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Abstract
The rapid penetration of the Internet and the prevalence of various social media facilitated by new technologies provide new opportunities for how marketing techniques are developed and refined. The creation of viral marketing has been driven by technological innovations and cultural changes. Responding to marketing trends and catering to consumers‘ psychological demands and behavioral changes, viral marketing represents the latest online customer-centric marketing (Shukla, 2010). the main objective of the study is centered on the impact of viral marketing on brand preference of hero larger beer. The study adopted the survey research design and randomly enrolled participants in the study. A total of 80 responses were validated from the enrolled participants where all respondent are staff of Hero lager Beer, Enugu State.This study intends to illustrate the benefits and challenges of viral marketing. The effects and concerns with the adoption of viral marketing are reinforced by previous research and findings from marketer and consumer focus groups. This thesis will contribute to building a theoretical and empirical foundation for viral marketing research and professional practice.



CHAPTER ONE
INTRODUCTION
1.1 BACKGROUND OF THE STUDY
Mass marketing techniques have dominated the marketing strategies implemented by companies worldwide. Media such as radio, television, newspapers, direct mail etc. were the one’s carryout the message to the larger audience. Progressively, new methods have been implemented and the rapid growth of the “word of mouth Communication” opened new marketing possibilities for businesses, masses can be reached faster and more efficiently. The digital media capabilities can help business to spread “Viral Messages” to the mass market.
Partially it is the combination of the internet and word of mouth communication and modern technologies like chatroom, forums, instant messaging applications, blogs, file transfer and social networks, that enables messages to spread faster and more exponentially than ever before. Viral marketing which combines the use of passing information through the internet and passing information through the “Word of Mouth” is an effective communication method. Moreover, viral marketing describes any strategy that encourages individuals by using digital media to pass on a marketing message to others, creating the potential for exponential growth in the message’s exposure and influence; like viruses, such strategies take advantage of rapid multiplication to explode the message to thousands to millions (Kirby & Marsden, 2006).
The definition for this type of marketing given by Kirby and Marsden (2006, P. 17) says that viral marketing is the “promotion of  company or its products and services through a persuasive messaged designed to spread, typically online, from person to person”.
Scot (2007) argues that the frustration of relying only on the expensive advertising traditional advertising techniques to deliver organization’s messages is long gone. They have ….. a decline in effectiveness when it come to mass marketing. Major reason for this is to enhance commercial pressure which people are experiencing on an everyday basis (Kotler and Keller). Of course, traditional advertising techniques are skill very important but more and more marketers and business will turn into using viral marketing e.g web more frequently to contact the world directly.
One of the earliest use of the term “Viral Marketing” takes us to the year 1989 in which in PC user magazine an article about the adoption of Macintosh SE’s versus company’s mentioned this term and concepts; it’s Viral Marketing you get one or two (people) in and they spread (the message) throughout the company. (Kirby & Marsden 2006. P. 89). The term crapped up again in 1996 and 1997. Eventually business realized the great potential viral marketing had, and it started to be used widely. The situational variation comes as a change in mood at hand, which can change the consumers choice of take. Marketing require a calculated and planned orientation with best blend and effective marketing performance to know what, who, where and how to tackle this situation for its growth.
The achievement of the goals require a team of staff members who are zealous enthusiasts, good spirited with positive attitude and thinking. Besides, marketing starts with the identification of the need of the customers and not selling of goods or services, hence there should be coordinated effort in embarking on viral marketing. Marketing of products and services is not just seeing the services from the eyes of the manufacturing industry but also letting people know about such products or services invoke.
Manufacturing industries do not only compete with each other but also have to content with challenge from other manufacturing industries in the marketers. To do this successfully, marketers need in improving performance. A business man once said that “out aim goes beyond satisfying the customers” the companies are established to make profit and it will only achieve this, if it satisfies its customers need better than its competitors. Viral marketing spreads information very fast with the use of viral marketing by sub-miller Plc will not only boost their sales but also a greater advantage over its competitors.
Some academic researches have investigated empirically in which manner decisions of viral marketing are applied, how its effectiveness is measured and the implication of these decision on the ride of the management and for the people within the organization but has not satisfactorily evaluated the impact of viral marketing on brand preference of hero larger beer through coordinated efforts, customers focus and relational behaviour, brand performance, competitive advantage, thus the success and differential advantages in viral marketing could be attained when an organizations can determine the need and wants of the customer and direct its effects towards those needs and wants, Olujide, J.O et al, (2004).
From the foregoing, this research work is designed to examine the “Impact of viral marketing in Brand performance of Hero Larger Beer”.
1.2   STATEMENT OF THE PROBLEM
Marketers are realizing that ‘word of mouth communication is not an information source for the customer but rather a marketing engine, which is allowing the customer to actually interact with the brand. It is essential to plan carefully how the online marketing should be done, who should spread the word, and what kind of message should the world hear about your organization, it is definitely a very rewarding one. Viral marketing essentially when used as an integrated rather than isolated approach can both improve brand advocacy and increase mass – market brand preference. Moreover, it can achieve those objectives very cost-effective, even if brand, product, or service has no stand out, buzz worthy characteristics.
Brand preference research has been investigated over the years and has intensified as products with similar attributes becomes more proliferated in the market place. Marketing is a difficult and problematic undertaking for beer companies due to the sack of marketing skills and financial resources.
All the problems related to the marketing have the reason behind. Creation of higher brand preference is not often a clearly stated goal when determining a company’s marketing budget, but it is skill a larger companies want to attain.
In other for hero larger beer to survive, their main focus is on generating turnover, therefore a company’s attention is directed towards sales, and to stimulate them as much as possible. The motivation of this study is therefore to address the lack of research focused on the use of viral marketing on hero larger beer to increase the brand preference.
1.3   OBJECTIVES OF THE STUDY
The general objective of the study is centered on the impact of viral marketing on brand preference of hero larger beer.
Others specific objectives are:
i. To find out the role of viral marketing through customer focus on brand preference of hero larger beer.
ii. To ascertain the effect of viral marketing through relational behaviour on brand performance of hero larger beer.
iii. To establish the impact of viral marketing through a coordinated effort on competitive advantage.
iv. To find out the impact of viral marketing on an organizations competitive advantage.
1.4   RESEARCH QUESTIONS
Given the objectives of the study above, the following research questions were thus formulated to guide the study:
i.  What is the role of viral marketing through customer focus on brand preference of hero larger beer?
ii. How can viral marketing through relational behaviour affect brand performance of hero larger beer?
iv. Does viral marketing through a coordinated effort affect competitive advantage?
v.  What is the impact of viral marketing on an organization’s competitive advantage?
1.5 RESEARCH HYPOTHESES
From the research questions above this study will be anchored on the following hypotheses.
Ho1:  There is no relationship between customer focus and band preference
Ho2:  There is no statistically significant relationship between relational behaviour and band performance. 
Ho3:  There is no relationship between coordinated effort and competitive advantage.
Ho4:  There is no statistically significant relationship between viral marketing and organization’s competitive advantage.
Significance of the study
The research significance illustrates through the importance of the subject itself, as the viral marketing subject boom in the world of marketing compared to traditional marketing, it has an economic and social importance to business organizations.
It will save as a reference material for further research work.
Scope of the study
The study will explore the importance of the viral marketing subject boom in the world of marketing compared to traditional marketing, it has an economic and social importance to business organizations. It will be carried out at Hero Lager Beer
1.7 Limitation of the study
In the process of carrying out this study, the following problems were encountered by the researcher, this includes:
- Time Factor:- The time within which this work must be completed and submitted for appraisal stood as an impediment to this project work.
- Financial Resources:- Due to lack of finance at the disposal of the researcher, affected the quality of this work, cause my sponsor(parents) prefers to spend money on my younger once admission into the University recently (2019/2020) academic session) rather than devoting huge financial resources on this study that will be of economic and academic importance in years to come.


CHAPTER TWO
LITERATURE REVIEW
This chapter provides the concept of viral marketing, the context of its creation and the advertising benefits and challenges in the adoption of viral marketing. It starts with the identification of viral marketing and indicates the relationship between viral marketing and word-of-mouth communication.
2.1 Defining Viral Marketing
Advertising messages are transmitted in viral marketing through person-to-person contact and communication, so that viral marketing has another name as word-of-mouth marketing, in which a user forwards a marketing message to others and refers to an interesting or satisfying product and/or service (Rayport & Jaworski, 2004). On the Internet, viral marketing is a marketing technique that induces web sites or users to pass on a marketing message to other sites or users, creating a potentially exponential growth in the message‘s exposure and influence (Cruz & Fill, 2008; Datta et al., 2005). Laudon and Traver (2009) also describe viral marketing as the process of involving consumers to disseminate a company‘s marketing information to their friends, family, and colleagues. Thorne (2008) further indicated that informative messages are usually electronically transmitted from person to person in viral marketing.
As to the marketing form, viral marketing refers to the extension of word-of-mouth advertising (WOM) that represents the latest online customer-centric marketing to increase promotions on products and/or services (Shukla, 2010).
In term of the advertising effects of viral marketing, Golan and Zaidner (2008) identify it as strategies that allow an easier, accelerated, and cost-reduced transmission of messages by creating environments for a self-replicating, exponentially increasing diffusion, spiritualization, and impact of the message‘‘ (p. 961).
2.1.1 The origin of viral marketing
Shukla (2010) claims that the term viral marketing is coined by the Harvard Business School professor Rayport (1996). Among the first to write about the technique of viral marketing is media critic
Douglas Rushkoff in his 1994 book Media Virus: Hidden Agendas in Popular Culture. Rushkoff (1994) creates the term and concept of media virus or viral media and describes that media like viruses is mobile, easily duplicated and spread as non-threatening. As to the technique of viral media, a message or image is presented to a susceptible audience in a way that it will essentially affect the recipient like a virus and the infected person will pass the message to others effectively like a virus (Rushkoff, 1996).
Viral marketing is further popularized as network-enhanced word-of-mouth advertising by the venture capitalist Steve Jurvetson and Tim Draper (Jurvetson, 1997) who describe Hotmail's email practice of attaching its own advertisements with outgoing mail from its users (Palka, Pousttchi & Wiedemann, 2009; Rayport & Jaworski, 2004; Shukla, 2010; Swanepoel et al., 2009). Hotmail has become one of the first to exploit online viral marketing since its email service was launched in the late 1990s, when every outgoing email contained a short message at the bottom with a link for people to click and sign up. In 1996, Steve and Tim also took advantage of viral marketing as a new phenomenon to promote the adoption of Hotmail, a free web-based e-mail service provider, and viral marketing launched this e-mail system from zero to 12 million subscribers in only18 months at very little cost (Shukla, 2010).
2.1.2 Word-of-mouth communication
Cruz and Fill (2008) identify word-of-mouth as person-to-person communication among consumers concerning their personal experience with a product or firm. Word-of-mouth is also described by Westbrook (1987) as informal communications toward other consumers about the ownership, usage, or characteristics of particular goods and services or their firms (Datta et al., 2005). The term word-of-mouth is further defined as verbal communications (either positive or negative) between groups such as product providers, independent experts, family, friends and the actual or prospective consumers to expand influence between
two individuals (Datta et al., 2005).
Arndt (1967) (as cited in Datta et al., 2005; Golan & Zaidner, 2008; Palka et al., 2009) first defines word-of-mouth advertising as the oral, interpersonal communication between a recipient and informant whom the recipient perceives as noncommercial, concerning a brand, a product or a service.
Thorne (2008) suggests that there exist two kinds of word-of-mouth marketing: organic and amplified. Organic word-of-mouth marketing happens naturally when people just generically tell others about a good product or experience, while amplified word-of-mouth marketing occurs when a company encourages people‘s conversations about its products and/or services by providing incentives or rewards.
2.1.3 Internet-based word-of-mouth marketing
The advent of the Internet has brought new opportunities for both marketers and consumers to spread or receive messages about a product and/or service and has provided a new platform for traditional word-of-mouth communication (Datta et al., 2005).
Many scholars identify viral marketing as an Internet-based word-of-mouth marketing tool and the latest online advertising phenomenon (Cruz & Fill, 2008; Dasari & Anandakrishnan, 2010; Marken, 2008; Shukla, 2010). Viral marketing is simplified as network-enhanced word-of-mouth communication by Jurvetson (2000) (Palka et al., 2009; Shukla, 2010; Swanepoel et al., 2009). Juvertson (2000) (as cited in Shukla, 2010) further demonstrates the identity of viral marketing: when used offline, viral marketing is referred to as word-of-mouth communication, and when used online, it is called viral marketing. Viral marketing is also regarded as a new interpretation of the good old word-of-mouth-paradigm (Woerndl, Papagiannidis, Bourlakis & Li, 2008).
Electronic Word-of-Mouth Communication (eWOM) refers to a positive or negative statement from potential, actual, or former customers about a product or company, which is transmitted toward a multitude of audiences and institutions via the Internet (Datta et al., 2005). Swanepoel et al. (2009) describe viral marketing in detail as an electronic word-of-mouth communication and word of mouse marketing between individuals that exploits the highly effective platform of the electronic medium to spread the word related to a product and/or service in an exponential and contagious manner.
Viral marketing is a new manifestation of the genuine word-of-mouth advertising mediated by the Internet for online users to generate content about a product or service or its firm (Shukla, 2010). Viral messages can be electronic or text messages, video clips or images that are transmitted within an informant‘s social networks through the Internet or social media (Rushkoff, 1996).
Viral marketing also refers to a broad array of online word-of-mouth strategies designed to encourage both online and peer-to-peer communication about a brand, product or service, getting customers to pass along a company‘s marketing message to friends, family and colleagues (Cruz & Fill, 2008; Golan & Zaidner, 2008; Laudon & Traver, 2009). From a marketing perspective, it is the process of encouraging individuals to pass along compelling marketing information by design or by accident in a hypermedia environment (Dobele et. al 2005).
By contrast, viral marketing is different from traditional word-of-mouth advertising that is written, not spoken and participants‘ identity in viral marketing is not constrained by circumstances of their background, appearance, status, neighborhood and workplace (Datta et al., 2005). In viral marketing, a brand‘s visibility can also be increased with exponential referrals which traditional word-of mouth cannot create (Datta et al., 2005). Hence, Helm (2000) concludes that viral marketing is a far more effective medium than traditional word-of-mouth communication.
Other popular names of viral marketing. Viral marketing gains its name from the word ‗virus‘—which denotes ‗infectious spread‘ (Dasari & Anandakrishnan, 2010, p. 100). Cruz and Fill (2008) cite other studies and indicate viral marketing‘s other popular names as referral marketing (Bruyn & Lilien, 2004) and stealth marketing (Kaikati, 2004). Thomas (2004) and Palka et al. (2009) unify these terms under the term buzz marketing, which is identified as the amplification of initial marketing efforts by third parties through their passive or active influence within their social networks.
2.2 Viral Marketing in Context
The creation of viral marketing was brought to light by technological innovations and cultural changes. The birth of viral marketing also caters to today‘s complex market trends and current consumers‘ psychology and behaviors.
2.2.1 Impact of technological innovation
It has taken more than a quarter of a century to reach the first billion Internet users, but with technology innovations, lower prices, and global demand for technology awareness, it will spend only seven years in obtaining the next billion PC users into the market (Yates, Daley, Gray, Gownder & Batiancila, 2007). Forrester‘s forecast in 2007 demonstrates that there will be more than 2.25 billion by 2015 and it reaches a 12.3% compound annual growth rate between 2003 and 2015 (Yates et al., 2007).
The global technology markets have been growing substantially (see Appendix A). The future huge growth of technology markets during the next decade will come from countries like China inner land, India, Brazil and Russia, accounting for over 800 million new PC users by 2015 (Yates et al., 2007). China inner land people build the leading Internet use market with around 54 million PCs currently and have almost 550 million by 2015 (Yates et al., 2007). Approximate 300 million new PCs come from India, Brazil, and Russia: India will add another 157 million; Brazil, 81 million; and Russia, 67 million by 2015 (Yates et al., 2007). By 2015, the Americas will increase 189 million new PCs from the United States, Canada and Latin American countries, excluding Brazil (Yates et al., 2007).
The wide spread use of the Internet and the prevalence of various social networking offer opportunities for marketing techniques to be developed and refined.
Golan and Zaidner (2008) affirm that the diffusion of high speed Internet acquires high resolution of advertising. Many scholars indicate that the creation of viral marketing was promoted by technological innovations via Internet and social networking (Dobele et al., 2005).
Technological changes such as PC networking, SMS technology and greater bandwidth are leading to more networks and word-of-mouth opportunities (Dobele et al., 2005). New technology facilitated by the Internet allows for convenient information acquisition, cost reduced transmission of messages and direct communication online that requires little time and has no geographic limitations. It also creates environments for the rapid diffusion and exponential replication of an advertising message in which an online user‘s purchase attitude and decision can be influenced (Dobele et al., 2005).
Whether it is a video or photo shared on a site, or messages that site users disseminate to members within their social network, user-generated content holds much promise as a marketing tool (Dobele et al., 2005). Marketers are increasingly using websites as platforms for advertisements and promotion (Steinman & Hawkins, 2010).
2.2.2 Influence of participatory culture
Many scholars argue that viral marketing has been emerging within a participatory culture that allows people to share, collaborate and transmit information in social networking (Shirky, 2008). Culture becomes interactive, participatory, and collaborative, when people disseminate
individual content and personalize their own views and experience via new media or through social networks (Shirky, 2008; Shukla, 2010; Steenburgh & Avery, 2008; Steinman & Hawkins, 2010). They co-create knowledge about a product and/or service and its firm, increasing a brand‘s visibility and expanding individual effects on others‘ purchase attitudes and decisions (Shirky, 2008; Shukla, 2010; Steenburgh & Avery, 2008; Steinman & Hawkins, 2010).
Tapscott and Williams (2006) further suggest that new participation not only invites customers to collaborate and transmit information about products and services, but also changes how goods and services are invented, produced, marketed, and distributed on a global basis, rather than simply consuming the end products.
Subsequently, firms gain benefit from consumers‘ insights on the development of products and/or services. Consequently, the participatory culture facilitated by the Internet allows both customers and organizations to collaborate together on the innovation of a product and/or service and to drive business growth.
2.2.3 Current consumers’ psychographics and behaviors
Psychographics and behavioral analysis is crucial for marketers to design a marketing campaign (Laudon & Traver, 2009). Kotler et al. (2009) define psychographics as the science of using psychology and demographics to understand consumers better. Smart marketers understand buyers by building formal buyer personas for their target demographics on the basis of lifestyle, personality, values or preferences (Kotler et al., 2009; Scott, 2007).
People co-create web content and share their opinions and experience with others, as they love being a part of an online community. People also prefer participation and authenticity rather than propaganda and falsehoods (Scott, 2007). Steenburgh and Avery (2008) further indicate that viral marketing satisfies online users‘ desires for sharing and collaborating knowledge about a product and/or service with others and avoids corporate advertising deluge.
Motivated by altruism and obligations toward the society, consumers would also disseminate individual views and their consuming experience to affect others‘ attitudes and help their purchase decisions (Allsop et al., 2007; Datta et al., 2005; Steenburgh & Avery, 2008). Especially, the sharing of purchase information and consuming experience by family, friends, even strangers in social networks will be motivated by the prestige and status that may arise through a need to help others (Allsop et al., 2007; Cruz & Fill, 2008; Marken, 2008). Specifically, a customer demonstrates his or her gratitude to a company by transmitting a message related to a satisfied product and/or service, or by sharing related experience with others, as they feel an obligation toward the society and their affiliation with the particular community (Datta et al., 2005).
As to the analysis of current consumers‘ behaviors, Steenburgh and Avery (2008) illustrate that consumers‘ media habits are rapidly changing. Current customers are no longer willing to be interrupted by corporate messages (Thorne, 2008), so that they would opt out of advertising on television programs and increase their control on corporate advertising deluge. Specifically, these consumers can review advertisements repetitively by visiting websites on their own time, rather than having their entertainment and lives interrupted by corporate advertising (Steenburgh & Avery, 2008). Consequently, they have moved away from traditional media like television, radio, magazines, and newspapers, and instead use new media options facilitated by the Internet.
The channels for consumers to obtain information have been changed from traditional media to new media facilitated by the Internet. By 2007, an average consumer was devoting 23% of his or her media consumption to online channels as opposed to 5% to newspapers and 3% to magazines (Kotler et al., 2009). The total online media consumption of the young high-educated consumers with high-income exceeds that of television (Kotler et al., 2009).
According to Forrester research, consumers spend more time on the Internet than with traditional media including television, radio and print media (VanBoskirk, Overby & Takvorian, 2011). These authors compared the advertising spending and individual time spend with various media types in 2010 (see Appendix B), it demonstrates that consumers invest most media time on the Internet (33%), followed by television (31%), radio (15%), newspapers (6%) and magazines (5%) (VanBoskirk et al., 2011). However, advertising spending will be increased by traditional media such as television (34%), newspapers (12%), radio (8%) and magazines (5%) rather than the Internet (14%) (VanBoskirk et al., 2011).
Generation Y attracts marketers‘ attention and investment, as this generation establishes a significant and substantial marketplace (Kotler et al., 2009). Bound by a hunger for the Internet, especially social media and other Web 2.0 technologies, Generation Y spend enormous professional and individual time in communicating electronically and 96 percent of them belong to social networks (Childs et al., 2009/2010). Generation Y thereby increases spending power and build a promising market in a long-term plan (Kotler et al., 2009). Furthermore, the utility of viral marketing is particularly suited to Generation Y‘s behavioral characteristics (Childs et al., 2009/2010; Swanepoel et al., 2009).
Catering to marketing trends. Viral marketing reflects the current trends of marketing: customization marketing, interaction marketing, relationship marketing and influencer marketing. These trends will be illustrated in the following paragraphs.
Customization marketing. Pitta (2008) suggests that a successful marketing strategy first requires learning what customers really like and what captures their hearts, because the ultimate perfect fit would be for customers to develop or design products themselves. In this customer-initiated and customer-controlled marketing, consumers can voice their opinions easily and freely (Anderson, 2006; Thorne, 2008) and can define the information they need, the offerings they are interested in and the prices they are willing to pay (Kotler et al., 2009). Consequently, marketing techniques have been developed to consumer-centric strategies, by which marketers identify and understand consumers‘ priorities, concerns, and demands. Pitta (2008) further suggests that marketers design a product and/or service that responds to consumers‘ expectations and meets their needs more than persuading consumers through an extensive marketing campaign in which a market can be manipulated.
Customized marketing may take the form of traditional word-of-mouth advertising, but may also exploit new technology and social networks to spread the word under the category of viral marketing (Pitta, 2008). Shukla (2010) affirms that viral marketing represents the latest online customized advertising and customer-centric marketing.
In addition, mass customization takes the form of differentiating a product or service to fit a particular consumer‘s needs more effectively. Viral marketing presents customization in one-on-one online marketing and increases consumer satisfaction with a product and/or service (Pitta, 2008).
The closer the benefits of a product or service match the special needs of an individual, the higher the brand value is produced for that consumer (Pitta, 2008). In addition, customer satisfaction is crucial in promoting a product and/or service (Shukla, 2010), as it affects individual motivations to recommend a product or service (Palka et al., 2009). These authors suggest that the higher customer satisfaction, the higher the intention to promote a product and/or service by forwarding the relevant content. Consequently, customized products may generate a high level of customer satisfaction that encourages customers to do the promotion (Pitta, 2008).
2.2.4 Interaction marketing
The Internet‘s personalized and interactive communication brings new marketing techniques and changes how people communicate (Shirky, 2008). The Internet and other related technologies have created a dynamic and innovative platform for people to communicate (Datta et al., 2005).
Internet marketing provides a two-way communication model and an interactive marketing method between marketers and each individual (Scott, 2007; Williams & Trammell, 2005). Organizations get direct and immediate communication with thousands of actual and new customers (Anderson, 2006; Brown, 2006).
The Internet also provides marketers and consumers with opportunities for greater interaction and individualization (Kotler et al., 2009). This high speed communications infrastructure also provides an effective and interactive communication platform between consumers and marketers for advertising/marketing endeavors and consumers‘ opinions. The Internet has brought a new dimension for consumers as they communicate with others and gather unbiased information based on collaboration of knowledge and experience about a product and/or service (Datta et al., 2005).
Companies in the past would send standard media including magazines, newsletters, and advertisements to prospective consumers. Nowadays, companies such as Sephora (the leading chain of perfume and cosmetics stores in France and also a powerful beauty presence in 24 other countries), will deliver individualized content for consumers themselves to further individualize the content (Kotler et al., 2009).
As opposed to one-way traditional advertising in which consumers are passive recipients of corporate-organized information, essentially, transparency and decentralization in two-way Internet marketing enables information to be transmitted faster, and results in productive dialogues between a company and consumer (Venkat, 2001). Such communication between firms and consumers is benefited from interactive dialogues and constructive collaborations which help to drive business growth (Anderson, 2006).
Scott (2007) further states that one-way corporate marketing has shifted to two-way communication among consumers and companies, as both marketers and consumers prefer this interactive marketing. Consumers have learned that a market can be manipulated, so they prefer direct dialogues with marketers or others to obtain quick and honest information rather than a corporate marketing campaign (Steenburgh & Avery, 2008). Marketers also adopt such two-way communication to exchange information with consumers and acquire their opinions and insights in a quick and easy way. Scott (2007) suggests that marketers must shift their thinking from mainstream marketing to the masses, to a strategy of reaching tremendous underserved audiences via the web, blogs and other forms of online content in order to build direct communication between organizations and consumers.
Marketers adopt interactive marketing not only in promoting sales and positioning brands, but also in increasing consumer satisfaction. These professionals can learn about consumers‘ problems and needs about a product and /service with consumers‘ online views. Those free perspectives and comments also contribute to innovating products and services. Based on consumers‘ insights and views posted online, marketers are able to effectively target segmentation expectations by developing products and services appropriately (Scott, 2007).
Viral marketing represents features of interactive marketing (Cruz & Fill, 2008). As a key notion of interactive marketing, managers can identify and communicate with individual consumers instead of treating them as homogeneous masses (Montgomery, 2001). Thorne (2008) indicates that viral marketing spreads word-of-mouth advertising through peer-to-peer interactions between buyers and sellers. Viral marketing‘s popularity is gained through a distinct, spontaneous, interpersonal exchange of information between a marketer and consumer rather than a corporate marketing campaign (Datta et al., 2005; Kharbanda, 2006; Shukla, 2010; Venkat, 2001).
2.2.5 Relationship marketing
Relationship marketing aims at satisfying long-term relationships with key customers, suppliers, distributors, and other marketing partners, in order to help marketers earn and retain business with strong economic, technical, and social ties among the parties (Kotler et al., 2009). Relationship marketing is increasingly appealing to marketers, because this approach builds emotional bonds with consumers, maintains consumer retention rate and strengthens ties with high value customers by increasing consumer loyalty (Kotler et al., 2009).
Mass customization is the cornerstone of building relationships with individual customers by fitting a consumer‘s particular need with a different product and/or service. Furthermore, consumer values are enhanced by disseminating their views and experience about a product and/or service (Datta et al., 2005). Thereby collaborating on online content and building the virtual community of customers is paramount to create values and deepen relationships with customers (Shukla, 2010).
Viral marketing can further facilitate establishing a relationship building team for top customers, designing a super customized webpage for each customer and providing a much higher level of customer services (Hughes, 2002).
2.2.6 Influencer marketing
Influencer marketing is the practice of identifying key decision makers among target audiences and encouraging them to take advantage of their influence and generate word-of-mouth messages (Thorne, 2008).
Unlike buzz viral marketing, where marketers host an event to capture attention, influencer marketing involves revealing the product or service itself by an influencer such as a blogger, celebrity, or some other person who has a huge following (Thorne, 2008). This allows for a test of a product in the hopes that the influencer will relay positive feedback to an audience and will produce and maintain a positive public image of a product and/or service and its firm (Thorne, 2008).
Swanepoel et al. (2009) indicate that viral marketing is recommended as one of the most important and influential marketing concepts. Viral marketing is described as influencer marketing, in which consumers who are satisfied with a product and/or service will spread positive word of mouth and provide individualized advice to affect others‘ purchase attitudes and decisions (Thorne, 2008).
2.3 Viral Marketing Achieves Better Advertising Effects
Viral marketing achieves advertising objectives with effectiveness by predominantly extending the advertising effects of Internet marketing and word-of-mouth communication (Woerndl et al., 2008).
2.3.1 Internet marketing achieves more effects than traditional advertising
Cutler (1990) (as cited in Alexander, 2006) refers to the Internet as the fifth medium alongside television, radio, newspapers, and magazines. The Internet provides many effective diffusion tools besides e-mail for rapid communication, such as chat, web discussion groups (Montgomery, 2001), online news groups, chat rooms, discussion forums etc. (Datta et al., 2005). The growing popularity of the Internet among young people is paving way for greater possibilities of online promotional content and results in declining popularity of traditional advertising (Swanepoel et al., 2009).
Internet marketing has become one of the most powerful channels for marketers (Dasari & Anandakrishnan, 2010), as the Internet allows for easy access to information, high frequency of advertising exposure and inexpensive promotion about a product and/or service (Thorne, 2008). In addition, Internet marketing is the most influential and the second largest advertising channel after television advertising, as it targets more advertising objectives and increases consumers‘ retention better than traditional advertising (Steenburgh & Avery, 2008). Consequently, marketers allocate the advertising budget to the major media types via Internet, as Internet marketing can achieve more advertising effects than traditional advertising (Kotler et al., 2009).
Steenburgh and Avery (2008) predict that investment in advertising mediated by social networks, blogs and online communities has been increased by marketers in the United States from 2007 to 2012. Specifically, these authors estimate that marketing spending in social media grows rapidly from $0.5 billion in 2007 to $7 billion in 2012 (Steenburgh & Avery, 2008). According to Forrester research, American marketing expenses in social media will keep rising moderately from 2011 to 2016 (VanBoskirk et al., 2011). Gains in the marketing spending will be led by integrated campaigns on social networks, followed by agency fees for social media, and social media management technology (VanBoskirk et al., 2011) (see Appendix C).
Kotler et al. (2009) also compare Canadian marketing revenues via different media types including traditional advertising mediums such as television, radio, newspapers and magazines, and new media via Internet (see Appendix D). Although Canadian marketing communication revenues via traditional and new media have been forecasted to increase from 2007 to 2012, Kotler et al. (2009) conclude that the marketing revenues though Internet gain the largest increase from $1, 300 in 2007 to an estimated $3, 400 in 2012, followed by the revenues via radio, television, newspapers and magazines.
In addition, PricewaterhouseCoopers (PwC) has released its media and entertainment spend forecast that the spending shift from traditional to digitized platforms has been accelerating from 2010 to 2015. Specifically, Canada‘s growth in media and entertainment expenses will outpace America‘s through 2015, with an expected 6.1% compound annual increase compared with a 4.6% growth rate for America (Gellhorn, 2011; Maloney, 2011). PricewaterhouseCoopers further indicates that consumer and end-user spending will be estimated to grow in Canada by 5.2% compounded annually (Gellhorn, 2011; Maloney, 2011). Gains in Canadian spending will be due to double-digit growth in Internet advertising (around 15%) and increases of Internet access payments (both high speed and mobile) (almost 12%), television subscriptions (7.4%), trade magazines (6.9%) and out-of-home advertising (6.4%)
(Gellhorn, 2011; Maloney, 2011).
2.4 Challenges in the Adoption of Viral marketing
Before a viral marketing campaign is initiated, some concerns and challenges in adopting this strategy including advertising limitations, some target audiences missing, blocks in the flow of information and ethical concerns, need to be outlined.
Advertising limitations. 
The three key principles of an effective persuasive strategy designed for changing consumers‘ attitudes or behaviors have covered the aspects of ―when,‖ ―how,‖ and ―who‖ (Chan, Jiang & Tan, 2010). The ―when‖ aspect indicates that the right advertising time must be identified to persuade consumers‘ purchase attitudes and decisions; the ―how‖ aspect states that appropriate content of an advertising message should be utilized; the ―who‖ aspect suggests that the advertiser plays an important role in exerting an influence on consumers (Chan et al., 2010). Specifically, message content, advertising timing and repetition are three main components of adverting input and constitute the advertising strategy that triggers a consumer's response (Vakratsas & Ambler, 1999). Consequently, the effectiveness of advertising that affects a consumer‘s purchase perception and intention depends on the quality, timing and repetition of an advertising message (Moorthy & Hawkins, 2005).
2.4.1 Quality of advertising content
The quality of an adverting message refers to its content‘s completeness, consistency, accuracy and reliability (Huang, Lin & Lin, 2009). Consumers can also rely on the quality of an advertisement to form their purchase attitudes, reactions and intensions to an advertised product (Moore & Hutchinson, 1983; Vakratsas & Ambler, 1999). Specifically, affective reactions are likely connected with a consumer‘s recognition of a product and brand, while negative reactions to an advertisement can be derived from a poorly constructed advertising message (Moore & Hutchinson, 1983).
Advertising messages that are new, interesting, informative and useful attract people‘s attention more and stimulate more persuasiveness on prospective consumers‘ purchases (Dupont, 2006; Greenwald & Leavitt, 1984; Huang et al., 2009; Tellis, 2004; Vakratsas & Ambler, 1999). Such quality of advertising content becomes more persuasive on people‘s purchases, as their involvement further increases perception, believability and purchase intention to an advertised product (Dupont, 2006).
Specifically, Tellis (2004) suggests that novelty of an advertising message is critical to the effectiveness of advertising. Novelty injected in an advertisement overcomes the tedium, rejuvenates the advertising content, and increases the effectiveness of advertising (Tellis, 2004). Therefore, people feel fascinated and revitalized by advertising novelty that has an immediate and seductive effect on their purchase intentions (Dupont, 2006). The more interesting adverting content is easier to follow and leads to less counter arguments and thus less resistance from consumers (Tellis, 2004). Huang et al. (2009) further indicate that an advertising message must be appealing, valuable and well qualified. People also focus on reading messages that contain useful information (Dupont, 2006; Greenwald & Leavitt, 1984), as informative advertising messages are considered convincing, effective, and interesting (Bogart, 1996).
2.4.2 Timing
A viral marketing campaign‘s success depends on the ability to select a precise moment for optimum effects of an advertisement and to ensure the delivery of an advertising message to the right audience at the right time (Dupont, 2006). Chan et al. (2010) further suggest that it is crucial to achieve effective and maximum persuasiveness by identifying and selecting the optimum timing to launch advertising efforts.
Advertising timing includes the exposure timing and schedule of an advertisement (Chan et al., 2010). Exposure timing indicates the time when an advertisement is launched and is recognized as a key factor to design a traditional or online advertisement (Chan et al., 2010). For instance, advertising is ensured before sales, once it is noticed when people will be most likely to buy a product (Dupont, 2006). Furthermore, the time that people spend watching advertisements varies seasonally, so that advertising show-time will be changed in every season (Dupont, 2006). Advertising schedule is generally assumed as normal speed of the exposure to a number of advertisements (Martin, Nguyen & Wi, 2002). The exposure to an advertisement at normal speed will achieve higher recall of an advertisement and recognition of a product and its brand (Martin et al., 2002). Advertising schedule is also the timing on the calendar which becomes significant for some advertised products and is connected with their purchase patterns (Bogart, 1996). For example, some advertisements with the design of advertising schedule lead to consumers‘ demands for seasonal products out of season (Bogart, 1996).
2.4.3 Repetition
Repetition in advertising is the frequency of an exposure to an advertisement (Tellis, 2004) and is a major advertising factor in affecting consumers‘ purchase attitudes and decisions. Optimum repetition of an advertisement is adopted to avoid both inadequate and excessive frequency of an exposure to an advertising message (Bogart, 1996; Dupont, 2006; Tellis, 2004).
A company keeps repeating advertisements along with its sales, as repetition is a powerful strategy to increase a brand‘s visibility, to persuade people‘s purchases, to improve a product‘s image and to boost its sales (Dupont, 2006). Repetition also attracts and holds people‘s attention to a product, leads to higher recognition and recall of a product and brand, and results in higher purchase preference and persuasion (Tellis, 2004).
Repetition serves to enhance a product or brand‘s visibility, as the more often readers are exposed to an advertisement, the more likely they prefer reading it (Dupont, 2006). Repetition of an advertisement can also prevent or delay wear-out in reading advertising messages and maintain recall of a product and brand at high levels (Vakratsas & Ambler, 1999). In addition, the high frequency of an exposure to an advertisement leads to higher interests and liking to a product (Moore & Hutchinson, 1983; Schumann, Petty & Clemons, 1990). Repetition also recalls consumers‘ perceptions to a product, as people who feel interested and significant information will remember the related product (Bogart, 1996). Repetition of an advertisement further develops consumers‘ comprehension and processing of an advertising message and has a positive effect on the familiarity of a product and brand (Bogart, 1996; Dupont, 2006; Martin et al., 2002). Furthermore, repetition may develop people‘s favorable attitudes and reactions toward an advertised product by increasing the familiarity and liking to a brand (Dupont, 2006; Moore & Hutchinson, 1983).
Therefore, a product and its firm gain people‘s positive perception and support that normally boost a product or brand‘s notoriety and sales (Dupont, 2006).
2.4.4 Three aspects working together
Quality, timing and repetition of an advertisement always work together to achieve the effectiveness of advertising and to affect consumers‘ purchase attitudes and decisions.
The quality and repetition of an adverting message have a positive relationship.
The optimum frequency of an exposure to an advertising message depends on a number of factors including the type and quality of advertising content (Lancaster, Kreshel & Harris, 1986). In addition, the higher repetition of an advertisement can result in a consumer‘s positive perception to the quality of an advertising message (Moorthy & Hawkins, 2005).
In addition, adverting timing often links repetition of an advertisement to achieve advertising targets and effects. If an advertising message is evenly spread, the more often it is repeated, the more likely an advertising objective is targeted (Bogart, 1996). The advertising timing and repetition of an advertisement directly affect the levels of effective consumers‘ reach (Lancaster et al., 1986). For example, given a fixed annual advertising budget and media platform, the level of effective reach to prospective consumers will fluctuate with a weekly, monthly, quarterly or annual advertising schedule (Lancaster et al., 1986). In order to enhance the familiarity and recognition of a product and brand, the adverting timing for repeating an advertisement is also suggested to post it weekly for three or four weeks (Dupont, 2006).


CHAPTER THREE
RESEARCH METHODOLOGY
3.1	 INTRODUCTION
	In this chapter, we described the research procedure for this study. A research methodology is a research process adopted or employed to systematically and scientifically present the results of a study to the research audience viz. a vis, the study beneficiaries.
3.2	 RESEARCH DESIGN
Research designs are perceived to be an overall strategy adopted by the researcher whereby different components of the study are integrated in a logical manner to effectively address a research problem. In this study, the researcher employed the survey research design. This is due to the nature of the study whereby the opinion and views of people are sampled. According to Singleton & Straits, (2009), Survey research can use quantitative research strategies (e.g., using questionnaires with numerically rated items), qualitative research strategies (e.g., using open-ended questions), or both strategies (i.e., mixed methods). As it is often used to describe and explore human behaviour, surveys are therefore frequently used in social and psychological research.
3.3	 POPULATION OF THE STUDY
	According to Udoyen (2019), a study population is a group of elements or individuals as the case may be, who share similar characteristics. These similar features can include location, gender, age, sex or specific interest. The emphasis on study population is that it constitute of individuals or elements that are homogeneous in description. 
	This study was carried out to examine the impact of viral marketing on brand preference of hero larger beer. Hero Lager Beer form the population of the study.
3.4	 SAMPLE SIZE DETERMINATION
A study sample is simply a systematic selected part of a population that infers its result on the population. In essence, it is that part of a whole that represents the whole and its members share characteristics in like similitude (Udoyen, 2019). In this study, the researcher adopted the convenient sampling method to determine the sample size. 
3.5	 SAMPLE SIZE SELECTION TECHNIQUE AND PROCEDURE
According to Nwana (2005), sampling techniques are procedures adopted to systematically select the chosen sample in a specified away under controls. This research work adopted the convenience sampling technique in selecting the respondents from the total population.
In this study, the researcher adopted the convenient sampling method to determine the sample size. Out of all the entire population of Hero Lager Beer, the researcher conveniently selected 95 out of the overall population as the sample size for this study. According to Torty (2021), a sample of convenience is the terminology used to describe a sample in which elements have been selected from the target population on the basis of their accessibility or convenience to the researcher.
3.6 RESEARCH INSTRUMENT AND ADMINISTRATION
The research instrument used in this study is the questionnaire. A survey containing series of questions were administered to the enrolled participants. The questionnaire was divided into two sections, the first section enquired about the responses demographic or personal data while the second sections were in line with the study objectives, aimed at providing answers to the research questions. Participants were required to respond by placing a tick at the appropriate column. The questionnaire was personally administered by the researcher.
3.7	 METHOD OF DATA COLLECTION
Two methods of data collection which are primary source and secondary source were used to collect data. The primary sources was the use of questionnaires, while the secondary sources include textbooks, internet, journals, published and unpublished articles and government publications.
3.8	 METHOD OF DATA ANALYSIS
The responses were analysed using the frequency tables, which provided answers to the research questions. The hypothesis test was conducted using the chi-square statistical tool, SPSS v.23
3.9	 VALIDITY OF THE STUDY
Validity referred here is the degree or extent to which an instrument actually measures what is intended to measure. An instrument is valid to the extent that is tailored to achieve the research objectives. The researcher constructed the questionnaire for the study and submitted to the project supervisor who used his intellectual knowledge to critically, analytically and logically examine the instruments relevance of the contents and statements and then made the instrument valid for the study.
3.10 RELIABILITY OF THE STUDY
The reliability of the research instrument was determined. The Pearson Correlation Coefficient was used to determine the reliability of the instrument. A co-efficient value of 0.68 indicated that the research instrument was relatively reliable. According to (Taber, 2017) the range of a reasonable reliability is between 0.67 and 0.87.
3.11 ETHICAL CONSIDERATION
The study was approved by the Project Committee of the Department.  Informed consent was obtained from all study participants before they were enrolled in the study. Permission was sought from the relevant authorities to carry out the study. Date to visit the place of study for questionnaire distribution was put in place in advance.

CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
This chapter presents the analysis of data derived through the questionnaire and key informant interview administered on the respondents in the study area. The analysis and interpretation were derived from the findings of the study. The data analysis depicts the simple frequency and percentage of the respondents as well as interpretation of the information gathered. A total of Ninty-five (95) questionnaires were administered to respondents of which 80 were returned. The analysis of this study is based on the number returned.
4.1 DEMOGRAPHIC DISTRIBUTION
4.1.1 Gender distribution of respondents
	Sex 
	No. of Respondents
	Percentage 

	Male 
	48
	60%

	Female 
	32
	40%

	Total 
	80
	100


Source:
From the table above 48 (60%) respondents are male, while 32 (40%) are female. The table shows that there are more males than females among the respondent in the local government selected for the study.
4.1.2 Marital status of respondents
	Marital status 
	No. of respondents 
	Percentage 

	Married 
	55
	68.8%

	Single 
	20
	25%

	Divorced 
	5
	6.2%

	Total 
	80
	100%


Source:
The above table shows that 55 (68.8%) respondents are married, 20 (25%) are single while 5 (6.2%) of the respondents are divorced. This table shows that majority of the respondents are married.
4.1.3 Age distribution of respondents
	Age range
	Frequency
	Percentage (%)

	21-30
	14
	18.9%

	31-40
	12
	14.2%

	41-50
	30
	35.5%

	51-60
	14
	19.2%

	61 years and above
	10
	12.2%

	Total
	80
	100%



Table  depicts that 14 (18.9%) of the respondents fell within the age limit of 12-30 years, 12 (14.2%) where within the age range of 31-40 years, 30 (35.5%) fell within the age of 41-50, 14 (19.2%) fell within the age range of 51-60 while 10 (12.2%) where within the age range of 61 years and above.
4.1.4 Religions Affiliation of Respondents
Table 04: Distribution of religion affiliation of respondents
	Religion
	Frequency
	Percentage (%)

	Christianity
	68
	85%

	Islam
	10
	12.5%

	Traditional religion
	2
	2.5%

	Total
	80
	100


Source:
Table above presents the information on the religions affiliation of respondents. Majority of about 68 representing 85% of the respondents are Christian. 10 or (12.5%) of the respondents are Islam, while 2 of the respondents representing 2.5% are traditional religion
4.1.5 Educational Qualification of Respondents 
Table 05: Distribution of educational qualification of respondents
	Education qualification
	Frequency
	Percentage (%)

	FLSC
	7
	8.2%

	SSCE/GCE
	6
	7.7%

	OND
	14
	16.6%

	NCE
	11
	13.0%

	Bachelor’s Degree/HND
	26
	33.0%

	Master’s Degree
	16
	19.2%

	Total
	80
	100%


Source:
From the table above 7 (8.2%) of the respondents had first school leaving certificate; 6 or 7.7% of the respondents were those with SSCE or GCE; 14 (16.6%) were holders of OND/Equivalent, NCE were 11 (13.0%). Those having the Bachelor’s degree were 26 (33.0%); those with master’s degree were 16 (19.2%) From the table it is obvious that those with a bachelors had the highest respondents of 26 or 33.0%.
Analysis of research Question
What is the role of viral marketing through customer focus on brand preference of hero larger beer?
What do you think are role of viral marketing through customer focus on brand preference of hero larger beer?
Table 4.6: Response on the role of viral marketing through customer focus
	Options
	Yes (%)
	No (%)
	Total

	Rapid, inexpensive and exponential promotions
	80 (100%)
	00
	80 (100%)

	Positively positioning a brand,
	80 (100%)
	00
	80 (100%)

	Influential marketing, 
	80 (100%)
	00
	80 (100%)

	Targeting audiences with effectiveness and growing a business with innovation
	80 (100%)
	00
	80 (100%)


Source: Field Survey, 2021
All the respondents in table 4.6 above shows that the current results from the marketer and consumer focus groups demonstrated similar results accomplished through viral marketing: (a) rapid, inexpensive and exponential promotions, (b) positively positioning a brand, (c) influential marketing, and (d) targeting audiences with effectiveness and growing a business with innovation..
Reseach question two: How can viral marketing through relational behaviour affect brand performance of hero larger beer?
Table 4.7: viral marketing through relational behaviour
	Options
	Yes (%)
	No (%)
	Total

	Positive views affecting purchase attitudes and decisions
	80 (100%)
	00
	80 (100%)

	Interpersonal trust reinforcing the adoption of a brand
	80 (100%)
	00
	80 (100%)

	Endorsements from a trust source and third party
	80 (100%)
	00
	80 (100%)

	Responses and needs from a target audience.
	80 (100%)
	00
	80 (100%)


Source: Field Survey, 2021
All the respondents in table 4.7 above agreed that getting Positive views affecting purchase attitudes and decisions, Interpersonal trust reinforcing the adoption of a brand, Endorsements from a trust source and third party and Responses and needs from a target audience are how viral marketing through relational behaviour can affect brand performance of hero larger beer.
Research question three: Does viral marketing through a coordinated effort affect competitive advantage?
Question 4: Does viral marketing through a coordinated effort affect competitive advantage?
Table 4.3: Respondent on question 2
	Options
	Frequency
	Percentage

	Yes
	60
	60

	No
	19
	19

	Undecided
	21
	21

	Total
	80
	100


Source: Field Survey, 2021
From the responses obtained as expressed in the table above, 60 respondents constituting 60% said yes. 19 respondents constituting 19% said no. While the remain 21 respondents constituting 21% were undecided.
Test of hypothesis
Hypothesis One: There is no relationship between customer focus and brand preference
Table 4.2.2: Chi-Square test showing relationship between customer focus and brand preference
	
	Value
	df
	Asymp. Sig. (2-sided)

	Pearson Chi-Square
	19.284a
	1
	.000

	Continuity Correctionb
	17.931
	1
	.000

	Likelihood Ratio
	19.894
	1
	.000

	Fisher's Exact Test
	
	
	

	Linear-by-Linear Association
	19.178
	1
	.000

	N of Valid Cases
	80
	
	



DECISION RULE: 
X2 = 19.284, df (c-1, r-1) = 1, n = 80, p = .000 at 0.05 level of significance. 
The relationship between customer focus and brand preference was investigated using Chi-Square Test. The result from this investigation proved that there is a significant relationship between customer focus and brand preference. 
Hypothesis Two: There is no statistically significant relationship between relational behaviour and band performance.
Table 4 Chi-Square test result showing relationship between relational behaviour and band performance
	
	Value
	df
	Asymp. Sig. (2-sided)

	Pearson Chi-Square
	94.550a
	1
	.000

	Continuity Correctionb
	91.525
	1
	.000

	Likelihood Ratio
	119.828
	1
	.000

	Fisher's Exact Test
	
	
	

	Linear-by-Linear Association
	94.033
	1
	.000

	N of Valid Cases
	80
	
	



DECISION RULE: 
X2 = 94.550, df (c-1, r-1) = 1, n = 80, p = .000 at 0.05 level of significance. 
The relationship between relational behaviour and band performance was investigated using Chi-Square Test. The result from this investigation proved that there is a significant relationship between relational behaviour and band performance. 
Hypothesis Three: There is no relationship between coordinated effort and competitive advantage.
Table 4 Chi-Square test showing relationship between coordinated effort and competitive advantage
	
	
Value
	
df
	
Asymp. Sig. (2-sided)

	Pearson Chi-Square
	159.548a
	1
	.000

	Continuity Correctionb
	148.038
	1
	.000

	Likelihood Ratio
	91.463
	1
	.000

	Fisher's Exact Test
	
	
	

	Linear-by-Linear Association
	158.676
	1
	.000

	N of Valid Cases
	80
	
	



DECISION RULE: 
X2 = 159.548, df (c-1, r-1) = 1, n = 80, p = .000 at 0.05 level of significance. 
The relationship between coordinated effort and competitive advantage was investigated using Chi-Square test. The result from this investigation established that there is a significant relationship between the coordinated effort and competitive advantage. 
Hypothesis Four: There is no statistically significant relationship between viral marketing and organization’s competitive advantage
Table 4.2.2: Chi-Square test showing relationship between viral marketing and organization’s competitive advantage
	
	Value
	df
	Asymp. Sig. (2-sided)

	Pearson Chi-Square
	19.284a
	2
	.000

	Continuity Correctionb
	17.931
	2
	.000

	Likelihood Ratio
	19.894
	
	.000

	Fisher's Exact Test
	
	
	

	Linear-by-Linear Association
	19.178
	2
	.000

	N of Valid Cases
	80
	
	


DECISION RULE: 
X2 = 19.284, df (c-1, r-1) = 2, n = 80, p = .000 at 0.05 level of significance. 
The relationship betweenviral marketing and organization’s competitive advantage was investigated using Chi-Square Test. The result from this investigation proved that there is a significant relationship between viral marketing and organization’s competitive advantage. 


CHAPTER FIVE
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS:
5.1 Introduction
This chapter summarizes the findings on the impact of viral marketing on brand preference of Hero lager Beer. The chapter consists of summary of the study, conclusions, and recommendations.
5.2 Summary of the Study
In this study, our focus was on the impact of viral marketing on brand preference of Hero lager Beer. The study is was specifically focused on examining role of viral marketing through customer focus on brand preference of hero larger beer, to ascertain the effect of viral marketing through relational behaviour on brand performance of hero larger beer, establishing the impact of viral marketing through a coordinated effort on competitive advantage and investigating the impact of viral marketing on an organizations competitive advantage.
The study adopted the survey research design and randomly enrolled participants in the study. A total of 80 responses were validated from the enrolled participants where all respondent are staff of Hero lager Beer, Enugu State.
5.3 Conclusions
With respect to the analysis and the findings of this study, the following conclusions emerged;
In contrast to previous research, the findings in this study illustrate the main advertising effects and challenges in the adoption of viral marketing that are derived from both Internet marketing and traditional word-of-mouth communication. The next chapter will provide the summary of the key research results, the limitation of the research method and suggestions for future research. The significance of these findings and implications for future research and professional practice will also be discussed
5.4 Recommendation
Based on the findings the researcher recommends that;
Respondents in the marketer focus groups indicated that more evidence is needed to investigate if viral marketing can be a dominant marketing alternative to replace traditional advertising. Future studies could be conducted on how to measure the success of viral marketing. Especially, the future research is suggested to demonstrate if viral marketing is a successful marketing tactic with the measurement of advertising effects in professional practice.
Future research could also identify what factors lead to failures in viral marketing and how to handle with negative viral marketing. In particular, when websites are devoted to passing on opinions about a product and/or service, positive or negative word-of-mouth can both spread quickly (Dobele et al., 2005). Moreover, good or bad buzz placed on consumer-led sites can have potential effects on a product and/or service‘s fate, a brand‘s position, and even a firm‘s image (Dobele et al., 2005).
The subjects in both marketer and consumer focus groups suggested that nothing spreads easier and faster than negative word-of-mouth, that is likely to be exaggerated in its journey and turns great viral campaigns into bad press. Michelle in the consumer focus group described the process: ―negative messages are easier and faster to spread with exponential referrals, whereas certain positive endorsements to a company really go fast.‖ Jessie in the same focus group further demonstrated that negative word-of-mouth communication likely gets exaggerated in its transmission and entirely ruins people‘s positive perceptions of a product and its brand, as she said: ―it is more difficult to build a positive brand than to spoil a friendly image, and it will destroy a positive brand in one day.
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QUESTIONNAIRE
PLEASE TICK [√] YOUR MOST PREFERRED CHOICE AND AVOID TICKING TWICE ON A QUESTION
SECTION A
PERSONAL INFORMATION
Gender
Male [  ]
Female [  ]
Age 
18-25	[  ]
20-30	[  ]
31-40	[  ]
41 and above [  ]
Educational level
WAEC	[  ]
BSC/HND	[  ]
MSC/PGDE	[  ]
PHD		[  ]
Others…………………………………………(please indicate)
Marital Status
Single	[  ]
Married [  ]
Separated [  ]
Widowed [  ]
Duration of Service
0-2 years [  ]
2-5 years [  ]
5 and above [  ]
Section B
What do you think are role of viral marketing through customer focus on brand preference of hero larger beer?
	Options
	Yes 
	No 

	Rapid, inexpensive and exponential promotions
	
	

	Positively positioning a brand,
	
	

	Influential marketing, 
	
	

	Targeting audiences with effectiveness and growing a business with innovation
	
	



How can viral marketing through relational behaviour affect brand performance of hero larger beer?
	Options
	Yes 
	No 

	Positive views affecting purchase attitudes and decisions
	
	

	Interpersonal trust reinforcing the adoption of a brand
	
	

	Endorsements from a trust source and third party
	
	

	Responses and needs from a target audience.
	
	



Question 4: Does viral marketing through a coordinated effort affect competitive advantage?
	Options
	Please tick

	Yes
	

	No
	

	Undecided
	



