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Abstract 

Purpose: The purpose of this study is to see what implications the new 

communication channel of Covert Virals has on acknowledged 

communication strategies and whether or not these strategies are 

still viable within Covert Virals.  

Background: The term Covert Viral has been given to pieces of 

advertisement, spread through the medium of electronic word of 

mouth over social networks, which are designed to look user 

made. With the defense mechanisms towards traditional 

advertisements in mind, and the extensive growth of the social 

networks, it is of high interest to understand how traditional 

branding strategies work in this new communication channel. 

Method: To answer our research questions, and thereby conclude our 

purpose, we have used quantitative data which was collected 

through the use of non-random sampling. This was analyzed 

within the SPSS statistics software, using both descriptive and 

inferential statistics.  

Conclusion: The implications this communication channel brings to 

traditional branding strategies has been divided into two 

categories, Brand Awareness strategy implications, and Brand 

Attitude strategy implications. Within Brand Awareness 

strategies it was found that Covert Virals were unfit to execute 

brand recall strategies. However, Brand recognition strategies 

were found to still apply, with a possible negative backlash of 

advertising for a competitor‟s brand. Within Brand Attitude 

Strategies, we found that a new restriction has been placed on 

the traditional strategies. This restriction is the obligatory use of 

emotional branding. Furthermore, this emotional branding must 

be constructed in such a way so that it caters to both the viral 

intent of the advertisement, and the branding intent.  
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Sammanfattning 

Syfte: Syftet med denna studie är att fasställa vilken inverkan den nya 

kommunikationskanalen Covert Virals har på existerande teorier 

gällande varumärkeskommunikation och om dessa teorier är 

tillämpliga på Covert Virals. 

Bakgrund: Covert Virals är en term för reklam som har spridit sig via så 

kallad elektronisk „mun till mun‟ -marknadsföring via sociala 

nätverk där upphovsmannen framställs som icke 

företagsrelaterad. På grund av svårigheter att nå kunder via 

traditionell  marknadsföring och den omfattande tillväxten inom 

sociala nätverk på senare år, är det av största vikt att förstå hur 

företag ska marknadsföra sig genom denna nya 

kommunikationskanal. 

Metod: För att uppfylla vårt syfte har vi använt oss av en kvantitativ 

undersökning som har samlats in genom ett icke slumpmässigt  

urval. Svaren analyserades både med hjälp av trendanalys och 

beskrivande statistik genom mjukvaran SPSS Statistics. 

Slutsats: Utfallen av undersökningen är uppdelade i medvetenhet om, 

respektive attityd till, varumärket. Covert Virals är inte lämpliga 

för att öka tittarnas förmåga att erinra sig ett varumärke, men 

fungerar väl för att skapa igenkännelse av varumärket. Det finns 

en risk att de positiva effekterna av en covert viral tillkommer 

konkurrenter i lika stor eller större utsträckning som det egna 

varumärket. När det gäller attityd till ett varumärke så har 

studien visat att det finns en ny begränsning i det att en Covert 

Viral måste använda sig av känsloladdade budskap. Detta 

känsloladdade budskap måste dels skapa en stark vilja att 

vidarebefordra meddelandet samt förmedla den känslan 

marknadsföraren vill associera med varumärket. 
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1 Introduction 

 

 

 

 

 

Man can walk on water, it is no longer reserved for divine offspring. At least this is 

what the marketing department at Hi-Tec shoes suggests in their YouTube campaign 

called “Liquid Mountaineering” of 2010 (TheUlfG, 2011). In two weeks time, a minor 

shoe brand managed to generate over four million views on YouTube, fooling the world 

that man could walk on water (Hi-Tec Liquid Mountaineering, 2010). The buzz created 

from the YouTube clip resulted in worldwide TV coverage on channels such as ESPN, 

Fox News and The Morning Show (Hi-Tec Liquid Mountaineering, 2010). After two 

weeks of worldwide buzz, Hi-Tec shoes came clean and explained that it was all a „well 

meant hoax‟. In a press release from Hi-Tec Liquid Mountaineering (2010) one can 

read: “We wanted to create a piece of entertainment around our hydrophobic footwear 

and get people talking and thinking about the brand differently.” They continue:  

“The idea was to take a traditional form of marketing and totally turn it around on its 

head, in the process capturing the fun spirited side of our brand. The reaction to the 

viral has surpassed all expectations; with people all over the world debating whether 

this could indeed be possible or not …” 

- (Hi-Tec Liquid Mountaineering Press Release, 2010, p. 1) 

Covert Virals are company instigated advertisement videos that are posted on the 

Internet without disclosing who is instigating it. These videos spread rapidly such as a 

viral infection and is therefore a highly leveraged communication channel. This paper 

investigates the implications this new communication channel has on traditional 

branding strategies.  

  

This section provides an overview of the context in which this paper is regarding the concept 

of covert virals. Important definitions are given so that the purpose of this study is more 

easily understood. We argue that covert marketing videos, covert virals, and their branding 

implications is an area not sufficiently covered in the literature. Furthermore, this section will 

explain how we will overcome the issues presented, thus act as the basis upon which we will 

build our research.  
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1.1 Background 

This section will depict the context in light of which we will regard the concept of 

Covert Virals. Therefore, we will explain and elaborate upon what theories are 

applicable regarding branding strategies, viral marketing and covert marketing. 

1.1.1 Advertising 

Marketing is the process of getting a product or service to a consumer. It includes 

advertisement as well as logistics, pricing and customer support. Whereas marketing 

describes the whole process from supplier to consumer, advertising focuses on turning 

the consumer towards the specific brand (Percy & Elliott, 2009). As argued by Jerome 

McCarthy and Perreault (1999), advertising is the part of marketing that uses 

communication channels in order to convey a message to the consumer. This message 

may want to promote a product while another might want to promote their brand.  

Ideally an advertisement should cause a consumer to turn towards a particular brand 

when they are deciding on what to purchase (Percy & Elliott, 2009). It does this by 

adhering to four different communication objectives which are as follows (Percy & 

Elliott, 2009). 

 Category Need – The consumer must feel as if they have the need of the product 

or brand being displayed. For instance, a consumer will only respond to a Coca-

Cola advertisement if they are feeling that they are thirsty (Percy & Elliott, 

2009).  

 Brand Awareness – The consumer must be able to identify the brand before they 

are able to purchase it. For instance, a consumer cannot purchase a Coca-Cola 

unless they know what Coca-Cola is (Percy & Elliott, 2009). 

 Brand Attitude – The consumer must build a positive attitude towards a brand 

before they will consider purchasing it. An example of this is that a consumer 

will not want to buy a Coca-Cola unless they feel that it can quench their thirst 

and will taste good (Percy & Elliott, 2009). 

 Brand Purchase Intention – In some cases, a category need can be filled with 

several brands in which the consumer has positive attitudes towards. In these 

cases the consumer must have a reason for purchasing your brand over a 

competitor‟s brand. This communication effect is usually portrayed by incentive 

programs. For instance, a consumer will buy a Coca-Cola over a Pepsi because 

they have the chance to win a prize (Percy & Elliot, 2009). 

While these four different communication objectives all have their own purposes, a 

marketer will not always want to include all four within a single advertisement. The 

reason for this could be that the message could become too complex, or that some of 

these objectives are already present within the consumer‟s mindset (Percy & Elliott 

2009). However, Percy & Elliott (2009) argue that brand awareness and brand attitude 



 

 
3 

as objectives must always be fulfilled within an advertisement. We will refer to the 

collection of objectives a marketer uses as a branding strategy.   

While an advertisement must always contain a branding strategy, the communication 

channel is something which may vary. Percy and Elliott (2009) call this the media 

strategy. They argue that there must be a fit between the communication channel chosen 

and the branding strategy. 

The reasons for choosing one type of communication channel over the other are because 

they vary in terms of: 

 Reach – How many people are able to see the advertisement (Percy & Elliott, 

2009) 

 Frequency – How many times a person is exposed to the advertisement (Percy & 

Elliott, 2009) 

Coffin (1963) argues that the basics of all advertising consist of two questions, size of 

audience and depth of impact. We take this to mean that the success of an advertisement 

is determined by how many people see the advertisement, and how effective the 

advertisement was in its branding strategy.  

The next section of the background deals with the Internet, and how this created another 

communication channel in which marketers can employ their media strategy.  

1.1.2 Marketing Evolution to Marketing Revolution 

The Internet has changed many aspects of our everyday life. This fact remains true 

when speaking of marketing strategies and advertising. While one can find a multitude 

of research on various new tools that the Internet brings marketers, we will focus on 

communication channels. Here, we will define Web 1.0 and Web 2.0 as two different 

stages in the Internet‟s development. 

The old Internet paradigm, Web 1.0, has been described as one-way communication 

(DiNucci, 1999). It is argued that Web 1.0 is a form of direct communication where the 

message being sent can only be consumed and not further elaborated through feedback 

(O'Reilly, 2007). 

Terms such as pop-up ads, banners, and spam are sound examples of Web 1.0 

advertisement. We believe that this can be portrayed by looking at a Web 1.0 website 

such as Encyclopedia Britannica Online, where the content is published in a static form 

written by a specific small group of authors. The equivalent Web 2.0 encyclopedia 

would be represented by Wikipedia which is written by the „collective intelligence‟ of 

the online community visiting the site (O‟Reilly, 2007). 

This is why we define Web 1.0 as the marketing evolution, and reserve the term 

marketing revolution for Web 2.0. If Web 1.0 is defined as one-way communication 
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then a fitting definition of Web 2.0 is multi-directional communication. This transition 

included the introduction of interactivity.  

Consumers are now able to interact with websites, to leave comments, create blogs and 

most importantly share information. It has been pointed out that Web 2.0 includes 

“trusting users as co-developers” (O‟Reilly, 2007, p. 37) and “harnessing collective 

intelligence” (O‟Reilly, 2007, p. 37). What did this mean for companies in terms of 

marketing and communication channels? 

In our view, this meant that consumers could communicate in a new way, they could 

share information with each other, collect that information, and save it to be read again 

at a later date. Examples can include websites such as compricer.se (2011) and 

pricerunner.com (2011). Both these websites are forums in which consumers can 

review, rate and comment on products, services and companies that can be found on the 

website. 

Web 2.0 was the marketing revolution, it changed the way companies had to market 

themselves to their consumers. However, this change was not only for the good. The 

revolution ultimately weakened the companies‟ advertisement message, and ability to 

control it (Eikelmann, Hajj & Peterson, 2007).  

With the adoption of the Internet for advertising purposes a term known as „viral 

marketing‟ started to appear. This is what we will be discussing next.  

1.1.3 Viral Marketing 

The underlying concept of viral marketing consists of Word of Mouth, WOM, and its 

evolution Electronic Word of Mouth, eWOM. WOM, is a term explained by Arndt 

(1967) on how we take influence from our peers in buying decisions and general 

attitudes towards products and brands. Arndt (1967) states that we as consumers are 

subject to personal referrals, i.e. word of mouth, and that we take action on such 

referrals.  

WOM has been described as fleeting (Stern, 1994) in the sense that it exists only in the 

instant that it is uttered, and then it disappears. This means that it is only communicated 

to the people present at that exact moment at that exact location. 

WOM suggests that the message is spread by friends or acquaintances talking to each 

other. eWOM does not have this restriction sine the message being communicated is 

recorded to the sites‟ databases. With tools such as Facebook and YouTube, individuals 

who do not have a direct relation with the original recipient can also take part of this 

message. Therefore, eWOM has the potential to spread messages much quicker and 

further than traditional WOM due to the widespread availability of the information 

(Hennig-Thurau, Gwinner, Walsh and Gremler, 2004). 

Viral online content acts like a virus. Much like a virus, it spreads from person to person 

contaminating the recipient before being passed on. Drawing on the commercial 
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possibilities that peer-to-peer referrals, i.e. WOM, brings, marketers aim to use eWOM 

to spread their commercial message as personal communication, rather than mass 

communication (Ho & Dempsey, 2010). This is viral marketing.  

Viral marketing can take on many forms such as; videos, customer review forums, 

online games and news. As the field of viral marketing evolves, researchers try to 

answer the question why a commercial message is being passed on. Researchers have 

found the creative drivers in viral advertisement to be linked towards three factors. The 

emotion which the advertisement presents, the involvement of the recipient, and the 

branding within the message (Phelps, Lewis, Mobilio, Perry & Raman, 2004; Porter & 

Golan, 2006; Dobele, Lindegreen, Beverland, Vanhamme & van Wijk, 2007; Ho & 

Dempsey, 2010).  

1.1.4 Viral Advertising 

Advertising is the act of communicating a commercial message to an audience. This is 

done in order to persuade and/or influence the consumers (Porter & Golan, 2006). 

However, while this definition does stand true to more traditional advertising, as we 

discussed above, viral advertising does not use the medium of mass media but instead 

peer-to-peer referrals (Porter & Golan, 2006). The idea is to create a message and seed 

it on the Internet so that it will be distributed not by a paid media but instead by more 

trusted sources such as friends or acquaintances (Porter & Golan, 2006).  

We will specifically connect viral advertising towards the more traditional use of video 

advertisements. We shall refer to such online videos as 'virals' throughout the remainder 

of this paper. 

1.1.5 Covert Marketing 

Covert marketing is a type of marketing where the true instigator of the advertisement is 

to be concealed from the consumers (Goodman, 2006 cited by Ashley & Leonard, 

2009). That is to say that the consumers are not supposed to know that this piece of 

marketing communication comes from a commercial source. Communication channels 

have been argued to be oversaturated and the consumers bombarded with 5000 

advertising message every day (Story, 2007). Ashley and Leonard (2009) propose that 

the reason for this new form of marketing emerging is because of the recent ability for 

consumers to take effective action to avoid commercial messages. These adverse 

reactions to commercial messages have particularly been seen in the population segment 

Generation Y, i.e. people born from 1984 to 1994 (Swanepoel, Lye & Rugimbana, 

2009). Other reasons for using covert marketing tactics could be to diminish the 

negative outcomes of trust issues that consumers might have towards marketers, or to 

avoid responsibility for negative social reactions (Crook, 2003). 

Ashley and Leonard (2009) argue that a firm being revealed as the source of a covert 

marketing campaign is likely to suffer damages to their brand image. Furthermore, it is 
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shown that the stronger the emotional attachment is to the brand, the greater the amount 

of trust is lost for that brand (Ashley & Leonard, 2009).  

We shall refer to viral advertisement videos which make use of covert marketing tactics 

as 'Covert Virals' throughout the remainder of this paper. 

1.1.6 Branding 

We have now described a new communication channel, that of Covert Virals. However, 

the fact remains that the impact of the advertiser‟s message must still be strong in order 

for the advertisement to be effective.  

Percy & Elliott (2009) states that a branding strategy is necessary for the right message 

to be made apparent. Regarding branding strategies, there are several theoretical models 

that can be pursued. However, as will be presented in the frame of reference, we have 

chosen to adopt the Rossiter & Percy Grid (Percy & Rossiter, 1992). 

The Rossiter & Percy Grid is a model first presented by Rossiter, Percy and Donovan 

(1991) which was revised by Percy and Rossiter (1992). The Rossiter & Percy Grid 

takes into account the advertisers message input, the audience's filters, and their 

interpretation in order to look at how a branding strategy should be formulated 

(Vakratsas & Ambler, 1999).  

However, branding strategies has not been researched within the communication 

channel of covert virals. It is from here we start to touch upon this paper‟s area of focus.  

1.2 Problem Statement 

From the background, certain points emerge: 

 Advertising is the communication of a message, towards an audience, in order to 

persuade or influence them towards a certain product or brand. 

 In order to do this, a branding strategy must be employed. 

 A branding strategy must include brand awareness and brand attitude objectives. 

 The branding strategy will be employed with the use of a media strategy. 

 Communication channels utilizing Web 2.0 are radically different from 

traditional communication channels in the sense that they are multi-directional. 

 Web 2.0 has formed into a medium which holds great potential for eWOM 

marketing. 

 Viral marketing is the commercial application of eWOM. 

 Covert marketing is a term used to describe an advertisement message in which 

the source of said advertisement message is concealed. 

 Covert marketing has become a more popular form of advertisement due to the 

oversaturated communication channels.  

 Branding strategies have not been studied when it comes to the communication 

channel of covert virals. 
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From these points the topic of our research paper‟s area of interest is found. That is the 

ability to engage in brand awareness and brand attitude strategies and what implications 

covert virals have on these strategies.  

It has been argued that the number of views, i.e. viewing volume, an advertisement 

video receive does not ultimately determine its success (Southgate, Westoby & Page, 

2010). Previous literature has explained why viral videos spread (Kaplan & Haenlein, 

2011; Dobele et al., 2007; Ho & Dempsey, 2010; Southgate et al., 2010) however, none 

of these articles addresses the issue of branding strategies within covert virals.  

As we have seen, advertisements have two important factors; reach and depth of impact 

(Coffin, 1963). While the area of reach has been researched within virals, what we 

believe to be the more important factor, depth of impact, has not. We argue that the 

branding strategy is a crucial part of any advertisement‟s success and that this is what 

ultimately controls the depth of impact. Therefore, it is important to be able to 

determine if acknowledged branding strategies are applicable in the communication 

channel of covert virals.  

Today marketers are pursuing their branding strategies through the communication 

channel of covert virals. However, to our knowledge, these branding strategies have not 

been adapted to this new communication channel. The academic world has not yet 

established the implications that the covert virals bring and to what degree 

acknowledged communications strategies are applicable in this communication channel. 

It is therefore we have decided to pursue research within this field.  

1.3 Purpose 

The purpose of this study is to see what implications the new communication channel of 

Covert Virals has on acknowledged communication strategies and whether or not these 

strategies are still viable within Covert Virals. 

1.3.1 Research Questions  

RQ1. What implications do Covert Virals have on Brand Awareness strategies? 

RQ2. What implications do Covert Virals have on Brand Attitude strategies? 

1.4 Delimitations 

We are only to regard Swedish youths between 18-20 years of age as representatives of 

Generation Y. We will only include online company instigated advertisement videos, 

more specifically covert virals, posted on YouTube. 
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1.5 Perspective 

This paper aims towards helping marketers in understanding what implications may 

occur based on what branding strategy they wish to pursue for their covert viral. We are 

to explain associated risks and benefits of using a covert viral and its branding 

implications.  

1.6 Definitions 

Virals – this term encompasses advertisement videos which were made by a company 

for commercial purposes and spread with online tools such as YouTube. The 

advertisement video is spread through eWOM and has the tendency to grow 

exponentially. A more in-depth definition is presented in section 2.2.1. 

Covert Virals – this describes virals where the company instigating the campaign is not 

shown as the source of the viral, that is to say an advertisement which is not directly 

linked back to the company, i.e. virals employing covert marketing tactics. 

Communication Channel – this term is used to describe the form of media that the 

advertisement is being presented in.  

Communication Strategy – this is the mix of a brand awareness strategy and brand 

attitude strategy that is being employed. This is also known as an advertisement 

branding strategy or simply branding strategy. 

Implication – When using the term implication, we are referring to points within the 

traditional branding theory which has changed, or no longer applies, in the context of 

covert virals.  

1.7 Structure 

The background has introduced the context in which this paper‟s research topic exists. It 

has been explained that Covert Virals is a concept regarding viral marketing that has not 

yet been thoroughly researched. Figure 1 presents a graphical illustration over how we 

have chosen to structure this paper. 

 
Figure 1 – Structure of Thesis 

Frame of 
Reference

•Reach

•Impact

Method

•Why we 
use the 
methods 
chosen

•How we 
will conduct 
the 
research

Empirical 
Findings

•Present 
findings 
from 
research

Analysis

•Connect 
the 
Empirical 
findings to 
each other

•Connect 
the 
Empirical 
findings to 
the theory

Conclusion

•Conclude 
how this 
research 
has fulfilled 
its purpose.

Discussion

•Critique

•Recommen
dations for 
future 
research

•Managerial 
implications



 

 
9 

Through our frame of reference we are to provide an in-depth explanation of covert 

virals. Widely acknowledged theory regarding branding is also explained in-depth.  

The frame of reference is structured after the typology presented by Coffin (1963); 

„reach‟ and „impact‟. This we have found through our review of existing literature to be 

the foundation of advertising; the message must reach the audience and the message 

itself must have an impact on the audience.  

We will correlate „reach‟ to theories regarding viral success, i.e. the spread and 

forwarding of the viral itself. We will further correlate „impact‟ to the strategies that 

marketers can employ in order to brand their virals, i.e. branding strategies.  

Within our frame of reference, we will propose a linkage between the theories regarding 

viral success and branding which we illustrate in Figure 2 on page 11.  

The method section will explain how the research has been conducted and why the 

specific method has been pursued. 

Following the method section, the findings from our conducted research will be 

presented. The findings as well as the following analysis will be structured according to 

our two main branding strategies, brand awareness and brand attitude. Following the 

findings and analysis, we will answer our research questions within the conclusion and 

thereby fulfill our purpose. After the conclusion, a discussion regarding future research, 

critique of the thesis, and our recommendations both for academics and professionals 

will be presented. 
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2 Frame of Reference 

 

 

 

Under this heading we will present the theories that when combined makes out the 

context in which Covert Virals exists. Further we will present branding strategies and 

their  Figure 2 provides a graphical illustration of how we have link the theories chosen. 

The theories will be divided into reach and impact, as we will use Coffin‟s (1963) 

terminology as a guiding principle. Coffin (1963) argues that there are but two variables 

by which you can measure the effectiveness of an advertisement, “How many people 

you reach”, i.e. reach and “How hard you hit them”, i.e. impact (Coffin, 1963, p. 1).   

2.1 Structure of Theories 

The theories presented in this section may seem unrelated. This is due to the fact that we 

use branding theory and apply it to a new communication channel, a communication 

channel which in itself requires theoretical framework to support. To make this structure 

more logical, we have constructed a graphical illustration as to how we will consider the 

inter-linkages between the theories, see Figure 2 on the following page. 

 

The illustration in Figure 2 shows how the communication strategy fits together with the 

communication channel. In essence, the blue part of the model is analyzing what within 

the frame of reference makes a covert viral have a successful reach. The green parts of 

the illustration analyzes how, through the literature, one achieves a successful impact. 

The green parts of figure 2 will be presented in section 2.3, while the blue parts of 

figure 2 will be presented in section 2.2. 

Percy and Elliott (2009) argue that the impact of a video is dependent on whether that 

video includes certain communication strategies. While they mention four strategies, 

which were introduced in the background section of this paper, Percy and Elliott (2009) 

say that only two of these strategies are a necessity for every advertisement. These two 

strategies are known as brand awareness and brand attitude. This is noted in Figure 2, 

where brand awareness and brand attitude are the determinants of impact.  

Brand recall and brand recognition are the two separate strategies that determine the 

brand awareness strategy. For brand attitude however, involvement and motivation are 

the two factors that combined make out the brand attitude strategy as can be seen in 

Figure 2. 

 

 

Within this section we will introduce the theories that we will use for our analysis. 

Concepts will be presented, explained and combined for the reader to fully grasp the 

context in which we will analyze Covert Virals and its branding implications.. 
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Figure 2 – Graphical illustration of the frame of reference 

Following the hierarchical structure of Figure 2; brand awareness and brand attitude 

strategies are combined to build the communication strategy. The communication 

strategy is then applied through a media strategy into the context in which this paper is 

concerned, that of covert virals.  

The blue parts of the illustration are the determinants of viral marketing. Be advised that 

the involvement in blue is different from that in green. The determinants of covert viral 

marketing must be used in coordination as Figure 2 suggests. 

Where the colors meet, Figure 2 depicts how the communication strategy fits together 

with covert viral marketing. What the research and analysis of this paper will argue is to 

what extent the communication strategy and communication channel can form a 

synergy. 
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2.2 Reach  

As Coffin (1963) suggested, one of the premier measures of advertisement effectiveness 

is the reach. Theory suggests three creative drivers that positively affect the spread, i.e. 

reach, of viral marketing. These are; emotion, involvement, and branding (Southgate et 

al., 2010). However before discussing these three individual creative drivers, we shall 

introduce viral marketing as a whole. 

2.2.1 Viral Marketing  

The term „viral marketing‟ was coined by Steve Jurvetson and Tim Draper in 1997 

(Phelps et al., 2004). Since then the reach of viral marketing has been much researched 

by authors such as Phelps et al. (2004), Porter and Golan (2006), Dobele et al. (2007), 

and Ho and Dempsey (2010). Viral marketing was briefly mentioned in the introduction 

of this paper, however this term needs more definition since there are many variations 

of how one uses this term. Kaplan and Haenlein (2011) presents a model of the basic 

concepts of viral marketing, see Figure 3.  

 

For this paper‟s intent and purpose, the term viral marketing contains four important 

aspects. Viral marketing is company instigated advertisement that uses a WOM 

communication channel, it has an exponential growth during the first weeks of seeding, 

and it uses social media to spread. This is established through the consensus from 

articles written by Kaplan and Haenlein (2011), Southgate et al. (2010), Dobele et al. 

(2007), Kirby and Marsden (2006), and Porter and Golan (2006).  

Figure 3 – Relationship between word-of-mouth and viral marketing. 

Kaplan and Haenlein (2011) 
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2.2.2 Emotion 

Eckler and Bolls (2011) argue that a pleasant tone in one‟s advertising campaign is most 

likely to bring out positive responses from consumers, such as forwarding behavior and 

likability of the brand.  

As presented by Dobele, Toleman and Beverland (2005), the key to the success of a 

viral marketing campaign is an engaging message. Further, it is argued that voluntary 

forwarding of commercial message is triggered if the message (Dobele et al., 2005): 

 captures the imagination by being fun or intriguing, 

 is attached to a product that is easy to use or highly visible, 

 is well targeted, 

 is associated with a credible source, 

 and combines technologies. 

Elaborating upon the notion of capturing the viewers‟ imagination, Dobele et al. (2005) 

explains that the campaign should be fun and engage the consumer in order to affect the 

viewer on an emotional level. The emotional engagement of the consumer is crucial to 

the viral campaign, allowing it to be noticed in the midst of all the 5000 commercial 

messages that the consumers are bombarded with on a daily basis (Story, 2007; Dobele 

et al., 2005). 

Viral videos trigger a forwarding behavior, thus becoming viral, if the message connects 

emotionally with the recipient (Dobele et al., 2007). Thus, one can conclude that 

emotional connection will trigger forwarding behavior to those in ones social network 

(Dobele et al., 2007).  

Dobele et al. (2007) further argues that using surprise together with one of the following 

emotions encourages forwarding behavior;  

 Joy 
 Sadness 
 Anger 
 Disgust 
 Fear 

Through their research, Dobele et al. (2007) has found that although utilizing the above 

listed emotions, the marketer must fit the emotion to their message and brand image. 

The fit between the marketing message and the emotion must be well correlated, 

otherwise the commercial message will be lost to the viewer. In their article, Kaplan and 

Haenlein (2011) agree with Dobele et al. (2007) that emotion is a necessity when 

attempting to create a viral advertisement. Also Phelps et al. (2004) support these points 

on emotion with their previous research on e-mail forwarding.  
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2.2.3 Involvement 

Southgate et al. (2010) have, with the use of the Millward Brown Link database, written 

a research paper on what creative determinants are important in order to receive a large 

viewing volume. In their article, Southgate et al. (2010) present five hypotheses that 

were tested. These were: 

 Established creative drivers; enjoyment, involvement, and branding positively 

predict online viewing volume. 

 Ad distinctiveness positively predicts online viewing volume. 

 Celebrity popularity positively predicts online viewing volume. 

 Claimed likelihood to forward survey responses positively predicts online 

viewing volume. 

 Levels of category and brand interest positively predict online viewing volume. 

Southgate et al.‟s (2010) results showed that the first four of the five hypothesis where 

statistically significant. This then help marketers to predict online viewing volume 

before a viral advertisement is released. However, at the same time, all of the hypothesis 

are very general in their statements and could be specified in future research. Southgate 

et al. (2010) emphasizes that the creative drivers, which they researched, were relatively 

broad.  

Kaplan & Haenlein (2011) argue that a successful viral message must be memorable 

and interesting. They relate to that using user created content has greater potential than 

obvious corporate commercial messages. Kaplan & Haenlein (2011) also agree with 

Dobele et al. (2007) in that triggering emotions in concert with ones campaign is crucial 

for success in involving the viewer.  

Kirby (2006) argues that interaction is crucial for success. He argues that the 

campaign‟s success is dependent on its ability to connect with, and inspire the viewer. 

Both Aaker and Smith (2010), and Lindegreen and Vanhamme (2005) argue that 

implementing an element of surprise is crucial for viral success. By doing so, the viewer 

is argued to relate to the message. When coupling this with a strong emotion, such as 

anger, fear, joy or disgust, one is likely to have made a strong impression on the viewer 

(Aaker & Smith, 2010).  

2.2.4 Branding  

Southgate et al. (2010) further discuss the correlation between involvement, enjoyment 

and branding. They find that the involvement and enjoyment factors are strongly 

correlated to online video viewing volume. Further, they find that branding is highly 

interesting however not as crucial for online viewing volume (Southgate et al., 2010). 

Their research suggests that branding is an intricate part of online video viewing in the 

sense that there is not a very clear relation between viewing volume and branding. 

Further, it is argued that well integrated branding can be linked to well-made videos. 
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One should also bear in mind that a widely spread viral does not necessarily mean a 

successful viral in terms of branding. If the branding message is not experienced by the 

viewer, then the video is more an act of charity than an advertisement (Southgate et al., 

2010).  

2.2.5 Covert Marketing  

Researchers have pointed out that consumers have grown reluctant to embrace company 

instigated sources of information (Crook, 2003; Rotfeld, 2008). In some instances, 

marketers have therefore adopted a strategy known as covert marketing. Covert 

marketing aims to elicit a positive attitude, on a conscious or subconscious level, 

towards a brand or a product without disclosing the company as the source of 

information (Crook, 2003; Rotfeld, 2008).  

Rotfeld (2008) describes covert marketing as something that bypasses the initial 

„defenses‟ of the consumers and that it may be deceptive in its efforts to hide selling 

intent. Although there are ethical implications pertaining to this topic, this debate is 

centered around stealth tactics within eWOM and should therefore not be confused with 

covert virals (Swanepoel et al., 2009). The debate is not centered around covert virals, 

however it is still important to be aware of the ethical issues associated with covert 

marketing. Swanepoel et al. (2009) bring up some issues that are important to regard 

before instigating a covert viral, however these considerations are not strictly related to 

branding. Therefore, we will not engage further in this discussion. 

Furthermore, as Swanepoel et al. (2009) argue, Generation Y is particularly suited for 

this precise type of marketing, i.e. covert marketing. This has been accredited to 

Generation Y‟s skepticism towards hard selling and mass media communication 

channels (Swanepoel et al., 2009). 

2.3 Impact 

Coffin‟s (1963) second premise of advertisement effectiveness is that of impact. There 

would be no reason to spend money on advertising unless the advertisement made some 

kind of impact. As Coffin (1963) suggested, an advertisement must include some kind 

of brand message.  

More recent research has developed branding strategies that are to be employed in order 

to create brand awareness and brand attitude, thus giving the advertisement impact (van 

den Putte, 2009; Vakratsas & Ambler, 1999; Keller, 1993; Percy & Rossiter, 1992).  

Branding, as seen in Southgate et al.‟s (2010) research, is a determinant over how 

successful a viral video will be. There are many different categorizations of branding 

within the academic world. We have chosen to adopt the typology proposed by Franzen 

in 1999 (cited in van den Putte, 2009) and further developed by van den Putte 2002 and 

2006 (cited in van den Putte, 2009).  
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This typology of branding states that there are three criteria that a brand must adhere to 

in order to be successful. These three criteria are as follows: 

1. “First, people must know the brand, be aware of it” – (van den Putte, 2009, p. 

672) 

Rossiter et al. (1991) says that consumers generally do not choose brands which are 

unknown to them. Furthermore Hoyer and Brown (1990) and MacDonald and Sharpe 

(2000) agree that a consumer will prefer a brand which they recognize over an unknown 

brand, even if the unknown brand is said to be of higher quality. From this we 

understand the importance of the consumer seeing and remembering a company‟s 

brand. According to van den Putte (2009) a strategy revolving around this is known as 

an „awareness strategy‟. 

2.  “Second, people must like the brand” – (van den Putte, 2009, p. 672) 

This second point tells us that the likeability of a brand is very important. Van den Putte 

(2009) calls a strategy for this second point the „likeability strategy‟. When relating this 

to advertising and branding, it has been shown that if an advertisement video is liked, 

then this sense of likability is directly transferred to the brand, even if said video has 

nothing to do with that brand (Muehling & McCann, 1993). Percy and Rossiter (1992) 

however, points out that likeability is only important in product categories that have 

high involvement. That is to say the purchasing decision is of such importance that the 

consumer is actively contemplating the pros and cons of a product. Furthermore Percy 

and Rossiter (1992) states that for products that employ an informational strategy, 

likability of the brand makes no difference, it is awareness that is key. 

3. “Third, the brand must fulfill a consumer need”- (van den Putte, 2009, p. 672) 

What van den Putte (2009) means by fulfilling a consumer need is that, in the 

advertisement, the brand must emphasize a consumer need in order to be effective. This 

need is what will lead the consumer to eventually decide to purchase a product, or relate 

to a brand. This can be done by either using the „emotion strategy‟, which “concentrates 

on the emotional consequences of product use” (van den Putte, 2009, p. 672) or with the 

„information strategy‟ which focuses on “communicating instrumental advantages” (van 

den Putte, 2009, p. 672). 

There is a fourth method for fulfilling a consumer need, namely a „sales-response 

strategy‟ (van den Putte, 2009). However, as this particular strategy has to do with the 

induction of a consumer need through the activity of advertising discounts (van den 

Putte, 2009), it is not relevant for this papers intents and purposes. This is due to our 

belief that it cannot be initiated over YouTube, that is to say on a global scale, we find 

this strategy to be irrelevant to this research paper. 

From van den Putte‟s (2009) typology we can find linkage to many authors validating 

his theories through the usage of the classifications brand awareness and brand attitude 
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(Percy & Elliott, 2009; Percy & Rossiter, 1992; Vaughn, 1980; Vakratsas & Ambler, 

1999; Hoyer & Brown, 1990; Macdonald & Sharpe, 2000). 

2.3.1 Brand Communication Strategies 

The use of a communication strategy is needed to ensure that the brand awareness and 

brand attitude for a firm are portrayed correctly (Percy & Elliott 2009). This was briefly 

touched upon in van den Putte‟s (2009) points on advertising. 

Van den Putte (2009) introduces a typology where three different kinds of strategies are 

necessary, a likeability strategy, awareness strategy, and consumer need strategy. These 

can instead be divided into brand awareness and brand attitude, which is the 

terminology we will use, as described in Figure 2 on page 11. This terminology has 

been further developed, most recently by Percy and Elliot (2009). Likeability and 

consumer need adheres to brand attitude whereas brand awareness is similarly described 

in both theories.   

Brand Awareness Strategies 

Brand awareness is a term that is used to describe a consumer‟s familiarity with a brand. 

It is one of the key strategies needed in order to brand effectively within an 

advertisement. Brand awareness is divided into brand recognition and brand recall 

(Percy & Rossiter, 1992; Keller, 1993). Here we will discuss the two different brand 

awareness strategies as presented by Percy & Rossiter (1992).  

The difference between the two strategies depends on when the purchase decision is 

made. The brand recognition strategy is most effective to use when the consumer does 

not know which brand they wish to purchase, until they are in the store looking for a 

product of a certain category (Percy & Rossiter, 1992). Here, the consumer does not 

have a brand in mind, and will rely on recognizing familiar brands when making the 

purchase decision (Percy & Rossiter, 1992).  

Alternatively, the consumer can be influenced by brand recall, when they are deciding 

on a particular brand of a product to purchase. The brand recall strategy is most 

effective to use when the consumer has a specific purchase decision in mind, and is 

comparing which brand would be the best purchase decision (van den Putte, 2009; 

Percy & Rossiter, 1992). As Percy & Rossiter (1992) state, when the consumers have 

identified a specific need, they then draw upon their knowledge of various brands to 

make a purchase decision. In these circumstances a brand recall strategy is more 

preferable.  

A common feature of the two strategies are suggested by Hoyer and Brown (1990) and 

MacDonald and Sharpe (2000), that the recognition of the brand is very important, as 

consumers tend to prefer familiar brands to unknown brands. Keller (1993) agrees that 

to be familiar with a brand, i.e. having used the product and/or previously seen an 

advertisement, will increase brand recall and brand recognition. 
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From this, we can see that an awareness strategy is dependent on the product category 

that the brand belongs to. That is to say that some products and brands are much better 

suited for recognition strategy while others, a recall strategy.  

Brand Attitude Strategies  

Brand attitude is your attitude towards a brand. This consists of your knowledge of the 

brand and any feelings you associate with it (Percy & Elliott, 2009). Dobele et al. 

(2007) states that there must be a good fit between emotions portrayed in an 

advertisement and a firm‟s intended brand attitude. We take this to mean that for a firm 

whom wants to position themselves as a joyful and happy brand, the use of joyful and 

happy advertisements is a necessity. Conveying any other emotion would confuse the 

audience and harm the brand attitude. Another example of this would be a road safety 

video. This sort of video wants to build a brand attitude of fear towards drunk driving. 

To use any other emotional cue than fear might give the audience the wrong brand 

attitude. An example of such a confusing emotional cue could be a happy drunk driving 

video.  

Throughout the academic field of advertising there are several models that describe 

different branding strategies (Vakratsas & Ambler, 1999). The more traditional 

approach is to consider Strong‟s AIDA model, which has been further developed by a 

multitude of researchers into what is now called a „persuasive model‟ (Vakratsas & 

Ambler, 1999). The typology proposed by van den Putte (2009), which was brought up 

on page 16, is a persuasive model which we shall be using. However, in more recent 

years an „integrative model‟ has been developed, most notably, by Vaughn (1980), and 

Rossiter et al. (1991) (Vakratsas & Ambler, 1999). It has been shown that the 

integrative model includes involvement, which is a key component when it comes to the 

framework for attitude strategies (Vakratsas & Ambler, 1999). The Rossiter & Percy 

Grid is an integrative model which we shall be using within our frame of reference 

alongside the typology brought up by van den Putte (2009).  

The reason we will be using an integrative model alongside the persuasive model is due 

to the inclusion of experience values, i.e. the model takes into account previous 

experiences the audience has had with the brand (Vakratsas & Ambler, 1999). Both 

models however take into account cognitive values, i.e. informational tools 

communicating the brand towards the audience, and attentive values, i.e. emotional 

tools communicating the brand towards the audience (Vakratsas & Ambler, 1999). As 

we have already discussed the typology brought forth by van den Putte (2009) we shall 

move on to the Rossiter & Percy Grid.   

The Rossiter & Percy Grid 

When Percy and Elliott (2009) talk about the theory of brand attitude, they are referring 

to the interaction of factors that govern the way consumers think about brand purchases, 

namely motivation and involvement. Note that the involvement factor which Percy and 
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Elliott (2009) discuss should not be confused with the involvement factor that Southgate 

el al. (2010) includes in their theories, see Figure 2 on page 11. 

Involvement within the Rossiter & Percy Grid has to do with the amount of information 

retrieval and level of commitment a consumer engages in before they feel confident in 

their purchase choice (Percy & Elliott, 2009). Motivation on the other hand has to do 

with the motivating factors behind a consumer‟s need for purchasing a product. This 

motivation can be split into two categories, negative motivations and positive 

motivations (Percy & Elliott, 2009). Below is a table that shows the various negative 

and positive motivations that consumers have for deciding to purchase a product, see 

Table 1. 

Eight Basic Motives 

Motivation: Motivating process: 

Negative  

1. Problem removal Seeking solution to a current problem 

2. Problem avoidance Seeking to avoid an anticipated problem 

3. Incomplete satisfaction Seeking a better product 

4. Mixed approach Seeking resolution to a conflict caused by both positive and negative 

attributes in the same product 

5. Normal depletion Seeking to maintain regular supply of product 

Positive  

6. Sensory Gratification Seeking extra physiological enjoyment from the product 

7. Intellectual stimulation Seeking extra psychological stimulation from the product 

8. Social approval Seeking an opportunity for social reward from product 

Table 1 – Eight Basic Motives (Percy & Rossiter 1992, p. 268) 

Percy and Rossiter (1992) claim that when a consumer has a negative motivation which 

needs to be fulfilled, an advertisement could only effectively do so if it uses an 

informational strategy. Alternatively, Percy and Elliott (2009) also claim that the 

transformational strategies will only have an effect on consumers with positive 

motivations for buying a product. This brings us to the Rossiter & Percy Grid, see 

Figure 4 on the following page. Note, Figure 4 has been slightly altered from the 

original Rossiter & Percy Grid; we have removed the authors‟ examples within the 

result quadrants. The original Rossiter & Percy Grid can be found in Appendix B. 
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Figure 4 – Augmented Rossiter & Percy Grid 

The most useful part of this model is the fact that Percy & Rossiter (1992) have 

formulated specific tactics to use within an advertisement video depending on what 

quadrant that product belongs to. These factors can be found in Appendix A. 

2.3.2 Media Strategy 

Percy & Elliott (2009) explain that different communication strategies can be employed 

through various communication channels. Certain communication strategies are better 

suited for certain media types than others. This is known as a media strategy.  

The idea of a media strategy is built on the premise of the Rossiter & Percy Grid. As 

shown by Percy & Elliott (2009), depending on which communication strategies one 

needs to employ, one has different needs from the communication channel. Percy & 

Elliott (2009) has identified three factors that are important in a communication 

channel, visual content, time to process message and frequency. 

2.4 Summary of Theories 

We have structured chosen theories according to Coffin‟s (1963) typology, reach and 

impact. The reach aspect consists of theories regarding viral marketing and covert 

marketing. Important concepts that are brought forth in the section reach are; 

As stated, it is the combination of the concepts viral marketing and covert marketing 

that, when combined, generates the communication channel covert virals. 

Type of Decision Informational 

Negative drive reduction 

Transformational 

Positive drive 

enhancement 

Low Involvement 

(Trial experience 

sufficient) 

  

High Involvement 

(search and conviction 

required prior to 

purchase) 

  

Covert Marketing 

 Instigator remains unknown 

 Hides selling intent 

Viral Marketing 

 Emotional connection 

 Involvement 

 Branding 
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The aspect of impact consists of branding strategies, i.e. how to brand towards, and 

influence, an audience. The theories brought up within this section pertain to established 

communication strategies. The important concepts brought forth are; 

It is in light of the main theories, covert virals and communications strategies, that we 

have constructed our purpose. The purpose of this study is to see what implications the 

new communication channel of covert virals has on acknowledged communication 

strategies and whether or not these strategies are still viable within covert virals. It 

should be noted that the established communication strategies that we refer to are 

divided in two; brand awareness and brand attitude. Thus we have formulated two 

research questions in order to facilitate the fulfillment of our purpose.  

- RQ1. What implications do Covert Virals have on Brand Awareness strategies? 

Research question 1 will enable us to regard the implications that the use of a covert 

viral has on brand awareness strategies. This means that our empirical data collection, 

analysis, and following conclusion will be centered around the important concepts that 

pertains to brand awareness, as presented above.  

- RQ2.  What implications do Covert Virals have on Brand Attitude strategies? 

Research question 2 will enable us to regard the implications that the use of a covert 

viral has on brand attitude strategies. The empirical data collection, analysis, and 

following conclusion will be centered around the important concepts that pertains to 

brand attitude, as presented above. 

By answering these two research questions we will thereby have fulfilled our purpose.  

  

Brand Awareness factors 

 Recall 

 Recognition  

Brand Attitude factors 

 Involvement 

 Motivation 

 Likeability 
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3 Method 

 

 

 

The purpose of this study is to see what implications the new communication channel of 

Covert Virals has on acknowledged communication strategies and whether or not these 

strategies are still viable within Covert Virals. This will be fulfilled through the 

execution of a quantitative survey. This section of the paper explains how we intend to 

pursue this by motivating what philosophical and methodological strategies we have 

chosen to use.  

3.1 Research Philosophy  

Under the following subheadings we will establish our philosophical approaches to the 

research conducted. 

3.1.1 Philosophies 

Our research will apply existing branding theory to the context of a new communication 

channel, covert virals. To our knowledge, this has not previously been performed and 

therefore we cannot solely rely on hypothesis testing derived from existing theories, as 

would have been suggested by a positivistic world view (Saunders, Lewis & Thornhill, 

2009). 

Where a positivistic approach would suggest a quantitative study, an interpretivistic 

approach would suggest a qualitative. Comparing the positivistic to the interpretivistic 

approach, one can see that it represents two extremes. The pragmatic approach on the 

other hand, acknowledges that there are no absolute truths. A pragmatic approach to 

philosophy suggests that there is neither a right nor wrong approach to any given 

problem. One does not have to limit oneself to a certain philosophy such as; positivism, 

interpretivism, realism. Instead one should benefit from the combination of the diverse 

uses of ontological, epistemological and axiological differences of the philosophies 

(Saunders et al., 2009). 

We are of the opinion that for our research it is crucial to acknowledge the complexity 

of the situation we are investigating. Though we wish to apply positivistic lines of 

reasoning, as has been presented in the frame of reference, the lack of relevant previous 

theoretical application leaves us in a position where we must apply some interpretivistic 

reasoning. The frame of reference consists of two major subjects, reach and impact. 

Reach regards viral and covert marketing theories and impact regards branding 

strategies. It is the combination of these theories, and the fact that we are breaking new 

academic ground, that hinders our strive for a solely positivistic line of reasoning.  

This section explains how the empirical data collection is to be made. We will 

explain our philosophical standpoints, research strategies and how we designed our 

survey. Further, this section will show the precautions we have taken to insure the 

validity, reliability and generalizability of our research. 
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Our choice of philosophy is then pragmatism. A pragmatic research philosophy is 

consistent with both our ontological, epistemological and axiological standpoints. This 

is due to the fact that we will stay objective and base our research on existing 

knowledge however still need to apply theories into the new context, which is covert 

virals.  

3.1.2 Approaches to Reasoning 

There are two paradigms in research reasoning, inductive or deductive. Inductive is 

when theory follows data and deductive is when data follows theory (O‟Leary, 2007; 

Saunders et al., 2009). 

Deductive reasoning is what is commonly referred to as scientific research. It involves 

the formulation of a hypothesis built on already existing „knowledge‟. This hypothesis 

is then rigorously tested to establish whether the prediction of the outcomes were 

accurate or not. Saunders et al. (2009) emphasizes how it is crucial to be able to 

replicate research for insuring reliability. The researcher should be detached from the 

research in the sense that the researcher should not practice any interference on what is 

being observed (Saunders et al., 2009). 

A researcher pursuing an inductive approach to reasoning wishes to understand the 

variables rather than linking the variables together. If the purpose of the research is to 

understand why a certain phenomena is taking place rather than describing the 

phenomena itself, an inductive research approach is more appropriate than a deductive 

one (Saunders et al., 2009). 

When there is little previous theory on the subject, an inductive approach is more 

appropriate. If there is established theory, a deductive approach is preferred.  

We are of the opinion that a deductive approach would be preferable in our research. 

There is established knowledge in both viral and covert marketing as well as branding, 

the main theories considered. Although these theories have, to our knowledge, not been 

combined before, we do base our research questions on existing knowledge. Our 

contribution is that of applying established theories to a new context. A further 

argument for us using a deductive approach is that we wish to perform our research as 

easily replicated as possible and therefore be of even further use for academics and 

professionals alike.  

Inductive reasoning is not chosen due to its lacking ability to analyze connections 

between variables. Although we realize the complexity of the situation we are to 

analyze, a complete understanding of the alone standing variables would not result in 

any contributory findings. This would instead leave us at a conclusion that would 

describe, however not explain, the correlations between branding strategies and covert 

viral marketing. 
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3.1.3 Research Strategies 

Saunders et al. (2009) suggests seven different strategies for fulfilling one‟s purpose. 

These are; experiment, survey, case study, action research, grounded theory, 

ethnography, and archival research.   

We have found that the most appropriate strategy for us to fulfill our purpose is that of 

the survey. The survey strategy is strongly associated with deductive reasoning. A 

survey is often used for exploratory and descriptive research purposes. Utilizing a 

survey is appropriate when doing a sizable quantitative study. It is often perceived as 

authoritative and is comparatively easy to explain and understand. The researcher must 

bear in mind the many issues of „asking the right questions‟ when designing the survey 

(Saunders et al., 2009; Mooi & Sarstedt, 2011). This will be further elaborated upon in 

section 3.3.  

Although a similar outcome could be obtained, utilizing other strategies, we wish to 

ensure the ability to replicate and thereby further verify the credibility of our study. For 

instance, a case study would perhaps explain relevant aspects of a certain instance, 

however since our wish is to make this research useful for academics and professionals 

alike, we find case studies too narrow in scope. Case studies can incur unclear 

boundaries between context and phenomenon (Saunders et al., 2009), which we regard 

as highly ill advised in our specific area of research. 

We find that a survey gives us the ability to analyze the characteristics of branding 

strategies in the context of covert virals. This is contrary to open ended interviews and 

focus groups where there would be a risk of strategic drift in the research execution 

(Saunders et al., 2009).  

In order to derive what strategy we are to employ to our specific research, we must 

conclude what classification our research purpose adheres to. The three different 

classifications are that of the exploratory, descriptive, and explanatory (Saunders et al., 

2009; Jupp, 2006; Stebbins, 2001).  

Exploratory research aims to regard research as a journey. There is an inherent 

flexibility in exploratory research as the problem itself can at times be unclear. Thus 

using an exploratory study can induce clarification of the precise nature of the problem 

(Saunders et al., 2009; Stebbins, 2001). Robson (2002) further states that an exploratory 

study seek the answer to the question „What is happening?‟.  

Due to the complexity and lack of previous research leading up to our purpose, we 

classify our purpose as exploratory. As has been debated earlier, we have chosen a 

pragmatic philosophy, leaving us with a positivistic emphasis which we utilize as far as 

possible. One way for us to do this is by choosing a quantitative survey for research 

strategy.  
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3.1.4 Data Collection Techniques 

We shall be using both primary data and secondary data within this research. The 

secondary data we will be using is articles that closely relate to our research topic and 

statistics over our population gathered from public registers. This is done in order to 

build the theoretical framework which has been previously presented in the frame of 

reference. To retrieve academic articles for our theoretical framework and background 

information, we have used the search engines Google Scholar, Scopus, Emerald, 

Business Source Premier and PsycINFO.  

Following is a list of our most frequently used search terms: 

 “viral marketing” 

 “viral advertisement video” 

 “buzz marketing” 

 “online branding” 

 “branding” 

 “consumer emotions” 

 “covert marketing” 

 “stealth marketing” 

 “word of mouth” 

 “web 2.0” 

 “electronic word of mouth” 

 “social media advertising” 

 “social networks marketing” 

 “viral video viewing” 

 “brand awareness” 

 “brand attitude” 

In addition to the online sources, we have consulted books within marketing and in 

particular books that concentrate on recent paradigm shifts in marketing. Some of these 

books have been used with caution since they tend to be of less academic credibility as 

the authors are marketers themselves rather than academics. However their extensive 

field experience gives them credibility nonetheless. 

As for primary data there are two major categories of primary data collection, 

qualitative and quantitative. Quantitative is argued to be of a more scientific nature, 

regarding numbers and statistics as the means to arrive at a conclusion (Crowther & 

Lancaster, 2008). This is contrary to qualitative which regards phenomena that cannot 

be quantified. Qualitative data is hard to analyze through statistics or trend analysis 

(Crowther & Lancaster, 2008).  

Saunders et al. (2009) suggest that there are several combinations of qualitative and 

quantitative data collecting techniques; mono method, multi method and mixed 

methods. Using a mono method involves using a single data collection technique and 

corresponding analysis procedure. Thus utilizing this method, the researcher will have 

restricted himself or herself to using either a quantitative or qualitative strategy and with 

it the adherent analysis procedure (Saunders et al., 2009; Bergman, 2008). 

We have chosen a quantitative mono method as we are to conduct a survey through the 

use of a standardized questionnaire, utilizing the strategy of structured, interviewer 

administrated questions, as presented by Saunders et al. (2009). The reason for this is 

that we are looking for trends and attitudinal behaviors within the population. We are 

not looking for an in-depth explanation as to why the respondents feel the way they do, 
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but instead asking what they feel. This is to say that this research does not aim to 

answer the question why implications occur. This research merely considers the 

implications that may occur when applying branding strategies to covert virals. 

Therefore a quantitative mono method is the most appropriate strategy.  

3.2 Sampling 

Due to time and financial restraints we have decided that we must perform this research 

in terms of a sample and not a census. The reason for this shall be explained within the 

next subsections. However due to this choice, certain accuracy and reliability issues will 

come forth.  

 

In order to create our sample we will be following the framework presented by Zikmund 

(2000) which is as follows, see Figure 5: 

 

 
Figure 5 – Stages in Selection of Sample (Zikmund, 2000. p.342) 

3.2.1 Defining Population 

Our targeted population consists of individuals who are within Generation Y. It has 

been shown that there is much dispute over what exact age group this generation 

encompasses (Markiewicz, 2003), however we have decided to limit our definition of 

Generation Y to individuals born between 1984 and 1994 according to Swanepoel et al. 

(2009). We have chosen to survey Generation Y for two major reasons. Firstly, 

Generation Y is the greatest segment of the online population, as shown in Appendix C 

(Jones & Fox, 2009). Generation Y is also, by far, the most likely group to watch videos 

online, which in turn, tells us that our field of research is most applicable to this age 

group (Jones & Fox, 2009). We are aware that this Jones and Fox (2009) study was 

conducted in the United States of America. However, from the Global Information 

Technology report presented by Dutta and Mia (2011) we can see that from a 

technological standpoint, both Sweden and the United States of America are very 

similar. What is most important to note from this source is that Internet usage within the 

United States of America and Sweden are very similar. We find this to be enough 
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justification to use the data gathered from Jones and Fox (2009) in a Swedish 

demographic.  

The second reason we look at Generation Y can be found from our frame of reference. 

Within this, we found that covert virals have been described as a new way to reach the 

audience. The reason this is needed is because of various defense mechanisms which 

have been learnt over the years. It has been argued that Generation Y has built a defense 

towards mass media advertising (Ahluwalia, Burnkrant & Unnava, 2000). Therefore we 

feel that researching the effect of covert virals on the Generation Y population is most 

suitable. 

We have chosen an age span of 18-20 year olds. This is due to the convenience and the 

opportunities it gives us for accessing them through schools instead of each individual 

by him/herself. The reason for this is our wish to maximize the number of respondents 

given our limited resources. Our last constraint on our population has to do with city 

sizes. Due to the short amount of time and low budget of this research paper, we have 

decided to focus on cities that have a population from 80,000 to 130,000 people. The 

reasoning behind this is that we felt a study within our city of origin, Jönköping, would 

leave this research paper lacking in terms of generalizability. Therefore we decided to 

take similar cities to Jönköping into account. This similarity was based on the 

population size of the city. We argue that 18-20 year olds within the same city 

population sizes have been brought up, and currently live in, similar cultural settings for 

us to be able to generalize amongst them. From this we derived seven cities within 

Sweden which are included in our population. They are: 

 

 Jönköping 

 Linköping 

 Norrköping 

 Uppsala 

 Västerås 

 Örebro 

 Helsingborg 

 

More information about the cities‟ populations and age groups can be found within 

Appendix D. In conclusion, our population consists of 18-20 year olds within the seven 

cities mentioned above. A last defining characteristic is that the population that we are 

studying includes individuals who are attending an upper secondary school, thus 

rendering us a population of 33,252 people, see Appendix D. This will however be 

discussed within the next subsection. 

3.2.2  Sample Frame 

A sample frame is a list of individuals who are within the research paper‟s population 

group (Curwin & Slater, 2002; Buglear, 2005; Saunders et al., 2009). It is from this list 

that we are able to select the participants of the sample (Buglear, 2005). Due to the vast 
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size of the population, see Appendix D, and the time restrictions which are upon us, we 

do not have the possibility to create such a sample frame.  

However, since we must have some sort of sample frame available to use when 

selecting sample units, we have decided to create a sample frame based on the upper 

secondary schools that pertain to our population. It should be noted that, although we 

are basing our sample frame on upper secondary schools, our unit of analysis is 18-20 

year olds. We argue that our sample frame is acceptable as it includes the majority of 

our population, i.e. 18-20 year olds within the cities chosen. This does however result in 

a further restriction upon our population definition, in that our entire sample will only 

be based on individuals who are attending upper secondary school. It is for this reason 

we included the last defining variable of our population to be students. The sample 

frame can be found in Appendix E. 

3.2.3 Method of Sampling 

We will be using a non-probability method of sampling which is known as self selection 

sampling. The reason for this is due to budget and time restrains (Zikmund, 2000; 

Welman & Kruger, 2001). Although we are using a non-probability sampling we have 

included a sample frame to minimize our selection biases. 

The sample frame will be accessed by us contacting every upper secondary school 

within the cities previously mentioned. A self selection sampling method was chosen as 

we have no other means to survey our sample group without the consent of a 

headmaster or responsible teacher. 

Our procedure for selecting sample units comes once again back to self selection 

sampling. As seen in Appendix E, we compiled a list of schools available within our 

population. We proceeded to call the headmaster or the deputy in order to be granted 

permission to conduct the survey in a class. Since we contacted every school in the 

cities chosen, there was need for a system by which these were contacted. Due to our 

short time span, we realized that many schools would be too busy to help us. As seen 

Appendix E, this was a justified belief as many schools did not choose to participate. 

We realize that, if we had more time, we would have been able to sample many more 

schools. 

If one wishes to draw conclusions for an entire population, non-probability testing is not 

very suitable (Ghauri & Grønhaug, 2005; Welman & Kruger, 2001; Zikmund, 2000). 

The reason for this is because of the inability to estimate the systematic error (Ghauri & 

Grønhaug, 2005; Zikmund, 2000).  

From the self selection sampling, eight schools spread throughout Jönköping, Linköping 

and Västerås, agreed to be a part of our study. This concluded with 214 individuals 

taking the survey, for information over which schools see Appendix E. While 8 out of 

158 schools is indeed a low ratio of respondents, we feel that this is acceptable due to 

the scheduling conflicts between the research paper and the schooling system within 
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Sweden. Namely, when we conducted our research most school were on Easter break, 

and subsequently after this break had national exams. 

3.2.4 Sample Size 

Our aim is to maximize our sample size. The constraints of time, both on our part and 

that of the schools, have resulted in a limited sample size of 214 respondents. Our 

population consists of 33252 people, as seen in Appendix D. 

We are using a non-probability sampling method, thus our ability to generalize is 

limited. However, to have more credible results we understand the need for a larger 

sample size. Through literature, we have found various estimates of what sample size is 

sufficient. For instance Sekaran (2003) mentions a sample size between 30 and 500 to 

be sufficient depending on type of sampling. We have therefore decided to have a 

minimum sample size of 120, which we have obtained. While 120 is our minimum 

sample size, any number above this will help make our results more accurate (Curwin & 

Slater, 2002). 

3.3 Questionnaire Format 

Because this research paper is focusing on the content within covert virals it is 

necessary for us to show examples of these to our respondents within our questionnaire. 

Therefore the decision was made to include covert virals to show to our respondents, 

who would then answer the same set of questions for each video. For this reason we 

realized that we needed to be present when the questionnaire was being filled out in 

order to make the test more valid. More information about the delivery of the 

questionnaire can be found in section 3.4. 

We are aware of the issues that follow with using a questionnaire strategy, such as the 

complication to return to respondents for additional information (Saunders et al., 2009). 

However, we are confident that we are able to construct questions that will cover all the 

aspects that have been raised by our  purpose. As the strategy of our study is of an 

exploratory character, the use of a questionnaire is an applicable approach when 

collecting data (Saunders et al., 2009).  

As seen on the following page, in Table 2, we have designed our questions in our 

questionnaire in accordance with the theories presented in the frame of reference. This 

is done in order to ease our analysis construction as our research questions are 

concentrated upon the theories presented. 
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 Questionnaire  

ID Question Question 

type 

Variable type How does the question 

relate to theory 

Statistical 

Analysis 

A I am a [man, woman] Yes, No Attribute Demographic Descriptive 

B What year where you born? Open ended 

question 

Attribute Demographic Descriptive 

C I have seen this movie 

before [yes, no] 

Yes, No Attribute Brand Awareness/Attitude Descriptive 

D I liked this video [1-5] Likert Scale Opinion Brand Attitude - Likability Inferential 

E I thought this video evoked 

an emotion [1-5] 

Likert Scale Opinion Brand Attitude - Motivation Inferential 

F What was the most 

prevalent emotion which 

this video evoked? 

Open ended 

question 

Opinion Brand Attitude - Motivation Descriptive 

G This video caught my 

interest [Y, N] 

Yes, No Opinion Brand Attitude - 

Involvement 

Inferential 

H I want to search for more 

information about this 

video [1-5] 

Likert Scale Behavioral Brand Attitude - 

Involvement 

Inferential 

I What would you Google 

when searching information 

about this video? 

Open ended 

question 

Behavioral Brand Attitude / Awareness Descriptive 

J Do you think this video was 

made by a private person? 

Yes, No Opinion Covert Virals Descriptive 

K Which one of these five 

pictures relates best to the 

video? 

Likert Scale Opinion Brand Awareness - 

Recognition 

Descriptive 

L What is the first brand that 

comes to mind after having 

seen this video? 

Open ended 

question 

Opinion Brand Awareness - Recall Descriptive 

M Now that I know this was 

an advertisement video I 

feel tricked [1-5] 

Likert Scale Opinion Covert Virals - Negative 

drawbacks 

Inferential 

N Now that I know this was 

an advertisement video my 

attitude towards the video 

has changed [1-5] 

Likert Scale Opinion Covert Virals - Negative 

drawbacks 

Inferential 

O My attitudes toward the 

videos have changed 

negatively 

Yes, No Opinion Covert Virals - Negative 

drawbacks 

Descriptive 

Table 2 – Questionnaire Structure 

Saunders et al. (2009) further argue the importance of defining and designing one‟s own 

theories before constructing the questionnaire. This we have done through extensive 

scrutiny of literature and the construction of our own illustrative model as seen in the 

frame of reference, see Figure 2 on page 11. There are three types of variables that can 

be collected through questionnaires; opinion variables, behavioural variables, and 

attribute variables (Saunders et al., 2009).  

The questions stated in the questionnaire will be of both closed and open ended 

character. We have adopted a Likert-style rating scale from 1 to 5. This scale has been 

chosen since we believe that the respondents are capable of making an informed 

decision as to what emotional perception he/she has towards the video shown. As we 
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are to survey the respondents‟ attitudes and opinions we have chosen to use a self 

anchored rating scale so that the respondent adequately can portray their view of each 

subsequent video. We are to apply a quantitative analysis of the data which is the reason 

as to why we are assigning values (1-5) to the answers given by our respondents. 

Furthermore, we have chosen to use a set of open ended questions so that the 

respondents may state their emotional connection towards the video (Saunders et al., 

2009; Mooi & Sarstedt, 2011).  

In the table which was presented, Table 2 on the previous page, you can see what we 

hope to learn, what variables we shall get, and how we shall statistically analyze each 

question. We have pre-coded all questions in order to remove observer bias (Mooi & 

Sarstedt, 2011). The pre-coded answers can be found in our deciphering table, Table 24, 

located in Appendix H. Furthermore a copy of our questionnaire in English can be 

found in Appendix G, and for the Swedish copy which was used towards our 

respondents please look at Appendix F. 

3.3.1 Selection Process of Virals 

In our frame of reference we have consulted previous research on the topic and 

constructed criteria for deciding if an advertisement video is viral or not. These criteria 

are; company instigated, exponential growth, mode of spread, eWOM, and media 

through which the video is spread, social networks, see Figure 6 on the following page. 

For this papers intent and purpose, all videos considered must be solely published 

online. They must not have been shown on television before, since that would give 

companies the possibility to kick start their campaign by buying prime time 

advertisement for large sums of money that few can compete with (Kirby, 2006).  

A critical aspect of our survey is what videos are included. These must be 

acknowledged as successful viral videos since our aim is to distinguish branding 

implications for a viral video. In order to find suggestions for viral advertisement videos 

to include in our survey, we applied the same method as we have used to retrieve 

academic articles online. By browsing hits from search engines we soon found 

examples of successful videos presented from several sources. We argue that if one is 

able to find the same examples from different sources, using different search words, one 

is likely to find widely acknowledged examples of virals.  

Thus we have used the collective intelligence from user generated content, such as blogs 

and news aggregators, to further establish that our suggested videos are indeed viral. 

Examples of these are Mashable.com (2011), theviralfactory.com (2011) and digg.com 

(2011). Trusting the collective intelligence is further advocated by Poynter (2010). 

Through our review of literature we have found several viral advertisement videos as 

case studies, which we have taken as strong candidates to evaluate through our study. 

On many occasions we found the same examples in the academic literature as we did 

from the user generated content which further verifies our assumption that collective 
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intelligence has credit in this matter. One could argue that it is the collective intelligence 

that decides which videos become viral and which does not (Poynter, 2010). 

To illustrate our selection process of virals we have constructed the following figure: 

Step Selection Feature Description 

1. Company instigated The advertisement video is to be seeded from a company supported source, not 

from user generated content, however the actual source is not supposed to be 

apparent. 

2. User generated content The advertisement video is to be suggested as viral by the collective intelligence. 

3. Mode of spread (eWOM) The advertisement video is to be spread through electronic word of mouth, i.e. 

through peer to peer referral online.  

4. Media of spread  

(social networks) 

The advertisement video is forwarded, shown and distributed via social network 

such as YouTube, Facebook and Twitter. No television broadcast.  

5. Exponential growth The slope of the curve showing number of views is increasingly steep during the 

initial days of seeding. 

Figure 6 – Selection Process for Evaluating Viral Videos 

Through our selection process we found a set of videos that we could establish to be 

viral, these can be viewed in Appendix I. When selecting among the covert virals, we 

established that there were crucial differences that needed to be explained. The chosen 

videos represent different brand awareness levels, which is one of the reasons for them 

being chosen. There are also great differences in how many views the videos have 

received on YouTube, something that will alter the ratio of respondents that have seen 

the video before.  

The first video, Hi-Tech Liquid Mountaineering, see Appendix J, is well spread 

however, to our knowledge, not an established brand name within Sweden. It features a 

group of men that have invented the new sport of running on water. It was filmed as a 

documentary when the team was visiting Portugal, running on the mountain lakes. The 

product which is introduced in the video is that of the water repellent hiking shoes from 

Hi-tec. 

The second video, Man in the jacket, see Appendix J, is not as well spread, and the 

brand name is to our belief, much unknown to the Swedish demographic. This video 

features a woman who is searching for a man that she met briefly in a café. The man left 

a jacket behind, which is why the woman is trying to get in touch with him through this 

video. The product which is presented in this video is a man‟s jacket from the designer 

Witchery Man. 

The third video, Bike Hero is well spread and very well known among the collective 

intelligence observed. It features a group of people who are performing a live version of 

the video game Guitar Hero. This is done with the use of a bike that has LED lights on 

its handlebar. These LED lights are synchronized to light up when the bike rides over a 

painted marking on the ground. For a better understanding of this video please consult 

Appendix J. The product promoted within this video is Guitar Hero.  
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The last deciding factor was that of moral fiber. We felt that the chosen videos had 

ethical and moral standpoints that should not cause an upset within the schools. The 

characteristics of ethicality and good conscience include the exclusion of material that 

involves; sex, drug use, violence and further illegal activities.  

For a list which includes all videos consulted, and what characteristics fell within our 

boundaries, please see Appendix I.  

3.4 Delivery of the Questionnaire  

The format of the questionnaire is a booklet consisting of five pages. It was designed 

with neutrality in mind. Spaces, linings and colors were chosen in order to ensure that 

the questionnaire was easy to understand as suggested by Mooi and Sarstedt (2011). 

The questionnaire, as presented to our respondents, is available in Appendix F. 

We conducted one pilot test and one pre-test. The pre-test consisted of having two 

independent translators that translated the questionnaire back and forth between English 

and Swedish to ensure translation consistency (Petersen, 2004). We found only minor 

linguistic errors, none of which needed to be rectified. For more information about this 

translation pre-test, see Appendix K. 

The pilot test was administered in the same way that the actual questionnaire would be. 

Once the respondent completed the questionnaire, an informal interview was conducted.  

This was done in order to discuss the thoughts each respondent had to each question and 

the overall perception of the survey. The pilot-test consisted of 10 participants 

commenting on the questions of the questionnaire and how it was administered. From 

these comments we came upon problems that needed to be rectified, seen in Table 3. 

Problem Solution 

Question F had too much freedom when it came to possible 

answers. This made the question harder to answer for the 

respondent. 

Our solution to this was to include an instruction above the 

question which detailed that only one word should be used. 

Furthermore we personally gave out instructions as to how this 

question should be answered. 

A typo within the header was pointed out to us. We scrutinized the grammar and spelling within the 

questionnaire in order to iron out all possible discrepancies.  

Table 3 – Language Issues 

As for the delivery of the questionnaire the following was done. The videos included are 

shown on a large screen in a class room setting. The respondents were in large groups 

when filling out the questionnaire, however talking amongst each other was strongly 

discouraged. We, the researchers, have been present during the execution of the 

questionnaire and administrated the process. The reason for this is that our respondents 

were to be kept unaware that the videos they were watching were commercial messages. 

Some instruction had to be performed orally. The respondents were not informed of the 

nature of the survey until they had seen all videos and filled in all pages but the last. 

Before the respondents filled out the last page, they were informed that the videos they 

had seen were all advertisements and some details about the videos were explained for 



 

 
34 

emphasis. Lastly, the respondents were asked if they had any negative associations to 

the videos now that they knew that they were all commercial advertisements. Each 

session of surveys took approximately 25 minutes.  

3.5 Responses 

When sorting through the responses to the questionnaire and entering that data into 

SPSS, we had one important factor in mind. This was the notion that certain 

respondents might have intentionally responded incorrectly due to some sort of ill will. 

If a hint of such a respondent was identified, for example absurd answers being filled in 

for open questions, or a systematic pattern found within the Likert scale questions, then 

we as a group would decide whether or not this was indeed an ill willed respondent.   

If we found a respondent to be ill willed, i.e. purposely answering in a untrue manner, 

then that respondent‟s answers would be excluded from the findings as to not add bias 

to the results. However, if we found the respondent to be confused as to what to answer, 

and give us unrelated results, we entered this data into SPSS and coded this as „missing 

data‟. The reason for this was that while they might have been confused for a few 

questions, they had answered the remaining questions in the correct manner. Therefore 

we did not want to exclude the entire questionnaire. „missing data‟ was excluded from 

statistical tests, which in effect meant that the sample size was smaller for some tests. 

Within SPSS we entered unanswered questions as „missing data‟ which is noted as 999 

within the deciphering found in Appendix H. However there are two questions in which 

this was not done, questions F and L.  

Our reasoning was as follows. For question F, if the respondent left this area blank, then 

there was no emotion prevalent for that respondent. Therefore we coded this as 

„neutral‟. Secondly for question L, if the respondent left this area blank, this meant that 

the respondent could not identify the brand, and was therefore coded „Incorrect Brand‟. 

For further information about our coding of the raw data, please consult Appendix H. 

3.6 Approach to Analysis 

In order to analyze the results obtained from the questionnaires, we shall use both 

descriptive and inferential statistics. Descriptive statistics are used only to explain a 

tendency or to show a frequency of answers. Inferential statistics on the other hand is 

used in order to give an inference over how the population will act. It is the inferential 

statistics which can be used to give a more generalized trend, or estimation over how 

people will act (Groves, Fowler, Couper, Lepkowski, Singer & Tourangean, 2004; 

Trochim, 2006; Curwin & Slater, 2002).  

3.6.1 Descriptive Statistics 

Due to the categorical nature of our questionnaire we shall not be using the mean. The 

reason we refrain from doing this is because we only have ordinal and nominal data 

(Zikmund, 2000; Saunders et al., 2009). With the nominal data we would only like to 
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see which category was chosen, therefore mode is a much more appropriate measure. 

For our ordinal data we will not be using mean either. While this is sometimes done, we 

argue that because there is no reference as to how much greater one option is to another, 

a mean will be misleading. Therefore for our ordinal data will shall use the mode and 

median measures (Zikmund, 2000; Saunders et al., 2009). 

We shall be using two descriptive statistical methods, frequency tables and cross 

tabulation tables. The frequency tables will help give an overview as to which answers 

where more common than others, and can be more easily shown in a graph. The cross 

tabulation tables shall be used when we are going to check to see whether previous 

viewing has had an effect on the answers stated (Zikmund, 2000). 

3.6.2 Inferential Statistics 

Due to the categorical nature of our questionnaire many inferential tests are not 

available for our use (Welman & Kruger, 2001). However, for this papers intent and 

purpose we shall only be using three different inferential statistic tests, namely 

Wilcoxon Signed Ranked Test, Pearson Chi-squared test of individuality, and the Chi-

square Test for Goodness of Fit.  

The Wilcoxon Signed Rank Test 

This test is used when one wants to find whether the median of the sample is equal to, 

less than, or greater than a predefined value (Kanji, 2006). The reason we are using this 

test is because within our data one cannot fulfill the required assumptions of normal 

distribution due to its categorical nature (Zikmund, 2000). When this is the case one can 

use non-parametric methods in which the Wilcoxon Signed Rank Test is one (Aczel & 

Sounderpandian, 2009).  

We shall be using this test in connection to the Likert scale. We will test the sample 

results towards the predetermined value of three, which represents the neutral standpoint 

of our 5-point Likert scale. From this test we can say whether the distribution is more 

generally leaning towards the extremes and which extreme if that is the case.  

The Pearson Chi-Squared Test for individuality 

This test is used when one wants to find whether or not two categories of respondents 

have answered in the same manner or not (Aczel & Sounderpandian, 2009). This 

statistical test will help us determine if the two categories of respondents, for example 

male or female, think in the same way when it comes to a question. If the hypothesis of 

this test is rejected, this then means that the two variables are dependent of one another, 

i.e. the two categories do not answer in the same manner. If the hypothesis is not 

rejected, this then means that the two variables are independent of one another, meaning 

that what you answer on one, does not affect the other. For definitions of our 

hypothesis, see page 40. 
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The Chi-Squared Test for Goodness of fit 

This test is used when one wants to find whether or not the results obtained equal an 

estimated distribution (Aczel & Sounderpandian, 2009). We shall use this test in order 

to see whether the distributions of the Likert scale questions are flat or not. What we 

mean by this is that our estimated model is that the chance of a respondent choosing 

either 1, 2, 3, 4, or 5 are all equal. Depending on whether or not this hypothesis gets 

accepted or rejected will tell us whether we can make any conclusions over the 

frequency within those results. If the hypothesis does not get rejected we cannot make 

any statistical inferences over the frequency of answers since the probability of a 

respondent answering 1, 2, 3, 4, or 5 are all equal (Aczel & Sounderpandian, 2009).  

3.7 The Quality of Method 

In this section we will elaborate upon this research‟s validity, reliability and 

generalizability. We will present threats that have been identified and what measures we 

have taken to minimize these. 

3.7.1 Validity 

Validity explains how accurate your observations are. It answers if you are asking 

questions that will help you arrive at a relevant conclusion (Mooi & Sarstedt, 2011). 

Within validity, there are numerous of aspects that one may consider. Through our 

literature review we have found face, construct, and content validity to be relevant for 

this research‟s intent and purpose (Mooi & Sarstedt, 2011; Sekaran, 2003).  

Face validity regards the formulation of the questions and them making sense (Mooi & 

Sarstedt, 2011). This means that the respondents must understand the question in order 

for them to answer it correctly. This is something that we have taken under much 

consideration when formulating our questions and designing our questionnaire. In order 

to increase our face validity we have constructed a linguistic test to ensure that our 

questions make sense in both Swedish and English, see Appendix K. Moreover, a pilot 

study was conducted to further increase the research‟s construct validity. For more 

information regarding our pilot test please see section 3.4. 

A further threat to this research is that of content validity. Content validity is increased 

through the construction of questions around the theories which are to be tested 

(Sekaran, 2003). In order to increase the validity of this research we have constructed 

our questions around theories, as can be seen in Table 2 found on page 30.  

3.7.2 Reliability 

Reliability is a measure used in order to see whether the respondents are accurate within 

their own assessment (Groves et al., 2004). This is an important factor if future 

researchers can expect to get the same results when conducting a similar study 

(Saunders et al., 2009). A good measure of reliability can be obtained through 
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minimizing the threat of bias in the research. By doing this, one is eliminating the errors 

of the research (Mooi & Sarstedt, 2011; Sekaran, 2003; Saunders et al., 2009) 

Saunders et al. (2009) and Robson (2002) pinpoints four areas where bias can arise. 

These are; participant error, participant bias, observer error, and observer bias.  

Participant error is the notion of our respondents being placed in an unfamiliar situation 

and thereby produce irregular results (Saunders et al., 2009; Robson, 2002). We believe 

that this error is minimized due to the fact that our respondents were in a familiar 

location, i.e. their school, and that there was no pressure put on the respondents as they 

were answering the questionnaire. Finally, as the questionnaires were interview 

administered, we were present when our respondents filled out the questionnaires. 

During this time we acted in a relaxed manner and did our best to make the respondents 

feel comfortable in the situation.  

Participation bias has been described as when respondents willingly provide us with 

false answers (Saunders et al., 2009; Robson, 2002). We cannot see any reason for our 

respondents to fill out the questionnaire with ill intent. When conducting our survey we 

were met with high appreciation from the students which, for us, is an indication that 

they enjoyed our presence and our survey. Therefore we find it hard to believe that there 

were any intentions from the students at large to provide us with false information. For 

information regarding how we are to deal with participation bias can be found in section 

3.5 on page 34.  

However, we are aware of the fact that there are always black sheep in any crowd, thus 

we have decided to weed out any questionnaires with irregular answers. Examples of 

such irregularities would be one participant answering „2‟ on each Likert scale and 

further proceeding with stating open ended answers with no relevance or connection to 

the question. These should be taken out from our sample. 

Observer error has been explained as researchers incorrectly recording questionnaire 

results (Saunders et al., 2009; Robson, 2002). This is applicable to this research as we 

are recording the respondents‟ answers into systems such as SPSS and Excel. In order to 

eliminate the observer error we have taken the precaution of all researchers being 

present when entering the data into the system. Furthermore, we have conducted a 

random sample of our results to see if the information on the written questionnaire 

correlates with the data entered into SPSS and Excel. As can be seen in Appendix L, we 

found no anomalies in the correlation between the two.  

Altering empirical findings to better suit ones objectives has been presented as the 

factor „observer bias‟ (Saunders et al., 2009; Robson, 2002). In order to minimize a 

biased interpretation of the questionnaires we created a pre-code system, which was 

followed when handling the data, our deciphering table, Table 24, can be found in 

Appendix H. Furthermore, the ability for the researchers to input incorrect data was 

minimized since all three members where present when entering the data and no 

member had any incentive to alter any findings.  
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A further point that should be made is how reliable the sources of our theoretical work 

is. Our collected theories, as presented in the frame of reference, are all from peer 

reviewed journals. For further information regarding the retrieval of our theoretical 

framework please see section 3.1.4.  

3.7.3 Generalizability 

This research is aimed towards contributing to the general understanding of how 

branding strategies in covert virals are applicable and furthermore to what extent these 

influence Generation Y. As we will, due to resource constrains, conduct a self selection 

sampling limited to Sweden, we have to account for the specific cultural implications 

which in some cases can differ widely when compared to other cultures. 

Our respondents are Swedish in the sense that they are Swedish citizens and are 

currently attending Swedish upper secondary school. This has cultural implications that 

are hard to harmonize. However, if one is aware of the basic characteristics of the 

culture, one is more likely to draw useful conclusions from their responses.  

Bjerke (1999) argues that Scandinavian cultures „adore‟ privacy. This could have 

implications on our respondents since they may be more reluctant to the „hard selling‟ 

of other communication channels. These channels are arguably utilizing push strategies 

of advertising rather than pull as is the case of covert marketing. Due to that 

Scandinavian cultures reject company interference in their private life (Bjerke, 1999), a 

failed covert viral is likely to cause a sense of betrayal or the viewers may feel 

„cheated‟. Furthermore, Bjerke (1999) states that Scandinavians, and especially Swedes, 

generally appreciate attributes such as honesty and ethicality. One could argue that these 

values would generally not be used to describe a covert viral, something that may cause 

a cultural bias in our research.  

The ability to generalize our results is quite low. This is due to the fact that we are using 

non-probability sampling, and furthermore we are using a self-selection sampling 

method. Due to the self-selection sampling method it is very unlikely we have gathered 

a representative sample over the population.  

While these are all things to take into account when generalizing our results we must 

remember that the ability to generalize over our entire population is not the goal of this 

paper. As this paper is of an exploratory nature, we are depicting a snapshot of what 

branding implications can be found when utilizing covert virals. It is from these results 

that future research can be instigated, which could then be performed in such a way as 

to generalize for an entire population and not only the sample. 
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4 Findings from Questionnaire 

 

 

 

4.1 Demographics 

Within this section only the findings which pertain to the demographics shall be shown. 

The importance of these findings has to do with the sample and population which we 

have chosen. 

I.A – I am a… [Man, Woman] 

Respondents: 214 

 Count Percentage 

Men 126 58,88% 

Women 88 41,12% 

Total 214 100,00% 

 Table 4 – Gender of respondents 

As we can see the mix between genders is 41.12% women, and 58.88% men. This 

creates a sample ratio of 1.43:1 men per woman. This is differing from the 49% women 

and 51% men that our population consists of (Statistiska Centralbyrån, 2011). The 

corresponding population ratio is hence 1.04:1. This would mean that our sample is not 

a perfect representation of the population, however this is something that we were aware 

from our sampling method. We shall be using cross tabulations with this question 

towards other questions in order to see whether men or women answered differently, 

however this shall be included in the questions respectively.  

I.B – What year where you born? 

Respondents: 214 

All of the respondents which answered our questionnaire were within the correct age 

group. This age group included the years of 1991, 1992, 1993, and 1994. This question 

will not be used again, however was necessary to include for us to see how large our 

actual sample size would be. From this our final sample size was 214, i.e. all of the 

respondents. 

  

Under this heading we will present our findings from our questionnaire. In order to 

create structure we have divided our results into Demographics, Findings relating to 

the video, and Findings relating to discovery of covert virals. 
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4.2 Findings Relating to the Videos 

This section of our Empirical results will present the findings that are related to the 

videos which were shown. This includes questions II.C through IV.L. We shall be 

presenting each lettered question within the same grouping in order to help the reader 

see the relationship between the three different videos. 

The results shall be presented in the following manner. First a section shall describe the 

descriptive results. This will include a graph or table, depending on what is most 

appropriate, including all three videos. After this we will include a section showing the 

inferential results for the question. This will include a table showing the relevant 

statistical tests, the hypothesis, and whether this hypothesis was rejected or not. Below 

are the various hypotheses we will use, expressed in formulas, and an explanation as to 

what they mean. 

 Wilcoxon Signed Rank Test 

Median ≤ 3: The median of the sample is below 3 

Median ≥ 3: The median of the sample is above 3 

Median = 3: The median of the sample is equal to 3 

 Pearson Chi-Squared Test of Independence 

P(X U Y): The two variables being analyzed are independent of each other 

 Chi-Squared test for Goodness of Fit 

P(x) = 20%: The probability of the respondent answering 1, 2, 3, 4, or 5 is equal 

to 20% 

C – I have seen this video before [Yes, No]  

Respondents: 214 

 
 Figure 7 – Responses to Question C for all Videos 

From Figure 7, we can see that the videos had a very different viewing rate within our 

demographic. Liquid Mountaineering was most viewed with 73 respondents having 

seen it previously. This does follow our expectations which were formed from the 

information about the videos, see Appendix J. We shall be using this question in order 

to see if differences arise between those who have seen the video before and those who 

have not. However this can only be done on Liquid Mountaineering since the other two 

videos have too few people that had seen the video before, for further analysis.   
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D – I liked this video [1-5]  

Respondents: 214 

 
 Figure 8 – Responses to Question D for all Videos 

From Figure 8, we can see that Liquid Mountaineering was very much liked. Bike Hero 

was also liked, however not to the same extent. Furthermore we can see that Man in the 

Jacket was not liked very much. 

Inferential Statistics 

 
Wilcoxon signed rank test Pearson Chi-squared  

(Gender) 
H0: P(A U D) 

Pearson Chi-squared  
(Previously Viewed) 
H0: P(C U D) 

 
H0: Median = 3 H0: Median ≥ 3 H0: Median ≤ 3 

Liquid Mountaineering Reject Do not Reject Reject Do not Reject Retain 
Man in the Jacket Reject Reject Do not Reject Do not Reject N/A 
Bike Hero Reject Do not Reject Reject Reject N/A 

Table 5 – Inferential Statistics for Question D 

Table 5 summarizes all the statistical tests which were done on question D for the three 

videos. The full statistical tests can be found in Appendix M. What we can see in the 

Wilcoxon Signed Rank Test, Table 5, is that, for Liquid Mountaineering the majority of 

respondents answered above three. This was the same for Bike Hero. However for Man 

in the Jacket we can see that the majority of respondents answered below three. This test 

has then confirmed our observational conclusions.  

With the Pearson Chi-squared test (Gender), Table 5, we can see that gender had no 

influence in how the respondents answered for Liquid Mountaineering and Man in the 

Jacket. However for Bike Hero this was not the case, here men and women answered 

differently to a statistical significance. From the cross tabulation of these two variables 

(Table 31 in Appendix N) we can see that men generally liked this video more than 

women.  

The last statistical test, the Pearson Chi-squared test (Previously Viewed), Table 5, 

could only be performed on the Liquid Mountaineering answers due to the fact that in 

the other two videos there were not enough respondents that had seen the video 

previously. Nonetheless, we can see that there was no statistical difference in the 

answers from respondents who had seen the video before against those who had not. 
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E - This video evoked an emotion [1-5] 

Respondents: 214 

 

 Figure 9 – Responses to Question E for all Videos 

From the data corresponding to this question, which has been summarized into Figure 9, 

certain observations can be made. What can be seen here is that Liquid Mountaineering 

tended to evoke a stronger emotion than Bike Hero and Man in the Jacket. Furthermore 

Bike Hero tended to not evoke much of an emotion at all.  

Inferential Statistics 

 
Wilcoxon signed rank test Pearson Chi-squared  

(Gender) 
H0: P(A U E) 

Pearson Chi-squared  
(Previously Viewed) 
H0: P(C U E) 

 
H0: Median = 3 H0: Median ≥ H0: Median ≤ 3 

Liquid Mountaineering Reject Do not Reject Reject Do not Reject Reject 
Man in the Jacket Reject Do not Reject Reject Reject N/A 
Bike Hero Do not Reject Reject Do not Reject Do not Reject N/A 

Table 6 – Inferential Statistics for Question E 

The full statistical tests which are summarized in Table 6 can be found in Appendix M. 

From Table 6 we can see that the Wilcoxon Signed Rank Test concluded that Liquid 

Mountaineering and Man in the Jacket both had the majority of the respondents 

answering that the video evoked an emotion higher than three. However for Bike Hero 

this test concluded the opposite, the majority of respondents did not answer above three.  

When we look at the Pearson Chi-squared (Gender) statistic, found in Table 6, we can 

see that it was only within the Man in the Jacket video that men and women tended to 

answer differently from one another. Looking at the cross tabulation for these variables 

(Table 32 in Appendix N) we can see that men tended to answer quite evenly across all 

available answers, while the majority of women answered three.  

Lastly, looking at the Pearson Chi-squared (Previously Viewed) statistic, found in Table 

6, we can see those who had seen the Liquid Mountaineering video before answered 

differently from those who had not seen the video before. If we look at the cross 

tabulation of these variables (Table 33 in Appendix N) we can see that those who had 

seen the video before tended to experience a more neutral emotion. Those who had not 

seen the video before tended to agree more to the statement that the video evoked an 

emotion.  
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F – What was the most prevalent emotion which this video evoked? 

[Positive, Negative, Neutral] 

Respondents:  

Liquid Mountaineering: 205 

Man in the Jacket: 211 

Bike Hero: 210 

 
 Figure 10 – Responses to Question F for all Videos 

The data for this question has been summarized into Figure 10. From this figure we can 

see that the three different videos evoked quite a different composition of emotions. A 

large majority of the respondents found Liquid Mountaineering to evoke a positive 

emotion. However for Man in the Jacket this trend was reversed, with the majority 

leaning towards a negative emotion. Lastly it is interesting to note the amount of neutral 

answers for Bike Hero. This could be due to the general lack of an emotion which we 

saw in the previous question. 

Inferential Statistics 

 

Pearson Chi-squared (Gender) 
H0: P(A U F) 

Liquid Mountaineering Do not Reject 
Man in the Jacket Do not Reject 
Bike Hero Do not Reject 

 Table 7 – Inferential Statistics for Question F 

The full statistical tests which are summarized in Table 7 can be found in Appendix M. 

The only inferential statistical test which was performed on this data was the Pearson 

Chi-squared test (Gender). As can be seen in Table 7, none of the hypotheses were 

rejected. From this we can then say that men and women had no statistical difference 

when answering the question.  
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G – This video caught my interest [1-5] 

Respondents: 214 

 
 Figure 11 – Responses to Question G for all Videos 

The data collected for this question has been summarized into Figure 11. For this 

question we see that the three videos show three different outcomes. Liquid 

Mountaineering had a majority of respondents classifying the video as interesting. Man 

in the Jacket was on the other side of the scale with the majority finding the video not to 

be interesting. Bike Hero on the other hand shows a flat curve which indicates that the 

responses to this question were mixed across the scale.  

Inferential Statistics  

 
Wilcoxon signed rank test Pearson Chi-squared  

(Gender) 
H0: P(A U G) 

Pearson Chi-squared  
(Previously Viewed) 
H0: P(C U G) 

 
H0: Median = 3 H0: Median ≥ 3 H0: Median ≤ 3 

Liquid Mountaineering Reject Do not Reject Reject Do not Reject Reject 
Man in the Jacket Reject Reject Do not Reject Do not Reject N/A 
Bike Hero Reject Do not Reject Reject Do not Reject N/A 

Table 8 – Inferential Statistics for Question G 

The full statistical tests which are summarized in Table 8 can be found in Appendix M. 

Looking at the Wilcoxon Signed Rank Test, in Table 8, it is shown that for Liquid 

Mountaineering and Bike Hero the majority of respondents answered to a statistical 

significance above three. However for Man in the Jacket the majority of respondents 

answered below three.  

Regarding the Pearson Chi-squared test (Gender) found in Table 8, it can be seen that 

men and women answered in a similar manner to each other. This is since none of the 

hypotheses were rejected. Lastly it can be seen, looking at the Pearson Chi-squared test 

(Previously Viewed) in Table 8, that those who had seen the Liquid Mountaineering 

before answered differently to those who had not seen the video before. Looking at the 

cross tabulation of these two variables (Table 34 in Appendix N) it is shown that those 

who had previously seen the video tended to agree with the statement „this video caught 

my interest‟ to a lesser degree than those who had not seen the video prior to 

participating in this study. 
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H – I want to search for more information about this video [1-5] 

Respondents: 214 

 
 Figure 12 – Responses to Question H for all Videos 

The data collected for question H has been summarized into Figure 12. What we can say 

from this figure is that none of the videos caused the respondents to want to search for 

more information to a large degree. Out of the three videos Liquid Mountaineering was 

the best with the majority of respondents answering three, meaning they felt indifferent 

to the statement. 

Inferential Statistics 

 
Wilcoxon Signed Rank Test Pearson Chi-squared 

(Gender) 
H0: P(A U H) 

Pearson Chi-squared 
(Previously Viewed) 
H0: P(C U H) 

 
H0: Median = 3 H0: Median ≥ 3 H0: Median ≤ 3 

Liquid Mountaineering Do not Reject Reject Do not Reject Do not Reject Reject 
Man in the Jacket Reject Reject Do not Reject Do not Reject N/A 
Bike Hero Reject Reject Do not Reject Do not Reject N/A 

Table 9 – Inferential Statistics for Question H 

The full statistical tests which are summarized in Table 9 can be found in Appendix M. 

Looking at the Wilcoxon Signed Rank Test we can see that none of the videos had a 

majority of respondents answering above three. As we saw in Table 9, Liquid 

Mountaineering was the only video which did not have a majority of respondents 

answering below three. This is confirmed with the Wilcoxon Signed Rank Test since 

the hypothesis, H0: Median = 3, was not rejected. 

When it comes to the Pearson Chi-squared (Gender) statistical test, table 9, we can see 

that there was no difference in how the respondents answered depending on their 

gender. However if we look at the Pearson Chi-squared (Previously Viewed) statistical 

test, Table 9, we can see that there was a difference in how respondents would answer 

depending on whether they are previously seen Liquid Mountaineering. Looking at the 

cross tabulation for these two variables (Table 35 in Appendix N) we can see that those 

who had seen the video on a prior occasion tended to be less interested in searching for 

more information about the video. This compares to those who had not seen the video 

before, a majority of these respondents tended to be indifferent in searching for more 

information.   
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I – What would you Google when searching for more information 

about this video? [Video Category, Product Category, Brand 

Category] 

Respondents: 

Liquid Mountaineering: 205 

Man in the Jacket: 188 

Bike Hero: 197 

 

 

Product  
Category 

Brand  
Category 

Video  
Category 

Closely Related  
Category 

Total 

Liquid  
Mountaineering 

2 (1%) 1 (0.5%) 39 (19%) 163 (78.5%) 205 

Man in the  
Jacket 

2 (1.1%) 0 (0%) 170 (90.4%) 16 (8.5%) 188 

Bike Hero 
 

0 (0%) 135 (68.5%) 55 (27.9%) 7 (3.6%) 197 

  Table 10 – Responses to Question I for all Videos 

The data collected for Question I was summarized into Table 10 found above. From this 

one can see that when the respondents had to choose what to Google about each video, 

the results differed largely depending on which video they regarded.  

For Liquid Mountaineering the majority of responses were under the „Closely Related 

Category‟. This category includes all Google search terms which would lead the 

respondent to the webpage where they could learn about Hi Tech, the company that 

instigated the Liquid Mountaineering video.  

For Man in the Jacket the majority of responses were categorized under „Video 

Category‟. This category includes responses which would only help the respondent find 

more information about the video but not help the respondent find the intended brand.   

For Bike Hero the majority of responses were under „Brand Category‟. This category 

includes respondents who wrote down the brand or the name of the company that owns 

the brand for their Google search. As predicted with Bike Hero, many respondents 

found themselves to Google Guitar Hero, Activision, or other related terms.  

Inferential Statistics 

The only inferential statistical test which was performed on this data was the Pearson 

Chi-squared test (Gender). We used this test to see whether respondents of different 

gender answered in different ways. The statistical test can be found in Appendix M. 

Since the null hypothesis, that the variables are independent of each other, was not 

rejected, we can see that the respondents of both genders answered in a similar manner.  
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J. – Do you think this video was created by a private person? [Yes, No] 

Respondents: 214 

 
 Figure 13 – Responses to Question J for all Videos 

The data from this question was summarized into Figure 13 which is shown above. As 

we can see from this figure, the majority of individuals believed that the video was 

made by a private person for Man in the Jacket and Bike Hero. This however was not 

the case for Liquid Mountaineering where the majority believed it was not created by a 

private person.  

Inferential Statistics 

The only inferential statistical test which was performed on this data was the Pearson 

Chi-squared Test (Gender) in order to compare how the different genders answered the 

question. The full tests can be found in Appendix M. What we found from this test was 

the men and women tended to answer differently when relating to Man in the Jacket and 

Bike Hero. 

From the cross tabulations over the variables relating to Man in the Jacket and gender 

(Table 36 in Appendix N) we found that less men believed that the video was created by 

a private person. In spite of this however the majority of men, 77.8%, still believed that 

the video was created by a private person. 93.8% of the women believed that this video 

was created by a private person.  

From the cross tabulations over the variables relating to Bike Hero and gender (Table 

37 in Appendix N) we found similar observations. The genders did not answer 

similarly, with 64.8% of the men thinking that the video was created by a private person 

and 79.5% of the women thinking that the video was created by a private person.  

With this in mind we can conclude that for Man in the Jacket and Bike Hero, the men 

were more skeptical toward the videos than women. However, we must keep in mind 

that the majority of both genders still believed that the videos were created by a private 

person.  
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K. – Which one of these five pictures best relate to the video? [1-5]  

Respondents:  

Liquid Mountaineering: 204 

Man in the Jacket: 211 

Bike Hero: 206 

 
 Figure 14 – Responses to Question K for all Videos 

The data for this question was summarized into Figure 14 as seen above. From this data 

we can see that in all videos the respondents were able to a large extent pick the correct 

picture from the five that were shown to them, see the original questionnaire in 

Appendix F. What is most interesting to note is the slightly worse ratio which Liquid 

Mountaineering achieved. This could be due to the fact that the product had less time 

and emphasis within the video.  

While this data‟s main purpose is to see whether the respondents could identify the 

correct picture related to the video, another interesting aspect of this data is what other 

pictures were picked.  

Liquid Mountaineering 
Shoes Wet suit Jet ski ATV Jacket 
150 50 3 1 0 

Man in the Jacket 
Pillow Picture Frame Blouse Lamp Jacket 
2 2 7 3 197 

Bike Hero 
Guitar Hero Flash light Bicycle Helmet iPod 
181 1 23 1 0 

 Table 11 – Frequency of pictures chosen for Question K 

From Table 11, we can see that there were indeed some pictures which gathered a large 

amount of responses. Most notable is the wet suit for Liquid Mountaineering and the 

bicycle for Bike Hero.  

Inferential Statistics 

The only Inferential Statistical test which was performed on this data was the Pearson 

Chi-squared test (Gender), which can be found in Table 28 in Appendix M. This test 

established whether the different genders answered in the same manner. None of the test 

hypotheses, which stated that the variables of gender and correct picture were 

independent of one another, were rejected. This means that the genders tended to 

answer similarly to one another.   
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L. – What is the first brand that comes to mind after seeing this video? 

[Correct, Incorrect, Competitor] 

Respondents: 214 

 
 Figure 15 – Responses to Question L for all Videos 

The data for this question has been summarized into Figure 15 which can be seen 

above. From this figure we can see that for Liquid Mountaineering and Man in the 

Jacket there was very few respondents who were able to give the correct brand of what 

was being advertised in the video. However in Bike Hero it was indeed a majority of 

respondents who were able to point out the correct brand. We believe this to be due to 

the fact that Guitar Hero is a much more well known brand. Furthermore what is 

interesting to note is that within Liquid Mountaineering and Man in the Jacket, where 

almost no respondent pointed out the correct brand, there was a high amount of 

responses which suggested competitor brands. This is an interesting development which 

shall be looked at in the analysis. 

Inferential Statistics 

The Pearson Chi-squared test (Gender) was performed on this data in connection to the 

data from Question A, gender. From this Pearson Chi-squared test (Table 28 in 

Appendix M) we saw that it was only in Man in the Jacket that the two genders 

answered in a different manner. From the cross tabulation of these variables (Table 38 

in Appendix N) we can see that men tended to answer more often with a competitor 

brand. In fact 46% of men answered with a competitor brand, while only 29.5% of 

women answered with a competitor brand.  
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4.3 Findings Relating to Discovery of Covert Viral 

The following section of the empirical results has to do with the questions that were 

asked, after the respondents were made aware of the fact that the videos were indeed 

advertisements. 

M. – Now that I know this was an advertisement video I feel tricked  

[1-5]  

Respondents: 214 

 
 Figure 16 – Responses to Question M 

The data for this question has been summarized into Figure 16 which is shown above. 

From this data we can see that there is no trend of agreement or disagreement with this 

statement. The majority of the respondents answered three, which is considered to be 

neutral. 

Inferential Statistics 

Wilcoxon Signed Rank Test 
 

Pearson Chi-squared (Gender) Chi-squared Goodness of Fit 
H0: Median = 3 H0: Median ≥ 3 H0: Median ≤ 3 H0: P(A U M) H0: P(x)=20% 
Do not Reject Do not Reject Do not Reject Reject Do not Reject 

 Table 12 – Inferential Statistics for Question M 

The full statistical tests which are summarized in Table 12 can be found in Appendix M. 

We conducted a Wilcoxon Signed Rank Test, a Pearson Chi-squared Test against 

gender, and finally a Chi-squared Goodness of Fit Test against an expected curve. 

From the Wilcoxon Signed Rank Test, seen in Table 12, we can see that none of the 

hypotheses were rejected. This means that the test was not able to statistically analyze 

where the majority of respondents answered. This can be explained by the Chi-squared 

Goodness of Fit Test, seen in Table 12, which says that the distribution of the answers 

are not statistically significantly different from a flat curve. Therefore we must rely on 

descriptive analysis when looking at what the respondents answered. 

Furthermore, looking at the Pearson Chi-squared Test (Gender), seen in Table 12, we 

can see that men and women tended to answer differently in this question. From the 

cross tabulation of these variables (Table 39 in Appendix N) we can see that women 

tended to feel more tricked by the advertisement than men did.   
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N. – Now that I know this was an advertisement video my attitude 

towards the video has changed [1-5] 

Respondents: 214 

 
 Figure 17 – Responses to Question N 

The data for this question has been summarized into Figure 17, which can be viewed 

above. From this figure we can see that there is quite a flat distribution of answers. 

However the majority of the respondents answered three, which is consider to be the 

neutral viewpoint on the question. 

Inferential Statistics 

Wilcoxon Signed Rank Test 
 

Pearson Chi-squared (Gender) Chi-squared Goodness of Fit 
H0: Median = 3 H0: Median ≥ 3 H0: Median ≤ 3 H0: P(A U N) H0: P(x)=20% 
Do not Reject Do not Reject Do not Reject Reject Do not Reject 

 Table 13 – Inferential Statistics for Question N 

The full statistical tests which are summarized in Table 13 can be found in Appendix M. 

We have conducted the same statistical tests for this question as for question N. It is 

interesting that we see the exact same results. The Wilcoxon Signed Rank Test is not 

able to give a statistical definition over where the majority of the respondents has 

answered. 

Furthermore we see that a good explanation for this is that the Chi-squared Goodness of 

Fit Test was unable to reject the hypothesis that the distribution followed a flat curve. 

Lastly we see, just like in the previous question, that according to the Pearson Chi-

squared Test (Gender), seen in Table 13, that men and women did not tend to answer in 

the same manner. Looking at the cross tabulation of these variables (Table 40 in 

Appendix N) we can see that the majority of women had a slight attitude change 

towards the advertisement, while the majority of men tended to disagree with this 

statement.    
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O – My attitude towards the video has changed negatively [Yes, No] 

Respondents: 214 

 
 Figure 18 – Responses to Question O 

The data for this question has been summarized into Figure 18 which can be viewed 

above. From this statistic we can see that the distribution of respondents who answered 

yes and no was almost the same.  

Inferential Statistics 

We conducted one statistical test on this data, seen in Appendix M. This was the 

Pearson Chi-squared Test (Gender). From this test we found that men and women 

tended to answer the same. Therefore there was no need for further investigation into 

the differences in their answers. 

  

104 110

0

20

40

60

80

100

120

Yes No

C
o

u
n

t



 

 
53 

5 Analysis 

 

 

 

This section has been divided into two main sections. We will be looking at brand 

awareness implications and brand attitude implications. Within brand awareness we 

shall further be dividing the analysis into brand recognition strategies and brand recall 

strategies. The brand attitude section shall be presenting our analysis according to two 

different typologies of brand attitude strategies. First, van den Putte‟s typology, and 

then Rossiter and Percy‟s typology which includes the element of involvement. We 

shall also be presenting what can be said about the negative aspects surrounding the 

covertness of a covert viral. The main focus of this section will be whether there were 

any negative reactions connected to the respondents‟ discovery of the covert virals. 

5.1 Brand Awareness 

As we mentioned in our frame of reference, brand awareness and brand attitude are both 

needed to be included within a communication strategy. The thought process is as 

follows. In order to create a branding attitude within a potential consumer, the consumer 

must first be aware of the brand, secondly must like the brand, and thirdly must build an 

attitude towards the brand (van den Putte, 2009). From this we can establish that brand 

awareness is a prerequisite to brand attitude.  

We have also shown in our frame of reference that brand awareness can be pursued with 

two different approaches. Those are brand recognition and brand recall. We shall first 

be discussing brand recognition since this is the basis for any brand awareness. 

5.1.1 Brand Recognition 

Brand recognition is the consumers‟ ability to pick out a certain product in a collection 

of different products (Percy & Elliott, 2009; Van den Putte, 2009). Within the three 

covert virals, which the respondents were shown, we had quite surprising results. In all 

cases the majority of the respondents were able to correctly identify the product which 

was being advertised within the video. This would mean that a covert viral does not 

restrict the ability to employ a brand recognition strategy for a marketer. This, as 

mentioned, is a surprising result since one cannot put too much emphasis on the product 

in a covert viral without exposing the true instigator of the video (Crook, 2003; Rotfeld, 

2008). However, having said this, we must also take into account the answers of the 

respondents who identified the wrong product. In the Liquid Mountaineering case 

24.5% of the respondents answered incorrectly, and furthermore identified the wet suit 

as the product they found most correlated with the video. A similar observation was 

found in the case of Bike Hero with 11.2% of the respondents identifying the bicycle as 

the product. This brings forth a notion that a covert viral has a negative aspect when it 

Within this section we shall analyze our findings in tandem with the Frame of 

Reference which was introduced earlier in the paper. This section will be concluded 

with short summary depicting the implications which have been found. 
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comes to brand recognition. The negative aspect is that the covert viral, which needs to 

be directed in such a way that the product is only scarcely shown, could lead to the 

viewer connecting the wrong brand to the advertisement. Therefore, marketers should 

be careful in what they are displaying when designing a covert viral, so as the viewer is 

less confused. 

5.1.2 Brand Recall 

Brand recall is a more cumbersome strategy when it comes to brand awareness. Brand 

recall is the consumers‟ ability to draw the name of the brand from their own thoughts 

when deciding on what product to purchase (Percy & Elliott, 2009). As mentioned in 

the frame of reference, this strategy is more likely to be employed when a consumer‟s 

searching costs are too high and instead the consumer must draw the information from 

their own mind. Our initial thoughts of brand recall concluded that this strategy would 

be very difficult to support within a covert viral. Looking at the results of question L we 

can see that our initial thoughts were confirmed. In the case of Liquid Mountaineering 

and Man in the Jacket, there were very few individuals who could identify the correct 

brand name after having seen the videos. This is however understandable, as a covert 

viral must remain implicit in its attempts to mention the brand name to the audience. 

However this brings us to a major implication. A covert viral has a significantly low 

ability to build brand recall within its audience.  

However, this might not be strictly true. We did not mention the results of Bike Hero 

for this reason. In the case of Bike Hero almost 72% of the respondents were able to 

identify the correct brand name when asked. What is the reason for this? Our belief is 

that this has largely to do with the familiarity of the brand within the audience. As stated 

by Keller (1993) if a person sees a video portraying a product which they are familiar 

with, the brand recall will be higher than if they had not been familiar with the product. 

This is a very logical explanation to the inconsistent results which we observed. We 

chose Liquid Mountaineering and Man in the Jacket due to their relative unfamiliarity 

within Sweden. However, we assumed that „Guitar Hero‟, the brand which was being 

conveyed within Bike Hero, would be very familiar within the mindset of the 

respondents. This then explains the discrepancies within our results, and brings us to yet 

another important implication of the covert viral. A marketer should not use a covert 

viral if the intent of the advertisement is to introduce a brand to a new audience. A 

covert viral should instead be used to strengthen the brand recall of audiences that have 

previously been exposed to said brand. 

However, there is another aspect which is connected to the brand recall within a covert 

viral. This is the aspect of the advertisement being on the Internet, where information 

can easily be obtained. The process of information retrieval, that occurs when the 

viewer searches for more information, will lead to increased brand awareness (Percy & 

Elliott, 2009; Van den Putte, 2009). In addition to asking the respondents to identify the 

brands they felt best connected to the videos they had seen, we also asked them to 

identify whether they would search for more information about the material within the 
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videos. Furthermore we asked what search terms they would use when searching for 

said information. We had pre-coded four categories to which the responses could be 

classified. The respondents would either search for brand related information, product 

related information, closely related information, or unrelated information. To clarify, 

closely related information included search terms which had no direct link to the brand, 

but that would lead the respondent to the brand which was being advertised in the covert 

viral. From the data of this question, we saw some interesting results. While Liquid 

Mountaineering had a very low rate of respondents being able to identify the correct 

brand, if they were to search for more information, the majority of the respondents 

would be led to the correct brand. On the contrary, in the case of Man in the Jacket, this 

was not true. Instead many of the search results would only end up displaying more 

information about the video, but not the brand. This discrepancy could however be 

explained with the data collected for question H. It was with this question we asked to 

what degree the respondents would want to search for more information. In general the 

willingness to search for information was quite low for all three videos, however the 

answers showed a significantly lower willingness to search for more information within 

the Man in the Jacket video. In fact a total of 91,1% of the respondents said that they 

were not willing to search for more information regarding this video.  

This leads us to two conclusions. The first conclusion is that a covert viral does not 

necessarily have to introduce the brand to the audience, but instead can entice the 

audience with the contents of the covert viral, so that they may embark on an 

informational journey with the destination being information about the brand. The 

second conclusion we can draw from this, is that the general willingness of the audience 

to search for more information is quite low and the marketer must entice the audience 

with a reason to search for more information. Furthermore, without adequate planning, 

the effort put into this could be wasted, as the audience will only identify with video 

related items, and not search after information which will lead them to the brand. 

The last point which we would like to bring up about information retrieval is one which 

leads to a word of caution. While inducing the audience to search for more information, 

which will lead to your brand may indeed be beneficial, there is the possibility that the 

audience may instead find information which leads them to the conclusion that the 

covert viral was indeed instigated by a company. It has been shown that the discovery 

of a covert piece of advertisement leads to a diminishing attitude towards the brand 

(Ashley & Leonard, 2009). Conversely, authors (Swanepoel et al., 2009) have also 

stated that this should not be an issue for our studied population, Generation Y. More 

information about the results pertaining to this shall be divulged upon at the end of the 

analysis section. 

Before we move on to the implications found within brand attitude strategies, there is 

one last aspect of the analysis which is very interesting to bring up. This is the aspect of 

a covert viral misleading the audience to the wrong brand. We briefly discussed this in 

the section of brand recognition, stating that if not careful the audience might get 

subconsciously confused as to the main brand within the covert viral. However for 
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brand recall there is a major implication relating to this. Going back to the results about 

identifying the correct brand name, question L, we can see that a quite large percentage 

of the respondents mentioned a competitor‟s brand name instead of the intended brand. 

This was true for Liquid Mountaineering and Man in the Jacket where a competitor‟s 

brand was answered in 40,2% and 39,3% of the cases respectively. This makes us 

conclude that if the inclusion of the brand is too implicit, there is a risk of the audience 

connecting this to a rival brand. However, this does not seem to be the case if 

familiarity of the brand is present within the audience‟s mindset, as we see with Bike 

Hero where only 5,1% of the respondents responded with a competitor brand. 

5.2 Brand Attitude 

Under this heading we will analyze our findings regarding brand attitude with the 

theories presented earlier in this paper. The theories of brand attitude we shall focus on 

are those presented by van den Putte (2009), Percy and Elliott (2009), and Vaughn 

(1980). 

We shall analyze the implications of brand attitude in the following manner. First we 

shall show implications on a more general level, working with van den Putte‟s (2009) 

typology. Secondly, we shall introduce more specific implications on brand attitude 

strategies according to Rossiter and Percy‟s (1992) typology, where we will be working 

from the Rossiter & Percy Grid. Finally we shall be looking at implications that the 

discovery of a covert viral may have on brand attitude. 

5.2.1 Van den Putte’s Strategies 

From van den Putte‟s (2009) theories regarding brand attitude we find that there are two 

aspects which need a strategy. These can be categorized into a likability strategy and a 

consumer need strategy. The consumer need strategy, depending on the circumstances, 

can be fulfilled by using either an informational strategy, or an emotional strategy (van 

den Putte, 2009). We shall start by looking at what implications a covert viral has on a 

likability strategy.  

The likability strategy, as van den Putte (2009) formulated, involves creating an 

advertisement which the audience likes. The reason one wants to achieve a liked 

advertisement is that this impression will be transferred to the brand (Muehling & 

McCann, 1993). From our findings, we see that there were different levels of likability 

among our respondents‟ attitudes towards the covert virals. From our responses we can 

see that 79,4% of our respondents agreed to liking the Liquid Mountaineering video, 

7,5% agreed to liking Man in the Jacket, and 62,6% agreed to liking Bike Hero. This 

data brings up some interesting points. The first point which we will focus on is the 

spread of the videos versus their liked rating.  

As we saw, Man in the Jacket had the lowest like rating of the three videos. At the same 

time, Man in the Jacket has received a lower viewing volume on YouTube as seen in 

Appendix J. This has several implications for our study. Firstly, we can conclude that a 
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video must not be liked in order to become viral. We see this since Man in the Jacket 

received a very low liked rating, yet has still achieved a viewing volume of 

approximately 250,000 to this date. This is an important aspect as a poorly created 

advertisement may spread with negative implications for the brand.  

Secondly, a video advertisement that is liked will create a larger viewing volume than a 

video which is not. This can be seen again by comparing the likability ratings of the 

three videos to their viewing volume on YouTube. Liquid Mountaineering, which had 

the highest likability rating, has received approximately 9.5 million views as seen in 

Appendix J. This shows that a marketer should aim to make the covert viral likable, as 

this will not only help spread the viral, but also associate positive connotations towards 

the brand. 

Thirdly, we can conclude that while the emotional tactics used to spread the viral can be 

successful, the resulting reaction from the audience can have a negative aspect towards 

your brand. This again can be seen from the Man in the Jacket video. From our 

questionnaire we saw that the majority of the respondents connected a negative emotion 

towards this video, however this video has still surmounted a substantial viewing 

volume on YouTube. We believe the reason for this is that the video was spread due to 

a negative emotional connection to the audience. As Dobele et al. (2007) show, a viral 

can be spread using a negative emotional connection such as fear or disgust. However 

this will result in the audience not liking the video. This could result in an adverse 

reaction in accordance with what Muehling and McCann (1993) stated about likability 

being transferred. Instead of transferring the liking of the advertisement to the brand, the 

emotion of disliking the advertisement could be transferred to the brand. This leads us 

to the conclusion that while a negative emotion can help the covert viral achieve a large 

viewing volume, the negative emotions associated with the covert viral is likely to result 

in negative branding implications. 

There is one last point which we found very interesting for the likability strategy. As we 

saw earlier within the analysis, the ability to achieve brand awareness within a covert 

viral is quite a difficult task. This makes us ask ourselves, what implications does this 

place on brand attitude strategies, more specifically the likability strategy. Although the 

likability will transfer, the viewer must transfer it to a brand. Therefore lacking brand 

awareness will eliminate the possible benefits from a likability strategy. This leads us to 

the conclusion, as many authors have stated (van den Putte, 2009; Percy & Elliott, 2009; 

Rossiter et al., 1991), that brand awareness is a crucial prerequisite for achieving a 

successful brand attitude strategy.  

The emotional strategy, as brought forth by van den Putte (2009), is a strategy which 

builds a consumer need through the use of emotions. Elaborating further, this type of 

strategy is used when the product being advertised rewards the consumer with an 

emotion. An example of this is how a bungee jump rewards the consumer with an 

emotion of excitement and fun. This means that the advertisement should connect with 

the viewer on an emotional level, and more importantly it should also be connected to 
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the product (van den Putte, 2009). From our findings we can see that it is indeed 

possible to pursue an emotional strategy within a covert viral. The Wilcoxon Signed 

Ranked Test for question E shows that the majority of the respondents answered above 

three on the Likert scale when talking about the Man in the Jacket and Liquid 

Mountaineering, thus indicating that the videos did indeed evoke emotions. However 

this was not true for Bike Hero. The majority of the respondents answered three which 

is the neutral answer in our 5-point Likert scale. The reason for this could be due to the 

video lacking in its ability to attract the audience‟s attention and liking. In comparison 

to Liquid Mountaineering, it would seem as if Bike Hero is less able to sustain the 

attention of the audience. This would indicate that the audience does not find it as 

interesting as the Liquid Mountaineering video. Although the two videos are employing 

similar emotional strategies, it would appear as if Liquid Mountaineering has simply 

succeeded better in this instance than Bike Hero. It is interesting to note that Bike Hero 

attracted the most neutral emotions of the three videos, 28,5%. Furthermore, Bike Hero 

had a significantly higher brand recall among our respondents. One could argue that this 

high level of brand recall is a source of lacking interest among our respondents. This is 

a question that was not included in the questionnaire and therefore our ability to analyze 

this further is limited. It is however a very fascinating notion which could be a point of 

interest for future research. 

Another important implication which has been seen from our empirical data is that not 

all the covert virals were spread with the use of a positive emotion. As we discussed 

above when talking about the likability strategy, Man in the Jacket seems to have spread 

using a negative emotion. This can be supported by question F where 60% of the 

respondents felt this video evoked a negative emotion for them. The most important 

conclusion we can draw from this is that it is possible to implement an emotional 

strategy through a covert viral. However, this may backfire if the emotional strategy is 

not carefully handled.  

This leads us to another crucial part of the emotions attached to the covert viral, that it 

must have a good fit to the brand. These emotions are argued to transfer to the brand 

and must therefore convey the same feeling that the instigators wish to align their brand 

with (Dobele et al., 2007; van den Putte, 2009). If the wrong emotion is elicited by the 

video, the viewer will be confused and the message will be distorted (Dobele et al., 

2007). From our findings we can see that Liquid Mountaineering was spread using a 

positive emotion, and furthermore well liked by our respondents. We can also see that 

Man in the Jacket was spread using a negative emotion, and this in turn led respondents 

to feel quite negative towards the video.  

Pursuing an informational strategy in accordance with van den Putte‟s (2009) theories, 

the emotional connection with the audience is not as important as within an emotional 

strategy. When pursuing an informational strategy the video should concentrate on 

stressing the product‟s superior features rather than evoking emotions (van den Putte, 

2009). However when regarding the theories behind viral marketing, emotion is a key 

feature within the advertisement (Dobele et al., 2007). Furthermore, within covert 
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marketing it is inappropriate to stress product features as this would enlighten the 

audience to the true nature of the advertisement (Crook, 2003; Rotfeld, 2008). It is 

therefore understandable that we were unable to find any covert virals that were solely 

pursuing an informational strategy. There are examples of successful viral 

advertisement videos pursuing an informational strategy in tandem with an emotional 

strategy, however none of which are covert. Examples of such virals can be found in 

Appendix I. We believe the reason for this is because of the contradictive nature of 

stressing product features while successfully hiding the selling intent. Thus, the 

informational strategy contradicts the theories of covert marketing (Crook, 2003; 

Rotfeld, 2008).  

5.2.2 The Rossiter & Percy Grid  

From the strategies presented by the Rossiter & Percy Grid (Percy & Rossiter, 1992), 

we will now conduct an analysis which revolves around specific tactics suitable for 

different types of product advertisements. The tactics that we are to analyze can be 

found in Appendix A. As has been explained in the frame of reference the tactics are 

different depending on two variables, involvement and motivation. These are 

categorized into four quadrants which represent all combinations of High/Low 

Involvement and Informational/ Transformational, see Figure 4 on page 20 (Percy & 

Rossiter, 1992).   

The tactics concerning both informational strategies, Table 15 and 17 in Appendix A, of 

advertisement does not sit well with the specifics of a covert viral. A tactic suggested 

for a low involvement and informational strategy is an extreme benefit claim and a 

“simple problem-solution format” (Percy & Rossiter, 1992, p. 269). Our findings 

suggest that this does fit well with the determinates of a covert viral. As has previously 

been argued in the analysis, we have not been able to find a successful covert viral that 

primarily utilizes an informational strategy. This can be accredited to a covert viral 

relying heavily on not overstating the brand and product features (Crook, 2003; Rotfeld, 

2008).  

An implication of using an informational strategy is the possibility that it may elicit a 

negative emotion towards the advertisement which in turn would transfer to the brand 

(Muehling & McCann, 1993). 60,2% of our respondents found the Man in the Jacket to 

elicit a negative emotion. Many associated the girl in the video to be “fake”. We take 

this to indicate that the product features in the video was over claimed for what is 

suitable for a covert viral. Another crucial aspect of a covert viral is that it is interesting 

(Kaplan & Haenlein, 2011). This may be difficult to achieve if overstating product 

claims while still remain covert. This would in effect be the same as a salesman hard 

selling towards a consumer, which has been shown to not function well within 

Generation Y, and could even result in negative emotions towards the brand (Swanepoel 

et al., 2009). 
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Regarding the high involvement and informational strategy, see Table 17 in Appendix 

A, there is an important implication with established competitors. Percy and Rossiter 

(1992) suggests the tactic of comparing the brand or product advertised to that of a 

competitor which is more established among the target audience. Within this tactic, the 

covertness is threatened if one emphasizes the brand excessively (Crook, 2003; Rotfeld, 

2008). A comparative approach may also have adverse effects on branding due to the 

inclusion of competitors and thereby possibly creating benefits for the competitors. For 

Man in the Jacket and Liquid Mountaineering, 39,3% and 40,2% of our respondents 

respectively mentioned a competitors brand. This indicates that remaining covert 

jeopardizes branding success. It can then be argued that if one introduces another brand 

name for an already confused audience, the impact of the branding message is 

diminished further. Results from the Liquid Mountaineering video also indicate some 

confusion among our respondents regarding which product category was most 

prevalent. 24,5% of the respondents choose the wet suit instead of the shoes as most 

related product category. We take this to mean that Liquid Mountaineering does remain 

covert to such an extent that their branding possibilities are suffering.  

The tactics associated with transformational advertisements are not completely alien to 

the characteristics of a covert viral. In a high involvement transformational 

advertisement, see Table 18 in Appendix A, there is however an important difference. 

What differs is the amount of information that can and should be included in the video. 

A high involvement product requires a significant amount of information before the 

consumer can make a purchase decision. If the advertisement in itself, i.e. the covert 

viral, does not supply sufficient information, the viewer must instead be encouraged to 

search for more information. The majority of our respondents were not inclined to 

search for more information after seeing any of the videos, which can be seen in the 

Wilcoxon Signed Rank Test in Table 9 on page 45. However, the respondents who 

would search for more information would find very fluctuating levels of relevance to 

the brand related to the video. Liquid Mountaineering succeeds in this question by 

attracting 78,5% closely related search terms. We argue that by enabling the viewers to 

search for closely related search terms, they are very likely to gain brand awareness. 

The lack of information provided through the covert viral is thereby compensated. 

The last of the four tactics presented, see Table 16 in Appendix A, is that of the low 

involvement transformational strategy. Percy and Rossiter (1992) describe these tactics 

as emotional authenticity being the foremost feature of the advertisement and the single 

benefit of it. They mention that the execution of the emotion must be unique and that 

the audience must like the advertisement. Further, the pronunciation of the brand is not 

as explicit as within other tactics but instead it is implied by association (Percy & 

Rossiter, 1992). This is the type of product advertisement we find best suited for the 

communication channel covert virals. This is due to that it has many of the features that 

a covert viral needs and it bypasses the implications of covertness.  
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Our empirical results show that the branding included in the video was implicitly 

presented, as the majority of our respondents indicated that it was a private person that 

had created the videos. The videos are argued to be unique in the sense that they catch 

the interest of the respondents which was the case in Liquid Mountaineering and Bike 

Hero. There is an intricate correlation between the novelty and the interest attracted. 

From Table 8 on page 44, the Pearson Chi-squared Test (Previously Viewed) statistic, 

we can see that respondents who had seen the video before were less likely to feel as 

interested in the video. This is an intriguing finding, however one which our 

questionnaire was not designed for. It would seem as if previous exposure has a 

negative impact on the viewers interest. This thereby could mean that novelty wears off 

after multiple exposures and results in the viewer being less likely to search for further 

information.  

5.2.3 Attitudinal Change  

The final part of our analysis will look at the implications which may arise when the 

audience discovers the true commercial intent of the covert viral.  

As we introduced within our frame of reference, revealing the source of the covert virals 

should induce a negative response from the audience, and ultimately affect the brand 

attitude in a negative manner (Ashley & Leonard, 2009). Conversely, Swanepoel et al. 

(2009) has stated that an individual of Generation Y will not be subjected to a negative 

reaction due to the, already present, negative perception of marketers.  

From question M we can see that there were spread results when asking the respondents 

if they felt tricked. However, there was a majority of respondents who answered neutral 

to this statement. This is in line with Swanepoel et al.‟s (2009) theory, however our 

results do not clearly confirm this, nor does it reject it. Our opinion is that there are 

several forces in action here. Bjerke (1999) suggests that Swedes have adverse feelings 

towards company interference in their private lives, and that they are not comfortable 

being tricked. We can therefore interpret this as our sample being both Swedish and 

belonging to Generation Y, having a contradicting attitudinal change. From this we see 

the implication that marketers must be aware of the cultural context in which they 

intend to market their brand. It should also be noted that the Internet is a worldwide 

infrastructure and that this includes their covert viral being possibly spread all over the 

globe. Therefore, it is of greatest importance that they regard the cultural issues at hand. 

Furthermore, another interesting result was found after cross tabulating question M and 

the respondents‟ gender. Question M regards the respondents attitude towards the 

statement „Now that I know this video was an advertisement video, I feel tricked‟. This 

cross tabulation, as seen in Table 39 in Appendix N, shows that women felt more 

tricked by the videos than men did. This leads us to the conclusion that a marketer 

should be careful when using a covert viral towards women, as our results suggests that 

they are more likely to have a negative reaction when learning the true commercial 

intent of the covert viral.  
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Furthermore we can see from the data collected in question N that the attitudinal change 

which was connected to this feeling of being tricked was also very spread. Again the 

mode of this data revolved around a neutral point of view from the respondents. 

Looking at the cross tabulation performed on this variable, as seen in Table 40 in 

Appendix N, we see that women also tended to have a more negative attitudinal change 

towards being tricked. This only strengthens the conclusion that women are likely to 

have a more negative reaction when learning the truth about covert virals than men.  

Lastly, if we look at the question O we can see that while the attitudinal change was 

present to some degree within the respondents, whether this change of attitude was 

negative was not as clear. Only around 50% of the respondents felt that this information 

caused a negative change in their attitude towards the videos. While this is quite low, in 

the context of all those who have viewed the video, this is a large amount of people who 

have had a negative reaction towards the brand, therefore we warn marketers as to how 

they divulge the covertness of the video. 
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5.3 Summary of Analysis 

We have summarized the implications we have found into Table 14 below. 

 

  

Brand Awareness (Research Question 1) 

Brand Recognition Strategy Brand Recall Strategy 

Implications  It is possible to employ a brand 

recognition strategy within a covert 

viral. 

 One must be careful not to lead the 

audience towards the wrong brand. 

 A brand recall strategy should only be 

used if the target audience has prior 

experience with the brand, i.e. 

familiarity. 

 The covert viral does not have to 

introduce the brand to the audience, 

but can instead entice them so that 

they search for more information 

themselves. However, this may lead to 

the audience finding out the true 

nature of the covert viral. 

 In order for the audience to search for 

more information, the instigator must 

entice the audience to search for more 

information. 

 If not careful, the audience might 

connect your covert viral to a 

competitor‟s brand. 

 Brand Attitude (Research Question 2) 

Emotional and Likability Strategy Informational Strategy 

Implications  The likability of a covert viral is 

linked to the spread of the covert 

viral. 

 It is possible to spread a covert viral 

using negative emotions. 

 Using negative emotions to spread 

the covert viral is dangerous as this 

negative emotion could become 

connected to the brand. 

 It is important to have established 

brand awareness within the audience 

before focusing on an emotional or 

likability strategy.  

 There must be a fit between the 

emotion used to spread the covert 

viral, and the emotion that the 

instigator wish to align their brand 

with, i.e. the brand attitude strategy. 

 Low Involvement/ Transformational 

strategies can be applied without 

augmentation. 

 High Involvement/ Transformational 

Strategies can be applied with 

augmentation. 

 Informational strategies within covert 

virals are very complicated and hard 

to achieve. 

 An informational strategy may 

interfere with the likability of the 

covert viral. 

 To use solely an informational 

strategy is not possible within a covert 

viral. Some use of emotion must be 

included. 

 Both High and Low Involvement/ 

Informational strategies need large 

augmentation before being used. 

 
Attitudinal Change (Research Question 2) 

Implications  Covert virals still has, to a small extent, an adverse effect to the discovery of the 

covert virals true instigator. 

 The instigator of the covert viral should be aware of cultural implications that may 

arise in their target audience. 

 Women are more prone to have a negative attitudinal change when discovering the 

true instigator of the covert viral. 

Table 14 – Summary of Analysis  
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6 Conclusion 

 

 

 

To conclude this thesis we return to our purpose, to see what implications the new 

communication channel of Covert Virals has on acknowledged communication 

strategies and whether or not these strategies are still viable within Covert Virals. In 

order to fulfill this purpose we constructed two research questions which looked 

specifically at two areas of branding strategies. We shall answer these two research 

questions below and thereby fulfill the purpose of this research paper. 

RQ 1. What implications do Covert Virals have on Brand Awareness strategies? 

As we saw from Table 14 on the previous page, there are indeed implications to 

consider when employing a brand awareness strategy in a covert viral. Most notably is 

the increased difficulty of enabling a brand awareness strategy. Furthermore we found 

that within a covert viral one must be careful as to only show the intended brand, as 

confusion is easy to rise from a covert viral. Moreover, a brand recall strategy will be 

more successful if the audience has had prior experience with the brand. Another 

important implication within the covert viral is that the instigators of the advertisement 

do not have to explicitly show the brand, but can instead entice the audience to search 

for more information regarding the video. Lastly, what we feel to be one of the most 

important implications, is that within a covert viral there is a large risk that the 

advertisement will benefit a competitor instead of the instigator.  

RQ 2. What implications do Covert Virals have on Brand Attitude strategies? 

Regarding research question 2, we can again look back at Table 14 and see that 

implications were indeed found for brand attitude strategies. Firstly we found that an 

emotion must always be present within the advertisement, therefore to solely adhere to 

an informational strategy is not possible. Furthermore we found that within an 

emotional strategy positive emotions should be used. The reason for this is that negative 

emotions could either impact the attitude of the brand directly, or could be transferred 

from the disliking of the advertisement. Moreover, we found that brand awareness is a 

key component before utilizing a brand attitude strategy, however this is also true of 

other forms of advertisement. We also found that the discovery of a covert viral will 

have negative implications towards the brand, however the degree of this effect is 

dependent on the audiences culture and gender. Lastly we have found that the tactics 

within the Rossiter & Percy Grid cannot be applied within a covert viral without 

augmentation, except for the Low Involvement/Transformational tactics which are still 

viable.  

  

This section will conclude this research by answering the research questions that 

were presented in the introduction. By answering the research questions, we believe 

that the purpose of this research is fulfilled. 
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7 Discussion 

 

 

 

This research has now been concluded with a list of implications that the new 

communication channel, namely covert virals, has on established communication 

strategies, i.e. branding strategies. However throughout this research we have touched 

upon many other implications, trends, and facts which we cannot analyze through our 

methodological mindset but still feel these are important enough to bring up. One large 

realization we had, when performing our research, was the necessity for a supporting 

campaign in relation to a covert viral. We noticed on several occasions that the covert 

viral will not be as effective if deployed alone, as if deployed with a supporting 

campaign.  

Another interesting concept which we have noticed is the reason why companies admit 

to instigating a covert viral. Throughout the research of this paper we saw that 

companies had, in effect, published a press release and stated that they were the 

instigators of a covert viral. We believed that the reason for this was some sort of 

damage control, where the company had already been found out and wished to dampen 

the effect on the audiences brand attitude. However we have now noticed that a 

secondary, and very likely, reason for this action is that the audience has not been able 

to successfully connect the brand to the covert viral. As we saw in our results the ability 

to connect the correct brand name from a covert viral was very limited. This led us to 

the conclusion that the company responsible for the covert viral will let it spread to a 

certain point, and after this admit to being the instigator. This gives the company a large 

reach with their covert viral but also amplifies their impact by introducing the brand 

name to the audience. Furthermore if this admittance is surprising enough, the media 

could take hold of the story and spread the covert viral even further.  

These factors all lead us to the conclusion that the covert viral has a vast potential for 

creating impressions on the audience at a low cost. This however leads us to the final 

point we would like to discuss. We have briefly touched upon the implications of a 

failed covert viral. That is to say a covert viral which has been discovered by the 

audience. However we have only done this within the confines of the covert viral itself. 

What we have realized when researching within this topic is that the effects from a 

failed covert viral are more extreme than presented within this study. The most 

predominate effect which we have come across within our research is that the collective 

intelligence can amplify the effects of a failed covert viral way beyond the natural 

negative implications we have found. That is to say that a single viewer may feel 

tricked, but within the collective intelligence that viewer will express their opinion for 

all other viewers to see, which in turn makes the negative effects of a failed covert viral 

worse.  

In this final section of the thesis we will evaluate our contributions to academia and 

professionals, give critique to the paper, furthermore give recommendations for 

 future studies, and the managerial implications that we have found through our research.. 
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On the other hand this phenomenon of the collective intelligence is what makes a covert 

viral successful in the first place. This leads us to conclude that the collective 

intelligence should not be feared, however at the same time they should not be 

underestimated in their effects to the advertisement campaign.  

7.1 Recommendations 

From our research performed we have targeted certain topics which are useful for 

managers to take into account. Furthermore we have recommendations for further 

research. 

The managerial recommendations which are most important to remember are the 

following. When deciding whether to use a covert viral or not, the implications brought 

up by this paper should be taken into account. We have seen that certain strategies are 

unfit to function within covert virals as informational tactics do not sit well with the 

emotion based nature of covert virals. Furthermore when designing a covert viral, it is 

of utmost importance to take the emotional criteria into account, both for the viral 

design, but also for the ability to change the audiences attitude towards your brand.  

This research is of an exploratory nature. As such we have created a foundation which 

upon future research may build. It is from this premise that we have found examples of 

future research that may contribute further to the understanding of covert virals and the 

inherent branding implications that the new communication channel brings.  

Our first suggestion for future research is to make use of a probability sampling method. 

This would allow generalization which would contribute further to the exploration of 

the subject. It would be of high value to see if our findings could be generalized for an 

entire population. 

The age group and cultural differences are points which future studies should consider 

closely. There might be different branding implications depending on what age group or 

cultural context is considered. For instance, performing this study with a sample 

consisting of Generation X would be of value.  

In our analysis we found indications that previous exposures to a covert viral and 

familiarity with a brand may interfere with the audiences‟ interest in the covert viral. 

Since this issue was not part of our study, we have insufficient data to analyze this issue 

in depth. This is however a very important issue for future research in the sense that it 

evaluates what brands are suitable for using covert virals as a communication channel. 

Finally, the research conducted within this paper has isolated the videos and disregards 

the context in which they are presented. It would be fruitful to investigate the campaigns 

in which covert virals are a part, to further learn how one can make use of this 

communication channel.  
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7.2 Critique of Thesis 

There are some areas in which this research paper may be lacking. The first point to 

touch upon is the lacking ability to generalize. As we stated in the method section, we 

have used a non-probability sampling method. This causes our statistical data to be 

biased when wanting to make inferences on the entire population. However, while this 

paper does suffer from the lacking ability to generalize, we must remember that this is 

an exploratory research paper. This research paper‟s main strength is the ability to make 

a snapshot inferential analysis over the current situation for our sample, which thereby 

gives a foundation upon which further research can be based.  

Another area which may gain some critique is the literature upon which this paper is 

based. We have, through necessity, largely used recently published articles. This is due 

to the fact that our research area is of such an infant nature. However, we believe that 

we have circumvented any bias which this would have introduced. This can be 

attributed to the analysis of the authors, and additionally the linkages which we have 

found between the authors and their scientific articles.  

The final area of critique which we feel we must touch upon is that of the videos 

analyzed. Within our questionnaire we only included three covert virals. This has 

introduced a bias in the sense that we cannot generalize for all covert virals. However, 

this was something which was not within our control, in the sense that the quantitative 

surveys would have taken far too long if we included more videos. Therefore we feel 

that our resolution to include only three videos was the better decision to make from our 

available options. 
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Appendices 

Appendix A – Rossiter & Percy Grid Tactics 

Specific Advertising Tactics for the Low Involvement/Informational Brand Attitude Strategies 

Strategy Tactic 

Correct emotional portrayal of the motivation Use a simple problem-solution format 

 It is not necessary for people to like the ad 

Adequate logical support perceived brand delivery Include only one or two benefits or a single group of 

benefits 

 Benefit claims should be stated extremely 

 The benefits should easily be learned in one or two 

exposures 

Table 15 – L/I Tactics (Percy & Rossiter, 1992, p. 269) 

 

Specific Advertising Tactics for the Low Involvement/Transformational Brand Attitude Strategies 

Strategy Tactic 

Correct emotional portrayal of the motivation Emotional authenticity is the key element and is the 

single benefit  

 The execution of the emotion must be unique to be 

brand 

 The target audience must like the ad 

Adequate logical support perceived brand delivery Brand delivery is by association and is often implicit 

 Repetition serves as a build-up function and a 

reinforcement function 

Table 16 – L/T Tactics (Percy & Rossiter, 1992, p. 269) 

 

Specific Advertising Tactics for the High Involvement/Informational Brand Attitude Strategies 

Strategy Tactic 

Correct emotional portrayal of the motivation Correct emotional portrayal is very important early in 

the product life cycle but less so toward maturity 

 The target audience must accept the ad's main points, 

but need not like the ad itself 

Adequate logical support perceived brand delivery The target audience's initial attitude toward the brand is 

overriding consideration to take into account 

 Benefit claims must be pitched at an acceptable upper 

level of Brand Attitude (do not overclaim) 

 Benefit claims must be convincing (do not inadvertently 

underclaim) 

 For target audiences who have objections to the brand 

consider a refutation 

 If there is a well-entrenched competitor and your brand 

has advantages on important benefits, consider a 

comparative approach 

Table 17 – H/I Tactics (Percy & Rossiter, 1992, p. 271) 

 

Specific Advertising Tactics for the High Involvement/Transformational Brand Attitude Strategies 

Strategy Tactic 

Correct emotional portrayal of the motivation Emotional authenticity is paramount and should be 

tailored to lifestyle groups within the target audience 

 People must identify personally with the product as 

portrayed in the ad and not merely like the ad 

Adequate logical support perceived brand delivery Many high involvement transformational advertisements 

also have to provide information 

 Overclaiming is recommended, but do not underclaim 

 Repetition serves a build-up function and a 

reinforcement function 

Table 18 – H/T Tactics (Percy & Rossiter, 1992, pp. 271)  
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Appendix B – Rossiter & Percy Grid 

 

Figure 19 – Rossiter & Percy Grid (1991, p.268) 

 

  

Type of Decision 

Informational 

Negative  

drive  

reduction 
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Positive  
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industrial  

products 
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 Regular beer 
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 cosmetics 

High Involvement 

(search and conviction 

required prior to purchase) 

 housing 

 professional 

calculators 

 cars (print) 

 new industrial 

products 

 vacations 

 fashion  

clothing 

 cars  

(television) 

 corporate image 
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Appendix C – Internet Habits 

 

Figure 20 – Generational differences in online activities (Jones & Fox, 2009) 
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Appendix D – Population Information 

All of the following data is collected from SCB (Statistiska Centralbyrån, 2011). 

Raw Data over Our Population: 

Sex Age Education Uppsala Linköping Norrköping Jönköping Helsingborg Örebro Västerås 

Men 17  gymnasieskola 1254 981 875 837 891 848 915 

  KOMVUX 1 0 0 0 0 0 1 

  högskoleutbildning 1 0 0 0 0 0 0 

  övriga studerande 4 2 6 1 1 0 2 

  ej studerande 55 32 58 26 39 39 57 

 18  gymnasieskola 1193 969 875 918 827 853 907 

  KOMVUX 6 1 1 1 2 1 0 

  högskoleutbildning 36 19 2 12 1 3 6 

  övriga studerande 6 3 5 4 1 1 3 

  ej studerande 87 68 65 46 75 60 84 

 19  gymnasieskola 354 242 250 176 187 247 242 

  KOMVUX 30 23 39 15 32 17 21 

  högskoleutbildning 396 343 136 203 96 140 146 

  övriga studerande 44 47 49 54 43 51 33 

  ej studerande 656 538 577 582 517 533 643 

Women 17  gymnasieskola 1139 905 775 846 794 856 918 

  KOMVUX 1 1 1 0 0 0 1 

  högskoleutbildning 7 0 0 0 0 0 0 

  övriga studerande 1 1 17 0 1 4 1 

  ej studerande 77 36 44 29 38 37 36 

 18  gymnasieskola 1107 902 812 855 762 841 862 

  KOMVUX 5 3 3 0 3 2 4 

  högskoleutbildning 79 16 6 19 11 11 8 

  övriga studerande 7 8 6 15 6 9 2 

  ej studerande 102 59 70 38 74 52 85 

 19  gymnasieskola 252 189 212 131 138 189 200 

  KOMVUX 39 38 60 19 49 23 24 

  högskoleutbildning 532 286 179 244 123 214 162 

  övriga studerande 66 48 48 76 47 62 37 

  ej studerande 531 539 494 551 511 546 550 

Table 19 – Raw Data over our Population 
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Raw Data over City Sizes 

 
Uppsala Linköping Norrköping Jönköping Helsingborg Örebro Västerås 

128409 97428 83561 84423 91457 98237 107005 

Table 20 – Raw data over City Sizes 

Population percentage of studying and not studying 

 Uppsala Linköping Norrköping Jönköping Helsingborg Örebro Västerås Total 

Studying 6560 5027 4357 4426 4015 4372 4495 33252 

Studying in % of total 81,31% 79,81% 76,91% 77,68% 76,20% 77,53% 75,55% 78,08% 

Not Studying 1508 1272 1308 1272 1254 1267 1455 9336 

Not Studying in % of total 18,69% 20,19% 23,09% 22,32% 23,80% 22,47% 24,45% 21,92% 

Table 21 – Population Percentage of Studying vs Not Studying 

 

Population percentage of Women and Men 

 
 Uppsala Linköping Norrköping Jönköping Helsingborg Örebro Västerås Total 

Man 4123 3268 2938 2875 2712 2793 3060 21769 

Man as % of Total 51,10% 51,88% 51,86% 50,46% 51,47% 49,53% 51,43% 51,12% 

Woman 3945 3031 2727 2823 2557 2846 2890 20819 

Woman as % of Total 48,90% 48,12% 48,14% 49,54% 48,53% 50,47% 48,57% 48,88% 

Table 22 – Population percentage of Women and Men 
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Appendix E – Sample Frame 

Västerås Contacted Responded Örebro Contacted Responded 

ABB industrigymnasium Yes Accept Karolinksa/Rubecksskolan Yes  

Carlforska gymnasiet Yes  Kvinnerstaskolan Yes  

Design and 

Constructioncollege 

Yes  Risbergska skolan Yes  

Edströmska Yes  Tullängsskolan Yes  

Framtidsgymnasiet Yes  Virginska skolan Yes  

Frimanska Gymnasiet Yes  Wadköpings utbildningscenter Yes  

Hahrska Gymnasiet Yes  Rockgymansiet Yes  

Hässlögymnasiet Yes  Fordonsutbildningar Yes  

IT-gymansiet i Västerås Yes Accept IT-gymnasiet Örebro Yes  

Jensen Gymnasium 

Västerås 

Yes  Jensen gymansium Yes  

John Bauergymansiet Yes Accept John Bauergymasiet Yes  

Klara gymnasium Västerås Yes  Liaskolan Yes  

Kopplarlundsgymnasiet Yes Accept Plusgymnasiet Yes  

Kunskapsgymnasiet 

Västerås 

Yes  Rytmus Musikergymnasiet Yes  

Lidmanska gymansiet Yes  Thorén Business School Yes  

Moveitgymansiet Västerås Yes  Yrkesgymnasiet Yes  

Mälarstrandgymasiet Yes  Örebro Praktiska Gymnasium Yes  

Plusgymansiet Västerås Yes  Örebro Waldorfskola 

Johannaskolan 

Yes  

Realgymansiet Västerås Yes  Norrköping Contacted Responded 

Rudbeckianska gymansiet Yes  De Geergymnasiet Yes  

Tranellska gymansiet Yes  Hagagymnasiet Yes  

Wenströmska gymansiet Yes  Ebersteinska gymnasiet Yes  

Widénska gymnasiet Yes  Kungsgårdsgymnasiet Yes  

Wijkmanska gymnasiet Yes  Himmelstalundsgymnasiet Yes  

Västerås citygymnasium Yes  Framtidsgymnasiet Yes  

Västerås fria gymnasium Yes  Gymnasiet för film och musik Yes  

Västerås idrottgymansium Yes  John Bauergymnasiet Yes  

Västerås praktiska 

gymnasium 

Yes  Kunskapsgymnasiet Yes  

Västerås ridgymnasium Yes  Mikael Elias Teoretiska 

Gymnasium 

Yes  

Västerås 

Waldorfgymnasium 

Yes  Carl Swartzgymnasiet Yes  

Yrkegymnasiet Västerås Yes  Norrköpings praktiska 

gymnasium 

Yes  

   Norrköpings tekniska 

gymnasium 

Yes  

   NTI-gymnasiet Yes  

   Plusgymnasiet Yes  

   Realgymnasiet Yes  

   Rudolf Steinerskolan Yes  

   Rytmus musiker gymnasium Yes  
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Helsingborg Contacted Responded Uppsala Contacted Responded 

Filbornaskolan Yes  Bolandsgymnasiet Yes  

Rönnowska skolan Yes  Celsiusskolan Yes  

Skolstaden Yes  Centrum för Introduktion i 

Skola 

Yes  

The international school Yes  Cultus gymnasieskola Yes  

Campeon frigymnasium Yes  Ekebygymnasiet Yes  

Cultura gymnasium Yes  Fyrisskolan Yes  

Drottning Blankas Gymnasieskola Yes  GUC Yes  

Design & Construktion college Yes  GUC Media Yes  

G O kompetens transportgymnasium AB Yes  Internationella gymnasiet Yes  

Helsingborgs praktiska gymnasium Yes  IT-Gymnasiet Yes  

Helsingborgs ridgymnasium Yes  Jensen gymnasium Yes  

Helsingborgs sportgymnasium Yes  John Bauergymnasiet Yes  

Impius gymnasium Yes  Jällagymnasiet Yes  

IT-gymnasiet Yes  Katedralskolan Yes  

Jensen gymnasium Yes  Kunskapsgymnasiet Yes  

Johannes Hedberggymnasiet Yes  Linnégymnasiet Yes  

Ljud-och bildskolan Yes  Livets Ord Kristna 

Gymnasium 

Yes  

Mega Musik gymnasieskola AB Yes  Lundellska skolan Yes  

Procivitas privata gymnasium Yes  Realgymnasiet Yes  

Vegeriet mat- och hälsogymnasium Yes  Rosendalsgymnasiet Yes  

Victum Yes  Thorén Business School  Yes  

   Uppsala Praktiska 

gymnasium 

Yes  

   Uppsala Wardolfgymnasium Yes  

   Uvengymnasiet Yes  

   YA Frigumnasium Yes  

   Yrkesplugget Yes  

 

Jönköping Contacted Responded Linköping Contacted Responded 

Bäckadalsgymnasiet Yes  Anders Ljugstedts 

Gymnasium 

Yes  

Erik Dahlbergsgymnasiet Yes  Berzeliusskoan gymnasium Yes Accept 

Per Brahegymnasiet Yes Accept Birgittaskolan i Linköping Yes  

Sandagymnasiet Yes  Björkö fria gymnasium Yes  

Tenhults Naturbruksgymnasium Yes  Folkungaskolan 

gymnasium 

Yes  

Stora Segersta och Värnamo 

naturbruksgymnasium 

Yes  Folkuniversitetets 

Gymnasium 

Yes  

Grennaskolan Yes  Framtidsgymnasiet Yes  

JENSEN gymnasium Yes Accept Jensen Gymnasium Yes  

John Bauergymnasiet Yes Accept John Bauergymnasiet Yes  

Jönköpings Praktiska Gymnasium Yes  Katedralskolan Yes  

Kitas Gymnasium Yes  Klara Gymnasium Yes  

Kungsgymnasiet Yes  Linköpings Praktiska 

Gymnasium 

Yes  

Ljud- och bildskolan Yes  MTU-Mediagymnasiet Yes  

Plusgymnasiet Yes  Realgymnasiet Linköping Yes  

Realgymnasiet Yes  Thorén Business School Yes  

Vettergymnasiet Yes  Vretagymnasiet Yes  

   YA Frigymnasium Yes  

   Yrkesgymnasiet Yes  

Table 23 – Sample Frame 
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Appendix F – Questionnaire Swedish 
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Appendix G – Questionnaire English 
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Appendix H – Deciphering 

ID Question Variable 
type 

Code 

I.A I am a [man, woman] Attribute 1 = Man, 2 = Woman 

I.B What year where you born? Attribute 1991, 1992, 1993, 1994 = Correct Age Group, 
All else = Incorrect Age Group 

II.C I have seen this movie before [yes, no] Attribute 1 = Yes, 0 = No 

II.D I liked this video [1-5] Opinion 1 = Disagree, 5 = Agree 

II.E I thought this video evoked an emotion [1-5] Opinion 1 = Disagree, 5 = Agree 

II.F What was the most prevalent emotion which 
this video evoked? 

Opinion Positive = 1, Negative = 2, Neutral = 3, 999= 
Invalid 

II.G This video caught my interest [Y, N] Opinion 1 = Yes, 0 = No 

II.H I want to search for more information about 
this video [1-5] 

Behavioral 1 = Disagree, 5 = Agree 

II.I What would you Google when searching 
information about this video? 

Behavioral Product related = 1, Brand related = 2, Video 
related = 3,  Closely related = 4, 999= 
Unrelated 

II.J Do you think this video was made by a private 
person? 

Opinion 1 = Yes, 0 = No 

II.K Which one of these five pictures relates best 
to the video? 

Opinion Picture 1 = 1, Picture 2 = 2, Picture 3 = 3, 
Picture 4 = 4, Picture 5 = 5, Multiple Answers = 
999 

II.L What is the first brand that comes to mind 
after having seen this video? 

Opinion Correct Brand = 1, Competitor Brand = 2, 
Incorrect Brand = 0 

V.M Now that I know this was an advertisement 
video I feel tricked [1-5] 

Behavioral 1 = Disagree, 5 = Agree 

V.N Now that I know this was an advertisement 
video my attitude towards the video has 
changed [1-5] 

Behavioral 1 = Disagree, 5 = Agree 

V.O My attitudes toward the videos have changed 
negatively 

Behavioral 1 = Yes, 0 = No 

Table 24 – Deciphering sheet 
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Appendix I – Selection of Videos 

Below, Table 25 shows the various videos of which we found online. Furthermore is a 

checklist over which videos passed which criteria. As was discussed in the 

methodology, section 3.3.1, our theoretical framework showed that a video must be 

company instigated, have user generated content, experience exponential growth, be 

spread through the use of eWOM, and finally be spread on a social network. We have 

also included other criteria such as time, whether the video was covert or not, and 

finally whether the video was morally sound in order to show to a group of upper 

secondary school students. 
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Samsung Omnia i900 

unpacking 

Yes Yes Yes Yes Yes 01:28 No Yes   

Will it Blend? Yes Yes No Yes Yes 01:41 No Yes   

Bike Hero Yes Yes Yes Yes Yes 03:37 Yes Yes X 

BMW Madonna Yes Yes No Yes Yes 06:55 Yes Yes   

Old Spice Yes Yes N/A Yes Yes 00:33 No Yes   

Sunglass Catch Yes Yes Yes Yes Yes 01:35 Yes Yes   

How to hack videos Yes Yes Yes Yes Yes 02:00 Yes No   

Trojan Games Yes Yes Yes Yes Yes 00:38 No No   

The fun theory, Stairs Yes Yes N/A Yes Yes 01:48 No Yes   

Man in the Jacket Yes Yes Yes Yes Yes 03:11 Yes Yes X 

Gymkhana Yes Yes No Yes Yes 07:42 No Yes   

Diesel SFW Yes Yes No Yes Yes 01:21 No No   

Fake Viral mini Yes Yes N/A Yes Yes 01:26 No Yes   

Mercedes Yes Yes Yes Yes Yes 02:29 Yes Yes   

Triumph Rocket Yes Yes Yes Yes Yes 02:40 No Yes   

Liquid Mountaineering Yes Yes Yes Yes Yes 03:14 Yes Yes X 

Guy Catches laptop with 

butt 

Yes Yes Yes Yes Yes 01:39 No Yes   

The shaving helmet Yes Yes Yes Yes Yes 01:20 Yes Yes   

Table 25 – Selection process of videos 

The reason that we chose the three covert virals that we did was due to the time length 

of these videos. Of the 6 videos that passed through our criteria, only three of them were 

similar in the length of time. In order to make sure we could compare these videos, we 

felt that we should eliminate any discrepancies which could influence this comparison.   
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Appendix J – Information on Videos Chosen 

Liquid Mountaineering  

 

Youtube link: http://www.youtube.com/watch?v=Oe3St1GgoHQ 

Youtube Channel: TheUlfG 

Video name on Youtube: Walk on water (Liquid Mountaineering) 

Views on YouTube as of 13
th

 of May, 2011: 9,744,678 

Brand advertised: Hi-Tech 

 

Man in the Jacket 

 

Youtube link: http://www.youtube.com/watch?v=zQybOsM-7Qw 

Youtube Channel: h3idi8 

Video name on Youtube: are you my man in the jacket? 

Views on YouTube as of 13
th

 of May, 2011: 252,055 

Brand advertised: Witchery Man 

 

Bike Hero 

 

Youtube link: http://www.youtube.com/watch?v=NlMYWuGUZlM 

Youtube Channel: madflux 

Video name on Youtube: Bike Hero 

Views on YouTube as of 13
th

 of May, 2011: 2,657,973 

Brand advertised: Guitar Hero  
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Appendix K – Translation Test 

In order to make sure that our analysis would not be effected by translation problems 

arising out of our survey, what we have done is have two third party actors translate 

various versions of the questions. The first actor translated our Swedish survey into 

English, and the second actor translated this English version back into Swedish. The 

reason for doing this is to see whether our questions manage to get the right information 

across within both languages. Below, Table 26 states each question being displayed 

with the three translations.  

ID Version Question 

A Original Jag är en (Man, Kvinna) 

 Actor 1 I am a (Man, Woman) 

 Actor 2 Jag är: (man/kvinna) 

B Original Vilket år är du född? 

 Actor 1 Enter your age… 

 Actor 2 Skriv in din ålder. 

C Original Jag har sett denna film förut.  

 Actor 1 I have seen this video before. 

 Actor 2 Jag har sett denna video förut.  

D Original Jag gillade denna film. 

 Actor 1 I enjoyed this video. 

 Actor 2  Jag gillade denna video.  

E Original Jag tyckte att denna film förmedlade en känsla. 

 Actor 1 I felt this video conveyed an emotion/feeling. 

 Actor 2 Jag kände att denna video förmedlade en känsla. 

F Original Vilken var den främsta känslan som förmedlades i filmen? 

 Actor 1 Which emotion/feeling was most prominent for you whilst watching this video.  

 Actor 2 Vilken känsla var mest framstående för dig medan du tittade på videon?  

G Original Denna film fångade mitt intresse. 

 Actor 1 I found this video interesting.  

 Actor 2 Jag tyckte videon var intressant.  

H Original Jag vill söka mer information om denna film. 

 Actor 1 This video made me pursue further information regarding its content. 

 Actor 2 Videon fick mig att söka upp mer information angående innehållet. 

I Original Vad skulle du googla på utifrån filmen? Skriv ett eller flera ord. 

 Actor 1 Which keyword(s) would you Google based on the video. 

 Actor 2 Vilka ord skulle du googla efter att ha sett videon.  

J Original Tror du filmen du precis såg var skapad av en privatperson? 

 Actor 1 In your opinion, was the video you just watched an created by a private person. 

 Actor 2 Var videon du just såg skapad av en privatperson, enligt din uppfattning. 

K Original Här är 5 olika bilder. Kryssa i den bild du tycker bäst hör ihop med filmen. 

 Actor 1 Below are 5 different pictures. Tick the box that you think best connects to the video. 

 Actor 2 Nedan finns 5 olika bilder. Kryssa i denna lådan som du tycker bäst kopplas till videon. 

L Original Vilket är det första varumärke du kommer att tänka på när du ser filmen? 
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 Actor 1 What is the first brand you come to think of now that you've seen this video? 

 Actor 2 Vad är det första varumärke du tänker på nu när du har sett filmen? 

M Original Nu när jag vet att filmerna var reklamfilmer så känner jag mig lurad. 

 Actor 1 Knowing that the video was an advertisement, I feel tricked. 

 Actor 2 Nu när jag vet att videon var reklam så känner jag mig lurad. 

N Original Nu när jag vet att filmerna var reklamfilmer så har min attityd till dem förändrats. 

 Actor 1 Knowing that the video was an advertisement, my attitude towards it has changed. 

 Actor 2 Nu när jag vet att videon var reklam så har min attityd mot den förändrats. 

O Original Min attityd till filmerna har förändrats negativt. 

 Actor 1 My attitude towards the video has changed in a negative way. 

 Actor 2 Min attityd mot videon har förändrats på ett negativt sätt. 

Table 26 – Translation test 

From this we found that the translation of the questions from Swedish to English should 

not be a problem. Furthermore, this meant that our analysis should not be effected by 

any translation mishaps. 
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Appendix L – Random Sample of Data Entry 

The random sample of data entry was performed in order to minimize the amount of 

observer bias. The procedure went accordingly. The questionnaires were given an ID, 

then from a table of random numbers found in Aczel and Sounderpandian (2009), a 

random selection of questionnaires were chosen. These questionnaires were then 

compared to the data which had been entered into SPSS. The results from this random 

sample of data entry can be found in the table below. 

ID Correct Entry? [Yes, no] 

155 Yes 

105 Yes 

34 Yes 

11 Yes 

109 Yes 

138 Yes 

188 Yes 

82 Yes 

53 Yes 

17 Yes 

131 Yes 

113 Yes 

158 Yes 

112 Yes 

67 Yes 

96 Yes 

6 Yes 

194 Yes 

119 Yes 

Table 27 – Random Sample of Data Entry 
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Appendix M – Statistical Tests 

Pearson Chi-squared Tests against Gender 

Question Hypothesis Alpha  P-Value Action 
II.C H0: I.A and II.C are independent of one another 0.05 0.001 reject null hypothesis 

 
HA: I.A and II.C are not independent of one another 

   II.D H0: I.A and II.D are independent of one another 0.05 0.174 retain null hypothesis 

 
HA: I.A and II.D are not independent of one another 

   II.E H0: II.C and II.E are independent of one another 0.05 0.750 retain null hypothesis 

 
HA: II.C and II.E are not independent of one another 

   II.F H0: I.A and II.F are independent of one another 0.05 0.266 retain null hypothesis 

 
HA: I.A and II.F are not independent of one another 

   II.G H0: I.A and II.G are independent of one another 0.05 0.706 retain null hypothesis 

 
HA: I.A and II.G are not independent of one another 

   II.H H0: I.A and II.H are independent of one another 0.05 0.140 retain null hypothesis 

 
HA: I.A and II.H are not independent of one another 

   II.I H0: I.A and II.I are independent of one another 0.05 0.859 retain null hypothesis 

 
HA: I.A and II.I are not independent of one another 

   II.J H0: I.A and II.J are independent of one another 0.05 0.400 retain null hypothesis 

 
HA: I.A and II.J are not independent of one another 

   II.K H0: I.A and II.K are independent of one another 0.05 0.525 retain null hypothesis 

 
HA: I.A and II.K are not independent of one another 

   II.L H0: I.A and II.L are independent of one another 0.05 0.426 retain null hypothesis 

 
HA: I.A and II.L are not independent of one another 

   III.C H0: I.A and III.C are independent of one another 0.05 0.798 retain null hypothesis 

 
HA: I.A and III.C are not independent of one another 

   III.D H0: I.A and III.D are independent of one another 0.05 0.242 retain null hypothesis 

 
HA: I.A and III.D are not independent of one another 

   III.E H0: I.A and III.E are independent of one another 0.05 0.011 reject null hypothesis 

 
HA: I.A and III.E are not independent of one another 

   III.F H0: I.A and III.F are independent of one another 0.05 0.900 retain null hypothesis 

 
HA: I.A and III.F are not independent of one another 

   III.G H0: I.A and III.G are independent of one another 0.05 0.202 retain null hypothesis 

 
HA: I.A and III.G are not independent of one another 

   III.H H0: I.A and III.H are independent of one another 0.05 0.645 retain null hypothesis 

 
HA: I.A and III.H are not independent of one another 

   III.I H0: I.A and III.I are independent of one another 0.05 0.972 retain null hypothesis 

 
HA: I.A and III.I are not independent of one another 

   III.J H0: I.A and III.J are independent of one another 0.05 0.002 reject null hypothesis 

 
HA: I.A and III.J are not independent of one another 

   III.K H0: I.A and III.K are independent of one another 0.05 0.209 retain null hypothesis 

 
HA: I.A and III.K are not independent of one another 

   III.L H0: I.A and II.G are independent of one another 0.05 0.015 reject null hypothesis 

 
HA: I.A and II.G are not independent of one another 

   IV.C H0: I.A and IV.C are independent of one another 0.05 0.052 retain null hypothesis 

 
HA: I.A and IV.C are not independent of one another 

   IV.D H0: I.A and IV.D are independent of one another 0.05 0.016 reject null hypothesis 

 
HA: I.A and IV.D are not independent of one another 

   IV.E H0: I.A and IV.E are independent of one another 0.05 0.164 retain null hypothesis 

 
HA: I.A and IV.E are not independent of one another 

   IV.F H0: I.A and IV.F are independent of one another 0.05 0.572 retain null hypothesis 

 
HA: I.A and IV.F are not independent of one another 

   IV.G H0: I.A and IV.G are independent of one another 0.05 0.075 retain null hypothesis 

 
HA: I.A and IV.G are not independent of one another 

   IV.H H0: I.A and IV.H are independent of one another 0.05 0.460 retain null hypothesis 

 
HA: I.A and IV.H are not independent of one another 

   IV.I H0: I.A and IV.I are independent of one another 0.05 0.392 retain null hypothesis 

 
HA: I.A and IV.I are not independent of one another 

   IV.J H0: I.A and IV.J are independent of one another 0.05 0.016 reject null hypothesis 

 
HA: I.A and IV.J are not independent of one another 

   IV.K H0: I.A and IV.K are independent of one another 0.05 0.442 retain null hypothesis 

 
HA: I.A and IV.K are not independent of one another 

   IV.L H0: I.A and IV.L are independent of one another 0.05 0.881 retain null hypothesis 

 
HA: I.A and IV.L are not independent of one another 

   V.M H0: I.A and V.M are independent of one another 0.05 0.003 reject null hypothesis 

 
HA: I.A and V.M are not independent of one another 

   V.N H0: I.A and V.N are independent of one another 0.05 0.002 reject null hypothesis 
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HA: I.A and V.N are not independent of one another 

   V.O H0: I.A and V.O are independent of one another 0.05 0.831 retain null hypothesis 

 
HA: I.A and V.O are not independent of one another 

   
Table 28 – Pearson Chi-squared Tests with Gender 

Pearson Chi-Squared Tests against Previously Viewed 

Question Hypothesis Alpha  P-Value Action 
II.D H0: II.C and II.D are independent of one another 0.05 0.067 retain null hypothesis 

 
HA: II.C and II.D are not independent of one another 

   II.E H0: II.C and II.E are independent of one another 0.05 0.032 reject null hypothesis 

 
HA: II.C and II.E are not independent of one another 

   II.G H0: II.C and II.G are independent of one another 0.05 0.015 reject null hypothesis 

 
HA: II.C and II.G are not independent of one another 

   II.H H0: II.C and II.H are independent of one another 0.05 0.005 reject null hypothesis 

 
HA: II.C and II.H are not independent of one another 

   
Table 29 – Pearson Chi-squared Tests with Previous Viewing 

Wilcoxon Signed Rank Tests 

Question Hypothesis Alpha P-Value Action 
II.D H0: Median = 3 0.05 0,0000 Reject 

 
H0: Median >=3 0.05 1,0000 

 

 
H0: Median =< 3 0.05 0,0000 Reject 

II.E H0: Median = 3 0.05 0,0000 Reject 

 
H0: Median >=3 0.05 1,0000 

 

 
H0: Median =< 3 0.05 0,0000 Reject 

II.G H0: Median = 3 0.05 0,0000 Reject 

 
H0: Median >=3 0.05 1,0000 

 

 
H0: Median =< 3 0.05 0,0000 Reject 

II.H H0: Median = 3 0.05 0,0869 
 

 
H0: Median >=3 0.05 0,0435 Reject 

 
H0: Median =< 3 0.05 0,9565 

 III.D H0: Median = 3 0.05 0,0000 Reject 

 
H0: Median >=3 0.05 0,0000 Reject 

 
H0: Median =< 3 0.05 1,0000 

 III.E H0: Median = 3 0.05 0,0454 Reject 

 
H0: Median >=3 0.05 0,9773 

 

 
H0: Median =< 3 0.05 0,0227 Reject 

III.G H0: Median = 3 0.05 0,0000 Reject 

 
H0: Median >=3 0.05 0,0000 Reject 

 
H0: Median =< 3 0.05 1,0000 

 III.H H0: Median = 3 0.05 0,0000 Reject 

 
H0: Median >=3 0.05 0,0000 Reject 

 
H0: Median =< 3 0.05 1,0000 

 IV.D H0: Median = 3 0.05 0,0000 Reject 

 
H0: Median >=3 0.05 1,0000 

 

 
H0: Median =< 3 0.05 0,0000 Reject 

IV.E H0: Median = 3 0.05 0,0835 
 

 
H0: Median >=3 0.05 0,0418 Reject 

 
H0: Median =< 3 0.05 0,9582 

 IV.G H0: Median = 3 0.05 0,0105 Reject 

 
H0: Median >=3 0.05 0,9947 

 

 
H0: Median =< 3 0.05 0,0053 Reject 

IV.H H0: Median = 3 0.05 0,0000 Reject 

 
H0: Median >=3 0.05 0,0000 Reject 

 
H0: Median =< 3 0.05 1,0000 

 V.M H0: Median = 3 0.05 0,3284 
 

 
H0: Median >=3 0.05 0,1642 

 

 
H0: Median =< 3 0.05 0,8358 

 V.N H0: Median = 3 0.05 0,7866 
 

 
H0: Median >=3 0.05 0,3933 

 

 
H0: Median =< 3 0.05 0,6067 

 
Table 30 – Wilcoxon Signed Rank Tests 
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Appendix N – Cross Tabulations 

Crosstab A & D (Bike Hero) 

  
IV.d 

Total 1 2 3 4 5 

I.a Man Count 3 13 26 39 45 126 

Expected 
Count 

7,1 15,3 24,7 42,4 36,5 126,0 

% within I.a 2,4% 10,3% 20,6% 31,0% 35,7% 100,0% 

Woman Count 9 13 16 33 17 88 

Expected 
Count 

4,9 10,7 17,3 29,6 25,5 88,0 

% within I.a 10,2% 14,8% 18,2% 37,5% 19,3% 100,0% 

Total Count 12 26 42 72 62 214 

Expected 
Count 

12,0 26,0 42,0 72,0 62,0 214,0 

% within I.a 5,6% 12,1% 19,6% 33,6% 29,0% 100,0% 

Table 31 – Cross Tabulation I.A * IV.D 

Crosstab A & E (Man in the Jacket) 

  
III.e 

Total 1 2 3 4 5 

I.a Man Count 17 25 24 37 23 126 

Expected 
Count 

13,5 23,6 35,3 33,6 20,0 126,0 

% within I.a 13,5% 19,8% 19,0% 29,4% 18,3% 100,0% 

Woman Count 6 15 36 20 11 88 

Expected 
Count 

9,5 16,4 24,7 23,4 14,0 88,0 

% within I.a 6,8% 17,0% 40,9% 22,7% 12,5% 100,0% 

Total Count 23 40 60 57 34 214 

Expected 
Count 

23,0 40,0 60,0 57,0 34,0 214,0 

% within I.a 10,7% 18,7% 28,0% 26,6% 15,9% 100,0% 

Table 32 – Cross Tabulation I.A * III.E 

Crosstab C & E 

  
II.e 

Total 1 2 3 4 5 

II.c No Count 4 8 23 66 40 141 

Expected 
Count 

4,0 9,9 31,0 58,0 38,2 141,0 

% within 
II.c 

2,8% 5,7% 16,3% 46,8% 28,4% 100,0% 

Yes Count 2 7 24 22 18 73 

Expected 
Count 

2,0 5,1 16,0 30,0 19,8 73,0 

% within 
II.c 

2,7% 9,6% 32,9% 30,1% 24,7% 100,0% 

Total Count 6 15 47 88 58 214 

Expected 
Count 

6,0 15,0 47,0 88,0 58,0 214,0 

% within 
II.c 

2,8% 7,0% 22,0% 41,1% 27,1% 100,0% 

Table 33 – Cross Tabulation II.C * II.E 

Crosstab - C & G 

  
II.g 

Total 1 2 3 4 5 

II.c No Count 1 8 20 51 61 141 

Expected 
Count 

2,6 10,5 24,4 52,1 51,4 141,0 

% within 
II.c 

0,7% 5,7% 14,2% 36,2% 43,3% 100,0% 

Yes Count 3 8 17 28 17 73 

Expected 
Count 

1,4 5,5 12,6 26,9 26,6 73,0 

% within 
II.c 

4,1% 11,0% 23,3% 38,4% 23,3% 100,0% 

Total Count 4 16 37 79 78 214 

Expected 
Count 

4,0 16,0 37,0 79,0 78,0 214,0 

% within 
II.c 

1,9% 7,5% 17,3% 36,9% 36,4% 100,0% 

Table 34 – Cross Tabulation II.C * II.G 
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Crosstab - C & H 

  
II.h 

Total 1 2 3 4 5 

II.c No Count 13 29 55 29 15 141 

Expected 
Count 

17,8 36,9 46,8 27,0 12,5 141,0 

% within 
II.c 

9,2% 20,6% 39,0% 20,6% 10,6% 100,0% 

Yes Count 14 27 16 12 4 73 

Expected 
Count 

9,2 19,1 24,2 14,0 6,5 73,0 

% within 
II.c 

19,2% 37,0% 21,9% 16,4% 5,5% 100,0% 

Total Count 27 56 71 41 19 214 

Expected 
Count 

27,0 56,0 71,0 41,0 19,0 214,0 

% within 
II.c 

12,6% 26,2% 33,2% 19,2% 8,9% 100,0% 

Table 35 – Cross Tabulation II.C * II.H 

Crosstab A & J (Man in the Jacket) 

  
III.j 

Total No Yes 

I.a Man Count 28 98 126 

Expected 
Count 

20,0 106,0 126,0 

% within I.a 22,2% 77,8% 100,0% 

Woman Count 6 82 88 

Expected 
Count 

14,0 74,0 88,0 

% within I.a 6,8% 93,2% 100,0% 

Total Count 34 180 214 

Expected 
Count 

34,0 180,0 214,0 

% within I.a ,2 ,8 1,0 

Table 36 – Cross Tabulation I.A * III.J 

Crosstab A & J (Bike Hero) 

  
IV.j 

Total No Yes 

I.a Man Count 45 81 126 

Expected 
Count 

37,1 88,9 126,0 

% within I.a 35,7% 64,3% 100,0% 

Woman Count 18 70 88 

Expected 
Count 

25,9 62,1 88,0 

% within I.a 20,5% 79,5% 100,0% 

Total Count 63 151 214 

Expected 
Count 

63,0 151,0 214,0 

% within I.a ,3 ,7 1,0 

Table 37 – Cross Tabulation I.A * IV.J 

Crosstab A & L (Man in the Jacket) 

  
III.l 

Total 
Not related 

brand Competitor 

I.a Man Count 68 58 126 

Expected 
Count 

76,5 49,5 126,0 

% within I.a 54,0% 46,0% 100,0% 

Woman Count 62 26 88 

Expected 

Count 
53,5 34,5 88,0 

% within I.a 70,5% 29,5% 100,0% 

Total Count 130 84 214 

Expected 
Count 

130,0 84,0 214,0 

% within I.a 60,7% 39,3% 100,0% 

Table 38 – Cross Tabulation I.A * III.L 
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Crosstab A & M 

  
V.m 

Total 1 2 3 4 5 

I.a Man Count 33 30 29 20 14 126 

Expected 
Count 

23,0 28,9 31,2 23,6 19,4 126,0 

% within I.a 26,2% 23,8% 23,0% 15,9% 11,1% 100,0% 

Woman Count 6 19 24 20 19 88 

Expected 
Count 

16,0 20,1 21,8 16,4 13,6 88,0 

% within I.a 6,8% 21,6% 27,3% 22,7% 21,6% 100,0% 

Total Count 39 49 53 40 33 214 

Expected 
Count 

39,0 49,0 53,0 40,0 33,0 214,0 

% within I.a 18,2% 22,9% 24,8% 18,7% 15,4% 100,0% 

Table 39 – Cross Tabulation I.A * V.M 

Crosstab A & N 

  
V.n 

Total 1 2 3 4 5 

I.a Man Count 31 21 33 16 25 126 

Expected 
Count 

24,1 20,6 34,1 26,5 20,6 126,0 

% within I.a 24,6% 16,7% 26,2% 12,7% 19,8% 100,0% 

Woman Count 10 14 25 29 10 88 

Expected 
Count 

16,9 14,4 23,9 18,5 14,4 88,0 

% within I.a 11,4% 15,9% 28,4% 33,0% 11,4% 100,0% 

Total Count 41 35 58 45 35 214 

Expected 
Count 

41,0 35,0 58,0 45,0 35,0 214,0 

% within I.a 19,2% 16,4% 27,1% 21,0% 16,4% 100,0% 

Table 40 – Cross Tabulation I.A * V.N 
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