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ABSTRACT 

There are many arguments over the reasons for a video going viral or the use of viral marketing for a 

video for to marketers’ convenience. Viral videos came into trend with a strong presence in marketing 

field. It is now one of the most powerful things in the marketing world and can cause rise or fall of any 

person, business overnight. Though viral marketing is not a new term but viral videos are the new 

concepts and which going to have a longer run in the field of marketing? It is because of its effectiveness  

to be remembered for a long time in the customers’ mind. From this perspective this research 

demonstrates the factors which are responsible for a video going viral in Indian scenario. The final 

conclusion drawn was that there are various factors like humor, surprise, altruism, financial benefits etc. 

which can be responsible for the popularity of a video and there is a significance effect of the age, gender, 

educational qualification and occupation of the people on their habit of liking or sharing a video. So, 

although there is no single recipe of a viral video making, yet if these factors were taken into 

considerations before designing, then there are lots of chances that your video can go viral. 

Keywords: Viral, Video, Viral marketing 

 

 

 

 

 

 

mailto:Manvi.khandelwal@outlook.com
mailto:deepikavarshney2912@gmail.com
mailto:asharma@amity.edu


INTRODUCTION 

A viral video can be defined as any animation clip, or a film, or a video which spreads at a very fast rate 

via the online sharing mediums. A viral video has the ability to receive millions of views within a very 

short span of time, shared on social media platforms, reposted, liked, or has been sent to various emails. 

Now, Viral Marketing is a vast term. Going by the definition Viral Marketing as some people also called 

as viral advertising, though there is a huge difference, is also known as Buzz Marketing basically refers to 

the marketing techniques which uses the social media as a platform (mostly) or any other types of 

technologies by the marketers and through which marketers try to create brand awareness within a very 

short span of time , rapidly, in order to achieve other targets like sales, or promotion by using internet 

viruses such as internet memes which is also called memetics or other techniques. It enjoys the fruits of 

word of mouth promotion or the social media networks. 

Now, it is a high time for all of the marketers across the globe that they give up traditional marketing that 

were being followed from many decades and focus more on well-grounded strategies of marketing. For 

surviving in the market, So viral marketing is something not new in the traditional world as it was there 

like word of mouth marketing. 

It can be said that the viral video or viral marketing is very powerful but very dangerous kind of tool in 

current scenario. The research study is aimed at which factor is the strongest motivator for people to like 

or shares a video and how marketers can utilize that. 

LITERATURE REVIEW 

In this literature review the researcher has examined and evaluated a series of various studies, some 

literature that is pre-existing, and some campaigns which are having the characteristics videos that went 

viral as an advertisement and which also were being shared by the viewers. This literature review contains 

information about certain reasons, causes which make people to share the videos, various ways and the 

methods through which they share the video, factors that motivates the viewer to share a video and some 

reasons that can make an advertisement video go viral. 

VIRAL VIDEO AND VIRAL MARKETING 

The trailer of movie Bahubali-2 has been released on 16th of march 2017, and within few hours of its 

release it reaches to 5 million views and in one week it crosses 37 Million views on YouTube and it is 

called the most “viral” Indian movie trailer of all the time and there is lots of buzz still goes on. So, what 

makes a video called a ‘viral video’? Is there any definition of a viral video? Many scholars have an 



argument that viral video is the new and strongest phase of marketing. One of the researcher, Linkletter et 

al. (2009) claimed that videos are very motivating. Some videos even make people to take health related 

or unhealthy kind of risks too. Burgess (2008) tried to explain these by defining the certain parameters for 

a video being viral. Burgess claims that a video is called viral if video distributed by a user and makes that 

video known, popular worldwide. Further, she again claims that there are certain elements which must be 

in the video which appeals people, and particular culture at a time and which contains mostly the youth or 

younger generation. Fletcher (2010) and Briggs (2010) have given a research which analyzes the main 

reasons which make a certain video popular.  Briggs (2010) circulated a case study on a viral video in 

under which he studied closely the “BlendTec Will it Blend” video series. He in this case study explains 

that this campaign was successful because it was successful in creating a buzz. A video’s popularity can 

be determined by the creative content details of a video. 

Viral marketing also called the buzz marketing, can be defined as “any process through which customers 

can be gained to pass along a company’s marketing message to friends, family, and colleagues” (Laudon, 

& Traver, 2001). Viral marketing can also be explained as “a communication and sharing conception that 

depend on consumers to spread digital products by using electronic mail to other possible clients in their 

social circle and to animate these contacts to also communicate the products” (Helm, 2000). Helm (2002), 

explains viral marketing as a kind of advertising which is like the online version of WOM type of 

advertising Porter and Golan (2006) noted that, there is a lot of confusion about the exact definition. 

Emotional side of the customer cannot be ignored in the theory of viral videos. Emotional aspect of the 

customer should be brought into the attention which is a strong motivation in video sharing (Hobrook & 

O’Shaughnessy, 1984). A good emotional content can be able to change the attitude of the customer 

towards any advertisement. Some researchers have found that people likely shares a video which contains 

some positivity rather than negativity (Dobele et al., 2006). Berger and Milkman’s (2005) suggest that 

people share video which contains some useful information, and not only that but the sharing of the video 

also depends on the emotional experience of the customers. 

OBJECTIVE OF THE STUDY 

➢ To explore the factors which are responsible for a video to be viral in today’s world.  

➢ To study the influence of these factors on demographic profile of the respondents. 

HYPOTHESIS 

HO1: Age of the respondent doesn’t have significant influence on the factors which are responsible for 

videos going viral 



HO2: Gender of the respondent doesn’t have significant influence on the factors which are responsible for 

videos going viral 

HO3: Qualification of the respondent doesn’t have significant influence on the factors which are 

responsible for videos going viral 

HO4: Marital Status of the respondent doesn’t have significant influence on the factors which are 

responsible for videos going viral 

HO5: Occupation of the respondent doesn’t have significant influence on the factors which are responsible 

for videos going viral 

METHODOLOGY 

This study is both exploratory and descriptive in nature as it explores the factors due to which people’s 

like to share videos and to determine the influence of these factors on demographic profile of the 

respondents. The convenience sampling was used in order to collect data from the respondents living in 

Delhi NCR. The structured questionnaire was used to collect data from the respondent and was distributed 

to 200 respondents but only 152 responses were considered for this study as some of the responses were 

incomplete and didn’t matched researcher criteria. The questionnaire for this was divided into 2 parts, first 

part was related to Demographic details of the consumers and second part had questions related to factors 

which are responsible for a video to be viral in today’s world. A 5-point Likert scale was used to do 

analysis on the respondent’s responses varying from strongly agree to strongly disagree. Factor analysis 

and ANOVA tests was used to find the conclusion of study. 

RESULT AND DISCUSSION 

Demographic analysis: Nearly 70% of the respondents were male i.e. 106 respondents were male out of 

152 respondents considered for the study. In terms of age, data were filled out by almost all of the age 

options given. Around 57.2% were in between age of 15-25 years, 27 were lying in 26-35 years, 36-45 

aged people were 9.2 % and more than 45 were 6.6%. Majority of the respondents were post graduate i.e. 

nearly 39%. Nearly 60% of the respondents were unmarried. 53.3% of the respondents were earing less 

than 25,000 Rupees a month. 

Further three questions were asked from the respondents about on which platform they prefer to watch 

videos, medium through which they prefer to share videos. 77.6% of the respondents preferred to watch 

videos on their mobile phones as it is convenient to watch video at any time and at any place. 82.9% of the 



People’s like to share mostly videos through their mobile phones due to the apps like WhatsApp, 

Instagram, Facebook, twitter, YouTube etc. 

Table1 shows that 23.7% of the respondents share videos through WhatsApp followed by Instagram, 

Facebook, YouTube. 

Table1: media use to share videos 

 

Share via Frequency Percent 

You tube 56 15.6 

Facebook 66 18.3 

Twitter 44 12.2 

WhatsApp 85 23.7 

Instagram 68 18.9 

Others 41 11.3 

Total 360 100 

Reliability test: The reliability of questionnaire came out to be 0.92 which is greater than 0.7 and 

considered as acceptable according to Nunnarly’s (1978). So, data was reliable enough to carry out further 

analysis. 

Exploratory factor analysis: 

Table 2: KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .954 

Bartlett's Test of Sphericity 

Approx. Chi-Square 4153.363 

Df 253 

Sig. .000 

The value of Kaiser-Meyer-Olkin Measure of sampling adequacy is 0.954 which defines that sample is 

good to proceed. The significance level of Bartlett test of sphericity for maintaining the overall validity of 

the factor analysis of the data set is .000. Null hypothesis is rejected it means that all the factors are related 

to each other. These two tests showed that data is good enough to proceed for factor analysis. 

Table 3: Communalities 
 

Initial Extraction 

Ability 1 0.64 

Easy 1 0.682 

Interest 1 0.755 



Profit 1 0.878 

Reward 1 0.835 

Status 1 0.738 

Power 1 0.769 

Education 1 0.858 

Motivation 1 0.826 

Altruism 1 0.62 

Related 1 0.89 

Emotions 1 0.848 

Thoughts 1 0.879 

Passion 1 0.868 

Technology 1 0.838 

Controversy 1 0.673 

Patriotism 1 0.82 

Latest-issue 1 0.782 

Culture 1 0.804 

Achievement 1 0.805 

Gender-based 1 0.676 

Humor 1 0.319 

Surprise 1 0.684 

Extraction Method: Principal Component Analysis. 

The principal component analysis table measured the amount of variance in variable accounted for 

extracted factors. The factors which have variance less than 0.5 are only accepted for further analysis. 

Principal component analysis is considered in this case, it was shown that initially all components have 

value one. Another column showed that the extracted variance of the variables. Ex- 83.5% of variance 

associated with reward variable. Factors those have value more than 0.5 are only accepted for further 

analysis. 

 

 

 

 

 

 



Table 4: Total Variance Explained 

 

In the above table, there were 23 total variances explained the linear factors. Ex- Eigenvalue of factor1 

explains 63.9% of total variance. Hence, we can analyze that first three components explain large amount 

of variance whereas some has small amount of variance. SPSS extracted all the variables with eigenvalue 

greater than 1, and 3 factors were obtained. In last column, eigenvalue of factors after rotation are 

displayed. Ex- factor1 has 63.9% variance compared to 7.4% and after rotation it has 54.3%while others 

has 71.7% and 76.03%. The rotated component matrix has extracted values of each factor under 3 

variables. 

 

 

Total

% of 

Variance

Cumulati

ve % Total

% of 

Variance

Cumulati

ve % Total

% of 

Variance

Cumulati

ve %

1 14.714 63.976 63.976 14.714 63.976 63.976 12.502 54.357 54.357

2 1.671 7.266 71.242 1.671 7.266 71.242 3.872 16.836 71.193

3 1.103 4.793 76.036 1.103 4.793 76.036 1.114 4.843 76.036

4 0.975 4.241 80.277

5 0.749 3.257 83.534

6 0.660 2.871 86.405

7 0.445 1.937 88.342

8 0.392 1.705 90.047

9 0.321 1.396 91.442

10 0.263 1.144 92.586

11 0.222 0.966 93.552

12 0.216 0.940 94.493

13 0.194 0.842 95.334

14 0.162 0.706 96.040

15 0.154 0.669 96.709

16 0.135 0.586 97.294

17 0.124 0.541 97.835

18 0.106 0.462 98.298

19 0.097 0.420 98.717

20 0.089 0.385 99.102

21 0.077 0.335 99.437

22 0.068 0.296 99.733

23 0.061 0.267 100.000

Total Variance Explained

Compon

ent

Initial Eigenvalues Extraction Sums of Squared Rotation Sums of Squared 

Extraction Method: Principal Component Analysis.



Table 5: Extracted Rotated factor loading 

Extracted Factors Factor Loadings  

Entertainment 

 

Financial benefits 

Convenience 

.715, .719, .846, .743, .831, .904, .885, .674, .916, .881, .898, .898, 

.883, .847, .837, .861 

.905, .887, .665, .666 

.544, .811 

 

Three factors were extracted from exploratory factor analysis and named as entertainment as videos which 

contains elements like humor, surprise, emotional messages, thoughts, motivational messages were 

clubbed into entertainment related content of the video which motivates people to share videos. 

Financial benefits and rewards attached with the videos motivates people to share videos. People like to 

share those videos which as content related to prize or it has attach some kind of rewards with it. 

Third factor which has obtained was named as convenience because people like to share videos as due to 

change in technology it is become easier day by day to use technology savvy gadgets which motive people 

to watch videos and simultaneously sharing that video with their family or friends.  

Hypotheses testing through ANOVA: In this hypotheses part after factor analysis, ANOVA test is 

used to analyze the influence of factors which are responsible for making a video viral on age, 

gender, occupation, marital status and qualification levels of the respondents. 

Table 6: Computation of ANOVA on the basis of Age 
 

Sum of Squares df Mean Square F Sig. 

Convivence Between Groups 14.973 3 4.991 3.814 

 
 

0.011 

 
 

Within Groups 193.657 148 1.308 

Total 208.630 151 
 

Financial 

benefits 
 

Between Groups 2.480 3 0.827 0.621 

 
 

0.602 

 
 

Within Groups 196.971 148 1.331 

Total 199.450 151 
 

Entertainment Between Groups 0.978 3 0.326 2.224 

 
 

0.088 

 
 

Within Groups 21.729 148 0.147 

Total 22.709 151 
 

 



Table7: Computation of ANOVA on the basis of Gender 
 

Sum of Squares df Mean Square F Sig. 

Convivence Between Groups 0.000 1 0.000 0.000 0.986 

Within Groups 208.629 150 1.391 

Total 208.630 151 
 

Financial 

benefits 

Between Groups 1.300 1 1.300 0.984 0.323 

Within Groups 198.150 150 1.321 

Total 199.450 151 
 

Entertainment Between Groups 0.018 1 0.018 0.118 0.732 

Within Groups 22.691 150 0.151 

Total 22.709 151 
 

 

Table 8: Computation of ANOVA on the basis of Qualification 

Qualification Sum of Squares df Mean Square F Sig. 

Convivence Between Groups 9.835 3 3.278 2.441 

 
 

0.067 

 
 

Within Groups 198.795 148 1.343 

Total 208.630 151 
 

Financial 

benefits 
 

Between Groups 6.380 3 2.127 1.630 

 
 

0.185 

 
 

Within Groups 193.070 148 1.305 

Total 199.450 151 
 

Entertainment Between Groups 0.970 3 0.323 2.202 

 
 

0.090 

 
 

Within Groups 21.738 148 0.147 

Total 22.709 151 
 

 

Table 9: Computation of ANOVA on the basis of Marital status 
 

Sum of Squares df Mean Square F Sig. 

Convivence Between Groups 0.390 1 0.390 0.281 0.597 

Within Groups 208.240 150 1.388 

Total 208.630 151 
 

Financial 

benefits 
 

Between Groups 1.364 1 1.364 1.033 0.311 

Within Groups 198.086 150 1.321 



Total 199.450 151 
 

Entertainment Between Groups 0.406 1 0.406 2.727 0.101 

Within Groups 22.303 150 0.149 

Total 22.709 151 
 

 

Table10: Computation of ANOVA on the basis of Occupation 
 

Sum of Squares df Mean Square F Sig. 

Convivence Between Groups 4.327 3 1.442 1.045 0.375 

Within Groups 204.303 148 1.380 

Total 208.630 151 
 

Financial 

benefits 

Between Groups 4.640 3 1.547 1.175 0.321 

Within Groups 194.810 148 1.316 

Total 199.450 151 
 

Entertainment Between Groups 1.045 3 0.348 2.379 0.072 

Within Groups 21.664 148 0.146 

Total 22.709 151 
 

 

By computing ANOVA between all demographics variables with the factors extracted from factor analysis 

i.e. convivence, Financial benefits and entertainment content shows that all the hypothesis were accepted, 

except ANOVA computed on the basis of age which means that age of the respondent does have 

significant influence on the convenience due to hand gadgets videos which are responsible for videos 

going viral. 

Financial benefits is accepted in all demographic dimensions i.e. demographic variables doesn’t have 

significant influence on the three factors which are responsible for videos going viral. Humor and surprise 

content is accepted in all demographic dimensions 

CONCLUSION 

It is argued that videos are very powerful medium in the advertising field because of its ability to contain 

vast information in 2-3 minutes of its play time and as people tend to remember a video more than a print 

ad. Videos are becoming popular as they have certain emotional connect with the respondents due to 

which up-to some extent a viral video can be designed.  This study empirical findings resulted into three 

factors which makes a video to go viral. These factors are convivence, Financial benefits and 



entertainment content which makes a video to go viral.  With the help of the survey, data collected and 

various reasons were judged and discussed. So, in order to utilize the videos as the medium for 

advertisement by the marketers then they should inculcate theses three content in the video and present a 

perfect blend on the right target audience. The result of ANOVA revealed that only age of the people has 

significant influence on the convenience for the video going viral. 

FUTURE SCOPE OF THE STUDY 

There is a huge scope of video or viral marketing in the future. A video is the one of the most powerful 

medium to use for advertising and if something goes wrong, it can be catastrophic too for a business or a 

product. So it must be handled very carefully. 
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