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The Impact of Online Viral Marketing on Consumer Purchase Intention
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ABSTRACT
The main purposes of this study are to investigate the impact of online viral marketing on
consumer purchase intention on social commerce sites. Based on 2 theories which are Information
Seeking Theoryand Theory of Word of Mouth Communication or Buzz Communication. Which
includes the immense efficacy, supportive access, professed security, message material, irrepressible,

and consumer. The sample used in this research is a group of people who used social commerce
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sites 153 samples. An online and paper questionnaire survey was administrated by convenience
sampling. And data were collected to test the reliability of each variable with coefficient alpha. The
data were analyzed through statistic methods such as descriptive statistics and test the hypothesis
by using the simple regression analysis and multiple regression analysis.

Results showed that the factors that most significant positive impact on the intention of buying
factor are consumer factor, professed security factor and immense efficacy factor (p<0.05),
respectively.

Keywords: viral marketing, consumer purchase intention, social commerce sites
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