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ABSTRACT

We are immersed in a digital revolution that imgatie whole of society and is shifting

the status quo of our daily life. We are fully ceoted and billions of messages are
being shared every day thanks to Internet (i.e. rttust popular mobile apps are
messaging apps). This digital revolution providearkéting a new communication

opportunity to interact with the target audiencemeasy and cost effective way: viral
marketing. Although decades of research suggestiti@rpersonal communication

changes our behaviour, there is no agreed conalusmut why and what certain

messages have more influence than others. Markiatdrg difficult, if not impossible,

to predict viral success (Watts, Peretti and FryrBB07). The main question scholars
and marketers are facing is: what are the crifi@aiors to consider when designing a
viral marketing campaign, to achieve a high degofemessage adoption and

consequently to attain success?

Objective

The main goal of our research is to shed lighttanehderstand what critical factors are
for message adoption in an effective viral marlggtampaign application. The specific
objectives are four: First, to examine how authedibility, media credibility and the

content characteristics (format, testimonial, seelfing and emotional charge) influence
message credibility. Second, we examine the messagaility and message adoption
relationship. Third, we examine the mediation rofeemotions in the relationship

between message credibility and message adoptoumtt; we examine the moderating
role of controversy in the relationship between sage credibility and message

adoption.

Literature review

First, this research reviews message adoptioniggehaiken, 1980; Sussman and
Siegal, 2003; Rabjohn, Cheung and, Lee, 2008).r#kawe highlight that the author
credibility and media credibility are factors fleetmessage adoption. Even though, in
Internet environment these factors are more imparihird, we deeply review viral
marketing theories (Godes and Mayzlin, 2004; Woetdll., 2008; Cruz and Fill, 2008;

Critical Factors in Message Adoption: An Applicatito Viral Marketing Campaigns. 6
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Saxena et al., 2012). Fourth, we show virality psscand virality measuring proposed
by Saxena et al. (2012)

Thus, initially, we point out that message contehgracteristic of diffusion (media)
and source credibility (author) are some findinfysriical factors for message adoption
and virality, stated by Woerd| et al. (2008)

Then, we deeply review credibility factors (authmedia and message credibility)
reviewing latest authors (Sundar and Nass 2001zdéetet al., 2003; Goldenberg et al.,
2005; Lee, Kim, and Chan-Olmsted, 2011; Berger3201

We also review the content dimensions theoriesp@iilet out what content factors
influence message credibility (Berger and Schwa®4,1; Berger and Milkman 2012;
Lundqvist, Liljander, Gummerus and van Riel, 20&8rger, 2013; Shoeb and Khalid,
2014)

Later, recently studies discussed about the infleerf emotions on the message
adoption and its implication of virality, they agaé the emotions from several point of
view. First we review the latest studies about tiogvemotions are raised,
understanding the process of creating emotions &@timulus. Second, we analyze the
literature about the emotions evoked by marketiegsages, and deepen on arousal

emotions. Third, we point out the literature ofstkring emotions

Finally, we review the existing literature thataissed about controversy and its
influence on message adoption and its applicationim@lity (Saxena et al., 2012, and
Chen and Berger, 2013)

Conceptual framework and proposed model

We provide a conceptual framework and a model fessage adoption. This model

shows, first, the direct effect of message creitjbodin message adoption. Second, this
model shows the mediating influence of arousal e@neton the relationship between

Critical Factors in Message Adoption: An Applicatito Viral Marketing Campaigns. 7
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message credibility and message adoption. Thirdshwev the moderating influence of
controversy on the relationship between messaghbdrey and message adoption.
The conceptual framework expands this model wighf#ictors that influence message
credibility (author credibility, media credibilitgnd content dimensions (format,

testimonials, storytelling and emotional charge)

Methodology

To achieve these objectives and to test the conakframework as well as the
proposed model, we analyzed a real online viraketarg campaign (mainly video

based), with 3,251 online opinions and over 6 oillvideo visualizations.

The viral marketing campaign was released in fanases, with 17 different messages,
mainly video, in several internet media, with higipact on YouTube and on the

Company Web site.

We have used two unit of observations, first, eafdine 17 marketing message
delivered by the viral marketing campaign and sd¢time 3,251 online opinions
generated in Internet, from the viral marketing paign. The main media analyzed for
the 3,251online opinions was YouTube and in the gamy Web site.

On the other hand, our study considers some olde@areables (controversy, message
adoption) and some others inferred. We have usethhdor inferred variables, raters
as coding method, following the recent researchig&eand Schwartz, 2011; Berger
and Milkman 2012; Berger, 2013). For choosing tliding methodology, we have
considered that there is no current automatictteatl could provide more accurate
result on message and online opinions analysistiharan coders (Thelwall, Buckley,
Paltoglou Cai, and Kappa, 2010; Scharkow, 2013)

Consequently with the previous studies (Laros aeérkamp, 2005; Tronvoll, 2011
and Berger and Milkman, 2012), we define the aroaisetions descriptor as

happiness, fear, anger and sadness.

Critical Factors in Message Adoption: An Applicatito Viral Marketing Campaigns. 8
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Results

Regarding the conceptual framework, our resultsvah@at some factors such as author
credibility, media credibility and storytelling inience highly on message credibility.
Our results also show that other content dimengfmmmat, testimonials, and
emotional charge) have a significant lower influeno message credibility

First, in viral marketing context, we confirm diteelationship between message

credibility and message adoption.

Second, our results show that content that evokgsarousal emotions has high
mediation effect in message adoption. Happiness,ded anger, as high arousal
emotions, have partial mediation effect on theti@hship between message credibility
and message adoption. On the other hand, our suliot conclude the mediation
effect of low emotions (sadness) on the relatignbletween message credibility and
message adoption. The results for high arousaliensoin the online video viral
marketing context are coherent with previous figdiim other contexts (Berger and
Schwartz, 2011, Berger and Milkman 2012; Berget,3)0

Third, we also find out that controversy is a madien factor of the relationship
between message credibility and message adoptisnbderation effect is inverse:
our results show that low controversy positivelydaiates the relationship between
message credibility and message adoption.On thex bnd, our results show that high
controversy negatively moderate the relationshigvben message credibility and

message adoption.

Critical Factors in Message Adoption: An Applicatito Viral Marketing Campaigns. 9
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Discussion

The new digital revolution of internet, as a commaton media, implies that
marketing use more and more the viral marketingpzagn. Marketers want to
understand what the critical factors are for apaf¥e viral marketing campaign. Our
research sheds light of some critical factors ithiiience on message adoption and its

online viral marketing application.

In the online video viral marketing context, ourdings confirm the recent literature on
message adoption and its application on viral ntargeln this context, first, we
validate that author credibility and media crediipihighly influence message
credibility. On the other hand, we conclude thatygelling highly influence message
credibility. As point out in the literature reviethe effectiveness of storytelling, gives a
reason for the message to be credible and to lvedsha that engages discussion among
individuals (Berger, 2013; Lundqvist, Liljander, @merus and van Riel, 2013). The
motivation to share, as stated by Yusufova (203)ased on self-actualization, self-
expression and social recognition or reputatiow@$as earning social currency
through viral sharing. Finally, we confirm that feat, testimonial and emotional charge
has a significant direct influence on message brgi although in our viral marketing

context, we have concluded that this direct effiect low effect on message credibility.

In the online video viral marketing context, secowed confirm the direct relationship

of message credibility and message adoption.

Third, we confirm recent studies findings mainlyamusal emotion theories (Berger
and Schwartz, 2011; Berger and Milkman, 2012; Ber2@13). We observe the
mediation effect of arousal emotions in an onlirew viral marketing. As stated by
previous authors, emotions influence more fronaitaisal than from being positive or
negative. Arousal emotions are active emotionsdhge action (such as message
adoption and the message viralization). As we aafein our research, high arousal
emotions mediate highly on the relationship betwaessage credibility and message
adoption. High arousal emotions tested, happirsggr and fear, has been

demonstrated to have a partial effect on relatignisetween message credibility and

Critical Factors in Message Adoption: An Applicatito Viral Marketing Campaigns. 10
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adoption message. This conclusion underpins preuioeories tested in other contexts.
(Berger and Schwartz, 2011; Berger and Milkman 22@&Eerger, 2013).

Fourth, we highlight that subjects are concernemiiithe other’s opinions (Argo,

White and Dahl, 2006). Subjects want to be sodeépted (Reiss, 2004). Therefore we
are prone to go in favor of the majority, in oraet to have interpersonal conflict
(Buss, 1990). People follow social proof ideas.ré€f@e, controversy can increase
discomfort (Chen and Berger, 2013). We confirm tmeclusion in the online video
viral marketing campaign context. Our findings shbwat low controversy is a
significant moderator on the relationship of messagdibility and message adoption.
We conclude that high controversy has negativelgemation effect in the online video

viral marketing campaign context.

Limitation

Our research is based on field empirical data faoral online viral marketing
campaign. We could say that this is not represieetanough. Nevertheless, the
number of opinions (3,251 opinions) and numberisdalization (6 million) provide us
a large data set to test both conceptual framewadkour proposed model for message

adoption

Additionally, since we use manual procedure, wehusaan coders to rate. Thus,
robustness could be stated as a limitation forgtudy. However we have followed the
recent studies coding methodology (Berger and Makra012, Chen and Berger, 2013,
Berger, 2013). In addition to that, current studieew that the automatic tools are less
accurate than the manual analysis (Thelwall, Byckaltoglou Cai, and Kappas, 2010;
Scharkow , 2013)

Critical Factors in Message Adoption: An Applicatito Viral Marketing Campaigns. 11
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Direction for further research, future implications and marketing implications

First of all, we recommend developing a researtla, control context, about the factors
identified that influence message adoption. Orother hand, it would be
complementary with our research to test our fingimgother type of viral marketing
campaign. Future research might explore the pexpostical factors in message
adoption and its application on mobile viral mankgtcontext.. Future work might also

examine the size of controversy moderation effect.

On the other hand, we propose for future studiesmtdyze other critical factors on the
message adoption that has been stated in theuitenaeview (seeding factor, blending

marketing strategy of offline and online, ...)

For future implication, we point out that futuredst of Big Data Solutions and
Sentimental Analysis tools will allow us to improtesting of the conceptual framework
and our model proposed for message adoption. Tthetewill provide us better
understanding and more accurate information frorketeng message and from

internet opinions generated by the viral marketampaigns

For marketing implication, this research define®aceptual framework and a model
for message adoption considering overall commuioicdfictors (author, media,
content and receiver) allowing marketers to betedine a online video viral marketing
strategy and to maximize their results. Our reseaheds some light on some critical

factors for a viral marketing campaign to be mdfeative.

KEYWORDS

Viral Marketing, credibility, emotions, controverayessage adoption
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RESUMEN

Estamos inmersos en una revolucion digital quenakta toda la sociedad, cambiando
nuestra vida cotidiana. Hoy en dia estamos comstante conectados e
intercambiamos millones de mensajes gracias angtt@por ejemplo las aplicaciones de
mensajeria son las mas utilizadas en el maovilyelalucion digital ofrece al marketing
una nueva oportunidad de comunicacion y de intevaac con el publico objetivo, y
una forma fécil y eficiente, en términos econémicosmo es el marketing viral.
Aunque a lo largo de las Ultimas décadas, los tigaores sugieren que las
comunicaciones interpersonales cambian nuestro @dampiento, no hay un consenso
de por qué y cuales son los mensajes que influy@nque otros. Los responsables de
marketing encuentra dificil, si no imposible, preidedémo lograr el éxito a traves de las
campanfas virales (Watts, Peretti and Frumin, 20BI7principal interrogante al que se
estan enfrentando, tanto los investigadores comadsponsables de marketing, es el
siguiente: ¢ cuales son los factores criticos aiderss cuando se disefia una camparfa
de marketing viral, para lograr un alto grado deopatbhn del mensaje y

consecuentemente lograr el éxito?

Objetivo

El principal objetivo de la tesis es mejorar eleadtimiento de los factores criticos en la
adopcion del mensaje para el disefio de campafatesvionline. Los objetivos
especificos son cuatro. En primer lugar examinaseodoo la credibilidad del autor, la
credibilidad del medio, y las caracteristicas dehtenido (formato, existencia de
personajes actuando, narrativa, y carga emocidnfijyen en la credibilidad del
mensaje. En segundo lugar examinaremos la relatitéota entre la credibilidad del
mensaje y la adopcidén del mismo. En tercer lugamenaremos el papel mediador que
tienen las emociones que generan excitacion, eeldagion entre la credibilidad del
mensaje y la adopcién del mismo. En cuarto lugagmenaremos el papel de
moderador que tiene la controversia en la relaeidre la credibilidad del mensaje y la

adopcion del mismo

Critical Factors in Message Adoption: An Applicatito Viral Marketing Campaigns. 13
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Revision bibliogréafica

La tesis comienza con la revision bibliograficdaketeorias sobre la adopcion del
mensaje (Chaiken, 1980; Sussman and Siegal, 2@§ok, Cheung and, Lee, 2008).
Destacamos que tanto la credibilidad del autor,actantredibilidad del mensaje son
factores que se consideran claves para la adogdeldmensaje, siendo incluso mas
relevantes en internet. En segundo lugar, revisasdas teorias de marketing viral
(Godes and Mayzlin, 2004; Woerdl et al., 2008; Gaod Fill, 2008; Saxena et al.,
2012). Y en tercer lugar, mostraremos el procesardézacion y asi como las medidas

de dicha viralizacion segun Saxena et al. (2012)

Ademas, destacamos que el contenido del menssjealacteristicas de su difusion (el
medio), y la credibilidad del autor, estan iden&ifilos como algunos de los factores
criticos para la adopcion del mensaje y su aplicaen la viralidad, segun Woerdl et al.
(2008)

Revisaremos en profundidad los factores de queibagén a la credibilidad (autor,
medio y mensaje) revisando los ultimos autoresd&uand Nass 2001; Metzger et al.,
2003; Goldenberg et al., 2005; Lee, Kim, and Chénsted, 2011; Berger, 2013)

Ademas revisaremos los aspectos del contenidoagimsalgunos investigadores son
claves en la credibilidad del mensaje (Berger atoh@rtz, 2011; Berger and Milkman
2012; Lundqvist, Liljander, Gummerus and van R2é13; Berger, 2013; Shoeb and
Khalid, 2014)

Dado que los estudios recientes se centran efllamcia de las emociones en la
adopcion del mensaje, y en la viralidad, analizaetas emociones desde varios puntos
de vista. Primero, revisaremos coOmo surgen las emes desde los estimulos

recibidos. Después, analizaremos la bibliograffaesel estudio de las emociones en el
marketing, y nos centraremos en las emociones guergn activacion. Y por ultimo
analizaremos como se han segmentado las emocioi&s iavestigaciones mas

recientes.
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Marco conceptual y modelo

En esta tesis propondremos un marco conceptuahyagielo para entender la adopcion
del mensaje. Este modelo muestra la influenciseamedibilidad del mensaje en la
adopcion del mismo. En segundo lugar, mostraremakchio modelo la influencia
mediadora de las emociones que generan excitagitarelacion entre la credibilidad
del mensaje y la adopcion del mismo. Como tercetqpel modelo muestra el efecto
moderador de la controversia en la relacion eatoeddibilidad del mensaje y la

adopcion del mismo.

Por ultimo desarrollamos un marco conceptual qgéoba al modelo propuesto,
incorporando los factores que influyen altamentamedibilidad del mensaje, tales
como la credibilidad del autor, la credibilidad detdio y algunas caracteristicas
especificas del contenido (formato del mensajs,tdstimoniales, la narrativa, y la

carga emocional)

Metodologia

Para lograr estos objetivos y poder contrastdnif@&esis, hemos analizado una
campafa de marketing viral (basada principalmemtedeo) con 3.251 post y con seis

millones de visualizaciones de video.

La campafia de marketing viral esta estructuradauatmo fases, con 17 mensajes
lanzados, principalmente videos, en diferentes asedi internet, con un impacto mas

destacable en YouTube y en la web de la empreskanné la campania.

Como unidades de medida hemos utilizado los 17 apentanzados en la campafia, y
las 3,251 opiniones que la campafia genero en attdros medios analizados para
identificar dichas opiniones fueron YouTube y labMe la compafia que lanzo la

campanfa.
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Hemos empleado variables observables (controvetaiadopcion del mensaje), y
variables inferidas a partir de la codificaciontaPlas variables inferidas hemos
utilizado como método de codificacion a un grupardiependiente de personas,
siguiendo el método aplicado en investigacioneemées de marketing viral (Berger
and Schwartz, 2011; Berger and Milkman 2012; Berg@t3). Conviene indicar que en
la actualidad no existen herramientas autométisashqs den mas fiabilidad que esté
método de analisis aplicado sobre los mensajes gpimiones generadas en Internet
(Thelwall, Buckley, Paltoglou Cai, and Kappa, 20%6harkow, 2013)

La escala de cada variable se disefid conformenatiadologia de estudios precedentes
(Laros and Steenkamp, 2005; Tronvoll, 2011 and &esgd Milkman, 2012).

Resultados

En primer lugar, nuestros resultados muestranagteres como la credibilidad del
autor, la credibilidad del medio y la narrativaetrcontenido del mensaje, influyen
altamente en la credibilidad del mensaje de forignaifgcativa. Por otro lado, los
resultados también muestran que otras dimensi@iesdtenido como el formato del
contenido (video/texto), los testimoniales, asi cdancarga emocional tienen una

influencia significativa menor en la credibilidddl mensaje.

En segundo lugar los resultados muestran una delaaiecta entre la credibilidad del

mensaje y la adopcién del mismo.

En tercer lugar, en relacion con las emocionesggueran excitacion, los resultados
muestran que el contenido del mensaje que provooaienes con alta activacion
genera un efecto mediador alto en la adopcién @ekaje. La felicidad, el miedo, la
ira, como emociones con alta excitacion, tieneefento de mediacion parcial sobre la
relacion entre la credibilidad del mensaje y lapmilan del mensaje Por otro lado,
también se concluye que el contenido del mensageprpvoca bajas excitaciones no
genera dicho efecto mediador. La tristeza como @&naie baja excitacién no tiene un
efecto mediador significativo en la relacion emdreredibilidad del mensaje y la

adopcion del mensaje. Estos resultados obtenidekeaariorno de una campana de
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marketing viral en internet (principalmente basadaideo) son consistentes con
estudios anteriores (Berger and Schwartz, 201 géBeand Milkman, 2012; Berger,
2013).

Por ultimo, en el contexto de las campafas de rmiagkeiral, observamos que la
controversia es un factor moderador en la relagitire la credibilidad del mensaje y su
adopcion. Nuestros resultados muestran que uneovensia baja modera altamente la
relacion entre la credibilidad del mensaje y syoadim Ademas, en el contexto de
marketing viral, nuestros resultados apuntan augaecontroversia alta tiene efecto

moderador inverso (es decir reduce) en la relad®la credibilidad y su adopcién.

Conclusiones

La revolucion digital supone una transformacioadeomunicacion y del marketing
gue conducen a un desarrollo del marketing virat tesponsables de marketing
necesitan entender cuales son los factores criiem@sdisefiar una campana viral
efectiva. Nuestra investigacion intenta facilitarraayor entendimiento sobre cuéles
son los factores criticos que influencian la ad@pciel mensaje y su aplicacién en

marketing viral.

Nuestros resultados obtenidos en el contexto detetiag viral en internet, confirman
las conclusiones mostradas en la bibliografia slabaglopcion del mensaje, aportando
alguna contribucion efecto moderador de la contsiagy el efecto mediador de las

emociones con activacion.,

En primer lugar, confirmamos las conclusiones dedéss previos respecto a los
factores que afectan a la credibilidad del mensajgvés de nuestra investigacion en el
contexto de marketing viral online. Validamos, steeontexto, la influencia alta tanto
de la credibilidad del autor como de la credibiiagbel medio. Por otro lado, concluimos
que la narrativa afecta altamente en la credildldiel mensaje en el contexto de una
camparia viral online basada en video. De acuenddacbibliografia revisada, la
efectividad de la narrativa en el contenido, seedeljue provoca en el receptor del

mensaje una razon para creer el mensaje y paraactirgy dado que generara
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comentarios entre los individuos. La puesta en cod®lestos mensajes que van a ser
comentados, esta motivada por la necesidad degeicoiento social y reputacion.
(Yusufova, 2013). Por dltimo confirmamos que ehfato, los testimoniales, asi como
la carga emocional tienen una influencia direajaifcativa, aunque en el contexto del

marketing viral esta influencia es baja.

En segundo lugar, en el contexto de las campaf@swien internet, confirmamos la
relacion directa entre la credibilidad del mengdi@ adopcion del mismo. En tercer
lugar, también confirmamos las conclusiones de$bsdios recientes sobre el efecto
gue generan las emociones con alta activaciéa exdcion entre la credibilidad del
mensaje y su adopcion. En la investigacion enmiexto del marketing viral en
internet, también observamos el efecto mediadéasiemociones con alta activacion.
Las emociones que comportan mayor activacion genera&fecto mayor que las
emociones con sélo carga positiva o negativa. dicGitg&as emociones provocan
activacion y estimulan provocan acciones como tgeidn del mensaje y su
viralizacion. En nuestra investigacion concluimag tps emociones con alta excitacion
median altamente en la relacion entre la credduilidel mensaje y la adopcion del
mismo. Estas conclusiones son coincidentes caedaias anteriores demostradas en

otros entornos. (Berger and Schwartz, 2011; BeagdrMilkman, 2012; Berger, 2013)..

En cuarto lugar, deberiamos destacar que las @s®tan preocupadas de los que
opinan terceros (Argo, White and Dahl, 2006). Todasmos de ser socialmente
aceptados (Reiss, 2004). Por eso, tendemos a alzptginiones de la mayoria
evitando tener conflictos (Buss, 1990). En congcreliedimos hablar de temas en los
que estamos en contra de la opinién de la maypgae nos puedan exponer al rechazo
social. Es decir, las ideas aceptadas socialmenttas que se aceptan. Por dicho
motivo, la controversia, cuando es elevada, pagkifeerar una situacion de malestar
personal (Chen and Berger, 2013). Nuestra invas@igaonfirma estas conclusiones en
el contexto de una camparfa de marketing viral.ressltados obtenidos muestran que
una controversia baja es un moderador con signifoaen la relacion entre la
credibilidad del mensaje y su adopcion. Por otdo J@&oncluimos que alto nivel de
controversia tiene un efecto moderador negativalées reduce) la relacion entre la

credibilidad del mensaje y su adopcion, en el cdaatde una campafa viral online.
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Limitaciones

Nuestra investigacion esta basada en datos engp@idoaidos de una campana real de
marketing viral en internet. Se podria decir queusb de una sola campafia resta
representatividad al trabajo. Sin embargo, teniesr@uenta el nimero de opiniones
vertidas, al respecto, en internet (3.251 opinipngssobre todo el numero de

visualizaciones de todos los videos de la campai@a (e 6 millones) ofrecen en esta

campafa un gran volumen de datos aptos para cetegamodelo propuesto.

Por otro lado, como método de codificacion princgstamos utilizando un equipo de
codificadores, por lo que es un procedimiento fpedmente manual. Se podria indicar
que dicho método no es robusto. Sin embargo, hemgsido el método que utilizan
otros autores para la codificacion de los mensagesiados al marketing viral (Berger
and Milkman 2012, Chen and Berger, 2013, Bergef,3pG¢/ ademas otros autores
califican este método de codificacion manual comés rfiable que las herramientas
automaticas actuales (Thelwall, et al. , 2010; 8ava, 2013)

Futuras lineas de investigacion, implicaciones futas e implicaciones en el

marketing

En primer lugar recomendamos el desarrollar unesitigacion en condiciones
controladas sobre la influencia de los factorestiieados en la adopcion del mensaje.
También seria complementario a nuestra investigaeidlizar la misma investigacion
en otros contextos de marketing viral (con otro tie campanas). Otras lineas de
investigacion futuras podrian explorar los factaméscos en la adopcion del mensaje
identificados en esta investigacion y su aplicaedrel contexto movil del marketing
viral. Ademas nuestra recomendacion seria analzsfecto moderador de la
controversia para determinar su valor. Proponemabzar otros factores criticos en la
adopcion del mensaje, como son la estrategia demedline y offline, la forma de

expandir el mensaje,
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Ademas mencionamos como futuras implicaciones adasia esta investigacion, la
explosion de las soluciones de Big Data y de lasmh@entas de Sentimental Analysis.
Estas herramientas nos permitiran disponer denfaemacion mas fiable y de un
mayor entendimiento tanto de los mensajes lanzawltes campafia, como de su efecto

en las opiniones de los receptores en internet.

Desde el punto de vista de las implicaciones d&etiag, nuestra investigacion facilita
el conocimiento de algunos factores criticos da eatisefiar una campana viral online
efectiva. Esta tesis define un marco conceptua snadelo integral cubriendo todos los
aspectos de la comunicacion, autor, medio, megsaeeptor. De esta forma estos
resultados y el modelo propuesto ayudarian a kgoresables de marketing a definir

mejor su estrategia de marketing viral online, @@ @ maximizar sus resultados

PALABRAS CLAVES

Marketing viral, credibilidad, emociones, contrasiar adopcién del mensaje
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1 Chapter 1. INTRODUCTION

Sharing information is part of modern life. Peololee sharing videos, photos, opinions.
We are constantly sending and receiving informadidimer in our PC or in our smart
phone. This social transmission often comes irr@a fof electronic word of mouth
(eWOM) that provides Marketing a new communicat@portunity to interact with the
target audience in an easy and cost effective \Maig. eWOM generate a virality effect
that could be used as a marketing tool. Viral mimges a hot topic in the agenda of
the marketer (Cruz and Fill, 2008)

Although decades of research suggest that intespakrsommunication changes our
behaviour, there is no agreed conclusion aboutamvuywhat certain messages have
more influence than others. Marketers find it difft, if not impossible, to predict viral
success (Watts, Peretti and Frumin, 2007). The opa@stion scholars and marketers
are facing is: what are the key factors to considezn designing a viral marketing
campaign to success? Previous work have studied sbthese factors independently

but to the best of our knowledge there is no retetar date that analyzes them

The main goal of our research is to shed light@deeply understand what the critical
factors are for an effective viral marketing cangpaiWe provide a conceptual

framework and we propose a model for message awtopti
Our specific objectives are.

» First, to examine how the author credibility, mediadibility and the content
characteristics (format, testimonial, storytellengd emotional charge) directly

influence to the message credibility.

* Second, to analyze the influence of message ctiégiton message adoption.

* Third, to examine mediating role of arousal emation the relationship

between message credibility and message adoption,
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» Fourth, to observe the moderating exerted by cuatgy on the relationship
between message credibility and message adoptiereXdmine message

adoption taking into account one of its effectgality.

To achieve these objectives and to test the conakfstamework as well as the
proposed model, we analyzed a real online viraketarg campaign, released in 2011,
with 3,251 electronic word of mouth messages araa 6vmillion video visualizations.
We used YouTube and the company’s web site aswbieniain media to gather the

electronic word of mouth.

Since previous research on viral marketing has pafyially analyzed this
communication process, our research provides a lepengnalysis of its critical factors.
We both show some critical factors with signifidgnbfluence to the message adoption

and shed light in order to understand the siz@af effect.

This research is structured as follows: it begiith @& literature review in chapter two.
In chapter three, we develop our conceptual frankeytbe proposed model and the
hypotheses. In chapter four, we outline the researethodology. In chapter five, the
results of our research are established. And iptehaix, we show the conclusions
(findings, discussion, theoretical contributiongmagerial implications, limitation and

direction for future research).

In the next chapter, we provide a deep reviewtefdiure showing that there is limited
understanding of message adoption and virality.itkatthlly, current studies are limited
to a set of factors, without considering the comitation process as a whole. Some
authors examine the source of credibility (SussarahSiegal 2004). Other authors
show conclusions of valence (Eckler and Bolls, 30$bme research looks into
emotions (Berger, 2013, Berger and Milkman, 20&8) others focus on controversy
(Chen and Berger, 2013).
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2 Chapter 2. Literature Review

In this chapter, we will review the literature irder to provide a better understanding of
the critical factors that contribute to make a Mmarketing campaign be effective. The
purpose of Chapter 2 is to review the literaturer@ssage adoption and, more
precisely, on one of its effects, virality. We fgoour review in understanding recent

literature about viral marketing and the factows thighly influence virality.

First, in Section one, we begin reviewing the virarketing concept and the electronic
word of mouth together with communication theortgsction two provides an
extensive review of the information adoption modigderlining some literature review
of the critical factors of virality. In Section #&, we deeply review studies on author,
media and message credibility. At this stage, a&eptualization of communication
factors has already been identified. In Sectiom,fthe literature review focuses on
content dimensions, with an emphasis on video cbnte

In section five, the emotion study is taken intosideration. This section concludes
reviewing the cluster of emotions and arousal ties®so as to understand the
information adoption and activation. In section, sie underline controversy theories

on the virality effect.

2.1. Communication Process and Viral Marketing

2.1.1 Communication Process

Understanding the communication process providesnaework to review the factors
that influence the effectiveness of a marketing gaign. As Laswell (1948) has
defined, in the act of communication the commumicaprocess should answer the
following questions:

*  Who?: Author

e Says What?: Content

* In Which Channel?: Media

*  To Whom?: Audience

* With What Effect?: Impact
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Although Lasswell (1948) defined the communicaseheme, his study did not provide
any interactions among the parties. Meanwhile, Biog) Janis, and Kelle (1953)
thoroughly defined the communication process indgaix different phases: The
response (change of behaviour) is a causal prdeesssl on the stimulus; the exposure
to a message (emitter Act); and requires arougedtadn (to arrive), be understood
(reach), be accepted (acting), be retained (t9.stadditionally, Berlo (1960) pointed
out his theoretical model on the psychological éssencompassing the communication
process. Berlo introduces the ‘SMCR’ model in whirehconsidered the following

elements of the communication process: Source, &es€hannel, and Receiver.

In our literature review, we are going to highlighe¢ interaction the elements of
communication, author, content, media and the vecéor the message adoption, in a

viral marketing context.

2.1.2 Viral Marketing definition

First, we review recent studies to understand wiratketing concept. Up to date, many
definitions of viral marketing have been provid¥dal marketing is defined as the
internet version of the word of mouth marketingngsVeb sites, videos, email
messages, or other marketing events that influens®mers to pass them along to
friends( Armstrong and Kotler's ,2011). Viral matikg means also a tactic that
marketers apply to spread a marketing messagessagnmarket or segment in a limited
time period, utilizing marketer-initiated consunaetivity (Gardner et al., 2013).

To point out a simple definition, Shoeb and Kh#k814) defined viral marketing as an
evolution of word of mouth in the digital work, narg electronic word of mouth
(eWOM). Therefore, in order to understand viral marketimg,should first study the

word of mouth.

Word of mouth implies that informal communicatian@ng individuals concerning
products and services is taking place (Bayus, 198%% communication can be
positive as well as negative, depending on thafsation levels of individuals (Evans

et al., 2006). In comparison to other forms of netilg communication, information
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dissemination and sharing among individuals isd-agien word of mouth occurs. The
believes and point of views of individuals are #igantly influenced by negative word
of mouth communication, which tends to be weightexte heavily by consumers than

positive communication (Solomon, 2004).

According to the Word of Mouth Marketing AssociatiQVOMMA), viral marketing is
the science to build a beneficial and active manganessage communication among

customers by giving people a reason to talk about product or service

The difference between WOM and e-WOM is the platfan which the message is
contained which enables it to travel fast and rdagher (Shoeb and Khalid, 2014).
Besides the amplified reach, the richness of tiiéerd has evolved as well, in the sense
that the message can now be in various forms inguext, images, sounds, videos,
games, eBooks, brand able software, images, enegsgages, or web pages (Shoeb,
2014).

Generally speaking, viral refers to the tendencgaoiftent to spread quickly in a
community by word of mouth (Guerini, Strapparavd &zbal, 2011). Therefore, viral
marketing implies peer-to-peer communication wifecive methods to transmute
electronic communication network into influencewatks capturing receiver’s
attention, triggering interest, and leading to dotwp(De Bruyn, 2004; Dobele et al.,
2007).

In the spreading process, there are several elemagptay, e.g. the nature of the
spreader and the nature of the audience, the steuot the network through which the
information spreads, and the nature of the conteelf (Guerini, Strapparava and
Ozbal, 2011). Therefore, the spreading processnaay different elements to be
considered, and furthermore there is interrelahgmamong them. The spreader decide
the the network through which the information isesl. The content delivered
predetermines the network to be spread out (videadelivered over video platforms

mostly).
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