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ABSTRACT

Technology has enabled marketers to use internet for enhancing their marketing efforts
in reaching their customers effectively and efficiently. This paper examines the effect of
humor in a viral marketing campaign on the forward intentions of individuals, mediated
by attitude towards message. An experiment was conducted in the classrooms of Public
SectorUniversity, on undergraduate and graduate business students,and a questionnaire
was personally administered at the end of the experiment to measure post treatment
effect on their attitude towards message and forward intentions. The data was analyzed
using different statistical tools. The results indicated that there is full mediation effect of
attitude towards message on the relationship between humor and forward intentions.

INTRODUCTION

The dependence of business on the use of
technology has increased tremendously, especially in
marketing communication. Amongst all technology
that has been used so far, internet is the most useful and
rich technology. Its use has increased a lot in the last
decade or so in Pakistan. It has reached to 20.43 million
internet users against .133 million in 2000 (Internet
World Statistics Report, 2011).Previously, internet
was not considered as a credible and responsible
medium, but now, with its real and good perception,
people lean more towards its usage. The diffusion of
internet with emergence of various social constructs
supported by internet technologies is changing the
concepts of developing, and it is redefining the concept
of marketing.

Internet has helped marketers increase its
voice among its customers efficiently. Marketing
practitioners, in their effort to be effective, use different
promotional media like television, radio, billboard
etc. to increase its reach to disseminate the marketing
message. One such effective technique which has
become of high interest to marketers throughout the
world, because of its effectiveness, is viral marketing.
Viral marketing is all about spreading word of mouth

by electronic means i.e. through e-mails, social groups/
communities online; hence using all choices available
online to spread a message in masses as it works on
the principle of multiplicity. According to Dobele,
Toleman, & Beverland (2005), individuals pass along
interesting and favorable marketing information
received via hypermedia. Viral marketing is a new
practice in marketing area. It is conceptually similar to
word of mouth marketing which has been considered
as an effective and persuasive marketing tool (Bansal
& Voyer 2000).Viral marketing has a compounding
effect; a consumer tells five to ten people and then those
five to ten people tell another five to ten people. It is
like a virus that continuously infects more people and
spreads without requiring any more marketing efforts.

The hypermedia environment is an important
aspect of viral marketing. Viral marketing is dependent
on the hypermedia environment to spread the message.
It is the hypermedia environment that facilitates the
quick spread of the message, because with email,
several people can be reached simultaneously. This
leads to a rapid spread of the message which is typical
for viral marketing (Wilson, 2000). It makes the use of
communication networks of customers (Helm, 2000)
for forwarding the message to those potential people
who are supposed to forward that message to friends,
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