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Abstract

The study aimed to identify the impact of viral marketing with its dimensions
(social media, free offers, opinion leaders, viral advertising campaigns, and email) on
consumer behavior with its dimensions (cognitive attitude, affective attitude, and
behavioral attitude) at the Yemen-Oman United Telecommunications Company (YOU)
in the Republic of Yemen. To achieve the study objectives and test its hypotheses, the
descriptive-analytical method was employed, and a questionnaire was used as the primary
data collection tool. The study population consisted of all subscribers of the Yemen-
Oman United Telecommunications Company in the Republic of Yemen, totaling
approximately 4.6 million subscribers. The study sample included 388 respondents from
the company’s customers, distributed electronically. The data were statistically processed
using the Statistical Package for the Social Sciences (SPSS). The study findings revealed
the existence of a positive impact of viral marketing on consumer behavior in YOU
Company in the Republic of Yemen, with variations in the impact of its sub-dimensions
on consumer behavior, where the "opinion leaders” dimension had the strongest impact,
followed by "free offers," then "viral advertising campaigns,” and finally "social media,"
while "email” showed no statistically significant impact on consumer behavior. The
results also revealed a high level of consumer behavior toward YOU Company across all
its dimensions and indicated that YOU Company highly engages in viral marketing
practices across all dimensions except for "email,” which recorded a moderate level of
practice. Based on these findings, the study recommended continuing to strengthen viral
marketing strategies in the company by developing engaging and easily shareable content
that enhances customer interaction and influences their behavioral tendencies toward
using YOU’s services. Furthermore, the study recommended employing data analytics
tools to continuously evaluate the impact of viral marketing on consumer behavior and
improve campaigns accordingly.
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