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Employing the viral marketing method in advertising 

campaigns for Ramadan 2022 

Abstract 

This study aims to identify the use of a viral marketing method in advertising 

campaigns for Ramadan 2022, by applying the Jonah Burger STEPPS model, and 

to identify the percentages of viewers of electronic television advertisements for 

Ramadan 2022 through the use of viral marketing methods on various websites 

and identifying interactive elements on electronic television advertisements for 

Ramadan. 2022 through the use of viral marketing methods on various electronic 

platforms and monitoring the types of e-marketing used that affect the speed of 

the spread of the viral campaign and knowing the means of promotional mix 

used for the target audience that affect the speed of spread of the viral 

marketing campaign. The survey, which is one of the aspects of collecting 

information on the extent to which the use of the viral marketing method is 

affected, the study relies in its theoretical construction on the STEPPS model of 

Jonah Burger. The advertising campaign for the Egyptian Etisalat revealed its 

closest competitors on YouTube, Instagram and Tik Tok with regard to the 

interaction rates in the advertisements of the four campaigns across electronic 

platforms, and that Etisalat is the only company that directed its advertising 

campaign to people of determination, and that the lyrical style and commentary 

came in the first order to attract the viewer’s attention To advertise, and 

influence him until he is satisfied with the service. 

Keywords: viral marketing, advertising campaigns, word of mouth 

marketing, promotional mix, e-marketing 
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اعلاْ 
اتصالاخ 

 ِصر

اعلاْ 
 اورأج

اعلاْ 
فودافوْ 

 ِصر

اعلاْ 
اٌّصريح 
 ٌلاتصالاخ

 عيٕح اٌدراسح

 اٌتطثيميح 

 

 عٕاصر ّٔوذج

 جؤا ترجر

َ 

 1 اٌمثوي الاجتّاعي ٔعُ لا لا ٔعُ

 2 اٌحافز ٔعُ لا لا ٔعُ

 3 اٌّشاعر ٔعُ ٔعُ تعُ ٔعُ

 4 عاَ ٔعُ ٔعُ ٔعُ ٔعُ

 5 اٌميّح اٌعٍّيح ٔعُ لا لا لا

 6 اٌمصص ٔعُ ٔعُ ٔعُ ٔعُ
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(2جدول رقن )

ِٓ  2222الاعلأبد اٌتٍفزيؤيخ الاٌىترؤيخ ٌرِضبْ  ٔست ِشبهذاديحًٍ 

 عٍى إٌّصبد الاٌىترؤيخ اٌّختٍفخ يروسىاٌفاٌتسويك اساليب خلاي استخذاَ 

 1/5/2122تاريخ التحليل: 

اعلاْ  الإجّاٌي
اتصالاخ 

 ِصر

اعلاْ  اعلاْ اورأج
فودافوْ 

 ِصر

اعلاْ 
اٌّصريح 
 ٌلاتصالاخ

اٌحّلاخ الاعلأيح 
 ٌرِضاْ

 

 اٌّشاهدجٔسة 

 م

 ن % ن % ن % ن % 

161M 11 31 M 16 1626M 41.6 67 M 22.98 37 M 1 يوتيوب 

244M 1196 48M 16 40M 44 108M 19.6 48M 2 فيسثون 

11M 1 105 k 30 3M 2.7 279K 70 7M َ3 أستجرا 

185M 18 34M 9.7 18.1M 45 86M 25 47M 4 تيه تون 

31111 13 4 K 86.6 26K -  -  5 تويتر 
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اٌعٕاصر اٌتفاعٍيح ٌلإعلأاخ  اعلاْ اٌّصريح ٌلاتصالاخ
 اٌتٍفزيؤيح الاٌىترؤيح 

  

 إٌّصاخ

َ 
 تعٍيك  ِشاروح اعجاب

13 K 179K - 1 يوتيوب 

2K 262K - َ2 أستجرا 

28K 336K 16k 3 فيسثون 

اغلاق اٌتعٍيماخ ِٓ لثً 
 اٌشروح

500K 17K 4 تيه تون 

13 K 179K - 5 توتتر 
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اٌعٕاصر اٌتفاعٍيح ٌلإعلأاخ  اعلاْ فودافوْ ِصر 
 اٌتٍفزيؤيح الاٌىترؤيح  

 
 

 إٌّصاخ

َ 
 تعٍيك  ِشاروح اعجاب

2K 65K - 1 يوتيوب 

615 24K - َ2 أستجرا 

30K 427K 36K 3 فيسثون 

2K 280K 12K 4 تيه تون 

 5 توتتر - - -

 
العناصر التفاعلية للإعلانات  اعلاْ اورأج 

 التلفزيونية الالكترونية  

 

 المنصات

َ 
 تعٍيك  ِشاروح اعجاب

2K 28K - 1 يوتيوب 

572 55K - َ2 أستجرا 

21K 238K 59K 3 فيسثون 

550 41K 834 4 تيه تون 

 5 توتتر 67 113 81

 

العناصر التفاعلية للإعلانات  اتصالاخ ِصر اعلاْ

 التلفزيونية الالكترونية
 

 المنصات

َ 
 تعٍيك  ِشاروح اعجاب

1K 28K - 1 يوتيوب 

212 8K - َ2 أستجرا 

13K 174K 8.4K 3 فيسثون 

418 86K 1K 4 تيه تون 

 5 توتتر 45 64 57
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