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Introduction: 

What Is Viral Marketing?

“The only sustainable growth is viral growth.” 

—Peter Thiel, Zero to One

Stop Googling “How to go viral” as if there’s a magic bullet. There isn’t.

If you’re asking this question, chances are you don’t actually know how viral marketing works. Not completely anyway—but few truly do. Which is why the first thing we’re going to do before we move forward is nail down an understanding of what viral marketing is.

When somebody asks, “What is viral marketing?” the first thought most people have likely has something to do with the latest and 

greatest thing “going viral,” whether it’s a hilarious cat video or the latest Kardashian ridiculousness.

While those things might make us laugh, bring us joy, or capture our attention like a train wreck, they play merely a supporting role in the game changer that is viral marketing. If you want to spread your product and grow your business at an exhilarating rate, you’ll have to broaden your horizons beyond this limited definition of virality. And it all starts by asking the right questions—which is exactly what we’ll do in this book.

So You’re Wondering How to Go Viral

If you have a product, website, app, or business you’re working on, chances are you’ve had this thought: If only I could create something for my site that spreads virally . . .

Anyone with a working brain, diligent planning, access to a bit of capital, and a data-driven approach can achieve viral growth to some degree. However, few actually do to a meaningful degree. This is mainly because most people don’t truly understand the mechanics of viral marketing.

Here are a few things that contribute to the miseducation of the masses:

	
Most resources on viral marketing are actually resources on social media strategy. They steal the term viral to make what they do sound sexier.



	Most “viral marketing firms” are actually production companies that specialize in creating controversial or funny videos and memes that people share. This is not viral 


marketing. It’s a marketing channel that Gabriel Weinberg and Justin Mares call “unconventional PR” in their book Traction. It is essentially the purposeful use of publicity stunts to get media coverage.

What Is Viral Marketing?

I created Viral Hero to help entrepreneurs achieve viral success the right way. But we’d better clear up a common misconception first—that the word viral simply describes a piece of content that spreads like wildfire.

This is false.

Take the latest funny video on YouTube for example. While the video content is an important part of viral marketing, in this case it’s actually YouTube that’s experiencing viral growth, not the video itself. The video is just the “viral media,” or the thing that’s being shared to spread the site or app. 

Think of it this way: So you see that latest funny video on YouTube and then send it to a few friends. As this video spreads, more and more people are exposed or reexposed to YouTube’s video player. YouTube then gets more users to its site, reactivates dormant traffic, and likely sucks users in via various “recommended for you” features to get people watching even more videos. So, it’s not the content or media being shared that spreads virally; it’s the application that houses it—in this case, YouTube. The media displayed in YouTube’s player is just a tool to help its application spread, and it is just a single piece of a much larger viral puzzle.

Of course, on a user-generated-content site like YouTube, content creators can experience some added benefit themselves from taking 

a ride on YouTube’s “viral loop,” but usually, content creators are simply using YouTube as a medium of marketing more akin to PR and aren’t experiencing viral growth themselves.

(Note: YouTube is unique because its user-generated-content model also allows for “channels.” Content creators actually may see user growth in the form of channel subscribers, though this is still a feature on YouTube itself.)

Think you can answer the question “What is viral marketing?” with certainty?

Hey now, don’t get cocky.

Why “Viral” Marketing?

Viral marketing gets its name from the spread of disease. If one person is infected, the people he or she touches will likely be infected as well. Those people then infect others, who then infect others, and so on. Before you know it, there’s an epidemic. Content spreads in a similar way on the web, so marketers adopted the same term.

Let’s try this again. What is viral marketing?

Viral marketing is the act of leveraging your own audience to pass your website or app to their friends.

In a nutshell, viral marketing is a form of direct-response marketing in which your users are the ones who pass your message on. As you get more and more users, you will have more and more people simultaneously spreading your product, so the exposure of others to your message may—in some cases—be exponential.

This is why “going viral” is such a big deal.

Why I’ve Written Viral Hero

As a growth engineer, I recognize the sheer power virality has for marketing success. As such, I’ve focused on gaining a much deeper understanding of viral marketing mechanics so I can use these lessons to build companies. I wrote Viral Hero to put my thoughts down on paper, poke holes in them, allow my own understanding to evolve, and help piece the puzzle together.

I’ve scoured books, research papers, and blogs. I’ve done countless case studies and built my own viral products to test what I’ve learned. As I’ve done these things, I’ve dissected some of the strongest, most applicable pieces of knowledge from top founders, brilliant investors, and even top virologists in medicine. From these dry, academic, and jargon-laden resources that are more likely to bore you to sleep than inspire you to succeed, I’ve pieced together what I like to think is a far more approachable resource.

And now that we’re hopefully all on the same page about what viral marketing is, we can move forward in our discovery of everything this resource has to offer. We’ve got a long way to go toward mastering virality and becoming a viral hero. But don’t worry—I’m going to help you get there every step of the way. Just keep on reading.

To ensure you get maximum value from Viral Hero, I’ve created the exclusive Viral Hero Workbook for you to fill in as you read - absolutely free. Go get your copy right now at viralhero.com/workbook.

Part I 

What Is Viral marketing?
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Chapter 1: 

How to Go Viral—and Why Most Products Never Do (or Should)

Before we dive into the ins and outs of viral marketing and how you can use it to grow your business, we need to lay down some foundations.

First, let’s talk about three very important words: go, viral, and more. These words are vital to your understanding of viral success—but not to mean what you might think.

Every site has a certain viral factor. This means that there will always be an average percentage of users who will invite others to your site or app in some way. For most sites, this percentage will never reach anything insanely high. However, even limited degrees of viral growth can make other modes of marketing much more cost effective.

Some people do happen to create a crazy rocket ship of a viral growth engine, and good for them—drinks are on those people. For everyone else, unless you’re creating something like a communication or collaboration tool, you probably won’t go viral. What’s more, unless you’ve already built enough value to keep users once you acquire them, you probably shouldn’t.

But can you make your site more viral? Absolutely. You’d really be screwing the pooch if you didn’t do so as soon as humanly possible. Achieving even a limited degree of virality can drastically reduce your marketing spend on a per-user basis. It can allow you to create a more sustainable, scalable growth strategy. It can help you build a more successful business.

At which point, you’ll be the one buying everyone drinks.

Some Products Can’t Go Viral

One major reason most people don’t create viral products is because they can’t. Most business models, industries, and site structures are not inherently viral. The creator of such a business didn’t necessarily make a mistake; it’s just that the nature of the business doesn’t make things easy or intuitive for users.

Often, founders will give up on virality after their product doesn’t instantly spread like wildfire. Many of them get frustrated and shift their focus back to more traditional linear forms of digital marketing. After all, this is easier to understand. Dollars in, dollars out. They stop researching how to go viral entirely because, since their site isn’t currently going viral, they believe it can’t go viral.

Sometimes they’re right. Most of the time, they’re just uneducated— but it’s not their fault. Viral marketing mechanics at the product-architecture level are not widely taught. They’re not included in any business or technical educational curriculum, so the best education happens on the job.

The Chicken and the Egg—You Need Both Simultaneously 

Most founders gain their viral marketing education after they’ve created their product. After all, most people start companies because they have an idea, and this idea then creates itself in the founders’ minds. Unless the founders have already deeply researched viral mechanics, viral-specific architecture of their product becomes an afterthought.

What typically happens next is those founders learn a bit of the higher-level theory behind what other folks mistakenly call viral marketing (which is typically content marketing or unconventional PR). They then try to build in “viral carriers” (methods of sharing or sending invites such as sharing buttons or referral systems) after they create their site or app.
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Most people don’t realize their mistake until after they’ve created a product. However, it’s not too late—when they try to make up for this mistake, their products will become more viral in comparison to products that don’t utilize viral marketing at all, although they may never achieve the same self-driving growth engine as products with virality built in. 

The Self-Driving Car of Growth

Think of cars today. There are cars you drive by hand that you must control at all times. Then there are “self-driving cars” at the forefront of technology and innovation that use things like AI and machine learning to drive passengers around automatically. Think about it:

	One of these is very hands-on, requiring the participant’s constant attention.


	The other is more hands-off, with the participant subtly guiding things as needed.


True viral marketing is the self-driving car of growth. Self-driving user growth expands itself without stealing most of the growth engineer’s time. Certain engines—like incentivized viral marketing—can still cost money, but it’s typically far less than the pay-to-play advertising game.

As a growth engineer, your viral engine will still require you to strategically steer the ship, but if it’s done correctly, your product should do the lion’s share of the work for you. However, it’s important to recognize that viral marketing is not a simple feature you can just bolt onto your product. It must be built deep within the core of the product. It must be sparked by an inherent value-driven desire your users have to invite others.
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No amount of convincing users to share or bolting features or widgets onto your product will make something truly “go viral.” If that’s your plan, you may as well stop Googling “How to go viral” for good. It’s futile.

But fear not. These actions may help make your site or app more viral than it was before. This can still be the difference between a massive crash-and-burn failure and a world-conquering success story.

Back to those words I mentioned at the beginning of this chapter: stop researching how to go viral, and shift your focus to becoming more viral.

Why Don’t Most People Create Viral Products?

Anyone can create viral products, but few actually do. Here’s why:

	
Why marketers don’t do it: Virality is something that must be engineered by people who know how to build products from the ground up.



	
Why engineers don’t do it: Most engineers can build beautiful, clean, scalable code; however, few have enough knowledge of (or interest in) how virality works. This interest is necessary for learning how to build a self-driving growth engine.



	
Why new founders don’t do it: Most new founders are so enthralled by their idea that they build it as it is in their head, without considering viral marketing. They rarely, if ever, craft simple and fundamentally sound viral architecture first and then search for ideas that fit within it.



	
Why most experienced founders don’t do it: Most experienced founders have used tactics other than viral marketing to become successful. Rather than educating themselves on a new area of marketing, they instead lean on the existing areas they’ve mastered.



All this is largely because the mechanics of viral marketing can be so difficult to grasp. Even most of the high-level minds out there (I’m talking top product architects and VCs) only understand about 50–60 percent of viral marketing and growth. They haven’t learned how to reduce their risk or confirm that a viral engine works before investing large amounts of time or capital into it.

Basically, most VCs only understand viral marketing well enough to vet investments, and most product architects only understand viral marketing in the context of the specific products they’ve worked on. Even those who do understand it (this includes me) often grasp it only to a certain degree. This is largely because of factors like the complexity of the process of reporting viral growth metrics and the dramatic variability of use cases.

A good chunk of people who actually do understand the nature of viral marketing choose to all but completely ignore it. They instead focus on simpler growth engines, such as pay-per-click advertising. That said, the ease of implementation of these other forms of user acquisition has resulted in oversaturated and much more expensive growth channels. With increased competition comes higher prices, making it harder for new founders to find success with them.

Accidental Viral Growth

I know what you’re thinking: But several big-name companies have reached exponential virality. Was this just an accident?

I believe so, yes. Though I doubt they’d ever admit it. All founders likely believe, or hope, their products will go viral. Does this make the successful ones geniuses? Or were they simply the lucky few?

I’m not saying these founders aren’t brilliant, and I’m not saying they didn’t optimize their viral loops after they witnessed users sharing their product. However, it’s likely they didn’t understand viral marketing on more than a rudimentary level in the beginning.

What Does All This Mean for You? 

It means that armed with the right information, you can move one step ahead of those companies that still don’t realize the power of viral marketing or don’t understand how it works. After all, it’s largely because viral growth is so complicated and difficult to understand that many of the few companies that do build strong viral marketing engines are later acquired for nine or ten figures.

So what do you need to know to build viral growth strategies into your product? Just keep reading.

What You Need to Build a More Viral Product

There are tons of variables involved in perfectly accurate viral-growth equations and predictions. To be honest, I haven’t seen or created any equations that even come close to predicting completely accurate viral growth . . . yet.

But as famed statistician George E. P. Box said, “All models are wrong; some models are useful.”

Adding to the wonderful Mr. Box’s wisdom, famed Finnish scientist Hanna Kokko compares predictive models to drawing maps. Not enough detail, and you can’t successfully help travelers get where they’re going. Too much detail, and those same travelers can become overwhelmed or confused. 

This book will provide you with quite a bit of advice and instruction and several equations to help you both create and predict viral growth. Based on the philosophies of Box, Kokko, and myself, it stands to reason that the best way to view the formulaic approach to projecting viral growth is to shoot for just enough accuracy to help you make the best-possible decisions you can regarding which initiatives you should prioritize and how many resources you should devote to them.

Do you need exact accuracy in your models to make sound decisions? Nope. Do you need them to be reasonably accurate? Yes. This is what we’re shooting for.

You’ll be happy to hear that unless you’re planning to pitch a strategy on going viral to a Fortune 500, you don’t need prediction equations. You need the fundamentals. Using only those, you can start making serious progress toward a more viral product.

Here’s what you need to start the process:

	A clear, engaging resource to help you understand the fundamentals


	A working knowledge of how to build your viral engine


	Tools to help you improve, systemize, and automate things along the way


	A framework to help you systematically see behavior, learn, hypothesize, continue to build your viral engine, and measure its results


So where can you find all this? Right here in this book. Sound like a plan? Okay, you’re ready to begin. 

Five Questions to Help Increase the Viral Nature of Your 

Website or App

It is important to remember viral marketing does not look the same for everyone. In fact, it often takes a very different shape for each individual product, which can make things very frustrating for the copycats out there.

To take you out of your copycat mind-set and into a place of true understanding, I’ve mapped out the twelve types of viral marketing, which we’ll cover in the next few chapters. As we do that, keep the following five questions in mind, and pay attention to how they factor into each of the twelve viral marketing types. This will help you see how these questions will influence your own viral marketing engine too.

	
Why would my users share?: What incentive are you offering your users to share your content with others? Is there some sort of intrinsic value of sharing? For example, will sharing make your users appear some sort of expert, somebody in-the-know, or somebody really funny?



	
What do my users get for sharing?: Are there any extrinsic rewards that you’re offering in exchange for sharing? Will users earn elevated status on your site? What about special privileges? Will they get some sort of discount, deal, or free gift?



	
What ways do I want them to share?: Is user-sharing of this content better accomplished via a wall post on social media, a one-to-one personal email invite, an address book invite, or something different?



	
Where do I make the ask?: Are you providing calls to action (CTAs) at the moment a user would best realize the value of sharing your content?



	
How quickly and easily does this “referral” or “invite” process occur?: If a user follows your invite instructions, how quickly can others come to the site, become users, and start inviting others?



We’ll get into all of these questions and more in greater depth as we go, but this should hopefully get you thinking about viral marketing in a clearer and more productive way, especially as it pertains to your site or app.

Don’t just answer these questions in your head. Actually write your answers down in the Viral Hero Workbook. Don’t move on until you’ve grabbed your free copy over at viralhero.com/workbook.
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 Chapter 2: 

Viral Marketing Engines—Foundations

 

Inherent Viral Marketing—How Skype and WhatsApp 

Used It and Got Acquired for Billions

As we begin our discussion of the twelve types of viral marketing, keep in mind that each could be a game changer for your website or product. However, the king of all types of viral marketing is inherent viral marketing. 

So let’s start there.

Inherent Viral Marketing: All Hail the King!

Few things spread faster than a well-designed value-adding viral site or app—especially when its marketing campaign adds to the user experience. Growth, at least for a little while, can be hyperbolic. Which means awesome things for your bottom line.

So everyone should use inherent viral marketing to grow, right?

Wrong.

Not every site, app, or product is inherently viral. In fact, few are. This isn’t necessarily because you screwed up or developed poorly or because people don’t like what you’re providing. In fact, you may have a perfectly constructed website with a loyal, fast-growing audience that loves what you do and still not have an inherently viral site.

That being said, if your product is inherently viral, here’s what that means: in a nutshell, inherent viral marketing is a form of viral marketing where people get zero value from your site, app, or product unless others are using it as well.

Who’s Doing It Right: Skype and WhatsApp

If a product or service solves a user’s problem because others are using it as well, you win. This is why inherent viral marketing is the Shangri-La of viral marketing. Few have managed to ascend to these lofty heights and return to tell the tale. But those that have often emerge with billions to show for it.

Let’s use the popular VOIP and messaging app Skype as an example:

	
What value do you get out of Skype when you first download it but have no contacts? None. Skype does absolutely nothing for you at this point.



	
The moment you send a contact request to somebody and it’s accepted, you unlock a ton of the value Skype has to offer. You can send instant messages, place calls for free (domestically and internationally), have video calls, share screens, and more.



	
But wait—what happens when you invite a second person? You then magically unlock conference call features allowing you to get more than two people on a call from anywhere for free.



	The more friends you add to Skype, the more value you’ll get from it, and the more frequently you’ll use it.


Since the core usability of Skype only gets unlocked when you invite others to use it with you, it’s a product that should grow itself (and it did—to three hundred million users and counting).
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In other words, the entire value proposition of the product depends on users getting more people to use it. The more people you invite to join, the more valuable Skype becomes to you as a user. If you’ve heard the term network effects—or the positive effect the addition of another user of a product or service has on the value others are already getting from it—you’ve already been introduced to this concept.

You’re then much more likely to use it regularly and maybe even unlock some of its paid features, which makes for a pretty lucrative business for Skype. (This is evidenced by Skype’s being acquired by eBay for $2.6 billion in 2005, after only existing for two years, and then reacquired by Microsoft in 2011 for $8.5 billion!)

Another great example is WhatsApp. Like Skype, it’s a communication tool. But instead of revolving around phone calls, WhatsApp’s platform is based on the familiar UX of text messaging. But it uses the same viral mechanics as Skype.
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As a result, WhatsApp is another inherent viral marketing powerhouse with insane user-growth stats, which culminated in a $19 billion acquisition by Facebook.

So, the essence of inherent viral marketing is that users have to share the website or product to actually use it or to add value to their experience. Then, as the product or service starts to reach ubiquity, users essentially have no choice but to stay and continue to be active since they will actually lose value by leaving. That’s the genius behind inherent viral marketing. It doesn’t just create something cool with the hope that others will pass it on—it makes the act of inviting others absolutely essential to unlocking the value of the product.

How Do You Create an Inherent Viral Marketing Engine?

Okay, so now you’re all set to be a billionaire. All that’s left is to implement inherent viral marketing and watch the checks roll in.

Or so we’d hope.

The truth is, succeeding with inherent viral marketing is very difficult. (No one said being king was easy.) And unfortunately, if you’ve already built a website or app, it’s most likely too late to create inherent virality. That is, unless you built in some sort of communication tool or component that only has value when used with other users—in which case you’ve accidentally already created an inherently viral product. Well done!

If that’s not you, don’t worry. You’re still off to a great start by learning as much as you can about inherent viral marketing. This knowledge will provide a strong understanding of viral growth in general and help your business grow much larger as a result. In addition, it may give you some ideas for how to build future products with inherent virality in mind.

The Hard Part of Inherent Viral Marketing

Once you get the ball rolling with an inherently viral product, growth is easy. However, getting the ball rolling is the hard part.

Remember I mentioned how valuable an inherently viral product becomes as it approaches ubiquity? The exact opposite is true early on. There’s often very low value for the first users of inherently viral products. It’s like entering an empty room. No one likes to be the first person to a party.

However, as more people join, social proof increases drastically, and signups snowball. If you haven’t heard of Metcalfe’s law, it essentially states that the value of any network is proportional to the squared number of users using the network. While I personally can’t speak to the accuracy of the formula, the theory is sound and applies to inherently viral products in the same way. These types of products are incredibly valuable at scale but incredibly worthless early on.

In other words, the early days of using inherent viral marketing will be the toughest you’ll face. But as T. Jefferson liked to say, with great risk comes great reward.

How to Succeed Early On

There are a few things a company can do to offset the growing pains of inherent viral marketing, such as the following:

	Niche Targeting


	Brute Force


	Getting Lucky


Facebook is a great example of a company that handled this issue with grace. In its infancy, instead of existing as purely a communication tool, it was a blend of niche group communicating, self-advertising, and flirting, marketed to the college crowd one poke at a time. By confining its product to individual universities, it was easier for Facebook to grow and take advantage of niche PR (i.e., campus newspapers, blogs, and newsletters).

Of course, Facebook is also a massive example of a right place, right time, right audience, right UX perfect storm. As is the case for most viral products, Facebook’s success early on was largely accidental.

But you don’t have to narrow your focus or wait around for luck to come knocking at your door. Sheer brute force is another fine way to overcome early underuse of your inherently viral product. In other words, spend money to acquire users. After all, you won’t be able to optimize your viral loop or know which subset of users is most viral unless you’ve got a base number of active users providing feedback and data. With a little proactive spending, you can establish a test group to pave the way for future virality.

Once you’ve achieved one of these approaches and survived the “viral feeding,” growth can be explosive.

Viral Communication Marketing—How Apple, MailChimp, and Hootsuite Used Hotmail to Inspire 

Explosive Growth
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Now that we’ve met the king of viral marketing campaigns, let’s meet the rest of the court. The second type of viral marketing is called viral communication marketing.

Before we dig into the mechanics of viral communication marketing, let’s recap. In the last section, here’s what we covered:

• 	Inherent Viral Marketing—a product or service that offers zero value unless used with others and makes inviting others the key to unlocking that value.

That’s the first type of viral marketing and reigns supreme as the most lucrative form. The only problem is that it is very hard to achieve. 

A close second and a far easier method to implement is viral communication marketing.

 What Viral Communication Marketing Is Not

Early on, Skype was an exclusive two-way tool. It was a closed system. 

This means that, in order to communicate with others on Skype, both you and whoever you were communicating with had to be on Skype.

An even earlier example of a closed two-way system is the telephone. To communicate with somebody on the telephone, both parties must have (or at least have access to) telephones themselves.

On the surface, these two examples of closed systems may seem like they are utilizing viral communication marketing because two people are communicating. However, they lack one key component.

Viral Communication Marketing Is Inclusive

A product using viral communication marketing is not necessarily an exclusive two-way street. It’s an inclusive medium. In addition to allowing two people to communicate with one another, it also touches the outside world—for example, though Skype used to require both communicators to be on Skype to have a conversation, it now lets users call outside telephone numbers not associated with the service. While this lowers the potential for explosive viral growth as the product reaches ubiquity, it can improve early growth by not forcing people to adopt the product in order to receive communication from those using it. 

The key to viral communication marketing is that communication through the product must contain an on-ramp back to that product.

To see an example of a successful on-ramp, let’s look at one of the hottest viral hits of all time.

Hotmail—the Legendary Viral Sensation

In 1995, two friends, Sabeer Bhatia and Jack Smith, came up with an idea for a free web-based email client that would eventually be called Hotmail. Their service worked like a charm, but after it exhausted a bit of traction from some niche PR on online message boards, its growth slowed.

To stay afloat, Bhatia and Smith raised a small round of venture capital from a Silicon Valley firm called Draper Fisher Jurvetson. In addition to providing some much-needed cash, this firm also had an idea that would prove imperative to Hotmail’s success. Tim Draper, a partner at the firm, suggested the company include an on-ramp in the form of a small message at the bottom of every email sent by a Hotmail user.

The message was short and simple: “Get your free email account at Hotmail.” And the last word was linked back to the site.
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Reflexively, Bhatia and Smith pushed back. To them, it felt like a “spammy” move. But as they began to run out of options and money, they gave in. What happened next was entirely unexpected.

In just two short years, Hotmail became far and away the world’s largest email provider, boasting over thirty million members and eventually selling to Microsoft for $400 million. And it’s all thanks to some brief copy and a hyperlink. (Who says financiers aren’t creative?)

Viral Lessons Learned from Hotmail’s Success

Hotmail is the classic example of viral communication marketing. With just one simple line of text and a link, it explained its core value proposition, solved a key need in the market at the time, and provided an easy method to learn more and sign up.

As a result, Hotmail’s platform rapidly spread via user-generated communication. Users used Hotmail to send emails to other people, many of whom were not using Hotmail and were instead working with subpar emailing tools that they often had to pay for. When they received the email from a friend on Hotmail, they saw the branding below the message.

Hmm . . . what’s that? I wonder what this Hotmail thing is. Sounds 

cool . . . *click*

The “Get your free email account at Hotmail” on-ramp was seen every single time a user sent an email to somebody else. When some of those people clicked the link and became users, they suddenly became further sources of referrals with every email they sent.

In essence, each user became a sales rep. Each message each person sent was an endorsement. Signup rates soared. Bhatia, Smith, Draper, and everyone else involved with Hotmail high fived their way to the bank.

Where One Succeeds, Others Will Follow

Let’s look at a few quick examples of companies that used Hotmail’s legendary example of viral communication marketing as inspiration for their own tactics.

	Apple’s iPhone-based email client includes a default signature that reads, “Sent from my iPhone,” at the bottom of each user email. Sound familiar?
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	MailChimp includes a linked graphic promoting its service at the bottom of emails sent from its free accounts. This allows MailChimp to leverage a user’s own mailing list as growth engines for its product.


	Hootsuite includes a “via Hootsuite” tag next to tweets that were scheduled through its system.
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Just like Hotmail, each of these three services allows you to communicate with others in various ways. Each message sent from each platform 

acts as a vessel that exposes the brand to others in mass quantities, many of whom become users themselves.

Starting to get the picture?

That’s viral communication marketing. Think of it as network-enhanced word of mouth.

Viral Collaboration Marketing—How Dropbox, Basecamp, and Draw Something Bring Users Together
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The first two types of viral marketing we’ve covered are incredibly powerful due largely to their high branching factor (which we’ll talk more about later). However, there are still ten more types of viral marketing to get into. 

Not every viral engine revolves around communication. What if you simply want to invite coworkers so you can work together to achieve a common goal?

I’m glad you asked. That’s exactly what we’ll cover next. 

 

 

 

A Brief Recap

We just learned that the strength of both inherent viral marketing and viral communication marketing lies in users interacting with others while using the product so the people they share it with will become users as well. This interplay between communication and interaction with others is central to the core value of the product.

As we discussed, products utilizing these two types of marketing can be massive viral hits. They can become self-driving growth engines that, if executed well, can lead to giant acquisitions or IPOs. However, while many absurdly successful companies have a strong viral component, it’s obvious that not every gigantic acquisition or IPO involves a product that facilitates communication between users.

In fact, most hugely viral products don’t revolve around communication at all. 

So what do they revolve around?

Viral Collaboration Marketing—Solve Things Together

Say you have a product that helps users solve a problem or addresses a particular pain point. Developing that product to achieve this goal has been your focus. You’ve finally succeeded, and your customers are satisfied. How do you know they’re satisfied? Because you’ve surveyed your customers, and over 40 percent say they would be “incredibly disappointed if your product magically disappeared tomorrow.” Not just somewhat disappointed. Incredibly disappointed. As a result, you’ve reached a major milestone and likely achieved what’s called product-market fit. In other words, the market itself indicates demand for the solution your product provides. (Credit to Sean Ellis of GrowthHackers.com for this specific survey technique.)

Now you are ready to grow.

If your product’s goal is to solve a specific problem, allowing a user to solve it on his or her own may suffice early on. But if you want to grow en masse, you’re going to need more than one person using your product at a time. This can be accomplished by allowing the user to invite others to collaborate. Enter viral collaboration marketing.

Let’s explore a few examples for a better understanding of how this works.

Basecamp: When One Is Good, More Is Better

Basecamp is a simple project-management platform that allows users to get more done in a clear, simple way by effectively organizing their work. The interface is incredibly easy to navigate, and the value prop can be applied to any project anyone is working on.

People can use Basecamp by themselves to get organized on one-man projects. However, the product really shines when users add others to Basecamp to collaborate on projects.
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With separate user roles for teams and clients, the value of the platform is amplified. Users can carefully organize and manage ongoing work in a professional manner with multiple contributors to the project. Basecamp then grows virally as a result of delivering value in both a one-to-one and a one-to-many format.

Dropbox: The More We Share, the More We Have

Dropbox is a file-sharing platform that allows you to store files in the cloud to free up space on your hard drive and then access those files seamlessly across multiple devices. Users can use Dropbox individually to store and access files, but the true power behind Dropbox lies in inviting others to share and collaborate in a Dropbox folder.
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This amplifies the value of the service by saving users a ton of time and headache. Users would otherwise need to go through the painful process of trying to send files back and forth via email or some other means. With Dropbox, this is no longer necessary. Changes made by each party are reflected almost immediately on their collaborator’s end.

Draw Something: Less Work, More Play

What if you don’t have a B2B utility like Basecamp or Dropbox? Fear not—viral collaboration marketing doesn’t need to revolve around collaborating on work. In fact, it can be utilized by any type of product that solves a problem but solves it even better when people come together. Even if that just involves sharing a laugh with friends.
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Draw Something, a Pictionary-type app developed by OMGPOP, is a game in which you guess what your friends draw on their phones in a Wheel of Fortune style. You can play with total strangers, or you can invite friends to play with you.

If these friends aren’t on the app already, you can invite them from your phone’s address book or via Facebook, quickly and easily. Then you can collaborate to solve puzzles and earn points.

This invite action amplifies the entertainment value of the app for you as the user. You’ll be able to laugh with your friends later about the hilarious things you drew and what terrible artists they are. It’s not the same value one would get from a B2B utility, but it adds value for its users nonetheless.

Viral Collaboration Marketing Is Not Inherent

It should be noted that sites or apps that leverage viral collaboration marketing are not inherently viral. This is because it’s not an absolute necessity to invite others in order to gain value from using the product. In other words, you can use a product that implements viral collaboration marketing by yourself, without passing it on, and still get some value.

However, as with Basecamp, Dropbox, and Draw Something, the experience will be further enhanced if others get in on the fun. So the goal of any company hoping to benefit from viral communication marketing should be to make it as clear as possible that by inviting others to collaborate, users will get more from the product.

It Takes a Village to Solve a Problem

As we’ve discussed, viral collaboration marketing is possible when a product solves an in-demand problem in an intuitive way and others can get involved to help solve the same problem. While users can gain value from the product on their own, the value of the product is amplified when users invite others to use it too.

This shared collaboration can include the following types of users:

	Team members and coworkers


	Contractors and consultants


	Clients and customers


	Colleagues and connections


	Friends and family


Because all parties involved have a strong desire to work together to solve the problem your product addresses, your conversion rate on invites will typically be far higher than the invites sent via other forms of viral marketing.

Of course, this entire form of viral marketing hinges on the fact that you’ve reached product-market fit. That is the point at which your market indicates that your product is the preferred solution to the problem they’re having. Until that time, your viral collaboration marketing campaign won’t be a huge needle mover. It still may drive some growth from enthusiastic early adopters, but you should manage your expectations accordingly.

 

Open Viral Marketing—How Apple, Zapier, and Udemy Commanded an Army of Passionate Promoters
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Next, we’ll examine an often-overlooked form of viral marketing. It pretty much resurrected Apple’s entire company and helped brands like Amazon and Udemy build their businesses into market leaders.

As we’ve seen, the basic premise of viral marketing is leveraging users to promote your product for you. If optimized well, this viral promotion is often free. For example, Skype effectively leverages inherent viral marketing when it requires that users invite others to the platform in order to talk. 

In other cases, viral marketing can cost some serious coin, as we’ll find out in the next chapter.

But what if there were a scenario in which people paid you for the privilege of promoting your site?

I know what you’re thinking: Wait . . . so people pay me for promoting my site? What poppycock! This certainly must be some sort of preposterous farce. How dare you, sir!

I dare indeed. It’s not some fantasy world. It’s very real. And it’s our fourth type of viral marketing.

 

Open Viral Marketing: The Marketplace Engine

 

Open viral marketing involves opening up your product to third parties, often as a distribution channel for the products they are producing.

Any viral loop, this one included, relies on the six “phases” of people:

	
Prospect: somebody who needs the value your product provides but hasn’t been exposed to your product yet.



	
Lead: a prospect who is exposed to your product and interested enough to request more info by giving you contact details.



	
User: a lead who, after receiving the additional info, is impressed enough to take the leap and begin using your product.



	
Acolyte: a user who reaches an “Aha!” moment about your product’s core value and has now seen enough value to stick around.



	
Advocate: an acolyte who reaches an “Aha!” moment about your product’s viral value through using your product and has now seen enough value to invite others to become users also.



	
Immune: somebody who never needed (or no longer needs) the value your product provides, regardless of whether he or she has been exposed to your product or not.



The best part? Open viral marketing often transforms acolytes into advocates without them ever realizing it. They instead believe they’re promoting a completely different product, either their own or another they really love. All while happily paying you to do so.

I’ll use a popular example to demonstrate.

How Apple Convinced Developers to Pay to Distribute Apps on the App Store

Let’s say you’re a huge fan of Instagram’s app for the iPhone. You want one of your photographer friends to post photos more frequently, so you share the link to Instagram’s app with that friend. Your friend installs it.

But wait—you’ve shared a link to Instagram’s app on the App Store. Your friend has now seen the value in this Apple product and become a user of it.
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This, my friend, is open viral marketing in action.

The high viral value of this method provided early success to Apple as app developers continued to build tools (i.e., apps) for their various devices. Apple had so much success that it decided to charge developers an annual fee for a developer account. Since nearly all these developers could make more than ninety-nine dollars per year (the cost of a developer account), they were more than happy to buy in.
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This financial investment had the double effect of ensuring content creators felt invested enough to promote their apps in order to offset their operational costs—which is just another way of saying they were enthusiastically paying to promote Apple’s services.

These app developers work hard to promote the App Store by promoting their own apps because they have a direct financial interest in doing so. As a bonus, great app developers leverage viral marketing themselves from within their own apps—which places millions of smaller viral loops within Apple’s larger viral loop. Here’s how open viral marketing works in a nutshell:

	Developers pay Apple for the right to distribute apps on Apple’s platform.


	Those people actively promote Apple’s App Store by promoting their own apps.


	Many of those apps have their own viral loops, which increases the power of Apple’s larger viral loop.


	Apple also makes a commission on every paid app purchase and in-app purchase.


Simply put, Apple’s App Store and iTunes products are two of the most pure and profound examples of open viral marketing in history.

But there are other effective examples that have helped brands command the marketplace.

Viral-Success Story: YouTube

YouTube is a great example of open viral marketing. Content creators often have a direct or indirect financial interest in promoting their own video content. In doing so, they spread the YouTube brand in the process of spreading their own videos.

People who see the media YouTube users create are then exposed to YouTube (i.e., prospects transitioning to leads). A few of them then want to create videos themselves and sign up (i.e., leads transitioning to users).

Like Apple, YouTube has become so popular as a discovery engine that users often pay YouTube to promote their videos on YouTube (i.e., YouTube ads).
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(Note: I often get asked about the distinction between viral media and open viral marketing. There are a ton of similarities. However, one difference is that viral media can also be created by the internal team, while open viral marketing always involves user-generated assets and relies on the value of users self-promoting those assets.)

Viral-Success Story: Udemy

Udemy is a much more niche example. This successful online course creator uses a similar open-viral-marketing strategy as Apple, in that course creators can create and sell courses on Udemy for a profit.
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However, since the course-creation process is typically done start to finish by individuals rather than companies with staffs and marketing budgets, the user-driven viral loops are nowhere near as prolific. 

To fuel its open-viral spread a bit more, Udemy recently began giving up its commission on user-generated sales. The goal is to increase user promotion. The hope is that new users who come to Udemy will be more likely to buy other courses or create courses themselves, thus spreading the platform’s reach.

Viral-Success Story: Zapier

Zapier is a unique case of open viral marketing. Catering exclusively to B2B customers, Zapier provides software companies an easy engine for integrations. It’s essentially become the “App Store” for service-to-service integrations.
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Companies typically become users on Zapier first, discovering new and powerful applications to help their businesses. They then often decide to open their own APIs to Zapier, allowing for integrations they can likewise promote to their own users on Zapier.

A company that uses Zapier adds value to its own users. It also becomes an asset creator for Zapier. Every user who then integrates that company’s product will not only get a better experience but will be exposed to Zapier’s entire marketplace of integrations. Users then find other sites to integrate with. Or better yet, they create integrations with their own platforms’ APIs, if they have them.

In other words, open viral marketing is awesome.

To explore how the products you use—or even your company—can leverage these foundational viral engines, go through the various questions in the Viral Hero Workbook. Get your free copy at viralhero.com/workbook.
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 Chapter 3: 

 Viral Marketing Engines— 

Superchargers

Viral Incentive Marketing—How Dropbox and PayPal Injected Steroids into Their Viral Marketing

The first four growth engines we covered are largely self-driving. Users invite others because it’s obvious the value they get from a product is amplified by recruiting others, or they pay you to promote your product because it helps them advertise their own products. But what if the dynamics of your site don’t include inherent viral marketing, viral communication marketing, viral collaboration marketing, or open viral marketing?

We’ve now arrived at one of the most powerful performance-enhancing drugs of viral marketing. Most products usually use only one of these first four forms of viral marketing; however, the next one can and should be utilized by pretty much every site or service trying to grow. It’s called viral incentive marketing.

The Answer to “Why the Hell Should I?”

Let’s assume you ask a user to invite others to your product. You have a solid product, and you ask them nicely in a ton of different places on your website to take action. You should be set, right?

Wrong.

You’ll likely get a few shares from friends, family, and enthusiastic early adopters. However, for a significant percentage of your users (depending on how close you are to product-market fit), their kneejerk reaction will almost always be something along the lines of the following:

	Nope.


	This is annoying. I’m outta here.


	Why the hell should I?


Not every user will feel like this, but many of them will. These are exactly the people we’re targeting with viral incentive marketing.

The Six Categories of People

Remember the six “phases” of people from chapter 2? Your viral-incentive campaign should be the carrot you use to push acolytes to become advocates. The majority of your advocates will be acolytes first. If this is not the case, it means you have powerful incentives that compensate for a lack of product value. That’s when you get people gaming the system.

Turn Acolytes into Advocates Here are a few things to consider:

	
If acolytes aren’t becoming advocates at all, evaluate the value you’re providing them. Do your research on what they want, what problems they’re having, and what they truly find remarkable enough to talk about. Communicate with them as much as you can. Then make improvements accordingly.



	
If acolytes are leaving instead of becoming advocates, you’re likely being spammy or annoying. Your negative methods of acquiring shares or referrals are outweighing users’ perceptions of the value you’re providing. Go back to focusing on adding value, and only ask for shares or referrals when users feel good about their experience (typically when they first see the benefits you offer).



	
If acolytes are on the fence about becoming advocates, you’re likely offering solid value and not being overly invasive. However, you’re just not quite where you need to be to push them over the edge.



Dealing with this last group is where incentivized viral marketing can shine. It can help convert those on-the-fence users from squeamish naysayers to loyal acolytes yelling your brand’s name from the rooftops. However, the degree to which this happens will depend largely on the following:

	
How valuable your product or service already is



	
How valuable your additional incentives are



	
How relevant your incentives are to the perceived core value and viral value of your product



(Note: If you’re starting to see the word value appear everywhere in this book, you’re not crazy. Perceived value is an underlying foundation of viral marketing.)

With and Without Viral Incentive Marketing

It’s important to realize you’re engaging in an implied conversation with users at all times. Depending on the scenario, the conversation can look quite different.

Scenario 1: You have not reached product-market fit.

YOU: Do you like our product?

USER: No.

YOU: Well . . . shit.

Work on creating more value until you reach product-market fit. (In other words, until users answer “hell, yes” to this question.) Scenario 2: You have reached product-market fit.

YOU: Do you like our product?

USER: Yes.

YOU: Will you invite others?

USER: Why the hell should I?

YOU: Because it’s pretty and I’m nice to you.

USER: Umm . . . [Awkwardly robot-walks out of the room.]

If you can’t provide anything but a creepy and unsatisfactory answer to “why the hell should I?” you’re failing.

Scenario 3: You’ve reached product-market fit, and you’re using viral incentive marketing.

YOU: Do you like our product?

USER: Yes.

YOU: Will you invite others?

USER: Why the hell should I?

YOU: If you do, you’ll get *INCENTIVE.*

USER: Seriously? Rock on! Okay, I definitely will.

See the difference? This is a much more complete conversation that leaves both parties feeling satisfied.

Viral Incentive Marketing Done Right

The most effective viral incentives you can offer users are rewards that augment the core value that brought users to the product in the first place.

Think of any of the referral programs you’ve experienced. Many involve cash, which is typically why they fail, because this incentive doesn’t blend with the product’s core value and doesn’t augment the experience you came for. Others provide an extrinsic benefit such as a discount, deal, or file download in exchange for inviting others to join a service or use a product. This works a bit better.

But the real veteran move is providing a significant augmentation of your product’s core value. Take Dropbox for example.

	Dropbox lets users store files and access them across all devices (this is Dropbox’s core value).


	Users share the service because they want friends to easily have access to and be able to update those files.


	
Dropbox then adds an incentive: for every person you invite who signs up, you get 500 MB of free space.
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Dropbox’s viral-incentive-marketing campaign rewards users with an augmentation of the reason why those users originally wanted Dropbox. The company expertly blends its core value with its viral value, and that is what makes the program so effective.

How effective? Try over three hundred million users.

When C4R Actually Works

A Cash for Referrals (C4R) program seems solid in theory. After all, you can pay people to do just about anything.

However, while you might get referrals, the actual business value (i.e., customer lifetime value) of the users you gain from C4R will most likely not be significant. While you may get new signups from a C4R system, you’ll also get a lot of people gaming the system for a quick buck. As a result, your ROI will plummet.

But what if the transfer of money is the core value prop of your site?

Take PayPal for example. PayPal has actually seen success with a C4R viral-incentive-marketing campaign because the value it provides users is a means to transfer money to others.

By dropping twenty dollars into a user’s account for inviting a friend to use its service, PayPal provides that user a risk-free method of trying out the service without depositing any funds. The value of money is something everyone knows, so this tactic massively increased PayPal’s conversion rate of on-the-fence users to loyal repeat users.
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But that’s not all.

Early on, PayPal used a “twenty dollars for you, twenty dollars for your friend” viral-incentive-marketing campaign to increase user-referral rates even further. Some users don’t want to invite others if the reward is one-sided—they feel guilty profiting from exploiting their friends.

By providing an added incentive for the invitee as well, PayPal negated the guilt factor, which made it far more likely that referrals would occur.

(Note: PayPal did still see a tremendous number of “users” trying to game their C4R system. This ended up being the Russian Mob, and it came close to tanking their company early on.)

Using a Product Incentive / C4R Hybrid

DraftKings is a hybrid example of a company running a successful C4R viral-incentive-marketing campaign. Earning cash is part of their core value prop, but DraftKings (a fantasy-sports-contest provider) found a way to “monetarily” reward user invitations without the risk of bleeding the company dry.
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Instead of adding free money to user accounts, DraftKings opted to use what they call “DK Dollars.” They play the same as real money, but you have to use them on the site and can’t withdraw them to your bank account.

Does DraftKings factor this into their cost of user acquisition? Of course. Those users can use DK Dollars to play in real games, and they (or their opponents) will win real money in return. However, the company knows these DK Dollars are spent giving new users value and that these users gain tangible value for inviting others.

Stay True to Your Core

Although C4R is attractive in theory, I stand by the assertion that the most cost-effective and powerful form of viral incentive marketing is a campaign that blends your site’s core value prop with the value prop of your reward. If cash isn’t part of your core value prop, don’t just settle for a lazy option like C4R.

There’s a better solution out there if you put a little brainpower into it.

Try incentives like additional access to your product, a discount, a free addition to an order, or a resource users couldn’t otherwise get. If you have to create a reward specifically for your viral-incentive-marketing campaign, do it. It’s absolutely worth it.

Remember also that viral incentive marketing is much more effective when the reward is two sided (i.e., a reward for the inviter and the invitee). This ensures inviters don’t get negative feelings from taking advantage of friends. Instead, they feel as though they’re adding real value to those who would truly be interested in the product or service.

How You Can (and Should) Benefit from Incentive Marketing In summary, viral incentive marketing is the act of offering a specific incentive or reward for spreading the word about or inviting others to your site, app, or service. Ask the following questions to determine how to best put viral incentive marketing to work for you and inject a welcome dose of performance enhancement into your viral marketing:

	Why did users come to you in the first place?


	What problem are you solving for them?


	What’s the core value for inviting others?


	Is there a way you can add even more value to your solution through a reward?


In my experience, viral incentive marketing is most underutilized in e-commerce, where everyone has a product to sell and almost everyone can offer a discount code. If you can, why wouldn’t you?

 Embeddable Viral Marketing—How YouTube Grew Faster than Any Company Ever

￼[image: Group 163234 Picture 192346 Picture 192347]

In this section, we’re going to shift our focus to a type of viral marketing that’s a bit different from viral incentive marketing, primarily because there’s no tangible incentive encouraging users to share. It’s called embeddable viral marketing.

Remember the six types of people we talked about in the last section? 

Here’s how they fit into the basic trajectory that every type of viral marketing follows:

	A prospect is exposed to a product through an existing advocate within his or her network.


	The prospect is interested enough to request more info, becoming a lead.


	The lead is interested enough to begin using the product, becoming a user.


	The user, with an “Aha!” moment, realizes the core value of the product, becoming an acolyte.


	
An acolyte reaches a second “Aha!” moment when he or she realizes the viral value of the product and sends one or more invites to his or her network, becoming an advocate.



	Rinse and repeat.


The mechanics of each type of viral marketing differ in where, why, when, to whom, and how advocates are exposed to the product. This is where embeddable viral marketing shines.

Why Do Most People Mistakenly Think That Videos Are What Goes Viral?

Let’s get back to something I mentioned in the introduction of this book.

When people ask me what I do for a living, I typically say something about viral growth mechanics and growth engineering. Most people smile, nod, and ask the same question: So when you say “viral” . . . you mean like a viral video?

YouTube’s imprint on society is ever apparent. Much like the common misconception that every type of facial tissue is a Kleenex, YouTube has created ubiquity with terms it’s coined describing parts of its viral loop. Before YouTube, nobody would have associated the word viral with the term viral video.

I Say Viral, You Say Video

Before YouTube, people would probably have connected the phrase viral growth engineer to something more obvious. Like . . . maybe . . . a virus. But now, thanks to YouTube, no one associates what I do with transmitting infectious diseases. (Admittedly, this is a good thing.)

Don’t get me wrong, I love that the term viral is now linked with video rather than with diseases. It allows me to do my job without my family constantly thinking I work for the CDC. However, it does breed a misconception that can hinder the effectiveness of a company’s viral marketing, which I do not love.

Let’s get one thing clear: when a video gets spread across the web, the video is not what’s going viral. 

So what is?

The Incredible Embeddable Product

Embedding describes taking a third-party product and plastering it right into your product as if it were a native part of your product’s user experience. On the web, this usually involves the third-party product (such as a video player or an interactive tool) providing code that users can copy and paste onto their own websites. After a user does this, that third-party product lives on the user’s website as a natural feature.

Utilizing embedding was a key reason YouTube blew up seemingly overnight. It allowed YouTube to spread virally early in its lifecycle. However, it didn’t stop at just embedding. YouTube made one key addition that transformed plain old embedding into embedded viral marketing.

What YouTube Did

YouTube didn’t start out as a video platform. Originally, it tried to be a dating service similar to Hot or Not, which had recently taken off as a massive viral sensation (more on this later). YouTube wanted in on some of that viral action, but rather than building its dating service around a photo platform, it decided to focus on videos. (Everyone knows it’s easier to judge hotness when it’s moving. That’s just math.)

However, the founders quickly saw that most of YouTube’s users were using the product primarily for one of its more innovative features—uploading and streaming videos—rather than as a dating site. They wisely made the decision to “listen” to this feedback and embrace the trend.

After that, YouTube went to work. Soon it came up with a platform that provided a quick, easy, and free way for you, the user, to upload your own videos onto the internet without having to host them yourself. Others could then watch the videos and share them via links to each video’s hosted page on YouTube’s website.

Alternatively, you could grab the embed code and paste it onto your own website.
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As you can see in the image above, with YouTube’s new video player, three options appeared after a video was done playing:

	Play the video again


	Copy the video’s link to send it to friends or to link text to it on a web page


	Copy the embed code to paste in so visitors could stream the video right on your web page


This simple offering was revolutionary. Not only could users benefit from a ready-made video player, but they didn’t have to pay an arm and a leg to host large files on their sites.

Why Embedding Worked for YouTube

First and foremost, the entire platform offered substantial value to YouTube’s market. Its product solved a real problem users were experiencing (i.e., it often took hours or days to download a video file and even longer to send one). And it solved this problem in a simple, low-friction way.

Sending links to hosted pages was a massive viral hit. However, YouTube’s true power was the embedding of the video player on a user’s website. Suddenly, YouTube’s player hijacked the audiences of every single website that decided it wanted to add a video, thereby exposing YouTube’s product offering to millions upon millions of people practically overnight.

￼[image: Picture 2463]

But the embedding itself wasn’t the secret sauce. Remember when I mentioned that YouTube didn’t stop at embedding? Nope—like a true viral superstar, YouTube took it to the next level:

	
YouTube’s player showed its logo on the bottom corner of every embedded video.



	
This logo linked back to the hosted version of the same video on YouTube’s own site. Neither the embedder nor the visitor minded because the link led to the same content anyway, and visitors were able to decide to seek more information if they chose (in other words, it wasn’t forced down their throats).



	
After every video (whether embedded or hosted), YouTube’s player provided a shareable link and an embed code. The shareable link would always point to the hosted page rather than the page it was embedded on.



Most importantly, everything was done under the guise of users making conscious decisions. Nowhere in this experience were users shown anything they didn’t want to see, and nowhere were they routed somewhere they didn’t want to go.

A Voluntary Nudge in a Profitable Direction

The path a viewer takes while watching a YouTube video is always voluntary, but it always leads back to YouTube’s website. Once there, visitors discover even more videos and learn how to upload their own. 

In a nutshell, a video on YouTube functioned as what’s called viral media. This is the content shared by a user to effectively demonstrate the value of the product. In YouTube’s case, the viral media was essentially a way to demo the value and function of its video player to millions of people.

So I ask again, if the video is not what’s going viral, what is?

It’s YouTube. With every video that’s uploaded and shared, YouTube is the one that leverages its own loyal users to expose its product to or infect new users (or reinfect dormant users).
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