REFERENCES

Akbari, M. (2015). Different Impacts of Advertising Appeals on Advertising Attitude for
High and Low Involvement Products. Global Business Review, 16(3), 478-493.
https://doi.org/10.1177/0972150915569936

Albers-Miller, N. D., & Stafford, M. R. (1999). An international analysis of emotional and
rational appeals in services vs goods advertising The Authors Nancy D. Albers-Miller,
Assistant Professor of Marketing, College of Business Administration, University of
North Texas, Denton, Texas, USA. Journal of Consumer Marketing, 16(1), 42-57.

Albors, J., Ramos, J. C., & Hervas, J. L. (2008). New learning network paradigms:
Communities of objectives, crowdsourcing, wikis and open source. International
Journal of Information Management, 28(3), 194-202.
https://doi.org/10.1016/j.ijinfomgt.2007.09.006

Alexa. (2022). Alexa - Top Sites in India - Alexa.
https://www.alexa.com/topsites/countries/IN

Allan, D. (2007). Sound Advertising: A Review of the Experimental Evidence on the Effects
of Music in Commercials on Attention, Memory, Attitudes, and Purchase Intention.
Journal of Media Psychology, 12(3).

AMA. (2017). Definition of Marketing. https://www.ama.org/the-definition-of-marketing-
what-is-marketing/

Ambujakshan, A. (2013). Appealing Customers Through Advertisements: Use of Advertising
Appeal in FMCG Products. SSRN Electronic Journal, 1-11.
https://doi.org/10.2139/ssrn.1983320

Anderson, P. (2007). What is Web 2.0? Ideas, technologies and implications for education
Policy and Advice Team Leader and Web Focus UKOLN Web 2 Executive summary.
JISC Technology and Standards Watch, 63.
http://www.ictliteracy.info/rf.pdf/Web2.0 _research.pdf

Balsley, H. L. (1970). Quantitative research methods for business and economics. 339.

Bannister, A., Kiefer, J., & Nellums, J. (2013). College Students’ Perceptions of and
Behaviors Regarding Facebook®© Advertising: An Exploratory Study. The Catalyst: A
Multidisciplinary Review of Undergraduate Scholarship at The University of Southern
Mississippi, 3(1). https://doi.org/10.18785/cat.0301.02



Bagkarada, S. (2014). Qualitative Case Study Guidelines. The Qualitative Report, 19(40), 1-
18. https://doi.org/10.46743/2160-3715/2014.1008
Bauer, M. (2000) ' "Science in the media" as cultural indicator: contexualising
surveys with media analysis', in M. Dierkes and C. von Grote (eds) Between
Understanding and Trust: the public, science and technology. Reading: Harwood. pp.
157-178.

Behr, D. (2015). Translating Answers to Open-ended Survey Questions in Cross-cultural
Research: A Case Study on the Interplay between Translation, Coding, and Analysis.
Field Methods, 27(3), 284-299. https://doi.org/10.1177/1525822X 14553175

Belch, G. E., & Belch, M. A. (2003). Advertising and Packaging, An integrated Marking
Communications Perspective. 168.

Belk, R. (2014). You are what you can access: Sharing and collaborative consumption
online. Journal of Business Research, 67(8), 1595-1600.
https://doi.org/10.1016/j.jbusres.2013.10.001

Berger, J., & Milkman, K. L. (2012). What makes online content viral? Journal of Marketing
Research, 49(2), 192—205. https://doi.org/10.1509/jmr.10.0353

Birt, L., Scott, S., Cavers, D., Campbell, C., & Walter, F. (2016). Member Checking: A Tool
to Enhance Trustworthiness or Merely a Nod to Validation? Qualitative Health
Research, 26(13), 1802-1811. https://doi.org/10.1177/1049732316654870

Brand Finance. (2019). The annual report on the most valuable and strongest Indian brands
(Issue July).

BrandZ. (2019). brandz top 75 most valuable Indian brands, 2019.

Britannica. (2022). Hypothesis testing.
https://www.britannica.com/science/statistics/Hypothesis-testing#:~:text=Hypothesis
testing is a form,is denoted by HO.

Brown, M., Bhaduri, R., & Pop, N. (2010). The Impact of Comedic Violence on Viral Video
Effectiveness. Journal of Advertising, 39(1), 49-65.

Bryman, A. (2008). Social Research Methods. In Social Research Methods.
https://doi.org/10.4135/9781849209939

Buffer. (2022). What is Social Media Marketing? https://buffer.com/social-media-marketing

Burgess, K., Singh, P. J., & Koroglu, R. (2006). Supply chain management: A structured

2



literature review and implications for future research. International Journal of
Operations and Production Management, 26(7), 703-729.
https://doi.org/10.1108/01443570610672202

Byers, K. (2020). Top Website Traffic Sources: Study of 3.25 Billion Site Visits.
https://growthbadger.com/traffic-study/

Carter, B., & Marketo. (2014). Contagious Content Marketing. 1-35.

Chen, H., Papazafeiropoulou, A., Chen, T.-K., Duan, Y., & Liu, H.-W. (2013). Exploring the
commercial value of social networks. Journal of Enterprise Information Management,
27(5), 576-598. https://doi.org/doi.org/10.1108/JEIM-05-2013-0019

Cheung, M. S., Anitsal, M. M., & Anitsal, I. (2007). Revisiting word-of-mouth
communications: A cross-national exploration. Journal of Marketing Theory and
Practice, 15(3), 235-249. https://doi.org/10.2753/MTP1069-6679150304

Chiu, H. C., Hsieh, Y. C., Kao, Y. H., & Lee, M. (2007). The determinants of email
receivers’ disseminating behaviors on the internet. Journal of Advertising Research,
47(4), 524-534. https://doi.org/10.2501/S0021849907070547

CIG. (2011). Why Do People Share online. New York Times “Study.”

Collins. (2022). Definition of dramatic.
https://www.collinsdictionary.com/dictionary/english/dramatic-effect#:~:text=adjective
%5Busually ADJECTIVE noun%5D,is very noticeable and surprising.

Constantinides, E. (2004). Influencing the online consumer’s behavior: The Web experience.
Internet Research, 14(2), 111-126. https://doi.org/10.1108/10662240410530835

Constantinides, E. (2014). Foundations of Social Media Marketing. Procedia - Social and
Behavioral Sciences, 148, 40-57. https://doi.org/10.1016/j.sbspro.2014.07.016

Constantinides, E., & Fountain, S. J. (2008). Web 2.0: Conceptual foundations and marketing
issues. Journal of Direct, Data and Digital Marketing Practice, 9(3), 231-244.
https://doi.org/10.1057/palgrave.dddmp.4350098

Corcoran, S. (2009). Defining Earned, Owned, And Paid Media.
https://go.forrester.com/blogs/09-12-16-defining_earned _owned_and_paid_media/

Creswell, J. (2007). Qualitative Inquiry and Research Design Choosing among Five
Approaches,. SAGE publication.

Creswell, J. (2014). Research Design Qualitative, Quantitative, and Mixed Method



Approaches (p. 285).

Curran, K., Graham, S., & Temple, C. (2011). Advertising on Facebook. International
Journal of E-Business Development (IJED), 26(1), 26-33.

Czarnecka, B., & Mogaji, E. (2020). How are we tempted into debt? Emotional appeals in
loan advertisements in UK newspapers. International Journal of Bank Marketing, 38(3),
756-776. https://doi.org/10.1108/1JBM-07-2019-0249

Daymon, C., & Holloway, I. (2005). Qualitative Research Methods in Public Relations and
Marketing Communications. In Qualitative Research Methods in Public Relations and
Marketing Communications. https://doi.org/10.4324/9780203996409

Deans, E. G., Thomas, S. L., Daube, M., Derevensky, J., & Gordon, R. (2016). Creating
symbolic cultures of consumption: An analysis of the content of sports wagering
advertisements in Australia. BMC Public Health, 16(1), 1-11.
https://doi.org/10.1186/s12889-016-2849-8

Denzin, N. (1989). Interpretive Interactionism.

Eckler, P., & Bolls, P. (2011). Spreading the Virus. Journal of Interactive Advertising, 11(2),
1-11. https://doi.org/10.1080/15252019.2011.10722180

Elo, S., Kéaridinen, M., Kanste, O., Polkki, T., Utriainen, K., & Kyngas, H. (2014).
Qualitative Content Analysis. SAGE Open, 4(1), 215824401452263.
https://doi.org/10.1177/2158244014522633

Engel, J., Kollat, D., & Blackwell, R. (1990). Consumer behavior. Dryden Press.
https://archive.org/details/consumerbehavior0000enge

Feed. (2008). Viral Video Marketing Survey: The Agency Perspective.
http://feedcompany.com/2008/10/viral-video-marketing-survey/

Flick, U. (2009). An Introduction To Qualitative Fourth Edition. In Rewohlt.

Forbes. (2019). The World’s Most Valuable Brands - 2019 (Forbes) | Ranking The Brands.
https://www.rankingthebrands.com/The-Brand-
Rankings.aspx?rankinglD=334&year=1322

Forbes. (2020). The World’s Most Valuable Brands List 2020.
https://www.forbes.com/powerful-brands/list/

Gaber, H. R., & Wright, L. T. (2014). Fast-food advertising in social media. A case study on
Facebook in Egypt. Journal of Business & Retail Management Research, 9(1), 52—-63.



http://search.ebscohost.com/login.aspx?direct=true&db=bth&AN=99401813&site=ehos
t-live

Gangadharbatla, H. (2008). Facebook Me . Journal of Interactive Advertising, 8(2), 5-15.
https://doi.org/10.1080/15252019.2008.10722138

Gillin, P. (2007). New influencers: A marketer’s guide to the new social media (Vol. 1).
https://doi.org/10.3983/twc.2008.035

Gillin, P. (2009). Secrets of social media marketing: how to use online conversations and
customer communities to turbo-charge your business.
http://portal.acm.org/citation.cfm?id=1522363

Golafshani, N. (2003). Understanding Reliability and Validity in Qualitative Research. The
Qualitative Report, 8(4), 597-606. https://doi.org/10.46743/2160-3715/2003.1870

Greenberg, D. A. (2007). The Secret Strategies Behind Many “Viral” Videos | TechCrunch.
https://techcrunch.com/2007/11/22/the-secret-strategies-behind-many-viral-videos/

Greenwald, A. G., & Leavitt, C. (1984). Audience Involvement in Advertising: Four Levels.
Journal of Consumer Research, 11(1), 581. https://doi.org/10.1086/208994

Hansen, J. (2019). No Title. https://www.enotes.com/homework-help/why-hypothesis-
inappropriate-qualitative-study-322888#:~:text=This is because the researcher,the data
will come out.

Harcourt, H. M. (2022). Sorrow Meaning. https://www.dictionary.com/browse/sorrow

Harrison, R. L., & Reilly, T. M. (2011). Mixed methods designs in marketing research.
Qualitative Market Research: An International Journal, 14(1), 7-26.
https://doi.org/10.1108/13522751111099300

Hootsuite. (2022). Hootsuite We are social media marketing report Digital Global report.

Houk, K. M., & Thornhill, K. (2013). Using Facebook Page Insights Data to Determine
Posting Best Practices in an Academic Health Sciences Library. Journal of Web
Librarianship, 7(4), 372-388. https://doi.org/10.1080/19322909.2013.837346

Hutchinson, A. (2016). Difference Between Feelings and Sentiment.
http://lwww.differencebetween.net/language/words-language/difference-between-
feelings-and-sentiment/

Imms, M., & Ereaut, G. (2013). An introduction to qualitative market research. In An
Introduction to Qualitative Market Research. https://doi.org/10.4135/9781849208550



Izawa, M. (2010). What Makes Viral Videos Viral?: Roles of Emotion, Impression, Utility,
and Social Ties in Online Sharing Behavior. Group, July, 1-56.
http://advanced.jhu.edu/media/files/communication/lzawa-Thesis-Final.pdf

Janesick, Valerie J. 2000. The Choreography of Qualitative Research Design. Handbook
of Qualitative Research. Norman K. Denzin, and Yvonna S. Lincoln, 379-400.
London: Sage.

Johar, J. S., & Joseph Sirgy, M. (2003). Value-expressive versus utilitarian advertising
appeals: When and why to use which appeal. Journal of Advertising.
https://doi.org/10.1080/00913367.1991.10673345

Johnson, R. B., & Onwuegbuzie, A. J. (2007). Toward a Definition of Mixed Methods
Research. Journal of Mixed Methods Research, 1(2), 112-133.
https://doi.org/10.1177/1558689806298224

Joslin, R., & Miiller, R. (2016). Identifying interesting project phenomena using
philosophical and methodological triangulation. International Journal of Project
Management. https://doi.org/10.1016/j.ijproman.2016.05.005

Kajarekar, R. (2019). Youtube Responsible For 40% Of Global Web Traffic; Beats Facebook
With 376% Margin! — Trak.in — Indian Business of Tech, Mobile & Startups.
https://trak.in/tags/business/2019/03/25/youtube-responsible-for-40-of-global-web-
traffic-beats-facebook-with-376-margin/

Kaplan, K. (2003). Facemash Creator Survives Ad Board.
https://www.thecrimson.com/article/2003/11/19/facemash-creator-survives-ad-board-
the/?t=tdhdedcamcalfvr004000

Karpasitis, C. (2017). Brand video virality: The role of audio, visual and plot characteristics.
March, 262.
http://www.uclan.ac.uk/research/index.php%0Afiles/275/20467.htmI%0Ahttps://drive.g
oogle.com/open?id=1nAYNC1FJoTrdMRw1bgSUKNEFtzv665za

Kealey, D. J., & Protheroe, D. R. (1996). The effectiveness of cross-cultural training for
expatriates: An assessment of the literature on the issue. International Journal of
Intercultural Relations, 20(2), 141-165. https://doi.org/10.1016/0147-1767(96)00001-6

Kietzmann, J. H., Hermkens, K., McCarthy, I. P., & Silvestre, B. S. (2011). Social media?



Get serious! Understanding the functional building blocks of social media. Business
Horizons, 54(3), 241-251. https://doi.org/10.1016/j.bushor.2011.01.005

Laureano, R. M. S., Fernandes, A. L., Hassamo, S., & Alturas, B. (2018). Facebook
Satisfaction and Its Impacts on Fundraising: A Case Study at a Portuguese Non-Profit
Organization. Journal of Information Systems Engineering & Management, 3(1), 1-12.
https://doi.org/10.20897/jisem.201804

Law insider. (2022). Fantasy Advertising definition.
https://www.lawinsider.com/dictionary/fantasy-advertising#:~:text=Fantasy Advertising
means Advertising depicting,appropriate use of the vehicle.

Lee, J., & Lee, H. (2010). The computer-mediated communication network: Exploring the
linkage between the online community and social capital. New Media and Society,
12(5), 711-727. https://doi.org/10.1177/1461444809343568

Leonidou, L. C., & Leonidou, C. N. (2009). Rational versus emotional appeals in newspaper
advertising: Copy, art, and layout differences. Journal of Promotion Management,
15(4), 522-546. https://doi.org/10.1080/10496490903281353

Lincoln, Y., & Guba, E. G. (1985). Naturalistic Inquiry.

Logan, K. (2014). Why Isn’t Everyone Doing It? A Comparison of Antecedents to Following
Brands on Twitter and Facebook. Journal of Interactive Advertising, 14(2), 60-72.
https://doi.org/10.1080/15252019.2014.935536

Macmillan. (2022). Virality. https://www.macmillandictionary.com/dictionary/british/virality

Maison, D. (2019). Qualitative Marketing Research. Understanding Consumer Behaviour. In
Handbook of Qualitative Research. Norman K. Denzin, and Yvonna S. Lincoln, (p. 247).

Mansuri, M. (2018). Top 5 viral ads of the month - Exchange4media.
https://www.exchange4media.com/advertising-news/top-5-viral-ads-of-the-month-
88793.html

Mantri, R., Laddha, A., & Rathi, P. (2015). Impact of Viral Marketing in India. 2, 653-659.

Marchegiani, C., & Phau, L. (2010). Away from “Unified Nostalgia”: Conceptual differences
of personal and historical nostalgia appeals in advertising. Journal of Promotion
Management, 16(1-2), 80-95. https://doi.org/10.1080/10496490903572991

Mayfield, A. (2008). What is Social Media?

Mayring, P. (1983). Qualitative Inhaltsanalyse. Grundlagen und Techniken [Qualitative



content analysis. Basics and methodology]. In Aufl Beltz.

Mazzarol, T., Sweeney, J. C., & Soutar, G. N. (2007). Conceptualizing word-of-mouth
activity, triggers and conditions: An exploratory study. European Journal of Marketing,
41(11-12), 1475-1494. https://doi.org/10.1108/03090560710821260

McGirt, E. (2007). Facebook’s Mark Zuckerberg: Hacker. Dropout. CEO.
https://www.fastcompany.com/59441/facebooks-mark-zuckerberg-hacker-dropout-ceo

Merriam-webster. (2022a). Arousal meaning. https://www.merriam-
webster.com/dictionary/arousal

Merriam-webster. (2022b). Comfort Meaning. https://www.merriam-
webster.com/dictionary/conform#:~:text=Definition of conform,that conform with our
plans

Miller, William L, and Benjamin F Crabtree. 1999. Clinical Research: A Multimethod
Typology and Qualitative Roadmap. Doing Qualitative Research. Benjamin F
Crabtree, and William L Miller, 3-32. Thousand Oaks: Sage Publications.

Minasyan, V. (2014). The Role of Facebook ’ s Marketing Tools in Achieving Organizations
> E-Marketing Goals. Journal of Business, 3(1), 53-56.

Mohsin, M. (2021). 10 Youtube Statistics That You Need to Know in 2021.
https://www.oberlo.com/blog/youtube-statistics

Moriarty, S. E. (1991). https://archive.org/details/creativeadvertisOOmori. Prentice-Hall.
https://archive.org/details/creativeadvertisOOmori

Muehling, D. D., Sprott, D. E., & Sultan, A. J. (2014). Exploring the boundaries of nostalgic
advertising effects: A consideration of childhood brand exposure and attachment on
consumers responses to nostalgia-themed advertisements. Journal of Advertising, 43(1),
73-84. https://doi.org/10.1080/00913367.2013.815110

Nair, P. (2016). BBDO India’s latest video for Ariel’s #ShareTheLoad campaign goes viral,
Marketing & Advertising News, ET BrandEquity.
https://brandequity.economictimes.indiatimes.com/news/advertising/bbdo-indias-latest-
video-for-ariels-sharetheload-campaign-goes-viral/51115995

Nie, N. H. (2001). Sociability, interpersonal relations, and the Internet: Reconciling
conflicting findings. American Behavioral Scientist, 3, 420-435.
https://doi.org/10.1177/00027640121957277



Nikolinakou, A., & King, K. W. (2018). Viral Video Ads: Examining Motivation Triggers to
Sharing. Journal of Current Issues and Research in Advertising, 39(2), 120-139.
https://doi.org/10.1080/10641734.2018.1428247

Nokia. (2019). India Mobile Broadband Index 2019 MB T About Nokia MBIT Index.

North, A. C., MacKenzie, L. C., Law, R. M., & Hargreaves, D. J. (2004). The effects of
musical and voice “fit” on responses to advertisements. Journal of Applied Social
Psychology, 34(8), 1675-1708. https://doi.org/10.1111/].1559-1816.2004.tb02793.x

Nuttavuthisit, K. (2019). Qualitative Consumer and marketing research:The asian
perspectives and practices.

O’Shaughnessy, J., & O’Shaughnessy, N. J. (2003). The marketing power of pictures. In
Industrial Management & Data Systems. https://doi.org/10.1108/eb057527

Owen, G. T. (2014). Qualitative methods in higher education policy analysis: Using
interviews and document analysis. Qualitative Report, 19(26), 1-19.
https://doi.org/10.46743/2160-3715/2014.1211

Paiva, C. E., Barroso, E. M., Carneseca, E. C., De Padua Souza, C., Dos Santos, F. T.,
Mendoza L6pez, R. V., & Ribeiro Paiva, S. B. (2014). A critical analysis of test-retest
reliability in instrument validation studies of cancer patients under palliative care: A
systematic review. BMC Medical Research Methodology, 14(1).
https://doi.org/10.1186/1471-2288-14-8

Palka, W., Pousttchi, K., & Wiedemann, D. G. (2009). Mobile word-of-mouth - A grounded
theory of mobile viral marketing. Journal of Information Technology, 24(2), 172-185.
https://doi.org/10.1057/it.2008.37

Patel, N. (2022). What Is Digital Marketing? (Learn it in 5 Minutes).
https://neilpatel.com/what-is-digital-marketing/

Peters, K., Kashima, Y., & Clark, A. (2009). Talking about others: Emotionality and the
dissemination of social information. European Journal of Social Psychology Eur., 207—
222. https://doi.org/10.1002/ejsp

Petrescu, M., & Korgaonkar, P. (2011). Viral advertising: Definitional review and synthesis.
Journal of Internet Commerce, 10(3), 208-226.
https://doi.org/10.1080/15332861.2011.596007

Phelps, J. E., Lewis, R., Mobilio, L., Perry, D., & Raman, N. (2004). Viral marketing or



electronic word-of-mouth advertising: Examining consumer responses and motivations
to pass along email. Journal of Advertising Research, 44(4), 333-348.
https://doi.org/10.1017/S0021849904040371

Pletikosa Cvijikj, I., & Michahelles, F. (2013). Online engagement factors on Facebook
brand pages. Social Network Analysis and Mining, 3(4), 843-861.
https://doi.org/10.1007/s13278-013-0098-8

Pollay, R. W. (1983). Measuring the cultural values manifest in advertising. Current Issues
and Research in Advertising, 6(1), 71-92.
https://doi.org/10.1080/01633392.1983.10505333

Porter, L., & Golan, G. (2006). From Subservient Chickens to Brawny Men. Journal of
Interactive Advertising, 6(2), 4-33. https://doi.org/10.1080/15252019.2006.10722116

Pulizzi, J. (2012). The rise of storytelling as the new marketing. Publishing Research
Quarterly, 28(2), 116-123. https://doi.org/10.1007/s12109-012-9264-5

Quesenberry, K. A., & Coolsen, M. K. (2019). Drama Goes Viral: Effects of Story
Development on Shares and Views of Online Advertising Videos. Journal of Interactive
Marketing, 48(2019), 1-16. https://doi.org/10.1016/j.intmar.2019.05.001

Richardson, Laurel. 2000. Writing: A Method of Inquiry. Handbook of Qualitative
Research. Norman K. Denzin, and Yvonna S. Lincoln, 923-48. London: Sage.

Richins, M. L., & Root-Shaffer, T. (1988). The role of involvement and opinion leadership in
consumer word-of-mouth: An implicit model made explicit. Advances in Consumer
Research, 15(September), 32-36.

Rose, R. (2019). What's the Difference Between Content Marketing, Branded Content, and
Native Advertising? https://contentmarketinginstitute.com/2019/03/definitions-content-
branded-native/

Roulet, T. J., Gill, M. J., Stenger, S., & Gill, D. J. (2017). Reconsidering the Value of Covert
Research: The Role of Ambiguous Consent in Participant Observation. Organizational
Research Methods, 20(3), 487-517. https://doi.org/10.1177/1094428117698745

Roulston, kathryn. (2008). The Sage Encyclopedia of Qualitative Research Methods. In L.
M. Given (Ed.), The SAGE Encyclopedia of Qualitative Research methods.

Sanne, P. N. C., & Wiese, M. (2018). The theory of planned behaviour and user engagement
applied to Facebook advertising. SA Journal of Information Management, 20(1), 1-10.

10



https://doi.org/10.4102/sajim.v20i1.915

Schwarzl, S., & Grabowska, M. (2015). Online marketing strategies: The future is here.
Journal of International Studies, 8(2), 187—-196. https://doi.org/10.14254/2071-
8330.2015/8-2/16

Sharma, A., & Sheth, J. N. (2004). Web-based marketing: The coming revolution in
marketing thought and strategy. Journal of Business Research, 57(7), 696—-702.
https://doi.org/10.1016/S0148-2963(02)00350-8

Silverman, D. (2012). Interpreting Qualitative Data. In SAGE Publications.
https://doi.org/10.1353/sew.2019.0012

SimilarWeb. (2022). Top Apps Ranking - Most Popular Apps in India | Similarweb.
https://www.similarweb.com/apps/top/google/app-index/in/all/top-free/

Singh, A., & Singh, L. (2016). Going “Viral” on Social Media: A Study of Popular Videos on
Facebook. Amity Journal of Media & Communications Studies (AJMCS), 6(2), 7-22.
http://search.ebscohost.com.subzero.lib.uoguelph.ca/login.aspx?direct=true&db=ufh&A
N=142044219&site=ehost-live&scope=site

Singh, T., Veron-Jackson, L., & Cullinane, J. (2008). Blogging: A new play in your
marketing game plan. Business Horizons, 51(4), 281-292.
https://doi.org/10.1016/j.bushor.2008.02.002

Smith, R. E., & Yang, X. (2004). Toward a general theory of creativity in advertising:
Examining the role of divergence. Marketing Theory, 4(1-2), 31-58.
https://doi.org/10.1177/1470593104044086

Southgate, D., Westoby, N., & Page, G. (2010). Creative determinants of viral video
viewing. International Journal of Advertising, 29(3), 349-368.
https://doi.org/10.2501/S0265048710201221

Statista. (2022a). Leading countries based on Facebook audience size as of January 2022.
https://www.statista.com/statistics/268136/top-15-countries-based-on-number-of-
facebook-users/

Statista. (2022b). Most popular social networks worldwide as of January 2022, ranked by
number of monthly active users. https://www.statista.com/statistics/272014/global-
social-networks-ranked-by-number-of-users/

Stout, P. A., & Leckenby, J. D. (1988). The nature of emotional response to advertising: A

11



further examination. Journal of Advertising, 17(4), 53-57.
https://doi.org/10.1080/00913367.1988.10673130

Stuckey, H. (2015). The second step in data analysis: Coding qualitative research data.
Journal of Social Health and Diabetes, 03(01), 007—010. https://doi.org/10.4103/2321-
0656.140875

Tafesse, W., & Wien, A. (2017). A framework for categorizing social media posts. Cogent
Business and Management, 4(1). https://doi.org/10.1080/23311975.2017.1284390

Tandon, S. (2021). Trolled and beautiful: a year of viral advertisements.
https://www.livemint.com/industry/advertising/trolled-and-beautiful-a-year-of-viral-
advertisements-11609460261665.html

Taylor, D. G., Strutton, D., & Thompson, K. (2012). Self-Enhancement as a Motivation for
Sharing Online Advertising Part of the Advertising and Promotion Management
Commons, E-Commerce Commons, and the Marketing Commons. Journal of
Interactive Advertising, 12(2), 13-28. http://digitalcommons.sacredheart.edu/wcob_fac

Teixeira, T., Wedel, M., & Pieters, R. (2012). Emotion-induced engagement in Internet video
advertisements. Journal of Marketing Research, 49(2), 144-159.
https://doi.org/10.1509/jmr.10.0207

Thomas, A. R. (2007). The end of mass marketing: Or, why all successful marketing is now
direct marketing. Direct Marketing: An International Journal, 1(1), 6-16.
https://doi.org/10.1108/17505930710734107

Topsumer, F., & Yarkin, D. (2015). Social media as an advertisement tool: Strategical need
of being more experiential. Handbook of Research on Effective Advertising Strategies in
the Social Media Age, 1990, 52-63. https://doi.org/10.4018/978-1-4666-8125-5.ch003

Tracy, J. L., & Robins, R. W. (2004). Putting the self into self-conscious emotions: A
theoretical model. Psychological Inquiry, 15(2), 103-125.
https://doi.org/10.1207/s15327965pli1502_01

TRAI. (2019). Wireless Data Services in India.

Turner, S. F., Cardinal, L. B., & Burton, R. M. (2015). Research Design for Mixed Methods:
A Triangulation-based Framework and Roadmap. Organizational Research Methods.
https://doi.org/10.1177/1094428115610808

Upworthy. (2021). What uniques and pageviews leave out (and why we re measuring

12



attention minutes instead). http://blog.upworthy.com/post/75795679502/what-uniques-
and-pageviews-leave-out- and-why-were

Vernon, F. (2015). The diversity project: an ethnography of social justice experiential
education programming. Ethnography and Education.
https://doi.org/10.1080/17457823.2015.1101380

verticalrail. (2016). What Does “Going Viral” Mean? - “Gone Viral” Defined.
https://www.verticalrail.com/kb/what-does-going-viral-mean/

Walsh, G., Gwinner, K. P., & Swanson, S. R. (2004). What makes mavens tick? Exploring
the motives of market mavens’ initiation of information diffusion. Journal of Consumer
Marketing, 21(2-3), 109-122. https://doi.org/10.1108/07363760410525678

Weinberger, M. G., & Gulas, C. S. (1992). The impact of humor in advertising: A review.
Journal of Advertising, 21(4), 35-59. https://doi.org/10.1080/00913367.1992.10673384

West, T. (2011). Going Viral: Factors That Lead Videos to Become Internet Phenomena. The
Elon Journal of Undergraduate Research in Communications, 2(1), 76-84.
https://www.elon.edu/docs/e-
web/academics/communications/research/vol2no1/08west.pdf

Winer, R. S. (2009). New Communications Approaches in Marketing: Issues and Research
Directions. Journal of Interactive Marketing, 23(2), 108-117.
https://doi.org/10.1016/j.intmar.2009.02.004

Witte, K., & Allen, M. (2000). A meta-analysis of fear appeals: Implications for effective
public health campaigns. Health Education and Behavior, 27(5), 591-615.
https://doi.org/10.1177/109019810002700506

Wojnicki, A. (2006). Association for Consumer Research. Advances in Consumer Research,
33(2006), 573-575.

Wolcott, H. F. (1994). Transforming Qualitative data.

Yeoh, J. P. S., & North, A. C. (2010). The effect of musical fit on consumers’ memory.
Psychology of Music, 38(3), 368—-378. https://doi.org/10.1177/0305735609360262

Yin, R. (2014). Case Study Research: Design and Methods.

13



14



