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ABSTRACT

The aim of this study was to investigate the relationship between viral marketing strategies via social
network sites and student image at the Palestine Technical University - Kadoorie. This research adopted the
perspective of students who had daily use of the university’s portal and official website as well as social
network sites, and developed and examined a model that could contribute to scholarly research on
information systems and viral marketing. The quantitative method of data collection using a questionnaire
survey was used in the current study. Structural equation modelling (SEM) through a partial least square
(PLS) software was used for the data analysis. The results revealed that perceived supporting elements,
perceived added value, and perceived cost reduction had a significant and positive effect on the student’s
image about universities. The most remarkable recommendation was to snowball the use of social network
sites in viral marketing. The theoretical and practical implications of this were discussed.
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1. INTRODUCTION

In current technological developments and
the increasing usage of the Internet and social
network sites in diffusing a message, belief or
campaign are indisputable. Therefore, the use of
social network sites as a fast and viable tool for
brand promotions by executives and government
campaigners is becoming an acceptable and
evolving area of interest (1). Furthermore, the
Internet is helping business organizations by
enabling the creation of marketing materials for
dissemination internationally at a low cost. Based
on these notions, viral marketing is an innovative
marketing strategy for reaching a large number of
customers rapidly (2-4). Viral marketing parallels
word-of-mouth (WOM) marketing activities, but in
an Internet setting (2). Viral marketing is also
famous as Internet (WOM) marketing as it
stimulates individuals to share product information
with their friends via social network sites (1). It
mostly seeks to ensure that individuals are
interested in sharing product information with their
friends. Therefore, viral marketing is the diffusion

of information about a product and its acceptance
over networks.

In an effective marketing strategy is
important to entice, maintain and satisfy target
customers (5). Thus, a product should be attractive
enough to facilitate the diffusion of information to
attain the primary purpose of viral marketing (6).
Viral marketing has become a marketing tool that is
being used increasingly by several organizations
(7). As it is a new marketing trend, information and
knowledge about it are still lacking. Therefore,
there is a strong need for it to be identified in-depth
(8, 9). Consequently, marketers should identify the
strategies and factors that affect the acceptance of
viral marketing by customers.

In the education context, universities are
competing to recruit more students, mainly owing
to marketization and globalization (10). There are
three main customer groups for educational
institutions, namely, alumni, current students, and
future students (11). Usually, students are on the
lookout for the newest and latest products, services,
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and information. According to Aman and Hussin
(12), higher educational institutions use social
network sites as a tool for marketing. Consequently,
universities should focus on creating content for
their social network sites, websites, and portals to
attract students and encourage them to share that
information with their friends. In Palestine,
increasing competition in the education sector is
motivating universities to use novel types of
communication to formulate student Dbeliefs,
images, and attitudes. With the intention of offering
exclusive and notable student experiences,
universities have been seeking ways to stimulate
student involvement in the building and
dissemination of their university experience (10).
The more students are enrolled into a university, the
more enhanced will be the reputation of that
university (13, 14). Therefore, providing high-
quality services through the university’s website
and portal can have a robust effect on the student’s
image.

Based on the abovementioned discussion,
this research was aimed at examining the impact of
viral marketing strategies via social network sites
on the student’s image toward universities and
identifying the viral marketing strategy dimensions
that affect the student’s image at the Palestine
Technical University-Kadoorie. Viral marketing is
still new in Palestine, and the results of its
examination and usage in the education sector are
still unclear until now. Therefore, this study will
provide insights on how viral marketing may
impact the student’s image in the public education
sector in Palestine. Thus, the primary research
question was formulated as follows: Does a
relationship  exist between viral marketing
strategies via social network sites and the student
image at the Palestine Technical University-
Kadoorie?

The remaining sections are structured as
follows: Section 2 presents the literature review;
Section 3 reviews the theoretical foundation of the
study; Section 4 presents the research model,
Section 5 presents the research methodology, and
describes the instrument development and data
collection processes, and reports on the empirical
results; while Sections 6 and 7 present the data
analysis and results, and Section 8 explains the
limitations of the study and recommendations for
future work. Finally, the conclusion is given in
Section 9.

2. LITERATURE REVIEW

2.1 Viral Marketing and Educational
Institutions

Technology has brought about a paradigm shift
in the way products or services are marketed across
the world. In the context of educational institutions,
universities are engaged in the construction and
promotion of brand knowledge in diverse ways, and
have adopted related strategies to promote their
reputation (15). According to Priilaid, Human (16),
marketing plays an imperative role in the growth of
brand knowledge. Universities have progressively
used cross-marketing techniques, including brand
management, to design effective strategies to stay
ahead of the competition (17).

Social network sites are perfect platforms
for viral marketing as they enable people to connect
based on broad, specialized relationship links
through  virtual communities(18). Moreover,
numerous studies have shown that social network
sites that are used in viral marketing play an
important role in encouraging customers (i.e.
students) to accept new products or in affecting
their attitudes (18-22). Viral marketing is described
as a marketing approach or marketing phenomenon,
whereby social network sites are used to energize
people to share a marketing message with others
(23).

Notably, university students are greatly
influenced by the attractive utilization of viral
marketing.  Universities should give more
consideration to orientating themselves to viral
marketing as a popular communication tool for
creating a positive image about their products and
services among students through social network
sites. Viral marketing can accelerate the
dissemination of information that is more applicable
to university students. A successful viral marketing
strategy can help universities to strengthen the
belief of students in the quality of their services,
and is an essential source of image formulation.
Consequently, the implementation of a well-
identified viral marketing strategy can provide
universities with a definite competitive edge.

2.2 Viral Marketing via Social Network Sites

The flexibility of social network sites plays a
significant role in the diffusion of information, and
the use of media in the form of videos and text
messages have forced marketers to focus their
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efforts on using them as a strategic marketing tool.
Social network sites can offer a direct statistical
measure of the number of marketing messages
viewed by customers. Therefore, marketers are
emphasizing the need to study the effects of viral
marketing on customers.

An understanding of the mechanisms of viral
marketing in social network sites can improve one’s
knowledge of the drivers of viral marketing, and
provide valuable insights into advertising strategies
over the Internet (24). Therefore, attractive
advertising messages will motivate customers to
convey these messages to their contacts in their
social network sites (25). Viral advertising through
social network sites has a convincing power to
promote brands and products to target audiences.
As the success of viral advertising campaigns is
mostly contingent on the dispersal of the message
by individuals to others, scholars have started to
scrutinize which aspects may possibly stimulate
consumers to share the content online (26). Thus,
social network sites are increasingly becoming an
influential setting for marketing (27).

Although viral marketing has been studied in
the trade and services fields, limited studies have
been conducted about it in the learning domain.
Zernigah and Sohail (28) carried out a study aimed
at understanding the factors that help to expand the
acceptance and implementation of viral marketing
by Pakistani customers. The study recommended
that consideration be given to the customer's
culture, confidence, viral message design and
implementation, and modern media and message
clarity in viral campaigns (28). A study conducted
by Gholamzadeh and Jakobsson (29) showed that
exposure to viral messages through e-mails or
social media affects customers, and induces them to
buy the advertised products (29). In another study,
Lekhanya (30) recommended the use of viral
marketing as a fast and low-cost promotional tool
by establishing a company website on social
network sites so as to reach targeted audiences in
different networks throughout the world (30).

From the previous overview, the idea of
viral marketing refers to the activity of using,
encouraging, and motivating users to share
information on companies and products with
friends. Viral marketing uses different types of
media, such as social network sites, to transfer
information and messages about products and
services to individuals and groups. Moreover, the
viral concept can be connected to any positive or

negative activities to communicate or distribute
information online as viruses, and the concept can
be applicable to services that make extensive use of
the Internet, such as in the hospitality and education
sectors.

3 THEORETICAL FOUNDATION AND
HYPOTHESES DEVELOPMENT

3.1 Perceived Supporting Elements

Over the last decade, the number of
services provided to students through the Internet
has been growing. Nevertheless, the introduction of
the Internet has presented many challenges for
marketers. Consequently, marketers have found
more novel approaches to communicate efficiently
with their target market, and viral marketing is one
such approach (27). However, a good viral
marketing strategy needs some essential elements in
order to succeed, and the more elements that are
implemented in the strategy, the more effective it
will be (31). According to Hirvijarvi (31), these
elements are give-away products and services,
smooth delivery to others, expandable from small to
very large, accomplishment incentives and conduct,
taking advantage of other resources, and the use of
current communication networks.

In the context of the education sector, the
technological progression has augmented the
implications of marketing for learning facilities
(32). The competition is getting stronger in the
universities market. Based on the supporting
elements of viral marketing strategies (31),
educational institutions should attractively promote
their services in an effortless, free, visible and fun
way. Furthermore, ingenious viral marketing plans
take advantage of common human motivations.
Hence, it will be easier to generate a right image
and a positive reputation for the brands and
activities of an institution. Therefore, it was
hypothesized that:

H1: Perceived supporting elements have a positive
impact on student image at the Palestine Technical
University - Kadoorie.

1. Perceived Added Value

Viral marketing gives a product added value.
A message that includes something of value is fed
through users of particular social network sites, and
preferably through networks, in an exponential
fashion, much the same as the feeding of a virus in
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a medical setting (33). In order to prompt the
forwarding or sharing behaviour, the message must
present some value to the receiver. Such a value,
whether in the form of information, functionality,
entertainment or emotions, must be clear (33).
Additionally, a brand is a deliberately perceived
equity when it delivers added value to a precise
service or product (34). Therefore, the content of
the message must be relevant and be of practical
value to customers.

Brand equity is defined as the customer’s
intangible and subjective intangible assessment of a
brand above and beyond its objectively perceived
value (35). According to Keller (36), customer-
based brand equity happens when the customer has
a high level of awareness and understanding of the
brand, and holds some sturdy, appropriate, and
distinctive brand associations in his/her memory. A
robust brand has a high level of customer
consciousness and loyalty, and forms the
foundation for the building of dependable and
lucrative customer associations (37).

In the educational context, the achievement
of brand equity elements can help to add value to
students, thereby increasing the value of a
university in terms of its reputation. A cumulative
brand equity contributes to the creation of positive
student image by increasing their trust in the
services of the university. Likewise, brand equity
increases the value of a university by improving the
competence of marketing campaigns as the name of
the brand is frequently mentioned, and this can be a
competitive advantage in the education sector.
Therefore, to effectively build positive student
image, a university should provide students with
high-quality services, which, in turn, will increase
their loyalty to the products or services of the
university. Therefore, it was hypothesized that:

H2: Perceived added value has a positive impact on
student image at the Palestine Technical University
- Kadoorie.

2. Perceived Cost Reduction

In The success of viral marketing lies
partially with the relatively low cost of advertising.
Also, viral marketing increases the speed at which
new products and services are accepted (38). Since
viral messages are usually delivered within social
networks sites, viral marketing is a very effective
means of reaching a large group of people with
similar interests. Furthermore, as messages are

received from a known source, they have a higher
chance of being opened (39) as they contain more
credible and reliable information (27).

For viral marketing to be effective, it must
be able to motivate customers to spread messages or
advertisements to friends (40). Therefore, in the
context of educational institutions, when students
get a memorable and valuable service experience,
they will create positive image of the services of the
university. Also, there is a high expectation that
students will adopt viral marketing since they are
usually telling stories and spreading advertisements
or messages about the university among their
friends in a viral way through social network sites.
Therefore, it was hypothesized that:

H3: Perceived cost reduction has a positive impact
on student image at the Palestine Technical
University - Kadoorie.

3. Student Image

In the preferences and loyalty of customers
are essential for success in a competitive market
environment. Having a loyal customer is a valuable
advantage because the customer is the main element
for the sustainability of a learning organization or
corporation (41). Therefore, for customers/students
to be satisfied, they must be cared for and served. In
the context of the literature on learning, a perceived
image is defined as all the perceptions and
impersonations an individual feels towards a
university. However, several aspects can contribute
to the classification of a university’s image, for
example, substructures, individual relations,
ecological aspects, academic features, teaching and
research, education quality, and employment
opportunities, among others (42).

Student images are mostly formed by essential
marketing communication activities, mainly
through the use of new orientations like viral
marketing, beyond the importance of a traditional
marketing mix. In the current study, the student
image indicated their experiences of the services of
the university articulated in terms of service quality,
service reputation, and student care.

The first aspect of student image in this
study was service quality. Living on the university
campus was marked by the provision of many
supplementary learning services, for example,
managerial services, public library services,
computer and research laboratory services, dining-
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room and student housing services, among others
(42). By upholding their learning services,
educational institutions will be able to fulfil the
hopes of students and maintain service quality in
the education sector (43, 44). Remarkably,
numerous studies have highlighted the impact of
service quality on educational institutions (45-47).
Therefore, educational institutions must provide
students with the required products or services
accompanied by continuing services.

The second aspect of the student’s image
in this study was the care of students. According to
Masserini, Bini (42), educational institutions are
obliged to meet high standards with regard to
education quality, scientific research, and
managerial facilities if they are to remain
competitive. Consequently, educational institutions
must care about the needs of students to gain their
satisfaction, and this will create a positive student
image.

The third aspect of student image in this
study was service reputation. According to Barnett,
Jermier (48), the reputation of a company is
determined over time by the collective judgements
of its stakeholders concerning the financial, social,
and environmental impacts and activities of the
firm. These judgments are associated with how
stakeholders positively or negatively recognize the
organization in comparison to its contenders, based
on its history of consistent performance and
effective communication (49). Therefore, the
perception of students regarding the service
reputation of a university may form the basis for a
positive student image.

4. RESEARCH MODEL

Even though social network sites are a
crucial tool for any business organization, it is also
important that they be employed by educational
institutions. Several individuals might not relate
marketing to schools and universities. However,
educational institutions must understand that they
need a plan to increase their enrolment and raise
income. Although educational institutions work
differently from companies, they both have similar
fundamental values when it comes to providing
products or services (50). The daily lives of people
are genuinely affected by the dissemination of
information and social influence of social network
sites. Studies have shown that the people who are
the most active on social network sites are the
millennials, and this generation also has the lowest

trust in traditional advertising. Advertisements on
social network sites have gained better results than
on traditional media (51). Therefore, a novel way to
initiate discussions between universities and their
external as well as internal environment is to use
viral marketing (27, 52).Viral marketing delivers
numerous benefits for marketing organizations, e.g.
fast transfer of advertising and promotional
messages to a great number of people at a lower
cost than traditional channels of marketing. The
reason for this is that users of social network sites
exchange advertising messages among themselves,
thereby contributing to the rapid spread and
increased impact of the messages (53). However,
based on the literature, no research, as yet, has
focused its attention on the impact of wviral
marketing via social network sites on the student
image in Palestine through the integration of the
perceived supporting elements, perceived added
value, and perceived cost reduction in viral
marketing strategies. Based on these aspects, this
study derived the theories that formed the basis for
the creation of the research model, and proposed to
determine the impact of viral marketing strategies
on the student’s image at the Palestine Technical
University - Kadoorie. Consequently, the
development of a model that takes into account
viral marketing strategies is essential in determining
and exploring the impact of viral marketing on
student image in controlled situations. The
proposed model for the present study is depicted in
Figure 1.

Viral Marketing

Strategies
Students Image
Perceived Supporting
Elements M
\ Service Reputation
7
Perceived Added Value t 42>
>
/Y\ Student Caring
Perceived Cost Reduction ]

Figure 1: Research Model
5. METHODOLOGY

The aim of this study was to examine the
relationship between viral marketing strategies via
social network sites and student image. The
quantitative method of data collection using a
questionnaire survey was used in the present study.
A total of 270 Palestinian students from seven

.
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faculties at the Palestine Technical University -
Kadoorie were selected to participate in the study
using the stratified random sampling method.
According to the structural equation modelling
analysis, at least 100 samples were needed (54).
Also, the smart PLS path modelling recommended
that the sample should consist of at least 30 to 100
case (54, 55). Therefore, a sample size of 270
respondents was sufficient.

The survey used for collecting the data
was adopted from previous studies on electronic
marketing. It encompassed 30 items, which were
amended to suit the aims of the study. The items
used for measuring the perceived added value were
adapted from Sweeney and Soutar (56), while the
items for measuring the perceived supporting
elements were adapted from Hirvijarvi (31), the
items for measuring the perceived cost reduction
were adapted from Zhuang and Lederer (57), and
the items for measuring student image were adapted
from (58, 59). The respondents were requested to
choose their responses from a five-point Likert
scale ranging from 1 (strongly disagree) to 5
(strongly agree). The survey was also translated into
Arabic, the native language of the respondents. The
survey questionnaire was manually distributed to
350 students at the Palestine Technical University -
Kadoorie. However, only 270 completed
questionnaires were used for the data analysis in
this study. The data were analysed using the SEM
approach by means of the Smart PLS 3 software.

6. DATA ANALYSIS AND RESULTS
6.1 Descriptive Statistics

The characteristics of the respondents and
the descriptive statistics of the constructs are
presented in Table 1 and Table 2, respectively. In
Table 2, it can be seen that the range of the mean of
the entire construct was from 3.17 to 3.59, with
standard deviations ranging from 0.76 to 1.03. This
showed a narrow spread of the values around the
mean. Furthermore, the skewness ranged from -
0.340 to -0.890, while the kurtosis ranged from -
0.700 to 0.460. The rule of thumb for skewness and
kurtosis, as established by Byrne (2013), for
normally distributed data are + 3 and +7,
respectively, and based on this recommendation, the
data for this study were assumed to be suitable and
normal for further analysis (60).

The measurement instrument was checked
for internal consistency using Cronbach’s alpha,

and the result of the assessment showed that all the
constructs obtained Cronbach’s alpha values of
more than 0.60, indicating their high internal
consistency (61). These values showed that there
was good correlation between the responses of the
group of items used to measure the study constructs
(62).

7. MODEL ANALYSIS

The partial least squares version 3 (PLS3)
was used during the model verification to analyse
the data. There are two stages in structural equation
modelling using PLS. These are the measurement
model assessment and the structural model
assessment (63). During the measurement model
assessment stage, the constructs are examined for
reliability and wvalidity, while structural model
assessment focuses on the verification of the model
hypotheses.

7.1 Measurement Model Result

Hair Jr, Hult (63) indicated that the
verification of the survey for the measurement
model is an aspect of the PLS technique. This
technique is frequently carried out based on
formative and reflective constructs. The goodness
of measures is mostly verified using two main
criteria - reliability and validity. Reliability tests the
consistency of an instrument by measuring a
specific aspect that it intends to measure, while
validity implies testing the efficiency of a given
instrument in measuring a specific concept that it
was designed to measure (64). A three-element
procedure was followed in this study to assess the
measurement model, namely, the indicator items of
reliability, convergent validity, and discriminant
validity. As per Hair Jr, Hult (63), the minimum
acceptable level of item loading must be > 0.60;
however, for this study, the minimum acceptable
item loading level was 0.60.

As depicted in Figure. 2, 30 reflective
indicators were used to test the measurement model,
and two items (SE6 and RC3) were found to have a
factor loading of 0.643 and 0.612, respectively.
Based on the recommendations of Hair, Ringle (65)
and Henseler, Ringle (66), any item with a factor
loading value in the range of 0.40 to 0.70 should be
excluded as far as its exclusion will improve the
composite reliability (CR) result above the
recommended threshold value. Hence, the removal
of the indicators in this study was done by
performing a PLS algorithm test. It has been stated

425




Journal of Theoretical and Applied Information Technology

31% January 2021. V0l.99. No 2

2
© 2021 Little Lion Scientific Ta

Al

ISSN: 1992-8645

Www.jatit.org

E-ISSN: 1817-3195

that the wverification of the survey for a
measurement model is an aspect of the PLS
procedure. This process is often performed based on
formative and reflective constructs.

The average variance extracted (AVE)
was used as the basis to test the convergent validity
of each construct shown in Table 3. Convergent
validity is the measure of the extent of the positive
correlation between a measure and the other
measures of the same construct (63). This study
adopted 0.5 as the minimum acceptable AVE value,
as suggested earlier by Hair Jr, Hult (63). The
results proved that “Service Reputation” gave the
highest AVE value (0.739), while “Added Value”
gave the lowest AVE value (0.500). These were all
acceptable values with regard to their convergent
validity.

The discriminant validity was assessed
using the Fornell-Larcker criterion and the
Heterotrait-Monotrait Ratio (HTMT) criterion, as
presented in Table 4 (67, 68). According to the
table, a higher square root of the AVE was obtained
compared to the construct correlation, thereby
suggesting the establishment of the discriminant
validity. This further strengthened the result of the
HTMT assessment, where the discriminant validity
was established by the HTMT 0.90 criterion.
Generally, the results suggested adequate
convergent and discriminant validities of the model.

The results indicated that all the model
dimensions were valid measures in terms of their
statistical significance and parameter estimates. The
results generally indicated that the model had
adequate empirical support for its reliability, and
convergent and discriminant validities.

7.2 Evaluation of the Structural Model

In this study, the structural model (also
called the inner model), portrayed the correlation
between the examined constructs. Therefore, the
evaluation of the structural model would indicate
the relationship between the research hypotheses
and their effects on the studied constructs. In this
regard, the path coefficient () criterion was used to
test the postulated hypotheses in this study. The
range of the standardized values for the path
coefficient was between -1 and +1, with values
closer to +1 implying a strong relationship between
every two constructs, and vice versa (63). When
assessing the significance level of a relationship
using the path coefficient value, the t-value is

usually higher than a specific critical value, thereby
indicating a significant coefficient at a given error
probability. For instance, a t-value > 1.96 indicates
a significance level at p < 0.05.

Table 5 shows that the results obtained
from the research hypotheses tests were all
acceptable. Specifically, H1, which proposed a
significant influence of ‘Perceived Supporting
Elements’ on the student perception, was supported
by the results (3 = 0.506, t=10.124, p < 0.01). The
hypothesis, H2, which assumed that ‘Perceived
Added Value’ had a positive influence on student
image, was accepted (B = 0.235, t = 4.682, p <
0.01). For H3, the significant influence of
‘Perceived Cost Reduction’ on student image was
also supported by the results (8 = 0. 225, t=4. 449, p
< 0.01). In this study, the coefficient of

determination (Rz) was also used to test the
research hypotheses. As per Mitchell and Jolley

(69), R?values in the range of 0.01 - 0.09 are said
to be low, while those in the range of 0.09 - 0.25
are moderate; and those in the range of 0.25 - 1 are

high. Figure 2 shows the results of the R?values

calculated in this study, where the Rvalue of
student perception was 0.643, indicating that 64.3%
of the variances in the perception were explained by
the three dimensions - perceived supporting
elements, perceived added value, and perceived
cost reduction.

8. DISCUSSION

This study explains the impact of viral
marketing strategies via social network sites on the
student image at the Palestine Technical University
- Kadoorie. It explains the impact of viral
marketing strategies via social network sites using
the strategy dimensions of perceived supporting
elements, perceived added value, and perceived
cost reduction as independent variables in addition
to student image based on a literature review. All
the hypothesized viral marketing strategy
dimensions in the model were supported.

The results of the impact of the viral
marketing strategy dimensions via social network
sites on student image revealed that the perceived
supporting elements (H1) had a significant effect on
student image of university services (3 = 0.506,
t=10.124, p < 0.01). Therefore, universities should
present their products and services in an
entertaining, attractive, effortless, free, visible and
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fun way. The results on perceived supporting
elements were consistent with the study by
Zernigah and Sohail (28), which found that the
acceptance of viral marketing messages by
consumers can be increased by incorporating
elements of entertainment.

Similarly, perceived added value (H2) was
identified as a significant viral marketing
dimension that was associated with student image
of university services (B = 0.235, t = 4.682, p <
0.01). According to Severi and Ling (70),
organizations with high brand equity attain a
greater competitive advantage and  enjoy
opportunities for successful extensions, resilience
against competitors and promotional pressures, and
the creation of barriers against competitive entries.
Therefore, students will have a greater perception
of added value and will place more trust in the
services and products of that university than of their
competitors, thereby enhancing the loyalty and
satisfaction of students. Therefore, a perceived
added value will create a positive student
perception towards the services or products of a
university compared to those of other competitors
in the education sector. The results were consistent
with the study by (71), who found that viral
marketing strategies have a significant impact on
customer decisions.

The perceived cost reduction (H3)
dimension significantly affected student image of
university services (8 =0.225,t=4.449,p <0.01).
This result highlighted the importance of providing
students with low-cost or free services through
social network sites to create a positive image of
the university. Thus, a high perception of cost
reduction will lead to a higher positive student
image of the university. This result was in line with
the prior findings of Lekhanya (30), who
recommended the use of viral marketing as a fast
and low-cost promotional tool.

9. THEORETICAL AND PRACTICAL
IMPLICATIONS
The theoretical contributions are the

specific implications of the findings for the existing
theory in relation to the dimensions of viral
marketing strategies and student image of the
services of a university. In this study, a theoretical
model was proposed to study the impact of viral
marketing strategy dimensions on the student image
regarding university services, consequently, giving
rise to three theoretical implications. Firstly, to

examine the impact of the viral marketing strategy
dimensions on student image, the study used
perceived supporting elements, perceived added
value, and perceived cost reduction, in addition to
student image based on a literature review.
Secondly, until now, no research has focused on the
impact of viral marketing strategies via social
network sites on the student image in Palestine by
means of a combination of perceived supporting
elements, perceived added value, and perceived
cost reduction as the dimensions of viral marketing
strategies based on the literature. This study
addressed this issue by deriving the theories that
formed the basis for the creation of the research
model, and proposing to determine the impact of
viral marketing strategies on the student image at
the Palestine Technical University - Kadoorie.
Thirdly, the viral marketing strategy dimensions of
the model developed in this study can add to the
existing literature on viral marketing.

The results of this study raise necessary
implications for educational institutions in
developing countries, especially in Palestine, that
intend to use viral marketing as a marketing tool.
The main objective of this study was to develop a
model to study the impact of viral marketing
strategy dimensions on the image of students in
developing countries, and this objective was
achieved. There are essential managerial
implications of the findings of this study for system
developers, educational institutions and
policymakers in attempting to develop university
websites and portals. They have to take into
consideration the needs of students and how these
needs can be satisfied. By doing so, the students
will have a positive image about the university, and
hence, they will spread the message about the
university to their friends through social network
sites.

In the survey used in this study, it was
agreed that viral marketing strategy dimensions
(perceived supporting elements, perceived added
value, and perceived cost reduction), as derived
from the literature review, have a significant
influence on student image. However, there has
been no research to examine the impact of viral
marketing strategy dimensions in Palestine. The
results of this study should, therefore, support viral
marketing strategy policymakers and officials when
taking a stand on strategies to facilitate the effective
use of viral marketing.
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10. LIMITATIONS OF THE STUDY AND supports the proposed hypotheses, further research

FUTURE RESEARCH

Despite the numerous contributions of the
present study from both a theoretical and practical
perspective, some limitations still exist, and these
must be addressed. Firstly, the model used in this
study included three viral marketing strategy
dimensions  (perceived supporting elements,
perceived added value, and perceived cost
reduction), as derived from the literature. However,
the number of viral marketing dimensions remains
one of the limitations of this study, because there
are other viral marketing strategy dimensions that
may have an impact on student image. Secondly,
the study sample comprised students of the
Palestine Technical University - Kadoorie. This
sample may not adequately represent all the
educational institutions in Palestine. Therefore, this
result should not be generalized to the whole
country in future studies. Thirdly, the scope of the
present study was within the realm of the Palestine
Technical University - Kadoorie; hence, other
educational institutions should be considered in
future studies. Fourthly, this study cannot be
generalized to all developing nations as most of the
other developing nations may not share the
demographic features of Palestine. Therefore,
further studies should be conducted in different
countries to endorse and reinforce the results of this
study.

11. CONCLUSION

The main aim of this research was to
examine the impact of viral marketing strategies via
social network sites on student image of
universities, which has been largely ignored in the
literature, and to propose a viral marketing strategy
model for studying the research objective and
answer the primary research question of this study
to examine the existence of a relationship between
viral marketing strategies via social network sites
and the student image at the Palestine Technical
University-Kadoorie.

The results revealed a positive and
significant  relationship  between  perceived
supporting elements, perceived added value,

perceived cost reduction and student image. Based
on these results, the impact of these dimensions
should be considered by educational institutions
and policymakers when attempting to use viral
marketing as a marketing strategy for their
universities. In addition, although the analysis

is necessary to examine other viral marketing
strategy dimensions that may possibly have an
impact on the students’ image.

Finally, the proposed model is a coherent
model that can be used in future empirical studies
in the viral marketing field. The model can also be
extended in different directions. The model
proposed in this research can guide further studies
about effective viral marketing strategies that may
create a positive student image of universities in
developing countries such as Palestine.

12. ACKNOWLEDGEMENT

The authors would like to thank the
Palestine Technical University - Kadoorie, for
providing the financial support for the publication
of this research.

REFERENCES

[1] Bhattacharya S, Gaurav K, Ghosh S. Viral
marketing on social networks: An
epidemiological perspective. Physica A:
Statistical Mechanics and its Applications.
2019;525:478-90.

[2] Chiu H-C, Lee M, Chen J-R. Viral
marketing: A study of e-mail spreading
behavior across gender. Journal of Website
Promotion. 2008;2(3-4):17-30.

[3] Miller R, Lammas N. Social media and its
implications for viral marketing. Asia
Pacific =~ Public  Relations  Journal.
2010;11(1):1-9.

[4] Subramani MR, Rajagopalan  B.
Knowledge-sharing and influence in
online social networks via viral marketing.
Communications of the ACM.
2003;46(12):300-7.

[5] Best RJ. Market-based management. In:
3rd ed. PE, Upper Saddle River, New
Jersey. , editor. 2009.

[6] Dufour C. An investigation into the use of
viral marketing for the companies and the
key success factors of a good wviral
campaign: Dublin Business School; 2011.

[7]1 Eckler P, Bolls P. Spreading the virus:
Emotional tone of viral advertising and its
effect on forwarding intentions and
attitudes. Journal of  Interactive
Advertising. 2011;11(2):1-11.

428




31% January 2021. V0l.99. No 2

Journal of Theoretical and Applied Information Technology E\‘\/E

© 2021 Little Lion Scientific ATiT
ISSN: 1992-8645 Www.jatit.org E-ISSN: 1817-3195

[8] Cruz D, Fill C. Evaluating viral marketing:
isolating the key criteria. Marketing
Intelligence & Planning. 2008;26(7):743-
58.

[9] Ler SW. The attitudes of consumers
towards viral marketing in Malaysia:
University Tunku Abdul Rahman; 2014.

[10]Foroudi P, Yu Q, Gupta S, Foroudi MM.
Enhancing university brand image and
reputation through customer value co-
creation behaviour. Technological
Forecasting and Social Change.
2019;138:218-27.

[11]Constantinides E, Stagno MCZ. Higher
education marketing: A study on the
impact of social media on study selection
and university choice. International
Journal of Technology and Educational
Marketing (IJTEM). 2012;2(1):41-58.

[12]Aman K, Hussin N. The Effectiveness of
Social Media Marketing in Higher
Education Institution. International journal
of academic research in business and
social sciences. 2018;8(9).

[13]Hafeez K, Aburawi I. Planning human
resource requirements to meet target
customer service levels. International
Journal of Quality and Service Sciences.
2013;5(2):230-52.

[14]Kabadayi S, Gupta R. Managing motives
and design to influence web site revisits.
Journal of Research in Interactive
Marketing. 2011;5(2/3):153-69.

[15]Lomer S, Papatsiba V, Naidoo R.
Constructing a national higher education
brand for the UK: Positional competition
and promised capitals. Studies in Higher
Education. 2018;43(1):134-53.

[16]Priilaid D, Human G, Pitcher K, Smith T,
Varkel C. Are consumers’ quality
perceptions  influenced by  brand
familiarity, brand exposure and brand
knowledge? Results from a wine tasting
experiment. South African Journal of
Business Management. 2017;48(2):45-54.

[17]Chen C-T. The mediating effect of brand
identity on brand knowledge and the
operational development of universities.
South African Journal of Business
Management. 2019;50(1):1-11.

[18] Almeida MISd, Costa M, Coelho RLF,
Scalco PR. “Engage and attract me, then
I’ll share you”: an analysis of the impact
of post category on viral marketing in a
social networking site. Revista Brasileira

de Gestao de Negocios. 2016;18(62):545-
69.

[19]Agam D, editor The impact of viral
marketing through Instagram. Australasian
Journal of Business, Social Science and
Information technology (AJBSSIT); 2017
3-4 December 2016;; Ambassador Hotel,
Bangkok, Thailand.

[20]Akyol S. Social media and marketing:
Viral marketing. Academic Journal of
Interdisciplinary Studies. 2013;2(8):586-
90.

[21]Hinz O, Skiera B, Barrot C, Becker JU.
Seeding strategies for viral marketing: An
empirical ~ comparison.  Journal  of
Marketing. 2011;75(6):55-71.

[22]Leskovec J, Adamic LA, Huberman BA.
The Dynamics of Viral Marketing. ACM
Transactions on the Web (TWEB).
2007;1(1):5.

[23]Kim Y, Lowrey TM. Marketing
Communication on the I nternet. Wiley
International Encyclopedia of Marketing.
2010.

[24]Chu S-C, Kim Y. Determinants of
consumer engagement in electronic word-
of-mouth (eWOM) in social networking
sites. International journal of Advertising.
2011;30(1):47-75.

[25]Berger J, Iyengar R. Communication
channels and word of mouth: How the
medium shapes the message. Journal of
consumer research. 2013;40(3):567-79.

[26]Ketelaar PE, Janssen L, Vergeer M, van
Reijmersdal EA, Crutzen R, van‘t Riet J.
The success of viral ads: Social and
attitudinal predictors of consumer pass-on
behavior on social network sites. Journal
of Business Research. 2016;69(7):2603-
13.

[27]Liu H-H, Wang Y-N. Interrelationships
between Viral Marketing and Purchase
Intention via Customer-Based Brand
Equity. Journal of Business and
Management Sciences. 2019;7(2):72-83.

[28]Zernigah KI, Sohail K. Consumers'
attitude towards viral marketing in
Pakistan. Management & Marketing.
2012;7(4):645.

[29] Gholamzadeh C, Jakobsson K. Viral
Marketing: A Quantitative Study about
how Viral Marketing affects the
Consumers Buying Act:  Halmstad
University; 2011.

429




31% January 2021. V0l.99. No 2

Journal of Theoretical and Applied Information Technology E\‘\/E

© 2021 Little Lion Scientific ATiT
ISSN: 1992-8645 Www.jatit.org E-ISSN: 1817-3195

[30]Lekhanya LM. The impact of viral
marketing on corporate brand reputation.
International Business & Economics
Research Journal (IBER). 2014;13(2):213-
30.

[31]Hirvijéarvi F. Viral Marketing and content
forwarding on social media: Outlining the
key elements behind successful viral
content creation: Arcada — University of
Applied Sciences; 2017.

[32]Kalenskaya N, Gafurov I, Novenkova A.
Marketing of educational services:
Research on service providers satisfaction.
Procedia  Economics and Finance.
2013;5:368-76.

[33]Wang KY, Rademacher MA. Viral
Marketing. Scholarship and Professional
Work Communication 1022014,

[34]Phung MT, Ly PTM, Nguyen TT. The
effect of authenticity perceptions and
brand equity on brand choice intention.
Journal of Business Research. 2019;101:
726-36.

[35]Pham CH. Antecedents of Consumer
Based Brand Equity of Consumer Goods
Retailers in Vietnam An Empirical Study.
Academy of Entrepreneurship Journal.
2019;25(2):1-11.

[36]Keller KL. Building, Measuring, and
Managing Brand Equity. 2nd ed. USR, NJ:
rentice Hall., editor2003.

[37]Pinar M, Trapp P, Girard T, Boyt TE.
University brand equity: an empirical
investigation of its dimensions.
International Journal of Educational
Management. 2014;28(6):616-34.

[38]Dobele A, Toleman D, Beverland M.
Controlled infection! Spreading the brand
message through viral marketing. Business
Horizons. 2005;48(2):143-9.

[39]Koch OF, Benlian A. Promotional tactics
for online viral marketing campaigns: how
scarcity and personalization affect seed
stage referrals. Journal of Interactive
Marketing. 2015;32:37-52.

[40] Adelsarbanlar N, Khoshtinat B. Critical
factors and advantage factors influencing
the implementation of viral marketing by
considering the mediating role of Islamic
marketing; a  conceptual  approach.
Procedia  Economics and  Finance.
2015;36(16):433-40.

[41] Sunarsih ES. The Role of Service Quality
And Institutional Image in Establishing
Relational Commitment Between Private

Universities and The Student. Journal of
Entrepreneurship Education. 2018;21(3):1-
13.

[42]Masserini L, Bini M, Pratesi M. Do quality
of services and institutional image impact
students’ satisfaction and loyalty in higher
education? Social Indicators Research.
2019;146(1-2):91-115.

[43]Harvey L. Student feedback [1]. Quality in
higher education. 2003;9(1):3-20.

[44]Tlias A, Hasan HFA, Rahman RA, Yasoa
MR. Student satisfaction and service
quality: Any differences in demographic
factors. International Business Research.
2008;1(4):131-43.

[45]Annamdevula S, Bellamkonda RS.
Development of HIiEAQUAL  for
Measuring  ServiceQuality in Indian
Higher Education Sector. International
Journal of Innovation, Management and
Technology. 2012;3(4):412-6.

[46]Pereda M, Airey D, Bennett M. Service
quality in  higher education: The
experience of overseas students. Journal of
Hospitality, Leisure, Sport and Tourism
Education. 2007;6(2):55-67.

[47]Shekarchizadeh A, Rasli A, Hon-Tat H.
SERVQUAL in Malaysian universities:
perspectives of international students.
Business Process Management Journal.
2011;17(1):67-81.

[48]Barnett ML, Jermier JM, Lafferty BA.
Corporate reputation: The definitional
landscape. Corporate reputation review.
2006;9(1):26-38.

[49] Yiiriir S. Emotional Labor as a Reputation
Management Technique in  Service
Organizations. Reputation Management
Techniques in Public Relations: IGI
Global; 2018. p. 16-37.

[50]Mahaney M. The Effectiveness of Social
Media Marketing in Higher Education:
State University of New York, the College
at Brockport: Senior Honors Theses.
available:
https://digitalcommons.brockport.edu/hon
ors/5; 2012.

[51]1Gao C, Du H, Wu W, Wang H. Viral
marketing of online game by DS
decomposition in  social  networks.
Theoretical Computer Science.
2019;803:10-21.

[52]Madlenak R, Madlenakova L, Rudawska
A, editors. Viral Marketing as Part of
Effective University Marketing Strategy.

430




Journal of Theoretical and Applied Information Technology

31% January 2021. V0l.99. No 2

2
© 2021 Little Lion Scientific Ta

Al

ISSN: 1992-8645

Www.jatit.org

E-ISSN: 1817-3195

Proceedings of INTED2017 Conference
Valencia, Spain; 2017.

[53]Kumar A, Bezawada R, Rishika R,
Janakiraman R, Kannan P. From social to
sale: The effects of firm-generated content
in social media on customer behavior.
Journal of Marketing. 2016;80(1):7-25.

[54] Luthfihadi M, Dhewanto W. Technology
Acceptance of E-commerce in Indonesia.
International Journal of Engineering
Innovation and Management. 2013;3:9-18.

[55] Al-Sharafi MA, Arshah RA, Herzallah FA,
Alajmi Q. The Effect of Perceived Ease of
Use and Usefulness on Customers
Intention to Use Online Banking Services:
The Mediating Role of Perceived Trust.
International  Journal of Innovative
Computing. 2017;7(1):9-14.

[56]Sweeney JC, Soutar GN. Consumer
perceived value: The development of a
multiple item scale. Journal of retailing.
2001;77(2):203-20.

[57]Zhuang Y, Lederer AL. An instrument for
measuring the business benefits of e-
commerce retailing. International Journal
of Electronic Commerce. 2003;7(3):65-99.

[58]58. Caruana A, Chircop S. Measuring
corporate reputation: A case example.
Corporate Reputation Review.
2000;3(1):43-57.

[59]Erdil ST, Yildiz O. Measuring service
quality and a comparative analysis in the
passenger carriage of airline industry.
Procedia-Social and Behavioral Sciences.
2011;24:1232-42.

[60]Byrne BM. Structural equation modeling
with AMOS: Basic concepts, applications,
and programming. 2nd edn ed. New York,
NY: Taylor and Francis Group; 2010.

[61]Nunnally JCaB, LH. Psychometric
Theory: New York: McGraw-Hill; 1994.

[62] Andrew DP, Pedersen PM, McEvoy CD.
Research methods and design in sport
management: Human Kinetics; 2011.

[63]Hair Jr JF, Hult GTM, Ringle C, Sarstedt
M. A primer on partial least squares
structural equation modeling (PLS-SEM):
Sage publications; 2016.

[64]64. Sekaran U. Research methods for
business. USA: John Wiley & Sons, Inc.;
2003.

431

[65]Hair JF, Ringle CM, Sarstedt M. PLS-
SEM: Indeed a silver bullet. Journal of
Marketing theory and Practice.
2011;19(2):139-52.

[66]Henseler J, Ringle CM, Sinkovics RR. The
use of partial least squares path modeling
in international marketing. New
challenges to international marketing:
Emerald Group Publishing Limited; 2009.
p. 277-320.

[67]Fornell C, Larcker DF. Structural equation
models with unobservable variables and
measurement error: Algebra and statistics.
Journal of marketing research.
1981;18:382-8.

[68]Henseler J, Ringle CM, Sarstedt M. A new
criterion for assessing discriminant
validity in variance-based structural
equation modeling. Journal of the academy
of marketing science. 2015;43(1):115-35.

[69]Mitchell ML, Jolley JM. Research design
explained: Cengage Learning; 2012.

[70]Severi E, Ling KC. The mediating effects
of brand association, brand loyalty, brand
image and perceived quality on brand
equity. Asian Social Science.
2013;9(3):125.

[71]Hamed E. Investigating Effects Of Viral
marketing On Consumer’s Purchasing
Decision (Case Study: The Students Of
The Administrative Sciences College-
Najran University). British Journal of
Marketing Studies. 2017;5(4):63-73.




Journal of Theoretical and Applied Information Technology

31% January 2021. Vol.99. No 2
© 2021 Little Lion Scientific

ISSN: 1992-8645 Www.jatit.org E-ISSN: 1817-3195
SE1
K
22 [
K067
SE3
SE4 SR
SES
SR2
v Supparting
7 Elements SR3
0.506
AV sa1
A
/
a2 07 SQ@2
o 0833
Avd 0.766 Q4
- - 0.789 |
a5 | P acding e Image Sevice Quality ™', | 505
v 0893 ~a
i 0.225 501 506
0.338#*' 502
Ly 0815
0.745 0840y
RC2 W06 o70_ I
4-0TE2 5
RC4 | Student Caring 5C4
Reducing Cost

Figure 2: Measurement Model
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Table 1. Sample Characteristics

Sample Items Frequency Percent
Characteristics (%)
Male 102 37.8
Gender Female 168 62.2
Diploma 66 24.4
Education Bachelor 201 74.4
Master 3 1.1
First Year 26 9.6
Second Year 58 21.5
Level Third Year 46 17
Fourth Year 129 47.8
Fifth Year 10 3.7
Diploma 96 35.6
Engineering 93 344
Agriculture 7 2.6
Faculty Applied Science | 12 4.4
Business 45 16.7
Literature 14 5.2
Master 3 1.1
Table 2. Descriptive Statistics
Construct SE AV RC SR SQ SC
Items 7 6 4 3 6 4
Mean 3.380 3.340 3.590 3.140 3.220 3.170
S.D. 0.780 0.760 0.730 1.030 0.890 0.970
Skewness -0.890 -0.520 -0.380 -0.340 -0.530 -0.510
Kurtosis 0.460 0.100 0.060 -0.700 -0.120 -0.490
Cronbach’s 0.830 0.790 0.630 0.820 0.860 0.830
alpha
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Table 3. Reliability and Validity Results

Construct Items Factor AVE CR Cronbach's
Loading Alpha
SE1 0.697
SE2 0.756
. . SE3 0.728
Ef;flf;fg Supporting ["gE4 0.752 0.512 | 0.863 | 0.810
SES 0.657
SE6 Deleted
SE7 0.700
AV1 0.668
AV2 0.767
Szrliiwed Added izj g:zg; 0.500 | 0.857 | 0.799
AVS 0.690
AV6 0.754
RCI 0.745
geerdcjgi‘(’i Cost Eg gjiid 0536 |0.776 | 0.750
RC4 0.762
SR1 0.872
Service Reputation SR2 0.893 0.739 | 0.894 0.822
SR3 0.812
SQl 0.769
SQ2 0.799
, , SQ3 0.730
Service Quality SQ4 0771 0.595 0.898 0.863
SQs 0.766
SQ6 0.789
SC1 0.838
_ SC2 0.815
Student Caring 3C3 0.840 0.666 0.889 0.833
SC4 0.770
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Table 4. Fornell-Larcker Criterion and Heterotrait-Monotrait Ratio

Perceived Perceived Servi Service Stud Perceived
ervice tudent :
Added Cost Quali Reputatio Cari Supporting
ualit arin
Value Reduction Y n g Element
Fornell-Larcker Criterion
Perceived Added
0.707
Value
Perceived Cost
) 0.404 0.732
Reduction
Service Quality 0.591 0.513 0.771
Service Reputation 0.547 0.458 0.689 0.860
Student Caring 0.547 0.442 0.738 0.669 0.816
Perceived
Supporting 0.601 0.417 0.686 0.642 0.657 0.716
Elements
Table 5. Hypotheses Testing
Hypothesis Beta T values P Values Results
Perceived supportin Supported
PP g 0.506 10.124 0.01 PP
elements-> Image
Perceived Added value -> Supported
0.235 4.682 0.01
Image
Perceived Cost Reduction- Supported
0.225 4. 449 0.01
> Image
Heterotrait-Monotrait Ratio
Perceived Added
Value
Perceived Cost
) 0.577 -
Reduction
Service Quality 0.709 0.721 -
Service Reputation 0.674 0.652 0.817 -
Student Caring 0.667 0.616 0.869 0.806 -
Perceived Supporting
0.736 0.595 0.810 0.777 0.789 -
Elements
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