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ABSTRACT

The rapid growth of digital technologies and social media platforms has significantly changed marketing strategies.
Viral marketing has emerged as a result of technological developments and societal changes, as it responds to
market changes, adapts to customers’ psychological needs and behavioral shifts, and enhances the effectiveness
of word-of-mouth (WOM) and online marketing. This study aims to examine the impact of viral marketing on
consumers’ purchase intention and to explore the mediating role of brand awareness in the context of technological
products in Turkey. In addition, this study examines the moderating role of traditional marketing in the relationship
between viral marketing and brand awareness. A quantitative study was conducted using data collected from 201
respondents. Reliability, correlation, and regression analyses were performed using SPSS. The findings show that
viral marketing has a significant positive impact on purchase intention. In addition, brand awareness plays a critical
role in enhancing purchase intention. The results highlight the growing importance of viral marketing as an
effective branding strategy in the technology sector. The results also show that traditional marketing has no
significant moderating effect on the relationship between viral marketing and brand awareness. The results also
indicate that brand awareness partially mediates the relationship between viral marketing and purchase intention.

Keywords: Viral Marketing, Brand Awareness, Traditional Marketing, Purchase Intention, Integrated Marketing
Communications IMC.
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Tiiketicileri Etkilemek icin Yeni Bir Markalasma Stratejisi Olarak Viral Pazarlama: Tiirkiye'deki
Teknolojik Uriinler Uzerine Bir Calisma
(074

Dijital teknolojilerin ve sosyal medya platformlarinin hizli biiyiimesi, pazarlama stratejilerini dnemli dlgiide
degistirmistir. Viral pazarlama, teknolojik gelismeler ve toplumsal degisimlerin bir sonucu olarak ortaya ¢ikmis
olup, pazar degisikliklerine yanit vermekte, miisterinin psikolojik ihtiyaglarina ve davranigsal degisimlerine uyum
saglamakta ve agizdan agiza (WOM) ve g¢evrimi¢i pazarlamanin etkinligini artirmaktadir. Bu c¢alisma,
Tiirkiye'deki teknolojik {irlinler baglaminda viral pazarlamanin tiiketicilerin satin alma niyeti lizerindeki etkisini
incelemeyi ve marka bilinirliginin aract roliinii arastirmay1 amaglamaktadir. Ayrica, bu ¢alisma, viral pazarlama
ile marka bilinirligi arasindaki iligkide geleneksel pazarlamanin diizenleyici roliinii de incelemektedir. 201
katilimcidan toplanan veriler kullanilarak nicel bir ¢aligma yiiriitilmistiir. SPSS kullanilarak giivenilirlik,
korelasyon ve regresyon analizleri yapilmistir. Bulgular, viral pazarlamanin satin alma niyeti lizerinde dnemli bir
pozitif etkiye sahip oldugunu gostermektedir. Ayrica, marka bilinirligi satin alma niyetini artirmada kritik bir rol
oynamaktadir. Sonuglar, teknoloji sektoriinde etkili bir marka stratejisi olarak viral pazarlamanin artan 6nemini
vurgulamaktadir. Sonuglar ayrica, geleneksel pazarlamanin viral pazarlama ile marka bilinirligi arasindaki iligkide
6nemli bir diizenleyici etkisinin olmadigini gostermektedir. Sonuglar ayrica marka bilinirliginin, viral pazarlama
ile satin alma niyeti arasindaki iliskiyi kismen aracilik ettigini de gdstermektedir.

Anahtar Kelimeler: viral pazarlama, marka bilinirligi, geleneksel pazarlama, satin alma niyeti, biitiinlesik
pazarlama iletigimi.
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GENISLETILMIS OZET
Amac ve Kapsam:

Bu calisma, modern bir marka olusturma stratejisi olarak viral pazarlamanin, Tiirkiye'deki teknoloji sektoriine
odaklanarak, tiiketici satin alma niyeti izerindeki etkisini analiz etmeyi amaglamaktadir. Dijital teknolojilerin hizli
gelisimi ve sosyal medyanin yayginlasmastyla birlikte, geleneksel pazarlama stratejileri, etkilesim ve katilima
dayanan dijital yontemlere kiyasla daha az etkili hale gelmistir. Viral pazarlama, bu yontemlerin en One
¢ikanlarindan biridir ve bireysel paylasim yoluyla sosyal aglarda igerigin hizli bir sekilde yayilmasina dayanarak,
nispeten diisiik maliyetle pazarlama mesajlarinin genis kitlelere ulagmasini saglar. Bu ¢alisma, viral pazarlamanin
marka bilinirligini artirmadaki roliinii ve bu bilinirligin tiiketici satin alma niyetine nasil yansidigini anlamay1
amaglamaktadir. Ayrica, viral pazarlama ve satin alma niyeti arasindaki iliskide marka bilinirliginin arac1 roliini
ve entegre pazarlama iletisimi ¢ergevesinde geleneksel pazarlamanin diizenleyici roliinii incelemeyi
hedeflemektedir. Bu ¢aligmanin 6nemi, literatiirdeki bir arastirma boslugundan kaynaklanmaktadir; ¢ogu calisma,
ozellikle dijital pazarlamaya biiyiik 6l¢tide bagimli olan Tiirk pazar1 ve teknoloji sektorii baglaminda, degiskenler
arasindaki dogrudan iligkilere odaklanmis ancak bunlar1 kapsamli bir analitik modele entegre etmemistir.

Yontem:

Bu ¢alisma, viral pazarlama, marka bilinirligi, geleneksel pazarlama ve satin alma niyeti gibi temel degiskenler
arasindaki iligkileri incelemek i¢in nicel bir yaklasim kullanmaktadir. Veriler, ¢evrimigi erisimin kolaylig
nedeniyle kolay ornekleme yontemi kullanilarak Tirkiye'de 201 katilimecidan olusan bir 6rnekleme dagitilan
cevrimigi bir anket araciligiyla toplanmustir. Anket, Onceki caligmalarda kullanilan Olgiitlere dayanarak
tasarlanmigtir. Viral pazarlama, bireylerin sosyal medyada pazarlama igerigiyle etkilesim ve paylagim derecesiyle
olgiiliirken, marka bilinirligi bireylerin markay: tanima ve hatirlama yetenegiyle 6l¢iilmiistir. Satin alma niyeti,
tiiketicilerin gelecekte Uriinii satin alma istekliligiyle 6l¢iilmiistiir. Tim maddeler bes puanlik Likert 6l¢egi
kullanilarak 6l¢iilmiistiir. Veri toplama isleminden sonra veriler SPSS yazilimi kullanilarak analiz edilmistir.
Olgegin giivenilirligini saglamak icin Cronbach alfa katsayis1 kullamlarak giivenilirlik analizi yapilmustir.
Degiskenler arasindaki iliskileri incelemek i¢in korelasyon analizi, hipotezleri test etmek ve degiskenler arasindaki
etki giiciinii belirlemek igin regresyon analizi ve istatistiksel modellerin anlamliligint degerlendirmek i¢in varyans
analizi (ANOVA) kullanilmigtir.

Bulgular:

Calisma sonuglari, viral pazarlamanin tiiketici satin alma niyeti {izerinde 6nemli bir olumlu etkiye sahip oldugunu,
pazarlama igerigiyle etkilesimi artirdigini ve satin alma olasiligini yiikselttigini gdstermistir. Sonuglar ayrica, viral
pazarlama ile marka bilinirligi arasinda gii¢lii bir iligki oldugunu ortaya koymustur; ¢iinkii igerigin dijital
platformlarda yayilmasi, tiiketicilerin marka hakkindaki bilinirligi daligint artirir ve markanin zihinlerindeki
varligimi giiclendirir. Dahasi, marka bilinirligi satin alma niyetini etkilemede ¢ok dnemli bir rol oynar; tiiketiciler
bildikleri ve giivendikleri iirinleri satin alma egilimindedir. Regresyon analizi, viral pazarlamanin satin alma
niyetindeki varyansin énemli bir bolimiinii agikladigini ve modele marka bilinirliginin eklenmesinin agiklayici
giiclinii daha da artirdigini, bu degiskenin kismi araci roliinii gdsterdigini ortaya koymustur. Bunun aksine,
sonuglar geleneksel pazarlamanin diizenleyici roliine iliskin hipotezi desteklememistir, ¢iinkii viral pazarlama ile
marka bilinirligi arasindaki iligkide anlamli bir etkisi goriilmemistir. Bu, modern ortamda geleneksel yontemlerin
dijital pazarlamaya kiyasla azalan bir rol oynadigin1 gostermektedir.

Sonug ve Tartisma:

Bu ¢alismanin sonuglari, viral pazarlamanin, 6zellikle inovasyona ve dijital etkilesime biiyiikk 6l¢lide dayanan
teknoloji sektoriinde, tiikketici davranigini etkilemede etkili bir arag oldugunu gostermektedir. Bu pazarlama tiiri,
icerigin hizli yayilmasi ve kullanici etkilesiminden kaynaklanan sosyal etki yoluyla marka bilinirliginin artmasina
ve satin alma niyetinin giiglenmesine katkida bulunur. Bulgular ayrica, algilanan riski azalttig1 ve tiiketici giivenini
artirdig1 i¢in marka bilinirliginin satin alma karar verme siirecinde ¢ok dnemli bir unsur oldugunu dogrulamaktadir.
Geleneksel pazarlama bazi durumlarda destekleyici bir rol oynamaya devam etse de, etkisi dijital pazarlamaya
kiyasla smirli hale gelmistir; bu da sirketlerin pazarlama stratejilerini dijital kanallara dogru yeniden
yonlendirmelerini gerektirmektedir. Buna gore, ¢alisma, teknoloji sirketlerinin en iyi sonuglari elde etmek i¢in ilgi
¢ekici ve paylasilabilir pazarlama icerigi gelistirmeye, sosyal medya varliklarini giiclendirmeye ve entegre
pazarlama iletisim stratejilerinden yararlanmaya odaklanmalarini énermektedir. Calisma ayrica, dijital ortamda
titketici davranigini daha iyi anlamak i¢in daha biiyiik 6rneklemler ve ¢esitli sektorleri igeren ve giiven, etkilesim
ve algilanan deger gibi diger degiskenleri inceleyen gelecekteki arastirmalar: da dnermektedir.
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1. INTRODUCTION

The internet has recently witnessed an unprecedented marketing boom. A new type of smart advertising
strategy will increasingly penetrate our daily lives in the future. Unlike traditional television advertising,
this new type of advertising requires potential customers to participate in a virtual forum (the internet)
to discuss a specific commercial product, interact with one another, and share their opinions about it.
The goal is to create a spontaneous and viral chat (messages that spread rapidly across networks,
spreading from mouth to mouth about a product, to gradually attract the largest possible number of
internet visitors). Viral marketing is a very clever marketing design for attracting the public and potential
buyers. Technological innovations and cultural changes have shed light on the creation of viral
marketing, and viral marketing also meets the psychological and behavioral demands of consumers and
responds to marketing trends (Montgomery, 2001).

During the recent period of viral marketing, customers began promoting products and services through
this concept with a mouse click, which is considered word-of-mouth. The most important point in the
success of this concept depends on trust between those spreading viral messages, relying on the
extensive social network of colleagues, friends, and relatives to send promotional material. This reduces
the cost of acquiring new customers in the medium and long term (Chu & Kim, 2011; Palka et al., 2009).

The emergence of the term viral marketing as a modern concept expresses modern marketing
philosophy, as it is a strategy that expresses those personal communications that occur naturally between
consumers by mail, short messages via mobile phone, internet networks, and means of communication-
related to a good or service (Shirky, 2008; Steinman & Hawkins, 2010).Viral marketing plays a major
role in directing consumer behavior towards buying. The rapid developments in the means of
communication and technologies related to the market directly affected the spread of various forms of
marketing practices such as online advertising, channels, and social networks, which allowed
organizations and marketers to use all these means if they wanted to (Steenburgh & Avery, 2008) .

Despite the growing academic interest in viral marketing as an effective digital strategy, several
important gaps remain in existing literature. Most previous studies have examined the impact of viral
marketing on consumer behavior in general contexts, while the technology products sector particularly
in Turkey remains underexplored, despite its strong reliance on digital communication and viral content.

In addition, prior research has largely focused on analyzing relationships between variables
independently, such as the effect of viral marketing on purchase intention or brand awareness on
purchase intention. However, limited studies have integrated these variables into a unified causal model
that explains the mechanism through which viral marketing enhances brand awareness and subsequently
influences purchase intention (Pane et al., 2024; Chen, 2024).

Furthermore, many studies have relied on basic statistical techniques such as correlation and simple
regression, which may not fully capture the complexity of relationships between viral marketing, brand
awareness, and consumer behavior.

The practical application of this study was conducted on Samsung products as a representative global
brand in the technology sector, with a primary focus on smartphones and related smart electronic devices
widely used in Turkey.

2. LITERATURE REVIEW
2.1 Viral Marketing

Due to technological development, work in the field of e-marketing on the internet has developed a lot
and has become an important part of the work of many organizations, due to the benefits achieved from
it, and the potential or current creative products it offers in the market or on the organization's virtual
website, because of developments in the field of business and because of the new and intense global
competition, many international organizations are trying to search for everything new and work to
implement it, and the latter is trying to benefit as much as possible in how to reach the goal at the lowest
possible costs, whether in the long or short term (Cruz & Fill, 2008; Palka et al., 2009). Due to the large
expenditures on promotional campaigns, a new type of marketing has emerged called viral marketing,
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which is one of the modern concepts in marketing magazines as it is used to promote the products of
organizations. Viral marketing acts as a form of spoken word or mouse word that encourages consumers
to pass a company's message about its products or services via voice, video, speech, and written
information to others over the internet in a user-generated site such as YouTube, Myspace, Facebook
and google video. This allows advertisers to rapidly distribute advertisements and promotional videos
that will quickly be shared by millions of people (Kotler & Keller, 2009). Sohn et al., (2013) consider it
as a strategy that exploits the internet to exchange ideas, information, and clarifications about a specific
product, and communicate it with the aim of encouraging customers to spread the message among
network users. To sum up, it can be concluded that viral marketing is an innovative marketing strategy
that relies on individuals to pass a message of interest to others based on the principle of the spoken
word, and this type of internet marketing is used especially social networks with the aim of spreading
messages quickly, through which the company aims to create awareness of its products and brands in
addition to achieving other marketing goals (Johnson, 2008).

Viral marketing messages spread rapidly among individuals through networks, as illustrated in Figure
1.

Figure 1. Propagation through viral marketing

Source: Quotemaster. (n.d.). Viral marketing. Retrieved June 15, 2017, from
https://www.quotemaster.org/viral+marketing

2.2 Brand Awareness

Brand awareness is a fundamental element of brand knowledge. It refers to the ability to recognize a
brand name and understand its association with a particular product within a product category. This
concept reflects the extent to which current and potential customers are aware of and familiar with the
brand. Brand awareness is a crucial step in brand building, as it plays a significant role in customers'
purchasing decisions (Ateke ,2017).

Brand awareness is also defined as the customer's ability to remember or recognize that a brand belongs
to a particular product category (Ansary et al., 2018). Brand awareness is also interpreted as a set of
perceptions that form in the customer's mind, where these perceptions are linked to the brand's
environmental commitments and concerns (Simona, 2019). In addition, it is defined as the ability of
customers to recognize or recall a brand under different circumstances (Dib et al., 2014).

Keller states that brand awareness is related to the power of the brand in memory, so it is reflected in
the individual's ability to perceive the elements of the brand, such as the brand name, logo, and its
variations and transformations under different conditions. (Keller, 2003, p. 254), and often brand
awareness is measured through two reputations: brand recognition or distinction and brand recall. While
the original concept of brand recognition relies on the consumer's ability to enhance proactive brand
detection, when they have a taste of the latter, that is, to recognize and understand the brand based on
past experience. Because consumers can easily recognize a brand if they have seen it or heard about it
before, in this case, when recognizing a brand, individuals are often required to choose from the many
options available.
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The brand awareness emerged and developed in the 18th century when producers began using names
and images to enhance the brand's mental image. The brand awareness is one of the most intangible
assets that organizations possess, as it distinguishes between products (Brunello, 2014).

A brand also represents an important part of legal property, as it can be bought and sold, and it provides

sustainable future returns for the organization. The accumulated value of a brand, whether directly or
indirectly through these advantages, is known as brand value (Keller, 2016). Strong brand value is built
through a sound marketing plan based on the dimensions of the marketing mix, which in turn develops
the dimensions of brand value that influence customer perceptions and behavior, thus creating positive
brand value (Shariq, 2018).

2.3 Traditional Marketing

Traditional marketing is the oldest historical form of marketing, emerging with the expansion of
industrial production and the need to promote goods through widespread mass media before the advent
of the internet and digital technologies (Kotler & Armstrong, 2021).

This type of marketing relies on the use of mass communication channels such as television, radio,
newspapers, magazines, billboards, and direct mail to reach the largest possible number of consumers
within a broad market (Kotler & Armstrong, 2021).

Traditional marketing is based on one-way communication, where the organization sends the marketing
message to the public without direct or immediate interaction from consumers, thus reducing
opportunities for rapid feedback (Stanton, Etzel, & Walker, 1994). Traditional marketing also relies on
a mass marketing strategy that aims to address the entire market with a unified message, rather than
tailoring messages to specific customer segments (Kotler & Keller, 2016).

The marketing mix (4Ps) concept, introduced by McCarthy, is the fundamental theoretical framework
upon which traditional marketing activities are based. It consists of four key elements: product, price,
place, and promotion (McCarthy, 1960).

Promotion is one of the most important components of this mix, encompassing traditional advertising,
personal selling, sales promotion, and public relations—all tools that rely heavily on traditional media
to deliver the message (Kotler & Armstrong, 2021).

Traditional marketing contributes to building brand awareness and enhancing its image among the
public through repetition and widespread dissemination across various media platforms (Kotler &
Keller, 2016). Despite its effectiveness in reaching a large segment of consumers, traditional marketing
is characterized by high operating costs, especially for large-scale television advertising, and by the
difficulty of accurately measuring return on investment compared to modern digital methods (Kotler &
Armstrong, 2021).

Furthermore, the limited interaction with the audience is one of the most significant challenges facing
traditional marketing, as this approach does not allow for precise personalization or immediate response
to changing consumer behavior and needs (Stanton et al., 1994).

2.4 Purchase Intention

Purchase intention analysis is an effective process for predicting future purchases. When a consumer
decides to buy something, it is driven by their intention. Purchase intention analysis has become widely
used in many behavioral marketing studies. This leads to an understanding of what purchasing patterns
might be in the future.Therefore, purchasing intention is considered one of the key indicators that the
marketing manager relies on to predict future salesPurchase intention is a key indicator for businesses
that helps them predict the likelihood of a consumer making a purchase within a specific time period
and acts as a proxy for actual behavior (Farris et al., 2010).The literature defines purchase intention from
two angles: First, as a preference for repurchasing a particular product, indicating the post-purchase
behavior of existing customers; and second, as the likelihood that a customer will choose a particular
product, indicating the customer's general preferences regarding whether they believe the product or
brand meets their expectations, needs, and desires. Purchase intention also represents the possibility that
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consumers plan or prepare to purchase a particular product or service in the future. Therefore, it is a
highly significant variable (Yeh & Hsiao, 2012).

It was shown (Al and Martins, 2019) that an increase in purchase intention means an increase in the
opportunity to purchase, which means that if consumers have a positive purchase intention, positive
engagement will enhance this purchase process.

The purchasing process is an evaluation of consumer attitudes towards a brand. Social media plays a
significant and effective role in shaping purchasing processes in general, through providing interactive
information to the consumer and forming positive attitudes towards the brand. This is achieved through
marketing digital content directly related to positive purchasing processes. (Tuluk, 2021)

Therefore, what immediately precedes any behavior is the person's "intention" to make the decision, and
the ability to exhibit a specific behavior is "behavioral intention." The stronger the customers intention,
the more likely their behavior will be in accordance with it. To confirm the validity of this, we chose to
apply the unified theory of technology acceptance and use, which has been used in many studies to
identify customer behavior.

Purchase intentions can be used to test the implementation of a new distribution channel to help
managers determine whether the concept is worth further development and to identify geographic
markets and consumer segments targeted through the channel (Morwitz et al., 2007).

2.5 Integrated Marketing Communication

" Integrated marketing communication is a concept that includes planning and coordinating marketing
activities like advertising, public relations, direct marketing, sales promotion and sales force. (Dumas,
2003)The origin of integrated marketing communications is not clearly defined,. It goes back to Schultz
(1993). He said that Integrated Marketing Communications (IMC) is an approach to marketing that
combines different tools into a unified program. This involves coordinating methods like advertising,
direct marketing and public relations to deliver a clear message to the target audience. The goal is to
make marketing efforts more effective.On the hand Duncan (2002) views IMC as a process of building
relationships with customers and stakeholders. It's an activity that aims to mobilize all actors around the
company with the same values. This helps the company stand out from competitors.

* IMC is customer-oriented and determined by customer data, perceptions and behavior.

Integrated Marketing Communication is a concept that manages a company’s image. It focuses on the
target audience, marketing mix and results (Kliatchko, 2020). It’s also about integrating and
coordinating many communication channels. This delivers a message about the organization and its
products (Armstrong & Kotler 2012).IMC represents a communication process. It results from planning,
integrating and implementing marketing elements like advertising and public relations. Over time this
creates an impact, on the brand (Shimp, 2022).
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3. CONCEPTUAL FRAMEWORK AND HYPOTHESES

H3

PURCHASE
INTENTION

BRAND
AWERNESS

TRADITIONAL
MARKETING

Figure 2. Initial Research model
H1:Viral marketing has a significant positive effect on brand awareness.
H2:Brand awareness has a significant positive effect on purchase intention.
H3:Viral marketing has a significant positive effect on purchase intention .
H4:Brand awareness mediates the relationship between viral marketing and purchase intention.
HS5:Traditional marketing moderates the relationship between viral marketing and brand awareness.

This study looks at how viral marketing, brand awareness and buying intentions are connected and also
considers traditional marketing. Viral marketing spreads messages fast on platforms making more
people aware of a brand. Brand awareness makes people more likely to buy from that brand. Traditional
marketing can help or hurt how well viral marketing works for brand awareness. This model helps us
understand how both online and offline marketing strategies influence what people buy.

4. METHODOLOGY
4.1 Research Design

This study adopts a quantitative research design to investigate the impact of viral marketing on
consumers’ purchase intention toward technological products in Turkey. Quantitative research is
commonly used in marketing studies to measure relationships between variables using statistical
analysis. The study focuses on examining how viral marketing as a branding strategy influences
consumers' behavioral intentions.

A survey method was used to collect data from respondents. The questionnaire consisted of several
items designed to measure viral marketing, traditional marketing, brand awareness, and purchase
intention.

4.2 Sample

The study used a convenience sampling method and was adopted due to time constraints and ease of
access to respondents through online platforms. A total of 201 participants were included in the study.
The study mainly focused on Samsung smartphones and smart electronic devices commonly used in
Turkey. Table 1 presents the demographic characteristics of the sample. The study had females 140
females to be exact which is 69.7% of the people in the study and 61 males, which is 30.3% of the people
in the study. Female respondents represented a larger proportion of the sample. The participants in the
study belonged to different age groups. Some of them 55 people are between 20 and 25 years old, which
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is 27.4% of the people in the study. Then there are 50 people who were between 26 and 30 years old
which is 24.9% of the people in the study. The study also had 24 people who were between 31 and 40
years old which is 11.9% of the people in the study. 72 People in the study are over 40 years old which
is 35.8% of the people in the study. The ages of the people in the study are evenly spread out but there
are a little more people in the study who are over 40 years old. Participants in the study had different
educational levels. Most of the people in the study 119 people have a bachelors degree, which is 59.2%
of the people in the study. Then there are 41 people who have an education, which is 20.4% of the people
in the study. The study also had 29 people who have a masters degree or higher which is 14.4% of the
people in the study. 12 People in the study have a diploma, which is 6% of the people in the study. These
results indicate that most participants had a relatively high educational background.

Table 1. Demographic Characteristics

Variable Frequency Percentage (%)
Gender

Female 140 69.7
Male 61 30.3
Age

20-25 55 274
26-30 50 24.9
3140 24 11.9
Above 40 72 35.8
Education

High School 41 20.4
Diploma 12 6.0
Bachelor’s degree 119 59.2
Master’s Degree or Higher 29 14.4

The next step after the data were collected was to analyze them with the statistical software SPSS. The
data were submitted to the following analyses: Reliability analysis, Correlations and Regression
analysis, and the Analysis of Variance (ANOVA).

4.3 Measurement
This study addresses the following research questions:

* Does viral marketing significantly influence consumers’ purchase intention toward technological
products?

* Does viral marketing contribute to increasing brand awareness among consumers?

* Does brand awareness influence consumers’ purchase intention?

* Does brand awareness mediate the relationship between viral marketing and purchase intention?

* Does traditional marketing moderate the relationship between viral marketing and brand awareness?
4.4 Measurement Instrument

The constructs used in this study were measured using previously validated scales from the marketing
literature. The measurement items were adopted from established studies, and all statements and their
corresponding citations were taken directly from the sources listed in the survey instrument. Viral
marketing was measured using items adapted from Chowdhury, Bhowmik, and Pandit (2025) and Chu
and Kim (2011), which assess consumers’ engagement with viral marketing content and their tendency
to share promotional messages through electronic word-of-mouth (e-WOM) on social networking sites.
Brand awareness was measured using items adapted from Aaker (1991), which evaluate consumers
ability to recognize and recall a specific brand. Purchase intention was measured using items adapted
from Dodds, Monroe, and Grewal (1991), reflecting consumers likelihood of purchasing the brand in
the future. Additionally, traditional marketing was measured using items adapted from Kumar (2018)
that assess the effectiveness of traditional media advertising. All items were measured using a five-point
Likert scale ranging from 1 (strongly disagree) to 5 (strongly agree).
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Constructs measured:

. Viral Marketing (5 items)

. Traditional Marketing (3 items)
. Brand Awareness (5 items)

. Purchase Intention (4 items)

5. DATA ANALYSIS RESULTS

The collected data were analyzed using IBM SPSS Statistics version 26. Descriptive statistics were first
conducted to describe the characteristics of the respondents. Reliability analysis using Cronbach’s alpha
was performed to assess the internal consistency of the measurement scales. Since this study employed
regression analysis using SPSS rather than structural equation modeling (SEM), reliability was primarily
assessed using Cronbach’s alpha coefficients. Pearson correlation analysis was used to examine the
relationships between the variables. Finally, regression analysis was conducted to test the research
hypotheses and determine the effect of viral marketing on purchase intention.

5.1 Reliability Analysis:

Reliability analysis was conducted to evaluate the internal consistency of the measurement scales. The
results showed that all constructs achieved acceptable reliability levels. The Cronbach’s alpha value for
viral marketing was 0.826, while traditional marketing recorded 0.872. In addition, brand awareness
showed a reliability value of 0.748, and purchase intention had a Cronbach’s alpha value of 0.795.

Table 2. Reliability Analysis Results

Variable Cronbach's Alpha| Number of Items [Conclusion
Viral Marketing 0.826 5 Reliable
Traditional Marketing| 0.872 3 Reliable
Brand Awareness 0.748 5 Reliable
Purchase Intention | 0.795 4 Reliable

The results indicate that all variables have Cronbach's Alpha values greater than 0.70, which means that
the measurement items are reliable and suitable for further statistical analysis. Therefore, the
questionnaire used in this study demonstrates a high level of internal consistency and reliability.

5.2 Correlation Analysis

Correlation analysis was conducted to examine the relationships between the study variables. The results
revealed that viral marketing had a significant positive correlation with purchase intention (r = 0.544, p
< 0.01). Traditional marketing also showed a positive relationship with purchase intention (r = 0.592, p
< 0.01). Furthermore, brand awareness was positively correlated with purchase intention (r = 0.512, p <
0.01). These findings indicate that higher levels of marketing exposure and brand awareness are
associated with stronger consumer purchase intention.

Table 3. Correlation Matrix

Variables Viral Marketing TMrzfli(tei;)ir:lagl Brand Awareness
Viral Marketing
Traditional Marketing 0.316
Brand Awareness 0.426 0.358
Purchase Intention 0.544 0.592 0.512

(Correlation is significant at the 0.01 level)
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The correlation results show that all independent variables have positive and significant relationships
with purchase intention. Viral Marketing has a correlation coefficient of 0.544, Traditional Marketing
has 0.592, and Brand Awareness has 0.512 with Purchase Intention. This indicates that increases in these
variables are associated with higher consumer purchase intention.

5.3 Regression Analysis
Model 1:

A regression analysis was conducted to test the effect of viral marketing on purchase intention. The
results indicated that viral marketing has a significant positive impact on purchase intention (f = 0.675,
p <0.001). The model explained 45.5% of the variance in purchase intention (R* = 0.455). The overall
regression model was statistically significant (F = 166.150, p < 0.001).

Table 4. Regression Analysis Results (Model 1: Effect of Viral Marketing on Purchase Intention)

Adjusted R | Std. Error of the Change Statistics
Model R R Square Square Estimate R Square Change| F Change
1 .675° 455 452 .58024 455 166.150

The R? value of 0.455 indicates that Viral Marketing explains 45.5% of the variance in Purchase
Intention, while the remaining 54.5% is explained by other variables not included in the model.

Table 5. ANOVA Results (Model 1)

Model Sum of Squares df Mean Square F Sig.

1 Regression 55.939 1 55.939 166.150 .000°
Residual 66.999 199 337
Total 122.937 200

Since the significance value is less than 0.05, the regression model is statistically significant.

Table 6. Regression Coefficients (Model 1)

Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 2.276 .103 22.032 .000
VM AD 115 .009 .675 12.890 .000

a. Dependent Variable: Purchase Intention

The results show that viral marketing has a positive and significant effect on purchase intention (f =
0.675, p < 0.001). This means that higher levels of viral marketing activities significantly increase
consumers' purchase intention.

Model 2 :Effect of Viral Marketing on Brand Awareness

A regression analysis was conducted to examine the effect of viral marketing on brand awareness. The
results indicated that viral marketing has a significant positive effect on brand awareness ( = 0.426, p
< 0.001). The model explained 18.1% of the variance in brand awareness (R?> = 0.181). The regression
model was statistically significant (F = 44.120, p < 0.001). Therefore, H1 was supported.

Table 7. Regression Analysis Results (Model 2: Effect of Viral
Marketing on Brand Awareness)

Adjusted R Std. Error of the
Model R R Square Square Estimate

1 4262 181 177 .59874
a. Predictors: (Constant), Viral Marketing
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Table 8. ANOVA Results (Model 2)

Model Sum of Squares df Mean Square F Sig.

1 Regression 15.816 1 15.816 44.120 .000°
Residual 71.339 199 358
Total 87.155 200

a. Dependent Variable: Brand Awareness
b. Predictors: (Constant), Viral Marketing

Table 9. Regression Coefficients (Model 2)

Standardized

Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 2.607 185 14.068 .000
Viral Marketing .370 .056 426 6.642 .000

a. Dependent Variable: Brand Awareness
Model 3: Multiple Regression Analysis

A third regression model was conducted by including brand awareness along with viral marketing. The
results showed that both variables significantly influence purchase intention. Viral marketing had a
standardized coefficient of (B =0.557, p <0.001), while brand awareness had a coefficient of (f = 0.254,
p < 0.001). The model explained 50.6% of the variance in purchase intention (R?> = 0.506). The
regression model was statistically significant (F = 101.287, p < 0.001).

Table 10. Regression Analysis Results (Model 3)

Change Statistics
Adjusted R Std. Error of the R Square
Model R R Square Square Estimate Change F Change

1 112 .506 .501 .55399 .506 101.287

The results indicate that the independent variables explain 50.6% of the variance in purchase intention.

Table 11. ANOVA Results (Model 3)

Model Sum of Squares df Mean Square F Sig.

1 Regression 62.170 2 31.085 101.287 .000°
Residual 60.767 198 307
Total 122.937 200

The significance value is less than 0.05, indicating that the model is statistically significant.

Table 12. Regression Coefficients (Model 3)

Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 1.341 230 5.840 .000
VM_AD .095 .010 557 9.877 .000
Brand Awareness .302 .067 254 4.506 .000

a. Dependent Variable: Purchase_Intention

The results show that both viral marketing and brand awareness have significant positive effects on

purchase intention. Viral marketing has the strongest effect (f = 0.557), followed by brand awareness
(B=0.254).
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Model 4: Moderation Analysis

A fourth regression model was conducted to examine the moderating effect of traditional marketing on
the relationship between viral marketing and brand awareness. An interaction term (Viral Marketing X
Traditional Marketing) was created and included in the regression model. The results showed that the
interaction term was not statistically significant (8 = 0.578, p=0.117 > 0.05), indicating that traditional
marketing does not moderate the relationship between viral marketing and brand awareness.

Table 13. Regression Analysis Results (Model 4: Moderation

Analysis)
Adjusted R Std. Error of the
Model R R Square Square Estimate
1 4909 .240 228 .57988

a.  Predictors: (Constant),  Interaction VM_TM,  Viral Marketing,
Traditional Marketing

Table 14. ANOVA Results (Model 4)

Model Sum of Squares df Mean Square F Sig.

1 Regression 20913 3 6.971 20.731 .000°
Residual 66.242 197 336
Total 87.155 200

a. Dependent Variable: Brand Awareness
b. Predictors: (Constant), Interaction VM_TM, Viral Marketing, Traditional Marketing

Table 15. Regression Coefficients (Model 4)

Standardized
Unstandardized Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) 3.188 .526 6.056 .000
Viral Marketing -.100 .184 -.115 -.541 .589
Traditional Marketing .012 171 .016 .072 942
Interaction VM TM .079 .050 .578 1.573 117

a. Dependent Variable: Brand Awareness

6. FINDINGS OF THE STUDY

The results of the statistical analysis indicate that viral marketing has a significant positive effect on
purchase intention. The regression analysis showed that viral marketing explains a considerable
proportion of the variance in purchase intention. In addition, brand awareness also has a significant
positive influence on purchase intention. The findings suggest that both viral marketing and brand
awareness play an important role in shaping consumer purchase intention. Based on the results of the
regression analysis, the initial conceptual model was modified. The analysis indicated that some
hypothesized relationships were statistically significant, while the moderating role of traditional
marketing was not supported. The hypotheses of the study were tested using regression analysis. The
results clearly indicate which hypotheses are supported and which are not, as follows:

o H1 is supported: Viral marketing has a significant positive effect on brand awareness (f =
0.426, p <0.01).

e H2 is supported: Brand awareness has a significant positive effect on purchase intention (f =
0.254, p <0.001).

e H3 is supported: Viral marketing has a significant positive effect on purchase intention (f =
0.675,p <0.001).

-78 -



Turkish Journal of Marketing Research / 2026, 1, 67-84
Turkish Journal of Marketing Research /2026, 1, 67-84

e H4 is partially supported: Brand awareness partially mediates the relationship between viral
marketing and purchase intention, as viral marketing retained a significant direct effect even
after including brand awareness in the model. The mediation effect was assessed following
Baron and Kenny’s (1986) regression approach, indicating partial mediation.

e HS is not supported: Traditional marketing does not significantly moderate the relationship
between viral marketing and brand awareness (p > 0.05). Therefore, it was removed from the
model.

Therefore, the modified model retains the direct and indirect (mediated) paths between viral marketing
and purchase intention through brand awareness, while removing the moderating role of traditional
marketing.

Modified Research Model

H1 (+)

PURCHASE
INTENTION

VIRAL
MARKETING

BRAND
AWARENESS

H3 (+)
Figure 3. Modified Research Model

7. DISCUSSION

The purpose of this study was to examine the impact of viral marketing on consumers’ purchase intention and to
examine the role of brand awareness as well as the influence of traditional marketing within this relationship. The
findings of the statistical analysis provide several important insights into how different marketing strategies impact
consumer behavior in the technological products sector. As a result of the correlation analysis, significant positive
relationships were found among key variables. The results indicated that viral marketing is positively associated
with brand awareness (r = 0.426, p < 0.01) and purchase intention (r = 0.544, p < 0.01). This suggests that viral
marketing plays an important part in shaping consumers’ perceptions and increasing consumers’ willingness to
buy technological products. Viral marketing facilitates rapid information sharing through digital platforms,
increasing brand awareness and strengthening consumers’ purchase intentions.

Likewise, the results showed that traditional marketing is significantly related to purchase intention (r = 0.592, p
<0.01). This finding suggests that traditional marketing tools, such as television advertisements, radio, and offline
promotional activities, still contribute to influencing consumers’ purchase decisions and supporting brand
credibility. Although digital marketing strategies have become increasingly dominant, traditional marketing
continues to support brand communication by enhancing brand credibility and reaching a broader audience. In
addition, brand awareness demonstrated a significant positive relationship with purchase intention (r = 0.512, p <
0.01). This finding highlights the significance of brand recognition and familiarity in impacting consumer
behavior. When consumers are more aware of a brand, they are more likely to trust it and consider it as a feasible
option when making purchase decisions. Brand awareness reduces uncertainty and perceived risk associated with
purchasing products, especially in the technology sector where consumers rely on brand reputation as an indicator
of quality. These findings support the theoretical hypotheses proposed in the abstract frame of the study. This
result is consistent with previous studies that emphasize the effectiveness of viral marketing strategies in spreading
information quickly and influencing consumer attitudes through digital communication channels.

Also, the positive relationship between brand awareness and purchase intention confirms that brand awareness
acts as an important factor in consumer decision making. Consumers tend to prefer brands that they recognize and
recall because familiarity creates a sense of trust and reliability. Thus, companies that successfully build strong
brand awareness are more likely to increase consumers’ intention to purchase their products.Overall, the findings
of this study demonstrate that both viral marketing and traditional marketing play significant roles in influencing
consumer behavior. While viral marketing enhances brand awareness through rapid online communication and
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social media engagement, traditional marketing strengthens brand credibility and supports the overall marketing
message. The integration of these marketing approaches may still support the overall communication strategy for
organizations seeking to increase brand awareness and stimulate purchase intentions among consumers. Based on
these results, companies operating in the technological products sector should adopt integrated marketing strategies
that combine both digital and traditional marketing channels. By doing so, organizations can maximize the
effectiveness of their marketing efforts, enhance brand awareness, and ultimately increase consumers’ willingness
to purchase their products. The study results indicate that viral marketing had a greater impact on purchase intention
than traditional marketing. This is due to the interactive and fast-paced nature of digital platforms, which allow
consumers to share and interact with content directly. Furthermore, consumers in the technology sector rely heavily
on social media and online recommendations when making purchasing decisions, further enhancing the
effectiveness of viral marketing compared to traditional methods.

On the other hand, traditional marketing did not show a significant moderating effect in the relationship between
viral marketing and brand awareness. This may be attributed to the shift in consumer behavior and their increasing
reliance on digital platforms as the primary source of information and brand interaction. This suggests that the
impact of traditional advertising has diminished compared to the rapid and direct influence of digital content.These
findings align with several previous studies, such as those by Chen (2024) and Pane et al. (2024), which confirmed
that viral marketing enhances brand awareness and positively contributes to increased consumer purchase
intention, particularly in modern digital environments.

8. CONCLUSION

This study aimed to analyze the impact of viral marketing on consumer purchase intentions in the
technology sector in Turkey, focusing on the mediating role of brand awareness. The results showed
that viral marketing is an effective marketing tool that directly influences consumer behavior and
increases purchase intentions through its capability to spread rapidly across digital platforms and
enhance interaction among individuals. The results also indicated that brand awareness plays a
significant role in boosting purchase intentions, as it contributes to building trust and reducing the
perceived risk level of consumers, making them more willing to make a purchase decision. The study
further confirmed that viral marketing contributes to raising brand awareness, which positively impacts
purchase intentions. In contrast, the results did not support the moderating role of traditional marketing
in the relationship between viral marketing and brand awareness, suggesting that the greatest influence
in the current digital environment stems from modern, internet-based marketing strategies. Accordingly,
the study recommends that companies, particularly in the technology sector, focus on adopting viral
marketing strategies and strengthening their digital presence, while working to build strong brand
awareness to gain competitive advantage and increase consumer purchase intention. The study also
suggests future research addressing additional variables or applying the study to different sectors to
enhance a comprehensive understanding of this field.

Also, the regression analysis results support these findings. The first model demonstrated that viral
marketing explains a substantial proportion of the variance in purchase intention (R? = 0.455),
confirming its strong direct impact on consumer behavior. The second model demonstrated that viral
marketing significantly affected brand awareness. The third model demonstrated an improvement in
explanatory power (R* = 0.506) after including brand awareness, highlighting its important mediating
role in strengthening purchase intention. However, the fourth model revealed that the interaction
between viral marketing and traditional marketing was not statistically significant (p > 0.05), indicating
that traditional marketing does not significantly influence the relationship between viral marketing and
brand awareness. These findings reinforce the growing importance of digital marketing strategies over
traditional approaches in influencing modern consumer behavior.

In conclusion, this study confirms that viral marketing is a modern and highly effective marketing
strategy that significantly influences consumer purchasing intentions by boosting brand awareness. The
findings highlight the need for organizations to prioritize digital marketing strategies to maintain their
competitiveness in today's dynamic market environment.

8.1. Practical Implications

This study provides several practical implications for marketing professionals especially those in the
technology sector. The study shows that viral marketing and brand awareness are becoming more and
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more important when it comes to getting people to buy things. So companies should develop effective
and interactive marketing strategies and interactive if they want to stay competitive in the digital world.

e Companies should put money into marketing campaigns that get people to share things like fun
videos, social media challenges and content made by users.

e Marketers should work on making their brand well known because this helps people trust the
company and feel safer when they buy things.

e Businesses should make marketing messages that're easy to understand look nice and are
relevant to the people they are trying to reach.

e Organizations should have a presence, on social media and use digital channels to talk to people
directly and get them more engaged.

e Even though traditional marketing does not seem to make a difference it can still be used to
support digital campaigns and make the brand more credible.

e Companies should use a marketing strategy that combines traditional marketing tools to get the
best results.

e Firms should always keep an eye on what consumer feedback and online behavior so they can
make their marketing strategies better and understand what people need from viral marketing
and brand awareness.

8.2. Limitations
Limitations to this research include:

e The study was limited to a sample of 201 respondents from Turkey. The findings cannot be
generalized to all consumers or other countries, as consumers' actions are shaped by different
cultural and demographic factors.

e Convenience sampling was employed as a means of collecting data. As a result, only limited
extension to the groups using this sampling methodology can be made with these findings.

e The small, single- country sample used for this study might not directly represent consumers in
numerous other countries.

e Only product- related information was examined. thus, our findings may not be applicable to
industries.

e We only collected data at one point in time; thus, we do n't have any longitudinal information
related to whether consumers' behaviours change over time.

e Wedid n't have sufficient time to gather further data and explore additional variables in greater
detail.

8.3. Suggestions for Future Research

Based on the findings and discussion of this study, it's clear that viral marketing plays a significant part
in influencing consumers purchasing intentions, particularly by boosting brand awareness. The results
also highlight the significance of digital communication strategies in shaping consumer behavior in
Turkey's technology sector. These findings suggest that companies need to adapt their marketing
strategies to align with the growing influence of digital platforms. contemporaneously, this study opens
the door for further exploration to more understand the relationship between different marketing
approaches and consumer behavior.

» Companies should concentrate on developing effective viral marketing strategies that encourage
consumers to share content and engage with brands on social media platforms.

» Marketers should invest in building strong brand awareness, as it plays a crucial part in influencing
purchasing intentions and enhancing client trust.

+ adopting an integrated approach to marketing communication that combines digital and traditional
marketing is encouraged to enhance overall effectiveness.

» future exploration should apply this model to larger sample sizes to improve the generalizability of
the findings.
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» Experimenters can study the same connections in different sectors or requests to compare results
across different surrounds.

» future studies should include additional variables similar as trust, client engagement, perceived value,
and trends to gain a deeper understanding of consumer behavior Longitudinal studies are also suggested
to examine how marketing strategies impact consumer behavior over time.
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