per week 

 

Results: Out of the average 232 respondents to this question, most time is spent on email 

(41% spend 9 hours or above per week) and least time is spent on blogs (73% spend 1 

hour or less per week).   

Video Websites

24%

29%

18%

2% 6% 4% 17%

Not at all

< 1 hour

1-4 hours

5-8 hours

9-12 hours

13-16 hours 

> 16 hours

Email

25%

17%
17%3%

6%

32%

Blogs

34%

18%

7% 0% 2%

39%

Social Networks

18%

33%

19%

5%
3% 11% 11%

Forums

29%

25%

1%2% 4%

39%
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Consumer Perception and Response  

Note: This is done using the Likert Scale, degree of response varies with 1 being strongly 

agree and 7 being strongly disagree. 

 

6 to 16.   General 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Statistics Table 1: Consumer perception and response towards VMC in general 

 

 

 

 

 

 

Question\Likert Scale 1 2 3 4 5 6 7 Total Mean SD CI

118 86 23 5 4 0 0 236

118 172 69 20 20 0 0 399

23 61 87 29 20 8 7 235

23 122 261 116 100 48 49 719

31 34 41 29 56 34 9 234

31 68 123 116 280 204 63 885

28 88 72 27 13 3 4 235

28 176 216 108 65 18 28 639

2 11 34 48 59 62 19 235

2 22 102 192 295 372 133 1118

4 32 44 58 53 36 8 235

4 64 132 232 265 216 56 969

9 110 85 12 8 10 0 234

9 220 255 48 40 60 0 632

67 98 39 7 11 8 5 235

67 196 117 28 55 48 35 546

17 20 32 50 74 24 17 234

17 40 96 200 370 144 119 986

8 99 89 5 21 10 4 236

8 198 267 20 105 60 28 686

20 58 53 43 29 24 7 234

20 116 159 172 145 144 49 805

6) I am aware of internet 

advertisements

No. of responses

Total

No. of responses

Total

No. of responses

Total

11) It makes me feel good to 

be able spread messages about 

products/services to my friends 

on the internet

No. of responses

Total

No. of responses

Total

10) I usually want to be the first 

to try out a new product/service

7) I trust word-of-mouth 

communication on the internet

8) It is important for me to hear 

about the experiences of others 

before buying a product/service

No. of responses

Total

9) I am more affected by 

negative comments about 

products as compared to 

positive comment

No. of responses

Total

No. of responses

Total

No. of responses

Total

No. of responses

Total

3.44

15) The internet word-of-

mouth helps to strengthen my 

belief and commitment towards 

a brand of product/service

16) I trust more in what people 

are saying about services than 

products

1.57

No. of responses

Total

2.32

2.91

1.58

1.69

3.06

3.78

2.72

4.12

0.86

1.38

1.76

1.37

1.05

0.11

0.22

0.18

0.14

0.20

0.20

13) I am more inclined to 

purchase products/services 

when the messages were 

passed by people i know

0.18

0.16

0.18

0.18

0.16

1.23

1.42

1.40

1.26

4.76

2.70

4.21

12) Through internet word-of-

mouth, I learnt more about 

brands of products/services

14) I have actually purchased a 

product/service after hearing 

about it from the internet
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17.   E-mail 

 

 

 

 

 

 

 

 

 

 

Table 2: Consumer perception and response towards email 

Statistics Table 2: Consumer perception and response towards e-mail 

 

18.   Videos 

 

 

 

 

 

 

 

Statistics Table 3: Consumer perception and response towards videos 

 

19.   Blogs 

 

 

 

 

 

 

 

Chart VI: Questionnaire respondents who are bloggers and have their own blogs 

 

Percentage of respondents who are bloggers 

31%

69%

Blogger

Non-blogger

Question\Likert Scale 1 2 3 4 5 6 7 Total Mean SD CI

61 101 37 0 23 9 5 236

61 202 111 0 115 54 35 578

32 91 62 12 24 10 2 233

32 182 186 48 120 60 14 642

80 93 16 8 17 2 19 235

80 186 48 32 85 12 133 576

85 96 23 9 3 4 13 233

85 192 69 36 15 24 91 512

8 71 88 9 20 31 8 235

8 142 264 36 100 186 56 792

1 12 5 46 27 56 87 234

1 24 15 184 135 336 609 1304

17b) I generally trust the contents 

of e-mails I receive from people I 

No. of responses

Total
2.76 1.37 0.18

17a) I often use E-mail to stay in 

touch with my friends and relatives

No. of responses

Total
2.45 1.50 0.19

17d) I do not open up e-mails 

from unknown parties

No. of responses

Total
2.20 1.54 0.20

17c) I view e-mails from unknown 

parties as spam

No. of responses

Total
2.45 1.78 0.23

17f) I usually mass forward e-mails 

with "financial benefits" described 

in the mail

No. of responses

Total
5.57 1.49 0.19

17e) I have the habit of forwarding 

e-mails to people I know whom I 

feel will be interested in the 

contents

No. of responses

Total
3.37 1.56 0.20

Question\Likert Scale 1 2 3 4 5 6 7 Total Mean SD CI

26 63 64 16 26 39 2 236

26 126 192 64 130 234 14 786

28 31 39 53 38 36 9 234

28 62 117 212 190 216 63 888

52 112 53 8 5 4 0 234

52 224 159 32 25 24 0 516

13 83 54 14 31 28 12 235

13 166 162 56 155 168 84 804

0.22

18a) I frequently watch videos 

on the internet

No. of responses

Total
3.33 1.66 0.21

18b) I am aware of 

marketing/advertising 

messages present in viral 

videos

No. of responses

Total
3.79 1.69

0.13

18d) I have spread video links 

to my friends/re latives before

No. of responses

Total
3.42 1.70 0.22

18c) Funny videos help me to 

remember a brand better

No. of responses

Total
2.21 1.01
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Statistics Table 4: Consumer perception and response towards blogs 

 

20.   Social Networks 

 

 

 

 

 

 

 

 

 

Statistics Table 5: Consumer perception and response towards social networks 

 

21.   Forums 

 

 

 

 

 

 

 

Statistics Table 6: Consumer perception and response towards forums 

Question\Likert Scale 1 2 3 4 5 6 7 Total Mean SD CI

28 49 62 14 27 30 23 233

28 98 186 56 135 180 161 844

8 36 55 59 32 24 20 234

8 72 165 236 160 144 140 925

9 27 36 95 26 25 15 233

9 54 108 380 130 150 105 936

19b) I generally believe what 

people write in their  blogs

No. of responses

Total
3.95 1.58 0.20

19a) I like to read others‟ 

blogs

No. of responses

Total
3.62 1.89 0.24

19c) I do not think that people 

should blog to advertise stuff

No. of responses

Total
4.02 1.45 0.19

Question\Likert Scale 1 2 3 4 5 6 7 Total Mean SD CI

48 90 62 14 4 3 15 236

48 180 186 56 20 18 105 613

56 98 54 14 7 2 4 235

56 196 162 56 35 12 28 545

85 60 54 13 14 4 4 234

85 120 162 52 70 24 28 541

20 99 78 8 14 12 4 235

20 198 234 32 70 72 28 654

1.52 0.19

20b) I am aware of advertising 

messages on these sites

No. of responses

Total
2.32 1.20 0.15

1.40 0.18

No. of responses

Total
2.78 1.31 0.17

20a) I like to stay in touch with my 

friends on social network sites (eg.  

Facebook, Friendster, Multiply)

20c) I usually do not pay attention 

to the paid advertisements which 

appear on the sites

20d) I usually view 

messages/video links sent, posted 

or recommended from my friends 

and relatives

No. of responses

Total
2.31

No. of responses

Total
2.60

Question\Likert Scale 1 2 3 4 5 6 7 Total Mean SD CI

8 72 51 29 27 39 8 234

8 144 153 116 135 234 56 846

4 43 116 37 11 20 2 233

4 86 348 148 55 120 14 775

7 90 81 23 20 8 5 234

7 180 243 92 100 48 35 705
0.16

21a) I visit forums when I am 

free

No. of responses

Total
3.62 1.65 0.21

No. of responses

Total
3.33 1.19 0.15

21b) I trust what other people 

are relating from their 

experiences in forums

21c) It is important for me to 

listen to what others feedback 

in forums before deciding if a 

product/service is good

No. of responses

Total
3.01 1.27
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22.   Trustworthiness  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Point System Table 1: Overall ranking of the trustworthiness of the five platforms 

Respondents are asked to rank from 1-5, rank 1 being the least trustworthy and rank 5 the most trustworthy

Rank Points allocated

1 1

2 2

3 3

4 4

5 5

Rank

No. of 

responses Points

No. of 

responses Points

No. of 

responses Points

No. of 

responses Points

No. of 

responses Points

1 67 67 41 41 26 26 29 29 26 26

2 32 64 65 130 30 60 26 52 25 50

3 24 72 21 63 63 189 47 141 35 105

4 22 88 30 120 48 192 54 216 38 152

5 41 205 29 145 19 95 30 150 62 310

TOTAL POINTS 496 499 562 588 643

Final results based on total number of points

POINT SYSTEM FOR RANKING OF TRUSTWORTHINESS

Email Videos Blogs Social Networks Forums

Most trustworthy

Least trustworthy

Forums

Social Networks

Blogs

Videos

Email
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23.    Main motivator  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Point System Table 2:  Overall ranking of the main motivators to spread messages 

 

 

 

 

 

  

 

 

Respondents are asked to rank from 1-5, rank 1 being the weakest and rank 5 the strongest

Rank Points allocated

1 1

2 2

3 3

4 4

5 5

Rank

No. of 

responses Points

No. of 

responses Points

No. of 

responses Points

No. of 

responses Points

No. of 

responses Points

1 41 41 38 38 25 25 29 29 47 47

2 31 62 37 74 35 70 34 68 54 108

3 29 87 38 114 40 120 24 72 49 147

4 43 172 34 136 46 184 58 232 10 40

5 42 210 39 195 40 200 41 205 26 130

TOTAL POINTS 572 557 599 606 472

Final results based on total number of points

POINT SYSTEM FOR RANKING OF MOTIVATORS

Freebies

Concern about an 

issue

Monetary 

incentive

Fun/provocative 

content

Feel-good

factor

Strongest

Weakest

Fun/provocative content

Monetary incentive

Freebies

Concern about an issue

Feel-good-factor
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Appendix III: Main body of interview guide 

 
 1) What is Viral Marketing to you? 

o 1a) How will you define viral marketing? 

o 1b) What do you think is the difference between viral marketing and traditional 

marketing? 

 

 2) What do you think about word-of-mouth? 

o 2a) How will you define word-of-mouth? 

o 2b) Do you usually trust what your friends/family are saying about a 

product/service? 

o 2c) Do you think that word-of-mouth helps you to learn more about brands of 

product/services? 

o 2d) Have you purchased a product that your friend/family recommended? 

o 2e) Have you used a service that your friend/family recommended? 

o 2f) If you feel that a product/service is good, do you spread the word to people 

you know? 

o 2g) Are you more affected about negative comments and feedback about a 

product/service than positive comments? If so, why? 

 

 3) E-mail (e.g. Hotmail, Yahoo) 

o 3a) Do you think that e-mail is a good way to stay in touch with friends/family? 

o 3b) How do you define spam e-mails?  

o 3c) Do you open up e-mails from unknown senders? Why or why not? 

o 3d) Have you forwarded e-mails to people you know? If so, what kind of 

contents did they have? 

o 3e) What is the main motivator for you to forward e-mails? 

o 3f) Do you always read e-mails sent from people you know? 

o 3g) Will you be inclined to mass forward e-mails which state that you will earn 

a monetary reward if you do so? 

 

 4) Video websites (e.g. YouTube) 

o 4a) Do you often watch videos on the internet? 

o 4b) What kinds of videos are of interest to you? 

o 4c) Are you aware of marketing messages which may be present in videos? 

o 4d) Do videos help you to remember a brand better after watching them? 

o 4e) Do you recommend videos to people you know because you feel that they 

might be interested too? 

o 4f) What is the main motivator for you to share spread videos to people you 

know? 

 

 5) Blogs (e.g. Blogger, MySpace) 

o 5a) Are you a blogger? If so, why do you like to blog? 
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o 5b) Do you often read your friends‟/family‟s blogs? Why? 

o 5c) Do you often read blogs written by people you don‟t personally know? 

Why? 

o 5d) Do you generally believe what other people say in their blogs? 

o 5e) Have you ever read blog entries which are promoting a certain brand of 

product/service? What was your reaction? 

o 5f) What do you think of the notion of writing blogs to earn advertising dollars? 

 

 6) Social Networking Sites (e.g. Face book, Friendster) 

o 6a) Do you visit social networking sites? If so, what is the purpose? 

o 6b) Do you usually click on links or view videos sent or posted by 

friends/family on these sites? 

o 6c) Have you ever posted any links or sent videos on these sites to encourage 

people you know to view the contents? If so, why did you do it? 

o 6d) Are you a fan or group member of any brand on these sites? 

 

 7) Forums (e.g. Singapore Brides, Motherhood, Hardware Zone) 

o 7a) Are you a member of any forum on the internet? If so, what motivated you 

to join? 

o 7b) Do you believe what your friends/family say about a product/service in 

forums? 

o 7c) Do you believe what others users whom you might not know are saying 

about a product/service? 

o 7d) Are you more affected by negative feedback on forums than positive 

feedback? 

o 7e) Does hearing about what others say on forums help you to learn more about 

a product/service? 

o 7f) Does hearing about what others say on forums help you to decide whether to 

actually purchase a product/service? 

o 7g) Is it more important to listen to others‟ feedback before 1) buying a product 

or 2) trying out a service, or are they equally important? 

 

 Case study 1 – Hotmail  

o i) Do you have a Hotmail account? 

o ii) If yes, how did you find out about it and why did you sign up for it? 

o iii) Do you often use Hotmail to send out emails to your friends/family? 

o iv) Have you encouraged any of your friends/family to sign up for Hotmail? 

Why or why not? 

o v) How will your decision be affected if there was a monetary incentive added? 

 

 Case study 2 – Susan Boyle  

o i) Have you heard of Susan Boyle? If so, how did you know about her? 

o ii) Do you remember the name of the competition she was featured in? 

o iii) How do you feel after watching her video? 
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o iv) Will you be inclined to spread the video to people you know and why? 

(Interviewees are shown the viral video of Susan Boyle on YouTube) 

  

 Case Study 3 – Facebook  

Interviewees are shown the Heineken commercial which has been passed around in 

social networks recently. 

o i) Have any of your friends in your social network recommended you to watch 

the Heineken walk in closet commercial? 

o ii) If yes, have you seen it? What is your opinion of it? 

o iii) If no, have you been recommended to watch any other commercial related 

contents on social networks? What do you think of them? 

o iv) Now that you have seen the content, will you be inclined to pass this 

message to people you know? Why or why not? 

o v) How will you describe Heineken as a brand? Has this message affected your 

view of it? 

 

Demographics 

 

8) Your gender:  

   Male 

   Female 

 

9) Your age range: 

   20 and below   

   Between 21-25 

   Between 26-30  

   Between 30-35  

   Between 36-40  

   40 and above 
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Appendix IV: Main results of interview  
 

 

Question Main quotes from respondents Summary of findings 

1) What is viral marketing? 

1a) How will 

you define viral 

marketing? 

“Virus spreading fast” 

“Non-traditional means of marketing” 

“Using word of mouth, or internet” 

“Fast spreading information” 

“Something rampant” 

“Like swine flu because it is epidemic” 

“Similar to word-of-mouth marketing, but 

has a greater effect due to the power of the 

internet” 

Majority of the respondents 

understand to an extent what 

viral marketing means. Some tie 

the word „viral‟ to current 

disease outbreaks and think that 

it spreads fast and rampant. In 

general, respondents know that 

viral marketing involves the 

spreading of information over 

the internet 

 

1b) What do you 

think is the 

difference 

between viral 

marketing and 

traditional 

marketing? 

“Faster and cheaper” 

“Able to reach out to more consumers, and 

unknowingly” 

“Viral has a stronger call for action while 

traditional marketing is more passive” 

“Viral marketing advertises online but 

traditional advertises through traditional 

methods like TV commercials, pamphlets, 

brochures and posters” 

“Mass penetration” 

“Viral is not so trustworthy, traditional is 

more stable” 

“Traditional media is more tangible” 

“Viral marketing is a new concept” 

“Traditional Marketing probably engages 

in more traditional mediums like print, TV 

and radio etc. However, for viral 

marketing, it uses more advanced 

technology that deals more with Internet 

like Blogs and Forums”  

“Traditional Marketing seems more 

controllable (in the sense you can control 

what is passed on to consumers) but for 

viral marketing, it can go off in all 

directions from what you expect” 

 

Respondents generally believe 

that traditional marketing 

involves traditional mediums 

such as print, TV, radio and 

other collaterals such as posters. 

They correctly point out that 

VMC is a relatively new 

concept and makes use of more 

advanced technology. 

Interestingly, one respondent 

said that VMC is not 

trustworthy. Certain benefits and 

weakness of VMC, such as 

reaching out to more consumers 

and being uncontrollable, have 

also been identified.   

2) What do you think about word-of- mouth? 

2a) How will 

you define word-

of-mouth? 

“Sharing of knowledge via person to 

person” 

“From one person to many others via 

verbal communication” 

“Recommendations from peer to peer” 

“Verbal promotions” 

Most respondents understand 

that WoM involves peer-to-peer 

communication. One respondent 

indicated that strangers can also 

participate in WoM. Generally, 

respondents are of the opinion 
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“When someone gives his or her personal 

opinion of a product/service after using it” 

“One person telling the advantages of a 

product to another” 

“Talking in person” 

“Salesman talk” 

“Messages passed on by friends, families 

or even a stranger either by real 

conversations or even through internet like 

blogs and forums” 

 

that WoM involves sharing of 

information, especially about 

products and services. One 

respondent interestingly termed 

WoM as “salesman talk”. 

2b) Do you 

usually trust 

what your 

friends/family 

are saying about 

a product/ 

service? 

“80 per cent” 

“Usually trust” 

“Depends on how much I trust the 

person‟s judgment” 

“Not always, I believe in my own 

judgment” 

“If it is bad feedback, yes. I won‟t waste 

time on that product or service. If it is 

good feedback, then 50-50” 

“Yes, and super yes if I see the results on 

him or her” 

“Not really” 

“Yes” 

“Half half” 

“Yes, I think there‟s no need for lies” 

 

20% of the respondents said in 

favor that they do trust what 

friends and family say about a 

product or service. Others had 

varying responses and do not 

fully trust what friends and 

family say. Instead, they might 

depend on their own judgment. 

A useful response from this 

question was regarding negative 

and positive WoM, and one 

respondent had a strong view 

that negative feedback should be 

trusted and positive feedback 

taken half-heartedly.  

2c) Do you think 

that word-of-

mouth helps you 

to learn more 

about brands of 

product/services? 

“Yes” 

“It does, only if the person relating it has 

experienced it himself or herself” 

“No, I take them as comments only” 

“Yes, helps me to know more about 

products” 

“Yes, I think it helps to me to learn more. 

Especially when it is a brand which I‟ve 

not come across or a new brand which I 

know some of them have tried” 

 

13 out of 15 respondents agree 

that WoM helps them to learn 

more about products and 

services, especially if it 

concerns a new or unheard 

brand. One respondent 

emphasized that the 

communicator must have 

experienced the product or 

service in order for his or her 

feedback to be helpful. Only one 

respondent disagreed and treated 

WoM as personal comments. 

 

2d) Have you 

purchased a 

product that your 

friend/family 

recommended? 

“Yes, skincare” 

“No, there is no real need” 

“Yes, I have, quite a few times” 

“No, I think product quality is very 

subjective” 

“No, unless I myself think that that brand 

is good and worth buying or I need it” 

“No, I think you should use your own 

judgment for your decisions” 

Five respondents said that they 

have bought a product which 

was recommended by others.  

Others who did not said that 

there was no real need or they 

still depended on self judgment 

for their purchasing decisions. 

One respondent stressed his 

view that product quality 
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 perception is a subjective matter 

and thus preferred to judge for 

himself.  

 

2e) Have you 

used a service 

that your 

friend/family 

recommended? 

“No, I think you have to experience it 

yourself” 

“Yes, like hair and facials” 

“Yes, only for one. It was recommendation 

for a Chinese physician” 

“Yes, but I base the experience on my own 

judgment thereafter” 

“Yes, I think service is more general and if 

a friend says it‟s good, I most probably 

will try it when I get the chance” 

“No, I just go for services that I need” 

 

Seven respondents answered yes 

to this question and some gave 

examples of what services they 

had used. This was more than 

the number of respondents who 

had purchased a recommended 

product in the previous question. 

For respondents who said no, 

again they are of the opinion 

that they prefer to experience for 

themselves and decide whether 

they like a service or not.  

 

2f) If you feel 

that a 

product/service 

is good, do you 

spread the word 

to people you 

know? 

“Yes” 

“Only if I think the information is relevant 

to them” 

“Yes, I usually spread” 

“Yes, I think it can help them” 

“Yes, but I will share both good and bad 

feedback. If a product or service is so-so, I 

will not share” 

“Yup! Will definitely spread the word to 

others” 

 

All of the respondents agreed 

that they will spread the word if 

they think that a product or 

service is good. One emphasized 

that it must be in cases where he 

thinks that the information will 

help the person he is spreading 

the word to.  

2g) Are you 

more affected 

about negative 

comments and 

feedback about a 

product/service 

than positive 

comments? If so, 

why? 

“Yes, that prevents me from impulsive 

purchases because the person obviously 

had a bad experience” 

“Yes, so I can strike out that particular 

lousy product/service and narrow down 

my search for the perfect product/service” 

“Yes, negative comments turn people 

away” 

“Yes, people always like only positive 

comments” 

“No” 

“No, I think it depends on the consumer‟s 

perspective when they rate the 

product/service. I normally use my own 

judgment to decide if a product/service is 

good or bad” 

 

A total of nine respondents 

agreed that they are more 

affected by negative comments; 

citing reasons such as prevent 

impulsive purchases, eliminate 

inferior products/services or 

simply feel turned off. The other 

six respondents disagreed and 

some explained saying that they 

usually use their own judgment 

to decide if a product or service 

is good.  

3) E-mail 
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3a) Do you think 

that e-mail is a 

good way to stay 

in touch with 

friends/family? 

“No” 

“It is a good way, but definitely not the 

best” 

“No, I think telephone or MSN is 

preferred” 

“No, because my family does not use e-

mail” 

“Yes” 

“No, prefer MSN” 

“Yes, but I do prefer instant messaging” 

 

Respondents gave varying 

responses to this question. 

While nearly 50% of them agree 

that it is a good way, the 

remaining half do not think so 

and many of them preferred to 

use instant messaging to stay in 

touch with friends/family over 

e-mail.  

3b) How do you 

define spam e-

mails? 

“Messy and time wasting” 

“Mails sent via unknown users promoting 

products” 

“Irrelevant, marketing, one-to-many e-

mails” 

“Irritating, mass, recurring, hard to get rid 

e-mails. Might sometimes be from people 

you know” 

“Thrash, those that you delete immediately 

and are sent from people you don‟t know” 

“Spam e-mails are those not sent by my 

contacts. They somehow got hold of your 

e-mail address and auto generate trash 

mails to you and choke up your inbox” 

“E-mail used for advertising” 

“E-mails which are selling products/ 

services or e-mails sent by an unknown 

person” 

 

Respondents generally link 

spam e-mails with advertising or 

marketing and serve to promote 

a product or service. Many of 

them are of the view that these 

e-mails come from unknown 

parties. Only one respondent 

said that it may come from 

people she knows.  

3c) Do you open 

up e-mails from 

unknown 

senders? Why or 

why not? 

“Yes, I do open to read but do not 

download the attachments for fear of 

getting virus-related issues on my 

computer” 

“No, for fear of virus and unwillingness to 

waste my time online” 

“No, to play safe” 

“Most of the time, no. If I do open, it may 

be because the subject sounds legitimate 

from organizations” 

“No, may contain virus” 

“No, it is not a trusted source” 

“No, I am afraid it will have virus or is 

simply a spam mail so I will just thrash it” 

 

14 out of 15 respondents said 

they would not open up e-mails 

from unknown senders, mainly 

due to the fear of virus. Only 

one respondent said that he will 

open up the e-mails just to read 

the contents but will not 

download any attachment if 

there is.   

3d) Have you 

forwarded e-

mails to people 

you know? If so, 

what kind of 

“Yes, generally interesting e-mails to share 

the jokes and humour” 

“Yes, inspirational, humorous, informative 

content” 

“Yes, religious or funny e-mails” 

Majority of the respondents 

revealed that they had forwarded 

e-mails to people they know. 

The main contents of such e-

mails revolve around jokes, 
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contents did they 

have? 

“They usually stop at me. But I did 

forward jokes in the past” 

“Seldom” 

“Basically stuff which makes me happy 

when I read them, like jokes, cartoon or 

comic strips or stories with meaning 

morals” 

“Yes, entertainment, knowledge, 

information” 

“Yes, usually jokes” 

“Yes, usually discount coupons, special 

deals, promotions” 

 

entertainment, meaningful or 

inspirational stories and 

informative content. One 

respondent gave a varied 

response saying that she usually 

forwards e-mails with discount 

coupons or special promotions 

to share the offers with her 

friends and family. 

3e) What is the 

main motivator 

for you to 

forward e-mails? 

“To share my happiness with the people I 

know” 

“There needs to be a connection between 

the content and the person I am forwarding 

it to” 

“The content must be funny or 

meaningful” 

“Boredom, or interesting e-mails” 

“I will share caution. That means negative, 

risky or harmful information” 

“To spread the joy in the content and make 

someone‟s day” 

“Content really worth reading” 

“If I get something in return. Or it‟s just 

good deals which I want to share with my 

friends” 

 

Majority of the respondents cite 

entertainment and funny content 

as the main motivator for them 

to spread e-mails. Only one 

respondent said that an incentive 

will be her biggest motivator. 

Another respondent revealed 

that he will definitely share 

negative feedback because he 

feels there is a need to warn 

others.  

3f) Do you 

always read e-

mails sent from 

people you 

know? 

“Yes, I read every mail” 

“Not always, those with headers which I 

deem unnecessary or useless for me are 

usually deleted” 

“Yes” 

“Not all the time. If there are huge files, 

lots of pictures, I might trash them” 

“Only if they are closer friends” 

“Not really” 

“Most of the time” 

 

60% of the respondents 

indicated that they generally do 

read the e-mails sent from 

people they know. The 

remaining respondents said that 

they need to take other factors 

into consideration, for e.g. size 

of the e-mail, strength of the tie 

between himself and the sender, 

and subject of the e-mail. 

3g) Will you be 

inclined to mass 

forward e-mails 

which state that 

you will earn a 

monetary reward 

if you do so? 

“No, I never believed in the existence of 

such means of marketing unless the 

monetary awards comes to me before I 

send the e-mail” 

“No, it has been proven that most of these 

are fake. Plus I don‟t believe in MLM 

(multi-level marketing)” 

“No, I don‟t believe” 

“Maybe. If it‟s just a click, why not?” 

13 out of the 15 respondents 

gave a firm negative answer to 

this question, revealing a 

common consensus that they do 

not believe in such e-mails. 

Only one respondent said that 

she would and another said that 

it may be possible.   
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“I will never do that because I think they 

just want to collect our e-mail addresses 

and spam us to death” 

“Yes, though I‟ve not come across any as 

of now” 

 

4) Video websites 

4a) Do you often 

watch videos on 

the internet? 

“Yes” 

“Occasionally” 

“Yes, everyday. I watch movies and 

dramas” 

“Yes, but only MTVs on YouTube” 

“Sometimes” 

 

Although the frequency and type 

of videos watched on the 

internet may differ among 

respondents, all of them 

revealed that they do watch 

videos on the internet.  

4b) What kinds 

of videos are of 

interest to you? 

“MTVs” 

“Reality programs” 

“Dramas, animals, animation” 

“MTVs or funny videos like the female 

drivers” 

“Music-related stuff” 

“Beauty tutorials, music videos, serial 

dramas” 

“Sport, entertainment, news” 

“Movies and dramas” 

 

 

Main categories can be listed as: 

1) Music videos 

2) Dramas/movies 

3) Entertainment/ Funny videos 

 

Other sub categories also 

include: 

1) News/ Sport related videos 

2) Beauty tutorials 

3) Reality videos/ Animal 

related videos 

4) Animation 

 

4c) Are you 

aware of 

marketing 

messages which 

may be present 

in videos? 

“Yes” 

“Yes, like product placement” 

“No” 

“Sometimes” 

Out of the 15 respondents, nine 

said that they are aware of 

marketing messages which may 

be present in videos while five 

said that they are not. One other 

respondent indicated sometimes.  

 

4d) Do videos 

help you to 

remember a 

brand better after 

watching them? 

“No, I generally remember the type of 

product but not the brand” 

“Yes” 

“Not really” 

“Subconsciously” 

“For me, I can‟t remember unless the 

brand name is really corny” 

“Depending if it‟s impressionable, and 

usually humor helps” 

 

While over half of the 

respondents agreed that videos 

do help them to remember 

brands better, others revealed 

that they do not usually 

remember brands even after 

watching videos. Some said that 

the brand would have to be 

really catchy and 

impressionable, and humour 

content present in videos may 

help.  

 

4e) Do you 

recommend 

videos to people 

“Yes” 

“No” 

“Maybe” 

80% of the respondents said that 

they will recommend videos to 

people if they feel that they 
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you know 

because you feel 

that they might 

be interested 

too? 

“I will post it on my blog” might be interested in the 

content. Only one respondent 

said he would not, and another 

said it depends. Yet another 

respondent said that he will post 

it on his blog, which also serves 

as a recommendation for people 

he knows to watch.  

 

4f) What is the 

main motivator 

for you to share 

spread videos to 

people you 

know? 

“That I know that my friends or family are 

definitely interested in the content” 

“There needs to be a connection between 

the video and the person I am sending to” 

“Meaningful or funny content” 

“For sheer fun” 

“Share the joy” 

“If it features a good brand” 

“If it‟s funny” 

 

 

Similar to previous finding in 

the e-mail section, respondents 

reveal that the main motivator 

for them to forward videos is 

due to funny content. Others 

highlight that the video must 

have a relevance to the person 

he chooses to forward to or state 

that sharing is a form of joy. 

One respondent said that he will 

spread videos which feature a 

brand he thinks is good. 

 

5) Blogs 

5a) Are you a 

blogger? If so, 

why do you like 

to blog? 

“Yes, to share and relate my daily 

experience with my family and friends” 

“Yes, to record my experiences and 

feelings” 

“No” 

“Yes, about my daily happenings in life 

and other random happy stuff” 

“Yes. I blog so friends will be able to 

know what‟s happening in my life even 

though we don‟t meet up all the time. 

Also, it‟s a good avenue to vent your 

thoughts” 

 

40% of the respondents are 

bloggers and reasons why they 

blog revolve mainly around 

sharing their personal 

experiences with friends and 

family and a way to record their 

feelings.  

5b) Do you often 

read your 

friends‟/family‟s 

blogs? Why? 

“Yes, I‟d like to know what is going on 

with their lives” 

“Seldom, time constraints” 

“Sometimes when I am bored” 

“Sometimes, if it‟s an interesting one” 

“Sometimes I read when my wife is 

reading” 

“Yes, it‟s way to keep in contact and catch 

up on each other‟s lives” 

“Yes, I am concerned” 

“No, no time” 

“No, not interested” 

“Yes, it‟s the easiest and fastest way to get 

updates on their lives especially if they‟re 

Six respondents said that they 

do read their friends or family‟s 

bloggers, including some of 

them who are non-bloggers 

themselves. Main motivator is to 

keep up with updates in each 

other‟s life. A total of five 

respondents said they do it 

sometimes. Others who do not 

read cited time constraint as the 

main factor.  
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living abroad” 

 

5c) Do you often 

read blogs 

written by people 

you don‟t 

personally 

know? Why? 

“No, I seldom have interest in others‟ 

personal life” 

“Rarely, I‟d rather spend the same time on 

people I know” 

“Sometimes, when I find it interesting” 

“Yes, in particular food blogs” 

“No. If I did it, it was probably once in a 

year” 

“Yes, for entertainment purposes” 

“No, not interested” 

 

Respondents were divided on 

this question, with 60% of them 

saying that they do not read 

blogs by people they do not 

personally know. This was 

mainly due to lack of interest. 

For the rest who do so, it was 

because the particular blog was 

entertaining and interesting.  

5d) Do you 

generally believe 

what other 

people say in 

their blogs? 

“Yes, I do believe” 

“Mostly, if they are my friends” 

“If they are friends, yes. If they are 

strangers, not really” 

“Sometimes” 

 

13 out of 15 respondents 

indicated their general belief in 

blogs. However, they mostly 

emphasize that this is provided 

the blogger is their friend or 

someone they know. If the blog 

is by an unknown party, the trust 

level decreases. This helps to 

validate the powerful potential 

influence VMC possesses.  

 

5e) Have you 

ever read blog 

entries which are 

promoting a 

certain brand of 

product/service? 

What was your 

reaction? 

“No, I think I will not be interested to read 

about products or services” 

“Yes, cynical. They were probably paid 

for or marketing driven” 

“No” 

“Yes, neutral. I just looked at it” 

“Yes, I think they are advertising it for 

extra pocket money or trying to get a free 

gift” 

“Yes. I know it‟s paid so I usually take it 

with a pinch of salt” 

 

Two-thirds of the respondents 

have come across blog entries 

which were promoting a product 

or service. They are mostly 

aware that it constituted as paid 

advertising and thus remained 

neutral or skeptical about it.  

5f) What do you 

think of the 

notion of writing 

blogs to earn 

advertising 

dollars? 

“I think it sounds like profitable business” 

“Smart and easy way to make money” 

“It‟s a good source of income if it doesn‟t 

hurt anyone” 

“It‟s easy money if you get a lot of hits on 

your blog daily” 

“Good idea, I wish I can do it too” 

“I think it‟s ok. It‟s just another way of 

earning money” 

 

 

Contrary to our expectations, 

none of the respondents were 

against the idea of blogging to 

earn money. They were either 

for the idea, saying that it is 

good and smart way to get paid, 

or neutral about the notion.  

6) Social Networking Sites 

6a) Do you visit 

social 

“Yes, to maintain contact with my friends” 

“Yes, to keep in touch” 

Only one out of the 15 

respondents does not visit social 
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networking 

sites? If so, what 

is the purpose? 

“No” 

“Yes, to probe into others‟ lives. To find 

friends and be in contact” 

“Yes, it‟s a way to find all your long lost 

friends” 

“Yes, networking” 

“Yes, to get updates on my friends” 

 

networking sites. All the others 

do and their reason for doing so 

is primarily to stay in touch with 

friends and family.  

6b) Do you 

usually click on 

links or view 

videos sent or 

posted by 

friends/family on 

these sites? 

“No” 

“Yes” 

“Only if it is of interest” 

“Sometimes” 

“Not really. Depending on the content” 

Of the 14 respondents who visit 

social networking sites, three 

will view videos posted by 

friends of family. Others either 

said they will not or they might, 

depending on what is the 

content of the video before they 

decide whether to open it up or 

not.  

 

6c) Have you 

ever posted any 

links or sent 

videos on these 

sites to 

encourage 

people you know 

to view the 

contents? If so, 

why did you do 

it? 

“Yes, to encourage them to view the 

interesting or humorous information” 

“Yes, but mainly personal videos on my 

life to share with people” 

“No” 

“No, I only play games usually” 

 

Only three respondents have 

ever posted videos on social 

networking sites. The content 

was mainly on personal 

experiences, interesting or funny 

content.  

6d) Are you a 

fan or group 

member of any 

brand on these 

sites? 

“No” 12 out of the 14 respondents 

said that they did not join any 

group of any brand on social 

networking sites.  

7) Forums 

7a) Are you a 

member of any 

forum on the 

internet? If so, 

what motivated 

you to join? 

“Yes, to learn from one another” 

“No” 

“Yes, I join cooking forums for free 

recipes” 

“No, I don‟t post anything on forums but I 

browse and get the information I need 

from the existing threads” 

“Yes, I think you can learn a lot from other 

people‟s experiences” 

 

80% of respondents are not 

members of any forums, while 

the remaining 20% mainly 

joined forums to learn from 

others.  

7b) Do you 

believe what 

your 

friends/family 

say about a 

“I generally read and try to understand 

their experiences, but do not trust fully” 

“Yes, if I know them well enough” 

“Yes” 

“Usually” 

13 respondents indicated their 

trust in what friends and family 

say about a product or service in 

forums. One respondent said 

that he does not think people 
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product/service 

in forums? 

“Not really” 

“Yes, I think people usually don‟t lie in 

forums” 

“Yes, I think they write fairly from their 

experience in real life” 

 

will lie in forums while another 

believes that forum depicts quite 

accurate real life experiences.  

7c) Do you 

believe what 

others users 

whom you might 

not know are 

saying about a 

product/service? 

“Not really” 

“Cynical, some could be behind the scene 

marketing” 

“Sometimes” 

“Yes” 

“More or less” 

“Neutral” 

“Not as much as I will trust my friends and 

family for sure” 

 

As compared to the previous 

question, only six respondents 

indicated trust in what other 

users whom they do not know 

say about a product or service in 

forums. While the percentage 

has dropped, it remains a 

relatively high proportion of 

respondents who trust the 

platform and this indicates that 

respondents in general trust 

forums. However, they highlight 

that they trust people they know 

more than strangers in these 

forums. 

 

7d) Are you 

more affected by 

negative 

feedback on 

forums than 

positive 

feedback? 

“Yes, bad experiences can‟t possibly all be 

generated from brand competitors” 

“About the same” 

“I am more affected by negative, but I 

believe in exercising your own judgment 

eventually” 

“Yes definitely, why bother to try out 

things which are negatively rated” 

“Neutral” 

“Yes” 

“Not really” 

 

12 out of 15 respondents agreed 

that they are more affected by 

negative comments than positive 

ones on forums. This is because 

they believe that the negative 

feedback is genuine and it is not 

worthwhile trying out a product 

or service which has not been 

well received. Other respondents 

remained neutral about the two.  

7e) Does hearing 

about what 

others say on 

forums help you 

to learn more 

about a 

product/service? 

“Yes” 

“In some ways, yes” 

“To a certain extent” 

“I don‟t think so” 

13 respondents agree that 

hearing from others in forums 

help them to learn more about a 

product or service in a way. This 

means that their awareness is 

increased as a result.  

7f) Does hearing 

about what 

others say on 

forums help you 

to decide 

whether to 

actually purchase 

a product/ 

service? 

“No” 

“Usually not” 

“They contribute in a way” 

“I usually make the last call to buy or not” 

“It depends on me, not on others” 

“I sometimes still buy things that people 

do not recommend” 

“Yes, I am cautious of things that people 

say are bad” 

80% of respondents disagreed 

with the statement, stressing that 

their purchase decisions 

ultimately lies in their hands and 

sometimes it may be contrary to 

what other people recommend. 

The other respondents agree that 

feedback from others do 

contribute to their final decision, 
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 especially if a product or service 

has been deemed bad by others. 

 

7g) Is it more 

important to 

listen to others‟ 

feedback before 

1) buying a 

product or 2) 

trying out a 

service, or are 

they equally 

important? 

“Trying out a service is more important to 

me” 

“I will try it out myself for both” 

“I think service is more important, product 

quality can be more judgmental” 

“Both are important” 

“If a service is lousy, I will most likely not 

use it” 

“I will use my own judgment to decide for 

both after trying them out” 

“Product, you can dump. Service, that 

experience stays in you for a longer time” 

 

Respondents gave two general 

responses to this question. Nine 

respondents remained neutral 

and view that both buying a 

product and trying a service are 

equally important or 

unimportant. The other six 

respondents believed that it is 

more vital to get feedback 

before trying a service than 

buying a product. Interestingly, 

no one had the view that 

feedback is more important in 

buying a product than trying out 

a service.  

 

Interview Results Table 1: Summary of main results  

 

 

Case study findings  
 

Case study 1 – Hotmail 

i) Do you have a 

Hotmail 

account? 

“Yes” 

“No” 

“Not anymore. I changed to Yahoo. 

Hotmail had too much spam” 

“Never” 

 

12 out of 15 respondents have a 

Hotmail account. One other 

respondent revealed that she had 

decided to switch from Hotmail 

to Yahoo because of 

overwhelming spam.  

 

ii) If yes, how 

did you find out 

about it and why 

did you sign up 

for it? 

“By friends. To maintain contact with my 

friends” 

“Friends, because everyone has one” 

“For sake of using MSN” 

“Through friends” 

“By friends, it was easy to set up and 

contact people” 

“From friends, easy to set up” 

“My brother sent me an e-mail from his 

Hotmail account, and I signed up for one 

myself” 

“My friends told me about it and how easy 

it was to get a Hotmail account. It was the 

in thing that time” 

 

Of the 12 respondents who have 

Hotmail accounts, all of them 

either heard about it from friends 

or relatives. Thus we conclude 

from this result that WoM was 

the main driving factor in getting 

people to sign up for Hotmail. 

Their purpose of signing up was 

mainly to stay in touch with 

peers and family.  

iii) Do you often 

use Hotmail to 

“Not really” 

“Yes” 

Two-thirds of the respondents 

who have hotmail accounts still 
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send out e-mails 

to your 

friends/family? 

“No, it‟s not my primary e-mail address” 

“In the past but not anymore. Now I give 

my Hotmail to people I don‟t really want 

to contact” 

“I don‟t send out a lot of e-mails but I 

receive a lot from my friends in my 

Hotmail” 

“Occasionally when there is stuff worth 

sending around” 

“No” 

“Yes I send updates to my family because I 

am living overseas” 

 

use them to send e-mails to 

friends and family. However, the 

remaining one-third have 

stopped using it because of 

primary reasons like they have 

other e-mail accounts or they do 

not have a habit of sending out 

e-mails unless there is a worthy 

reason. 

iv) Have you 

encouraged any 

of your 

friends/family to 

sign up for 

Hotmail? Why 

or why not? 

“Yes, to stay in touch” 

“Yes, for MSN” 

“Nope. I think it‟s personal and up to them 

to decide which webmail service they 

would like to use. It doesn‟t matter to me, 

as long I maintain email contact with 

them” 

“Yes, it was the most common e-mail 

account” 

“No, there are so many e-mail service 

providers around” 

“No, I am not advertising for them” 

“Not personally but I think some of my 

friends signed up themselves when I sent 

them e-mails from my Hotmail” 

 

50% of the 12 respondents who 

have Hotmail have encouraged 

people they know to sign up for 

it. Some said it was through 

personal WoM while others said 

they forwarded e-mails to peers 

who in turn signed up for the 

account. Others who did not do 

so cited reasons such as it was 

irrelevant which account friends 

used so long as they could stay 

in touch or that they did not feel 

obliged to help Hotmail spread 

the word around since there are 

so many other competitors.  

v) How will 

your decision be 

affected if there 

was a monetary 

incentive added? 

“It will be greatly affected” 

“Yes, I will spread the word” 

“The more the merrier then” 

“I will consider in that case” 

“Probably not much change” 

“Depends on how much is the incentive” 

“If I have the time to do it, maybe” 

“I guess maybe I will do so then” 

 

Of the six respondents who said 

they have not encouraged people 

to sign up for Hotmail before, 

four said they will consider 

spreading the word if there was a 

monetary incentive added. One 

other said her decision will not 

be affected and another said it all 

depends on how attractive the 

incentive is.  

 

Case study 2 – Susan Boyle 

i) Have you 

heard of Susan 

Boyle? If so, 

how did you 

know about her? 

“Yes. Through my sister who sent me an e-

mail to ask me to watch her video” 

“Not before this” 

“Yes, from Yahoo News” 

“Yes, YouTube” 

“Yes, people told me about her” 

“Yes, from the news” 

“Yes, I saw her video had very high hits on 

YouTube and was intrigued” 

Out of the 15 respondents, 13 of 

them have heard of the name 

Susan Boyle. Three of them had 

heard about her from the news 

while the rest was through 

WoM. When asked specifically 

the information source, four of 

them said it was through 

conversations with friends while 
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“Yes, through internet like YouTube and 

Yahoo” 

 

the remaining six found out 

either through YouTube or viral 

e-mails.  

 

ii) Do you 

remember the 

name of the 

competition she 

was featured in? 

“Yes, Britain Got Talent” 

“Some UK Idol show” 

“Some singing competition” 

Majority of the 13 respondents 

who heard about Susan Boyle 

could name the competition she 

was featured in correctly. Only 

two respondents could not give 

the specific name, but could 

either identify that it was an idol 

show held in UK or that it was a 

singing contest. 

  

iii) How do you 

feel after 

watching her 

video? 

“She‟s really talented” 

“Talented singer” 

“Voice of god” 

“Superb voice” 

“Inspiring” 

“The extraordinary out of the normal” 

“She stands out because her voice does not 

match her looks and that is why she can 

stun the world” 

“I wasn‟t very much affected but my friend 

who watched it was touched” 

 

Respondents gave compliments 

for Susan Boyle‟s voice after 

watching the video and agreed 

that she was a talented singer. 

One respondent finds her video 

inspiring. A few respondents 

compared her appearance to her 

voice and cited the disparity as 

the reason for her fame.  

 

iv) Will you be 

inclined to 

spread the video 

to people you 

know and why? 

“Yes, I actually passed on that e-mail from 

my sister to some of my other friends too” 

“No, lazy” 

“Yes, now I will after watching” 

“Yes, I think she is special. Beautiful voice 

but not looks” 

“Guess so, it‟s rather inspiring” 

“No, why should I?” 

“No, I don‟t like to spam people with 

nonsense” 

“I might blog about it but I won‟t spread it 

via e-mails” 

“Maybe, if I am free” 

“No, I don‟t think it is very interesting to 

me” 

 

60% of the respondents said they 

will not spread the video to 

people they know because they 

do not find a reason to do so. 

20% said they will do so because 

they find her special or the video 

inspiring and another remaining 

20% said they will consider, 

with one respondent saying she 

might blog about it instead of 

spreading video links through e-

mails.  

 

Case Study 3 – Facebook 

i) Have any of 

your friends in 

your social 

network 

recommended 

you to watch the 

Heineken walk 

“Yes” 

“No” 

“Yes, my cousin sent it to the whole family 

in Facebook and people were commenting 

about it which was why I had to watch to 

know what they were talking about” 

“No, but I saw it on TV” 

As mentioned previously, 14 

respondents visit social 

networking sites. Four of them 

have been recommended by 

friends or family through their 

social network sites to view the 

Heineken commercial. Three of 
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in closet 

commercial? 

“Yes, some friend posted the video” 

“Yes, someone posted the link” 

 

 

them said it was through 

Facebook while the last 

respondent could not remember 

because he had several different 

networks.  

 

ii) If yes, have 

you seen it? 

What is your 

opinion of it? 

“I think this advertisement is really very 

fresh and interesting” 

“I was intrigued, the ad caught my 

attention” 

“Funny and interesting” 

“It depicted the difference between the 

sexes in a real and humorous light” 

 

All of the four respondents gave 

favorable comments for the 

Heineken commercial and 

generally thought that it was an 

interesting commercial.  

iii) If no, have 

you been 

recommended to 

watch any other 

commercial 

related contents 

on social 

networks? What 

do you think of 

them? 

“Yes, from friends. I‟m usually quite open 

to watching video commercials” 

“Yes, they were usually funny if not no 

one will post them or pass them on” 

“Yes, but I generally don‟t watch them” 

“Rarely on social network sites” 

“Yes, they were either interesting or 

informative” 

“Not that I remember” 

Of the 14 respondents who visit 

social networks, 10 of them said 

that they have been 

recommended by friends or 

family to view commercial 

related contents. Those who had 

viewed such ads termed them as 

generally interesting, 

informative or funny. There 

were also two respondents who 

said that they do see the links or 

videos posted but had never 

clicked on them. 

 

iv) Now that 

you have seen 

the content, will 

you be inclined 

to pass this 

message to 

people you 

know? Why or 

why not? 

“Nope. I‟m lazy to pass the message to my 

friends” 

“Maybe, if I am bored and since it‟s 

funny” 

“Yes, it‟s nice to share funny videos!” 

“No, I think it is unnecessary” 

“Yes, share the laughter” 

“Yes if it can be done easily with a click of 

button but if it‟s a hassle then no” 

“I will post it in my blog to share with my 

closer friends and family and let them have 

a laugh” 

“Not that I think so now, but in my free 

time maybe” 

 

After all of the respondents had 

viewed the content, 60% said 

they will pass on the ad to their 

friends and family because it is 

interesting and funny. Four 

respondents said they would not 

do so while the remaining two 

said they may consider doing so 

provided that they had time to 

spare. 

v) How will you 

describe 

Heineken as a 

brand? Has this 

message 

affected your 

view of it? 

“Not really. Heineken remains the same 

brand image to me, as the “coolest” drink 

available in the market, and appealing to 

the mid-age group of adults” 

“Heineken is a famous brand people will 

know when talking about brewery. It‟s 

from Amsterdam” 

Respondents had varied personal 

views of Heineken as a brand 

and some liked it as a beer while 

others did not. Main adjectives 

used to describe the brand 

include “cool” and “famous”. 

Generally, the commercial has 
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“Remains as the brand I associate 

Champion league with” 

“I like Heineken already, so it doesn‟t 

affect” 

“I don‟t quite like Heineken, and the ad 

won‟t change anything” 

“Just beer” 

“It‟s a popular brand among young 

Singapore beer drinkers. I guess the ad 

shows it tries to be innovative and 

impressionable” 

  

not altered respondent‟s 

perception of Heineken as a 

brand, although one respondent 

did view that Heineken was 

trying to be innovative and 

impressionable through the walk 

in closet advertisement. 

Interview Results Table 2: Summary of case studies  

 

Demographics 

 

8) Gender 

 

 

 

 

 

 

 

 

 

Chart VII: Gender information of interview respondents 

 

Results: Out of the 15 respondents, nine are male and six are female.  

 

 

9) Age 

 

 

 

 

 

 

 

Chart VIII: Age information of interview respondents 

 

Results: Out of the 15 respondents, one of them is aged 20 and below, five are between 21- 

25, five are between 26-30 and four are between 31- 35. 

 

Gender

60%

40%

Male

Female

Age

33%

27%
7%

33%

20 and below

21-25

26-30

31-35

36-40

40 and above


