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[ INTRODUCTION

In an era of progressive change in all the
components of marketing, we are evidencing a sea
change taking place in the world of advertizing too.
A hwge amount of advertizing is taking place over
the digital media. Digital platforms like the Social
Networling sites, Mails, Blogs, Chat-rooms ete are
being used to advertize the products and services of
several orgamizations. Thiz advertising over the
digital platforms using the internet is known as
Dhgital Advertising or Online Advertising.
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Abstrace:

With the rapid fransformation in the world of advertizing and marketmz, Dizital
Marketing has proved to be cne of the most widely used and soccessful mediz or
channel to spraad preduct or sarvice related information amonz the target audience.
Viral marketing can be zaid to be 2 byproduct of the use of dizital media for
advertising, where the apdience and viewers of an advertizement share the ad-
content over the dizital media and help its’ spreading over the wseb space at an
exponental spead at pummal or zero cost. Viral Marketine aims at spreadms
marketing messzses using help of internet and mfernet based services hiks zocal
natworking sites, e-mails, online video sites, chatrooms sfe. Viral marketing is also
kmovwn by terms like Metwork enhancad word of mouth marketing Stealth
Marketing, electrome Word of Mouth (a-WOM), atc. This study, with the help of a
questionmaire survey amms at finding out the factors which mfluence on awareness
of the concept of viral marketing and the meclmation of the respondents towards
viral marketing in the selected study area. Use of Secondary data and collection of
Primary data through queshonnaires from 230 valid respondents. Analysis has baen
dome with Exploratory Factor Analyzis (EFA) using Principal Component Analysiz
(PCA) in 3PS5 17.0. The research has identified three exploratory factors which
have statistical mfluence on awarensss of the concept of Viral marketing and the
inclination of the respondants towards Viral Marketing.

Keaywords: Digital Moksting Firal Moksting Electromic Word of Mouthfe-

_ WOM), Higher Education Students.

spreading of the advertisement.

understand the reasons behind sharing the messages,

marketing etc.
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Viral marketing can be considered to be a more
recent event, where people seeing advertisements
over the digital platforms tend to share those
meszages further, creating a multiplier effect on the

Several studies have been conducted worldwide to

platforms through which wviral marketing can be
conducted, the positives and negatives of viral
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