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Abstract

This research aims to study, compare and present the factors that affect the success of a viral
marketing campaign for Thai consumer. The research employ qualitative method using triangulation
technique which combine the results of data from multiple research methodologies to analyze end
result. The three qualitative approaches are 1) Multiple case study : Sample collection of viral
marketing campaign from Youtube and Facebook total 20 samples. 2) Focus group : Target of
4 groups of 5 persons classified by sex and sharing behavior and 3) Interview : Influencer who share
viral marketing campaign. Then conduct “Content Analysis” by using data from these 3 sources in

parallel with information from the literature.

The study result of Thai consumer compare with the literature can be classified main factors into
5 groups: 1) The type of content 2) Emotional 3) Motivational 4) Influencer and 5) Other factors,
which cannot be classified in 4 groups as above. The finding shows that majority of factors derived
from this study are consistent with those from literature reviews. However, some sub-factors gives
contradictory results which are Types of distinctive content, Impressive/Sadness, The need to be
part of the group, Age and Environment. Moreover, this research found new factors that affect
success viral marketing. The new factors are Product Presenter (Non-Celebrities/Experts/Friends),
Audio/Music and Photos. These factors are recommended to further study and can be used as a

guide to examine the making of viral marketing for Thai consumer.
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