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ABSTRACT: 

The world of marketing has been transformed in recent times. So many new methods of 

marketing are being tested with. Marketing is crucial for any business and the world today 

focuses on gaining more attention from the customers, where people are meticulously 

demanding to find out valuable and cost reduction techniques of getting out to the customers. 

E-viral Marketing is also one such technique which is gaining popularity these days. The 

the generation Y is generally marked by an increased use and familiarity with communications, 

media, and digital technologies. E-viral marketing if done effectively is a cheap and fast means 

of marketing. Primarily it works on the principle of “Electronic Word of Mouth”. One of the 

budding techniques of products promotion through the use of technology is E-viral marketing 

that is becoming a trendy direct marketing device for marketers across the world. Therefore, 

marketers should understand features that result in increased acceptance of E-viral marketing 

by consumers. The present research was conducted to investigate consumers’ outlook that is 

towards E-viral marketing in Trichy city.   
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INTRODUCTION 

Mass marketing techniques have dominated the marketing strategies implemented by 

companies worldwide. Media such as radio, television, newspapers, direct mail etc. were the 

ones carrying out the message to the large audience. The rapid growth of digital media opened 

new marketing possibilities for businesses. Now the masses can be reached faster and more 

efficiently. The popularity of the Internet is growing, and with audiences gravitating towards 

the Web, it has become vital for marketers to seize the opportunity and to compete in this new 

digital battlefield. The digital media capabilities can help businesses to spread E-viral messages 
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to the mass market like viruses. It is a very powerful technique which can be used to increase 

brand awareness of the organization. 

 The marketing techniques that utilize the existing social networks as well as other 

technological advancements to increase the brand awareness or any other marketing purpose is 

known as E-viral marketing. The process is a replica of the E-viral processes, which are 

identical to the spread of computer virus or malware. This is the reason behind the terminology 

of “E-viral marketing”. The aim of this type of marketing is to formulate E-viral marketing 

campaigns, which is appealing to the target audience (with high social networking potential). 

The marketing messages that reach such individuals have the highest probability of further 

spreading in their known circles within a short period. The E-viral advertisements are paid by 

a sponsor company, which are published either on their websites or a social media network 

(like Youtube or Facebook).  

The consumers get access to the link of the page displaying the E-viral advert from a social 

network and enjoy the privilege of copy the advert. The copied advertisement can be passed 

along through sharing channels like the blog, social media webpage, and a web page.  The 

internet is the primary agent for the fast transmission of E-viral marketing. The internet and the 

social media websites help the consumers to share content with their acquaintances at lightning 

speed. The advertisement message should be capable enough to catch the attention of the 

audience. For example, it should be appealing, attractive, worth sharing, good content so that 

it gains attention easily.  

GENERATION Y, ECHO BOOMERS OR MILLENNIUMS 

Millennial’s are also known as Generation Yare the generational demographic cohort 

following Generation X. There are no precise dates for when this cohort starts or ends; 

demographers and researchers typically use the early 1980s as starting birth years and the mid-

1990s to early 2000s as ending birth years.  

Millennial’s are sometimes referred to as "echo boomers" due to a major surge in birth rates in 

the 1980s and 1990s, and because Millennial’s are often the children of the baby boomers. The 

20th-century trend toward smaller families in developed countries continued, however, so the 

relative impact of the "baby boom echo" was generally less pronounced than the post–World 

War II baby boom. 
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Although millennial characteristics vary by region, depending on social and economic 

conditions, the generation is generally marked by an increased use and familiarity with 

communications, media, and digital technologies. 

Generation Name 
Births 
Start 

Births 
End 

Youngest 
Age Today* 

Oldest Age 
Today* 

The Lost Generation 
The Generation of 1914 

1890 1915 103 128 

The Interbellum Generation 1901 1913 105 117 

The Greatest Generation 1910 1924 94 108 

The Silent Generation 1925 1945 73 93 

Baby Boomer Generation 1946 1964 54 72 

Generation X (Baby Bust) 1965 1979 39 53 

Xennials 1975 1985 33 43 

Millennial’s 
Generation Y, Gen Next 

1980 1994 24 38 

I Gen / Gen Z 1995 2012 6 23 

Gen Alpha 2013 2025 1 5 

Source: The Generations, Which Generation are you? Michael T. Robinson, Founder & 

Career Coach, Career Planner.com 

In most parts of the world, their upbringing was marked by an increase in a liberal approach to 

politics and economics; the effects of this environment are disputed. The Great Recession has 

had a major impact on this generation because it has caused historically high levels of 

unemployment among young people, and has led to speculation about possible long-term 

economic and social damage to this generation. 

LITERATURE RATURE REVIEW 

Eckler and Bolls, 2011 In order to make E-viral marketing campaigns effective, it is necessary 

that right message should be delivered to right people. Motivations to forward E-viral messages 

depend a lot on the message contents and its features. The message should be persuasive, 

interesting, and memorable for generating audience’s interest and motivating them to pass it 

on to their social network. Therefore, marketers should understand factors that result in 

increased acceptance of E-viral marketing by consumers. During this research, it has come to 

light that there is a lack of research in the field of E-viral marketing in Pakistani market. As to 

best of our knowledge no research is carried out on consumers’ attitude towards E-viral 

marketing in the Pakistani context. Therefore, this research investigates consumers’ attitude 
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towards E-viral marketing in Pakistan. More specifically, the study examines consumer attitude 

towards various factors of E-viral marketing messages such as, perceived informativeness, 

entertainment, source credibility, and irritation that significantly affect consumers’ attitude 

towards E-viral marketing messages. 

Koch & Benlian, (2015) The goal and main contribution of this paper are to shed light on the 

potential of scarcity and personalization, and established promotional tactics from the offline 

world in influencing consumer referral decisions and therefore to expand our understanding of 

the antecedents of consumer referral behaviour. The finding of the study supports the premise 

that scarcity due to social demand has a positive causal effect on consumers' propensity to 

engage in referrals. Furthermore, they could specifically confirm that offer value acts as partial 

mediator for the effect of scarcity on consumer referral likelihood. 

OBJECTIVES 

Primary Objective:  

To study the consumer’s outlook towards internet induced E-viral marketing in Trichy City 

Secondary Objectives: 

1. To examine how the consumers perception towards E-viral marketing create an impact on 

their attitude. 

2. To determine in which social media’s viral marketing influences Gen Y’s the most. 

3. To study the effectiveness of viral marketing  

 

RESEARCH METHODOLOGY 

1. The targeted sample (100 respondents) has been selected by using convenient sampling 

method. 

2. The study has been performed among the people of Trichy city. 

3. The targeted sample has been refined by selecting the customers those who use internet 

HYPOTHESIS 

H1: There is no relationship between Gen Y’s perception and Gen Y’s attitude towards E-viral 

marketing. 

H2: There is no relationship between Gender and getting influenced by social media’s viral 

marketing. 
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DATA COLLECTION 

1. Both primary and secondary data have been collected for analysis from different sources. 

2. Primary Data has been collected by using questionnaire method in period of January and 

February 2018. 

3. Questionnaire was framed with the closed ended questions with the quality statements based 

five point - Likert scale was applied.  

 

STATISTICAL TOOLS USED 

1. Percentage analysis to summarize the results of the research survey 

2. Garrett Ranking and Chi-square analysis has been done to test the goodness of fit. 

DATA ANALYSIS AND INTERPRETATION 

TABLE 1: SUMMARIZATION OF 100 RESPONDENT’S RESULTS 

SI. No.     Variables No. of Responses 
2 Gender Male 58 

Female 42 
3 Education HSC 12 

UG 33 
PG 36 

Others 19 
Source: Computed Data 

HYPOTHESIS 1:  

H0: There is no relationship between Gen Y’s perception and Gen Y’s attitude towards E-viral 

marketing. 

Q. No. 
Gen Y perceived factors 

influence on their attitude 

Strongly 

Agree 
Agree Neutral Disagree 

Strongly 

Disagree 

1 Entertainment 32 20 17 21 10 

2 Purchase intention 23 23 27 18 9 

3 Source credibility 41 27 9 11 12 

4 Informativeness 38 41 9 6 6 

5 Irritation 31 22 11 27 9 

6 Incentives 21 11 28 32 8 

Source: Computed Data 
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GARETT RANKING 

TABLE 2: CALCULATION OF GARETT TABLE VALUE 

Ranks  Calculation Percentage Garrett’s Table Value 

I Rank = 100*(1-0.5)/5 = 10 = 75 

II Rank = 100*(2-0.5)/5 = 30 = 60 

III Rank = 100*(3-0.5)/5 = 50 = 50 

IV Rank = 100*(4-0.5)/5 = 70 = 40 

V Rank = 100*(5-0.5)/5 = 90 = 25 

Source: Computed Data 

TABLE 3: GEN Y PERCEIVED FACTORS INFLUENCE ON THEIR ATTITUDE 

TOWARDS VIRAL MARKETING  

S. 

No 
Factors 1*75 2*60 3*50 4*40 5*25 

 

Total 

Average 

Score 

(Total/100) 

 

Rank 

1 
Entertainment 

2400 1200 850 840 525 5815 58.15 II 

2 

Purchase 

intention 1725 1380 1350 720 225 5400 54.00 V 

3 

Source 

credibility 3075 1620 450 275 300 5720 57.20 III 

4 
Informativeness 

2850 2460 450 150 150 6060 60.60 I 

5 
Irritation 

2325 1320 550 1080 225 5500 55.00 IV 

6 
Incentives 

1575 660 1400 1280 200 5115 51.15 VI 

 Source: Computed Data 

The above table 3 shows that The majority of the respondents ranked “Informativeness” as 

Rank I that make them to perceived factor and influence their attitude towards viral marketing. 
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The Generation Y’s perceived factors that related to E-viral marketing have an influence on 

their attitude towards that particular marketing product or service which reflects in their buying 

decisions.  Hence reject H0. Means, there is a relationship between Gen Y’s perception and Gen 

Y’s attitude towards E-viral marketing. 

HYPOTHESIS 2: 

H0: There is no relationship between Gender and their choice of social media to make messages 

(product/service related) to get viral. 

TABLE 4: SOCIAL MEDIA’S VIRAL MARKETING INFLUENCES GEN Y’s  

S. No. Social Media No. of Responses 

1 Face book 27 

2 Twitter 12 

3 Youtube 18 

4 Blogs 43 

Source: Computed Data 

Table 5 represents that the majority (43%) of respondents are influenced  

CHI-SQUARE ANALYSIS 

TABLE 5: GENDER * SOCIAL MEDIA CROSSTABULATION 

 Social Media Total 

Facebook Twitter Youtube Blog 

Gender 
Male 13 8 7 30 58 

Female 14 4 11 13 42 

Total 27 12 18 43 100 

Source: Computed Data 

TABLE 6: CHI SQUARE TEST 

 Value  Asymp. Sig. (2-sided) 

Pearson Chi-Square 6.589a 3 .086 

Likelihood Ratio 6.630 3 .085 

N of Valid Cases 100   

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 5.04. 

Source: Computed Data 
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The above table 6 shows that the Pearson chi-square (0.086) value is greater than the alpha 

value (0.05). Hence accept H0 – there is no relationship between Gender and their choice of 

social media to make messages (product/service related) to get viral. 

FINDINGS 

 About 58% of the respondents were male 

 About 36% of the respondents were completed their post graduation 

 The majority of the respondents ranked “Informativeness” as Rank I that make them to 

perceived factor and influence their attitude towards viral marketing. 

 The Pearson chi-square (0.086) value is greater than the alpha value (0.05). Hence accept 

H0 – there is no relationship between Gender and their choice of social media to make 

messages (product/service related) to get viral. 

CONCLUSION 

Viral messages at social media have huge positive effects on the consumers buying behaviour, 

spreading viral messages through social media users is becoming an essential activity to 

promote companies offers. Viral messages can raise consumer’s need for products and services, 

influence them and also create brand awareness. Thus it is essential to know which social media 

will be the best platform to carry out these types of marketing activities. There are many 

influential factors among which informativeness found to be the most influential factor towards 

the attitude of Gen Y social media users. There are so many other factors like entertainment, 

purchase intension also influences them. There are many social Medias, but people are active 

mainly in one or two like facebook, youtube and blogs. Among these the viral marketing is so 

effective in Blogs followed by facebook & youtube. Thus the companies should make effective 

viral marketing strategies in these social media to become successful.  
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