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“The Effect of Viral Marketing on Customers Loyalty Applied Study on Some
Internet Marketing Companies in Egypt”

Prof.Amani Mohammed Amer Dr.Seham Farouk El-Batal
Author. Aya Hassan Ali Sayed

Abstract

This study aimed to know the effect of viral marketing on customer loyalty
by applying it to some online marketing companies in Egypt, A research model
was proposed that illustrates the dimensions of viral marketing and customer
loyalty, and a survey list was designed that included both viral marketing and

customer loyalty.

The study relied on the descriptive analytical approach, and the necessary
tests were conducted to measure the validity and reliability of the survey list.

Society is infinite in (384) Form.®

The lists valid for statistical analysis were (371) Form, with a response rate

96.6%, and the lists were distributed to the study clients.

The results of the statistical analysis indicated that there is a positive and
significant impact of viral marketing on customer loyalty to online product
marketing companies in Egypt, and there are statistically significant differences in
the respondents’ awareness of the dimensions of viral marketing according to a set
of demographic characteristics (gender, age, scientific level, The most used
company), and there are statistically significant differences in the respondents’
perception of customer loyalty dimensions according to a set of demographic

characteristics (gender, age, educational level, the most frequently used company).

Key Words: (Viral Marketing - Customer loyalty).
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