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VIRAL MARKETING
STRATEGIES FOR
APPLE AND
SAMSUNG BRANDS
ON INSTAGRAM
PLATFORM

ABSTRACT

Increased  global  competition  and
technological advances have led companies
to invest in viral marketing, which relies on
social relationships and creative messages
to create a mutually beneficial relationship
between the organization and its audience.
Viral marketing aims to increase brand
awareness and reach the largest possible
number of customers at a low cost. To
achieve this goal, more research and studies
are required to identify effective strategies.
The researcher used content analysis to
gather information and data from Apple
and Samsung's Facebook pages, with a total
of (216) posts over a period of (6) months.
The study found that the most prominent
tactics are tagging followers as a way to
increase the number of followers and
stimulate continuous interest in the brand,
as well as partnering with influencers.
Companies use various incentive methods
to market their products and make them
more attractive to customers, and the most
important of these methods is the use of
guarantees.
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