








ABSTRACT

The study aimed to determine the relationship between clients’ attitude
towards viral marketing and retention among selected cooperative. The
independent variable of the study was clients’ attitude towards viral marketing.
The indicators of clients’ attitude towards viral marketing are perceived
informativeness and redundancy. On the other hand, the dependent variable
of this study was client’s retention. The researchers used the descriptive
correlation method and random sampling in determining the number of
respondents and the statistical tools using the study were Mean and Pearson-
r. The result of the computation using r-value is 0.501 is associated with 0.000
as the P-value which is less than the alpha of 0.05. Moreover, there is
significant relationship between clients’ attitude towards viral marketing and
retention among selected cooperative. It implies that the clients’ attitude
towards viral marketing in terms of perceived informativeness and perceived
redundancy has an impact in client’s retention. In other words, clients’ attitude
towards viral marketing could affect the client’s retention among selected

cooperative.

Keywords: Viral marketing, retention, Clients’ attitude, informativeness,
redundancy
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Chapter 1

THE PROBLEM AND ITS SETTING

Background of the Study

The rapid growth of technology towards advancement has become the
key element responsible for the growing demand for new marketing
techniques and strategies. One of the challenges that the companies face,
especially the marketing department, is to find a loyal customer who will
patronize the company’s product and services. Moreover, it maintains their
trust for long-lasting transactions and business with the company. However,
clients may have a different response to viral marketing depending on their
beliefs and personal preferences, which may affect the company’s client
retention. Thus, it is essential to study how client’s attitude towards viral

marketing affects the client retention of companies, including cooperatives.

In Finland, companies, including lending companies and cooperatives,
face problems in which client retention has decreased year by year. Marketing
advertisements had become less effective due to clients showing resistance
to traditional forms of advertising such as TV or newspaper ads. Because of
these circumstances, marketers have turned to alternate strategies, including

viral marketing, to solve the crisis (Hirvijarvi, 2017).

In today’s Philippine economy, increasing numbers of businesses are
placing more focus and energy on client retention. However, it is important
that small business owners not blindly seek to improve their customer
retention rate. Instead, they must make sure that they are targeting and

retaining the right customers—the ones who generate high profits and the



ones with good attitude. In short, customer retention should never be a stand-
alone program, but rather part of a comprehensive process to create and

maintain profit (Deriada, 2005).

Comparably, in Panabo City, cooperatives encounter the same
problem where client retention is in decreasing state. As per interview with
one of the employees in Panabo Multi-Purpose Cooperative, their clients have
made different reactions to viral marketing strategy that they use; some
responded positively, but some get irritated thus, affects the clients’ retention
of the company. Thus, the researchers are motivated to study the client’s

attitude and retention among selected cooperative.

Statement of the Problem

This study aimed to determine if there is any relationship between
clients’ attitudes towards viral marketing and retention among selected

Cooperative. Specifically, it sought to answer the following questions:

1. What is the level of clients’ attitude towards viral marketing among
selected cooperative in terms of:
1.1 Perceived informativeness; and
1.2 Perceived redundancy?

2. What is the level of client retention among selected?

3. Is there any significant relationship between clients’ attitude and
retention among selected cooperative?

Hypothesis

The null hypothesis of the study was tested at 0.05 level of

significance, which states that there is no significant relationship between



clients’ attitudes towards viral marketing and retention among selected

cooperative.

Theoretical and Conceptual Framework

It is anchored on the theory of Njane (2013) stated that clients attitude
towards viral marketing could have a significant impact on client retention.
Companies that practice relationship marketing have been prioritizing in

securing clients retention.

This study is further supported by Ler Sin Wei (2014) that a company’s
ability to attract and retain new customers is not only related to its product or
services, but strongly related to the customer’s attitude. Also, customer
retention is a popular marketing strategy as it involves focusing on meeting
and exceeding clients’ expectations and studying the clients’ attitude in order

to maintain loyalty.

As shown in the study’s conceptual paradigm in Figure 1, the
independent variable client’s attitudes towards viral marketing indicated by
perceived informativeness and perceived redundancy. Perceived
informativeness refers to customers’ ideas about the product and services
became broader, affecting their attachment to the company. Perceived
redundancy refers to be observant of their client’s response to retain better

relation to their clients.

The dependent variable is client retention that refers to the rate of the
cooperative’s client loyalty and continued patronage to their products and

services.



INDEPENDENT VARIABLE DEPENDENT VARIABLE

CLIENTS’ ATTITUDE
TOWARDS VIRAL
MARKETING
RETENTION

\/

e Perceived
Informativeness

e Perceived
Redundancy

Figure 1. The Conceptual paradigm showing the variables of the study.



Significance of the Study

This study would be beneficial to the following:

Business Owners. This study can assist the cooperative in-depth
understanding of clients’ attitudes towards viral marketing. It also helps them
to understand how clients’ attitudes towards viral marketing significantly affect
their retention. By having this knowledge, they will be able to appropriately

utilize viral marketing to market their products or services through the internet.

Clients. The finding of the study will help the clients understand more
about the viral marketing strategies of the company, specifically the random
text messages, emails and other social media advertisements, and for them to

know how to react with it.

Future Researchers. The result of the study will provide valuable
insight and enhance the understanding to identify the clients’ attitudes
towards viral marketing and how it affects the client's retention of

cooperatives.

Definition of Terms

Some of the terms used in this study are herein defined for clarity and

easy understanding.

Clients’ Attitude towards viral marketing. Are a composite of a
person's beliefs about, feelings about, and behavioral intentions toward the
business (Perner, 2010). In this study it refers to perceived informativeness

and perceived redundancy.



Client retention. It is indicated that to retain clients over time;
professional service providers need to place more effort on creating personal
relationships with the clients, as it is a strong bond tying client to the firm
(Gummesson, 2002). This study referred to the rate of the cooperative’s client

loyalty and continued patronage to their products and services.



Chapter 2

REVIEW OF RELATED LITERATURE

This chapter consists of published related literatures to the study for a
better research design and for further information. This review of related
literature gives emphasis on clients’ attitude towards viral marketing and
retention among selected cooperative. This chapter also discusses the
information ascending to the following areas: clients’ attitude towards viral
marketing, perceived informativeness, perceived redundancy, and client

retention.

Client’s Attitude towards Viral Marketing

In the theory of Aldridge, Forcht, and Pierson (2000), the importance of
viral marketing was widely realized by many firms and how influential it is to
establish their hallmarks. Nonetheless, clients’ attitudes towards viral
marketing had become one of the barriers for businesses to pursue this kind
of strategy due to its variedness and uncertainty. Thus, a thorough study of

viral marketing must be done to ensure positive client response.

This is supported by the theory of Haghirian and Madlberger (2005). It
established that attitude toward viral marketing and advertising value is stoutly
related to message content as a foundation of their informativeness has a
positive effect. When Consumers often felt annoying with the tactics used by

the marketers to compete for consumers’ attention gives a negative impact.

Additionally, as stated by Cheng, Sheen and Lou (2006), that the

discovery of the internet has made e-commerce rapidly develop during the



last decade. From time to time, the internet enhances the convenience and
ease of successful transactions for businesses. Accordingly, due to how the
internet much helps businesses in any aspect of its operation, it has become
increasingly viable as a channel for the companies to distribute marketing

messages which give birth to viral marketing.

Moreover, Leskovec, Adamic and Huberman (2007) stated that due to
consumer’s increasing resistance to traditional marketing tools, including
magazines, radio, television commercials, and newspapers, marketers are
forced to formulate alternate marketing strategies to market their products to
the people continually. Thus, viral marketing was one of the main factors in
how companies continue to promote their product despite the changes in

customer’s preference in terms of product advertisement.

The idea was supported by Patel (2009) stressed that viral marketing is
a type of marketing strategy where target markets are urged or persuaded to
pass on or share to someone, it may be to their peers or friends, the
marketing message that they receive. Consequently, it enhances the potential
of the product's marketing message to grow in terms of exposure and

influence.

Also as stated by Naik and Peters (2009), they explained that the
essential reason why viral marketing became one of the most efficient
marketing tools. Because, it is currently a trend that stays. Indeed, new media
comprising online, mobile, and social media are emerging as the growth area

for companies to advertise their product.



In the study of Dabholkar (2011), it is stated that people are well known
because of internet, they tend to read the description of the product online
before buying it. It is proof that a technological advance has improved how
people react to product advertisements. We are now in an era where most
people rely on the internet, especially on social networking sites. Marketers
take advantage of this setting to create a low-cost viral marketing strategy.
However, the market has made different personal responses to viral
marketing that has a negative and positive effect on the company’s consumer
retention. Hence, it is very significant for companies to study how consumers

react to viral marketing to ensure positive consumer retention.

Consequently as expressed by Kulkarni, Ratchford and Kannan (2012),
that in their study that viral marketing strategy was inspired with how new
tools of marketing are emerging where new social environment is included
and how the internet is utilized in these methods. Moreover, it has become a
very significant tool for marketers today due to how people widely use the
internet and smartphones. Hence, it is an apparent fact that viral marketing is

widely used nowadays.

Furthermore, as noted by (2012), that compared to traditional
marketing viral marketing creates a host of positive benefits for the company
like lower costs, closer firm and client relationships, and redesigned
distribution. Consequently, other than changing the way people got their
information, it also improves the way people purchase things. Therefore,
cooperatives should understand the effectiveness of viral marketing and

improvise it by identifying clients’ attitudes towards viral marketing.
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Lastly, as concluded by Kulkarni, Ratchford and Kannan (2012), that
internet had provided a platform for marketers to promote their products
effectively through a viral marketing strategy that may affect the consumer
responses towards their purchasing behavior. Several studies had shown
positive results as to how viral marketing affect the consumer’s buying
decisions. Viral marketing has played an imperative role in the changes of

marketing techniques in terms of promotion and advertisement.

In the theory Neha Gulati (2006), stated that client’s attitude has two

antecedents’ perceived informativeness and perceived redundancy.

Perceived Informativeness. In the theory of Siau and Shen (2003),
they stated that many consumers would become comfortable with the concept
of viral marketing if they received information that coincides with what they
have experienced after buying the product or services. Customers will
eventually trust and feel secure with the knowledge that they gained through
viral marketing. However, this idea can only manifest if the company provide
honest information to their clients. Thus, create a robust company-client

relationship.

Moreover, Varshney (2003) added that product information is
considered as a precious inspiration that leads receivers to respond positively
to marketing. Clients need to get updated with the company’s newly offered
products and services. Therefore, providing information about the product or

services to the customer may enhance the client’'s sympathy.

Furthermore, Siau and Shen (2003) explained that companies should

ensure that the information they provide to the customer is aligned with their
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needs. The information must be useful and accurate so that if customers avalil
of the services offered to them, they would get the satisfaction that they
perceived based on the information they received. Hence, customers will trust
the company if they will experience the expectation that they have to the

product or services.

Additionally, Tsang, Ho, &Liang (2004) pointed out that informativeness
tends to help consumer to make purchase decisions. Through perceived
informativeness, customers’ ideas about the product and services became
broader, affecting their attachment to the company. Hence, consumers’

attitudes towards online advertising are considered as affection.

Haghirian, Madlberger supported the idea and Tanuskova (2005) cited
that company’s goal is to receive positive customer responses towards its
product and services. To generate positive consumers’ attitudes, features like
timeliness, accuracy, and usefulness should be included in an informative
message sent via viral marketing. Thus, consumers tend to be more attracted
and favored in receipt of applicable messages, connected, and related to

them.

The idea was supported by Oh and Xu (2006), who stated that
perceived informativenes is the way to provide related information about the
product or services successfully. It is vital to provide up-to-date information to
the customers to get updated and be more interested in availing of the
product or services being offered to them. Thus, it creates a high buying
percentage because customers are well informed about the product or

services.
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As Waldt (2009) stated, perceived informativeness is a marketer's
strategy that can be operationalized by providing the customer with the
product’s information. It lets the customer formulate personal perception
towards the product and make options as to which product or services is best
to buy. Therefore, perceived informativeness plays an essential role in
customers buying behavior for it manages to create ideas in customer’s minds

on how a particular product or service satisfies them.

Also, Saadeghvaziri and Hosseini (2011), companies should provide
an informative message to the market about their new products and services.
An informative message should always provide information, and at the same
time, awareness of new products must be raised among the consumer.
Hence, the relationship between company and clients can become stronger
by providing the customer with the information that they need about the

product or services.

However, Muzaffar and Kamran (2011) stressed that informativeness
and consumers attitudes towards viral marketing have a positive relationship.
Customer’s response or behavior towards viral marketing depends on the
information they received. Hence, the quality of information should be

emphasized when the messages are delivered through viral marketing tools.

Lastly, Ler Sin Wei (2014) said that if the perceived informativeness in
the viral marketing messages is significant and helpful, consumers’ will
consequently have a positive attitude. Correspondingly, if the marketing
messages can create consumers’ interest and are entertaining and catch the

consumers’ attention, this will cause a positive attitude.
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Perceived Redundancy. In the study of Stewart and Pavlou (2002), it
is stated that insisted perceived redundancy may provide a positive response
to the company if the information is clear to the consumers. The clients must
understand a necessary, direct, and essential message. Thus, the repetitive

yet clear message is vital in viral marketing.

Moreover, as expressed by Oh and Xu (2003), they stated that the
perceived redundancy refers to the consumer’s perception of any messages
that are repeatedly sent to the client. This strategy raises the consumer’s
awareness of the company and its product. Thus, the repetitive advertisement
makes the company and its product or services a priority for a consumer if

they want to buy products or avail services.

Additionally, as explained also by Oh and Xu (2003), they specified that
messages must not be offending to the consumers. It must not oppose to the
consumer’s values and beliefs for them to remember it and wouldn’t mind
receiving promotional messages even it is sent to them consecutively. Hence,
it is essential to consider the consumer’s attitude toward pushing viral

marketing.

This finding has been previously confirmed by Tsang, Ho, and Liang
(2004), who asserted that there is a positive relationship between attitude
toward viral marketing and perceived redundancy. Repetitive yet pleasant
viral marketing messages may lead to positive consumers’ attitudes towards

viral marketing.

Moreover, Haghirian, Madlberger, and Tanuskova (2005) added that a

simple viral marketing message could increase consumers’ value. Constant
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reminders regarding the product or services that are simpler may cause a

positive reaction towards mobile and viral marketing.

Also, Palka, Pousttchi, & Wiedemann (2009) state that consumers
will generate positive attitudes towards viral marketing when the messages
become informative, not manipulatives and entertaining to watch no matter
how many times it was sent to them. Furthermore, promotional messages
must be clear and not confusing for consumers. Hence, short yet efficient

promotional message creates a positive response from the customer.

Moreover, Waldt, Rebello, and Brown (2009) state that using tactics in
the marketing that do not annoy do not offend, not insulting, and not
manipulative wins over the consumers’ vote. Clients would love to see these
kinds of promotional messages, for they will feel comfortable with how the
advertisement is showing them. Hence, non-irritating marketing messages

tend to create positive consumers’ attitudes towards viral marketing.

The study supported by Saadeghavaziri and Hosseini (2011) stressed
that clients would entertain repetitive messages that do not compete for
consumer’s attention by using negative schemes. Messages that contain
harmonious messages will be liked by consumers and would not mind
receiving the same advertisement from time to time. Therefore, friendly

advertisements would create a positive impact on the customers.

Lastly, as concluded by Zernigah and Sohail (2012) in their study,
repetitive advertisement significantly manipulates consumers’ attitude towards
viral marketing positively. Promotional messages must contain necessary and

relevant information that will not give the customer the feeling of regret after
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watching or reading the advertisement. Thus, a repetitive marketing message
creates a positive response from the consumers if it contains important

messages for the customer.

Consumer Retention

In the study of Bolton (2000), it is stated that emphasized that it has
been found that service quality boosts customer’s inclination to buy again.
Clients are more attracted to a service well given and are more likely to buy
again and do transactions with the company. If clients received this kind of
service from the company, they would share this experience with other

potential clients.

Moreover, Reinartz and Kuma (2000) mentioned that customer
retention positively affects the organization’s returns, productivity, reduced
switching of customers to competitors, and the introduction of fresh prospects.
It can be a determinant of the company’s success. Hence, the higher the
client’'s retention, the higher the possibility that the company will be

successful.

Overall, Sawaftah (2002) explained that viral marketing is a modern
way for companies for marketing their product. Techniques such as marketing
message’s informativeness and redundancy are two of the many base
techniques for viral marketing. Customers tend to retain product or services’
information based on what they frequently read and hear through internet,
gadgets, and other technological outlets. Thus, companies used these
techniques so customers will favor their products or services and to maintain

high customer retention.
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Consequently, Hansemark and Albinson (2004) pointed out that client
retention is seen as an obligation by clients to carry out business transactions
with a particular firm regularly. Clients and companies have the connection
that obligates both parties to perform their responsibilities with each other.
Therefore, if companies maintain a harmonious relationship with their clients,

there is a higher possibility that the company will last longer.

Finally, Peelens (2005) stated that clients are increasingly identified
and managed as asset to the firm. Loyal clients represent future revenue for
the company, from repeat-purchases and cross-buying of products offered by
the company. Therefore, establishing a positive relationship with the clients is

seen as an essential goal in firms.

Additionally, Keiningham, Aksoy and Bejou (2006) specified that
customer retention is a stated continuation of a business relationship with the
firm. The edible favors drove that the customer received from the company
and the company from its clients. Thus, providing the clients with the care

needed for them to stay with the company is essential.

Further, Ramakrishna (2006), client’s retention, is an objective of
marketers where it became a challenge for them to win over the sympathy of
all the clients for a long period of time. The client’s preferences change from
time to time due to the possibility of being influenced by the changes in the
environment. Therefore, flexibility and alternative plans must be made

beforehand for the company to be prepared for necessary changes.

Besides, Erdis (2009) affirmed that establishments and firms direct

their marketing effort to please their current clients to retain and foster long-
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term relationships with them. And to build the relationship, they need to make

use of marketing strategies to gain their client’s retention.

Additionally, Mostert, Meyer and Rensburg (2009) said that companies’
goal is to make sure that clients stay with the company. They often adopt
approaches in which the organization emphasizes their exertions on current
clients and offers favorable services for the clients and the company.
Therefore, the right planning on how clients will carry on business with them in

important.

Moreover, Dawes (2009) specified that client’s retention can also imply
the number of clients who stayed with the cooperative over an established
period like a year. It is measured by how many clients remained with the
company and are still loyal to its offered services. It can also be an indicator
that a company will last longer. Hence, the company needs to maximize the

number of its clients and trusted customer.

Lastly, as stated by Ginn, Stone and Ekinci (2010) that customer
retention has been broadly defined as the ability of a business to get existing
customers to repurchase from them. Companies focus not only on the
percentage of customers but also the percentage of customers who are
sympathizing with their products and services. Thus, maintaining and

ensuring customer satisfaction is necessary for the business to succeed.

The previous published related literature readings sufficiently support
the variables in this study. Additionally, studies are related to the discussion
are herein presented to give absolute definition and understanding of this

proposal. Thus, it helped the researchers to illustrate and figure out if there is
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a significant relationship between clients’ attitude towards viral marketing and

client retention among selected cooperative.



Chapter 3

METHOD

This chapter contains the discussion of research design, research
subject, research instrument, data gathering procedures, and statistical

treatment of data.

Research Design

This study employed the descriptive-correlation method. Creswell
(2009) stated that descriptive-correlation method is designed to determine if
two or more variables are associated. It is descriptive because it describes,
explain, and interpret conditions of the present about the given variable. At the
same time, correlation because it represented the relationship between
clients’ attitudes towards viral marketing and retention among selected

cooperatives.

Research Subject

The respondents of this study were 75 clients from Panabo Multi-
purpose cooperative and 25 clients from King Multipurpose Cooperative, a
total of 100 respondents this allows researchers to determine the level of
client's attitudes towards viral marketing and retention among selected
cooperatives .The researchers used random sampling techniques since the
respondents were the clients of the chosen cooperatives with different ages

and years of being a member of the cooperative.



Research Instrument

20

The instrument used in determining the respondent’s response in the

independent variable and dependent variable were the adopted standardized

guestionnaire. The research questionnaire consists of two parts, namely: part

one which pertains to the clients’ attitude towards viral marketing and part two

refers to the client’s retention of the cooperative, which was validated by an

expert. The respondents were asked to check single selected choice on the

range of 5 to 1 for the two parts.

To determine the level of clients’ attitude towards viral marketing among

selected cooperative, the following rating scales were used:

Scale

4.21-5.00

3.41-4.20

2.61-3.40

1.81-2.60

1.00-1.80

Descriptive Equivalent

Very High

High

Moderate

Low

Very Low

Interpretation

This means that
clients’ attitude is
always observed.

This means that
clients’ attitude is
often observed.

This means that
clients’ attitude is
sometimes
observed.

This means that
clients’ attitude is
less observed.

This means that
clients’ attitude is
not observed.
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To determine the level of clients’ retention among selected cooperative,

the following rating scales were used:

Scale Descriptive Equivalent
4.21-5.00 Very High

3.41-4.20 High

2.61-3.40 Moderate

1.81-2.60 Low

1.00-1.80 Very Low

Data Gathering Procedures

Interpretation

This means that
clients retention is
very Satisfactory

This means that
clients retention is
satisfactory

This means that
clients retention is
fair.

This means that
clients retention is
less satisfactory.

This means that
clients retention is
not satisfactory.

The process in conducting the study involved the following steps:

Initial Interview. The researchers asked for the names of the clients of

the selected cooperative to address the letter asking permission to conduct a

study.

Seeking Permission to Conduct the Study. Letter of permission to

conduct survey was sent to the manager of selected cooperative.

Validation of the instrument. Questionnaires and formulation of secondary

data was constructed by the researchers and validated by the experts.
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Revisions will make and the questionnaires and secondary sheet was

polished and ready for administration.

Administration of the Instrument. Upon approval, the researchers
personally administered the questionnaire. The distribution was done during
their free time. Personal interviews were conducted for clarity of the answers

from the respondents.

Retrieval of the Questionnaire. After the researchers’ administration

of the questionnaire, the data were immediately collected.

Collection of Data. After collecting the questionnaire, it were

immediately tallied and was subjected to statistical interpretation.

Statistical Treatment of Data

The following statistical tools were used in this study.

Weighted mean. This was used to determine the level of clients’

attitude towards viral marketing and retention among selected cooperative.

Pearson-r. This was to determine the significant relationship between
clients’ attitude towards viral marketing and retention among selected

cooperative
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Table 1

Level of Client’s Attitude towards Viral Marketing among Selected
Cooperatives

Descriptive

Clients Attitude Mean :
Equivalent

A. Perceived Informativeness
The viral marketing of a certain cooperative...

1. Perceived informative as marketing message that

. . : . 4.63 Very High
will provide accurate, useful and up-to date information. y g

2. Find e-mail marketing messages informative. 4.35 Very High
3. Marketing messages displayed on social networking
sites (such as Facebook, Twitter, Instagram) are 4.44 Very High
informative.

4. SMS advertisements provide useful information about
products and services.
5. Internet blogs are an important source of information. 4.26

4.46 Very High
Very High

Overall Mean 4.43 Very High
B. Perceived Redundancy

1. Make use of the techniques that appropriate and 4.64 Very High

satisfying.
2. Marketing messages on social media sites are not 4.36 Very High
overstated.
3. Unsolicited e-mails contain viruses. 4.05 High
4. Always read SMS advertisement before deleting. 4.34 Very High
5. Find blogs credible and reliable. 4.23 Very High
Overall Mean 4.32 Very High
Legend:
Scale Descriptive Equivalent
4.21-5.00 Very High
3.41-4.20 High
2.61-3.40 Moderate
1.81-2.60 Low
1.00-1.80 Very Low
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As reflected in Table 1, the first indicator is perceived informativeness,
with an overall mean of 4.43 described as very high. It means that the client’s
attitude among selected cooperatives is always observed. It implies that
clients treat advertisements done by cooperatives as essential and
informational. The idea supported by Oh and Xu (2006) perceived
informativeness is the way to provide related information about the product or
services successfully and it is vital to provide up-to-date information to the
customers for them to get updated and be more interested in avail the product

or services being offered to them.

Item number 1 got the highest mean of 4.63 described as very high in
perceiving information as a marketing message that will provide accurate,
useful, and up-to-date information. It means that the client’s attitude among
selected cooperatives is always observed. It indicates that clients of selected
cooperatives perceived that marketing messages sent through viral marketing
are essential and helpful for them to be aware of the cooperative’s latest
product. Simultaneously, the lowest mean is item number 5, with a mean of
4.26 described as very high in perceiving that internet blogs are an essential
source of information. It indicates that cooperatives shall focus on making

their blogs more reliable and contain up-to-date information.

The remaining items are 2, 3 and 4 with a mean of 4.35, 4.44 and 4.46
described as very high in perceiving e-mail marketing messages, marketing
messages displayed on social networking sites informative, SMS
advertisements provide useful information about products and services. It

means that the client's attitude among selected cooperatives is always
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observed. It indicates that the clients’ viral marketing strategy that has been

prolifically used by cooperatives was acknowledged positively.

The second indicator is perceived redundancy, with an overall mean of
4.32 described as very high. It means that the client’s attitude among selected
cooperatives is always observed. It indicates that repetitive messages about
the company and its product help the clients with their buying decision. Also
by, Muzaffar and Kamran (2011), perceived redundancy refers to the
consumer’s perception towards any messages that are repeatedly sent to the
client. This strategy raises the consumer’s awareness of the company and its
product. Thus, repetitive advertisement makes the company and its product or

services a priority for a consumer if they want to buy product or avail services.

Item 1 got the highest mean of 4.64 described as very in making use of
the techniques that are appropriate and satisfying. It means that the client’s
attitude among selected cooperatives is always observed. It indicates that
cooperatives use perceived redundancy properly in a way that makes
marketing messages informative, not manipulative and entertaining to watch
no matter how many times it was sent to them; while the lowest mean is item
3 with a mean of 4.05 describes as high in sending unsolicited e-mails that
contain viruses which is an essential characteristic of a marketing message
to avoid the notion of the clients that cooperatives use marketing strategies to

impose negative schemes to the clients.

The remaining items 2, 4 and 5 with the mean of 4.36, 4.34 and 4.23
described as very high in marketing messages on social media sites, are not
overstated. Clients always read SMS advertisement, before deleting, and

clients find blogs credible and reliable. It indicates that cooperatives utilize
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social media and other technical platforms to inform their clients with their
latest products and services. All imply that the client’s attitude among selected

cooperatives is always observed.

Level of Client’s Retention among Selected Cooperatives
The retention level is evaluated based upon a ten-item questions

relating to profitability among selected cooperatives.

Shown in Table 2 is the level of retention among selected cooperatives,
with the overall mean of 4.44 described as very high. It means that the client’s
retention is very satisfactory. It implies that cooperatives have an excellent
performance in maintaining a good and sound relationship with their clients
through viral marketing, as stated by Edris (2009). They affirmed that
establishments and firms direct their marketing effort to please their current
clients to retain and foster a long-term relationship. And to build connections,
they need to make use of marketing strategies that will gain their client’s

retention.

The highest mean is item 1, with a mean of 4.57 describes as very high
in clients who were satisfied with the accuracy of the records. It means that
retention is very satisfactory. It implies that cooperatives perform their
obligation to their clients by providing them with precise and accurate records,
which is one way to win their client’s trust and loyalty. Whereas the lowest
mean is item number 10 with 4.25 as its mean described as very high in
clients they were satisfied with the charges for services in the cooperative. It
indicates that cooperatives shall focus on letting their clients become

knowledgeable and well aware that charges imposed to them are tantamount



28

Table 2

Level of Client’s Retention among Selected Cooperatives

Mean Desgrlptlve
Equivalent
A. Client Retention
1. Accuracy of the records. 4.57 Very High
2. Accuracy of transactions. 4.50 Very High
3. Access to electronic transaction. 4.32 Very High
4. The staff who deliver the services. 4.43 Very High
5. The efficiency of customer service. 4.50 Very High
6. The physical appearance of the branch. 4.49 Very High
7. Efficient service. 4.45 Very High
8. The cooperative’s effort to inform customers about new 4.39 Very High
products.
9. The cooperative’s effort to inform customers about new 4.49 Very High
services.
10. Charges for services offered in the cooperative. 4.25 Very High
Overall Mean 4.44 Very High
Legends:
Scale Descriptive Equivalence
4.21 -5.00 Very High
3.41-4.20 High
2.61-4.30 Moderate
1.81-2.60 Low

1.00-1.80 Very Low
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to the quality of services offered in the cooperative. It means that client’s
retention is very satisfactory.

The remaining items are 2 and 5, with the same mean of 4.50
described as very high in the accuracy of transactions and customer services
efficiency. Moreover, items 6 and 9 also got the same mean of 4.49 described
as very high in clients are satisfied with the physical appearance of the branch
and cooperative’s effort to inform customers about new services. Followed by
items 3, 4, 7 and 8 with a mean of 4.32, 4.43, 4.45 and 4.39 respectively, all
described as very high in client’s are satisfied with the access to electronic
transactions, satisfied with the staff who deliver the services, satisfied with the
efficient services and the cooperative’s effort to inform customers about new

products. This means that client’s retention is very satisfactory.

Significant Relationship between Client’s Attitude towards Viral Marketing
and Retention among Selected Cooperatives

Table 3 shows the significant relationship between the client’s attitude
towards viral marketing and retention among selected cooperatives. As to the
data revealed among the selected cooperatives, the result of the computation
of Pearson-r of client’s retention and client’s retention is 0.501 with P-value of
0.000. Since P-value is less than 0.05, the null hypothesis is rejected. It can
be stated, therefore, that there is a significant relationship between the client’s
attitude towards viral marketing and retention among selected cooperatives.
This connotes that the client’s attitude towards viral marketing has a greater

influence on the client’s retention.
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Table 3

Significant Relationship between Client’s Attitude towards Viral Marketing
and Retention among selected Cooperatives

Client’'s Retention

Client’s Attitude 0.501**

P-value (0.000) < 0.05
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The result of the study confirmed the anchored theory on Njane (2013)
that asserts clients attitude towards viral marketing could have a significant
impact on client retention. Companies that practice relationship marketing
have been prioritizing in securing clients retention. It is supported by Ler Sin
Wei (2014) stated that consumers make many buying decisions every day;
their choices depend on how the product was presented to them. The job of
marketers is to study these consumer purchase decisions and attitude to
answer the questions about why, what, how much, and where the consumers
buy to make their marketing techniques to be more productive. Thus,
understanding how consumer response to viral marketing is essential to

winning customers in the market.



Chapter 5

SUMMARY OF FINDINGS, CONCLUSION AND RECOMMENDATIONS

This chapter represents the summary of findings, conclusions and

recommendations of the study.

Findings

Based on the result formulated from the data collected, the researchers

found out the following:

1. The mean of the client’s attitude towards viral marketing among
selected cooperatives has an overall mean of 4.38, interpreted as always

observed.

2. The mean of retention among selected cooperatives has an overall

mean of 4.44, interpreted as very satisfactory.

3. The significant relationship between client’s attitude towards viral
marketing and retention among selected cooperatives has a derived
computed r-value of the client’s attitude of 0.501, which is associated with

0.000 as the P-value. Thus, Ho is rejected.

Conclusion

Based on the result of the data gathered, the researchers have

concluded the following:

1. The level of the client’s attitude towards viral marketing is very high.

2. The level of retention of selected cooperatives is very high.
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APPENDIX D-1

Survey Questionnaire

CLIENTS’ ATTITUDE TOWARDS VIRAL MARKETING AND RETENTION AMONG
SELECTED COOPERATIVE IN PANABO CITY
Ler Sin Wei (2014)

Part1: Profile of the Respondents

Name: (Optional) Gender:

Position: Date:

Instruction: Below are the questions to measure the attitude of a customer towards

viral marketing. Please put a check mark (/) appropriate to your answer using the
given scale.

5- Strongly Agree 3- Neither Agree nor Disagree 1- Disagree
4- Agree 2- Disagree

Part 2. ATTITUDE OF CUSTOMER TOWARDS VIRAL MARKETING
A.Informativeness 51| 4 3 2 1

The viral marketing of a certain cooperative...

1. | perceived informativeness as marketing message

that will provide me accurate, useful and up-to date
information.

2. | find e-mail marketing messages informative

3. Marketing messages displayed on social networking
sites (such as Facebook, Twitter, Instagram) are
informative.

4. SMS advertisements provide useful information

about products and services.

5. Internet blogs are an important source of
information.

B.Redundancy

The viral marketing of a certain cooperative...

1. Make use of the techniques that appropriate and
satisfying.

2. Marketing messages on social media sites are not
overstated.

3. Unsolicited e-mails contain viruses.

4. | always read SMS advertisement before deleting.
5. | find blogs credible and reliable.




Part 3.RETENTION (James Gathere 2013)

46

Retention
| am Satisfied with...

1.Accuracy of the records.

2.Accuracy of transactions.

3.Access to electronic transaction.

4. The staff who deliver the services.

5.The efficiency of customer service.

6.The physical appearance of the branch.

7.Efficient service.

8.The cooperative’s effort to inform customers about
new products.

9. The cooperative's effort to inform customers about
new services.

10. Charges for services offered in the cooperative.
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CLIENTS' ATTITUDE TOWARDS VIRAL MARKETIN » CLIENTS’ ATTITUDE TOWARDS VIRAL MARKETIN
" AND RETENTION AMONG SELECTED COOPERATIYE ! AND RETENTION AMONG SELECTED COOPERATI(IE
IN PANABO CITY ‘ IN PANABO CITY
Lar Sin Wei (2014) Ler Sin Wei (2014)
Part1: Profile of the Respondents Part1: Profile of the Respondents
Date: ©l-23-2 Date; 2?2 J’*ﬂ"””? Y0
Name: (Optional)P’\'\ Bdaaling G2 Name: (Optional) VEWKSUWw %7, patuand
Gender: [ position: _[Fou ¢ W\fe Gender: _M Position; W40 _GumLo  THPRLD

Cooperative: PM PC/ No. of Year: _) Cooperative: _fMe& No. of Year: /z-yent

Instruction: Below are the questions to measure the

Instruction;
Below are the questions to measure the attitude of a customer towards viral marketing. Please put

attitude of a customer towards viral marketing. Please put

a check mark (/) appropriate 1o your answer " a check mark (/) appropriate to your answer using the
given scale. prop y wer ueing the given scale.
5- Strongly Agree 3- Neither Agree nor Disagree 3- itrongly G 3- Neither Agree nor Disagree
4- Agree 2-Disagree  1- Disagree - Agree 2- Disagree 1- Disagree
art2 ATTITUDE OF CUSTOMER TOWARDS VIRAL Fh i AT UTLDE OF CUSTOMER TOWARDS VIRAL
= NG
A. Informativeness 54321 A. Informativeness s[4]3[2]1
" The viral marketing of a ! I The v1ral;narketmg ofa )
certain cooperative. .. ertain cooperative...
1. | perceived informativeness as O per;eived informativeness as
marketing message that will provide marketing message that will provide o
m:a accurate, useful and up-to date | > me accurate, useful and up-to date
information, information. i
2.1 find e-mail marketing messages s 2.1 find e-mail marketing messages
|_informative informative =
EL Marketing messages displayed on 3. Marketing messages displayed on
social nelwork}ng sites (such as o social networking sites (such as
Facebook, Twitter, Instagram) are Facebook, Twitter, Instagram) are =
informative., informative.
4. SMS advertisements provide 4. SMS advertisements provide
useful information  about products 4 useful information  about products -
and services. and services,
5. Internet blogs are an impartant - "5, Internet blogs are an important
| source of information. <l source of mforgmatlon g -
| B. Redundancy B. Redundanc
i . y
Q;Z;\)Igraalt?\::rkeung of a certain The viral marketing of a certain
1. Make use of the techniques that I~ 1 .CN(I):l?: :Jas“evz'f. ihe techniques that
sppropriate and satisfying. ] appropriate and satisfying =
2. Marketing messages on social Py . 5 MpR e e A e i i
_media sites are not overstated. . « Merketing' messages on SO:!E - )
3. Unsolicited e-mails contain media sites are not overstated.
viruses. . ‘/ 3. Unsolicited e-mails contain P
4. | always read SMS Advertisement = _viruses.
| before deleting. - ge:oi:lszlse ;Ienad SMS Advertisement Iy
5 I find blogs credlble and reliable, . e 9 S
< 5. | find blogs credible and reliable. -
_Part 3.RETENTION (James Gathere 2013)
[ Retention 5[4 ([3[2](1 Part 3.RETENTION (James Gathere 2013); 7T
| am Satisfied with. .. Retention 5 4
1. Accuracy of the records. __lam Satisfiedwith... =7
et e of the recor s.
2. Accuracy of lransactsons / 1. churaqy T | EaE T
SR W 7] A [ e 2. Accuracy of transaclsons =
3. Access to alectmmc lransacluon / - transactlonF 7=
4. The staff who deliver the services, / ] i 3. Access to electroni o [ O
5. The efficiency of customer service o 4, The staff who delwerl 10@: servics. | |
6. The physical appearance of the 5. The efficiency of custom o |
| branch. o | 6. The physwal appearance of the =
7. Efficient service. - ';rz::f::mm e S T i i
T~ g N " [ i ) -
8. The cooperalive's effort to inform 8 The cooperaliva's effort to inform — ”
customers about new products. " customers about new / products. E = I
8. The cooperative's effort .lo el ) 9. The cooperative's effort to inform -
customers about new services. _ customers about new services. i
10. Charges.for services offered in 710, Charges for services offered in L
|the cooperative. _the cooperative, ) e il o) S (S S
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. - CLIENTS' ATTITUDE TOWARDS VIRAL MARKETING

CHENTS' ATTITUDE TOWARDS VIRAL MARKETING AND RETENTION AMONG SELECTED COOPERATIVE
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IN PANABO CITY . Ler Sin Wei (2014)

Sin Wei
her Sl (2014) Part1: Profile of the Respondents

y 1
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Instruction: Below are the questions to measure the

Instruction: Below are the questions to me asure the attitude of a customer towards viral marketing. Please put
atlitude of a customer towards viral marketing. Please put a check mark (/) appropriate to your answer using the
a check mark (/) appropriate to your answer using the given scale,
given scale, . .
5- Strongly Agree 3- Neither Agree nor Disagree
5- Strongly Agree 3- Neither Agree nor Disagree A-Agres 2-Disagree  1- Disagree
4- Agree - Di -Di
v 2-Disagree  1- Disagree Part 2. ATTITUDE OF CUSTOMER TOWARDS VIRAL
Part 2. ATTITUDE OF CUS MARKETING o
MARKETING TOMER TOWARDS VIRAL A. Informativeness 5(/4[37271]
’ ‘A Informativeness 5[4 T334 ~ The viral marketing of a
The viral marketing of a —C‘i”a"‘—“‘.""’e—-—_fa“"e--- — L 1 | |
f | certain cooperative... 4 1 perce!ved informativeness as =l
1. | perceived informativeness as ] | marketnng message that will
marketing message that will provide ! provide me accurate, useful and
me accurate, useful and up-to date i ' __up-to date information. A
| information. 2.1find e-mail marketing messages B il
21find e-mail marketing messages | |_nformatve | |-
| informative 3.Marketing messages displayed on | | B
3. Marketing messages displayed on social networking sites (such as
social networking sites (such as . Facebook, Twitter, Instagram) are
Facebook, Twitter, Instagram) are |_informative. ) -
informative. 4. SMS advertisements provide
4. SMS advertisements provide useful information  about products
useful information  about products / and_services. >
_and services. 5. Internet blogs are an important
5. Internet blogs are an impartant source of information. ) < .
_source of information. B. Redundancy
B. Redundancy The viral marketing of a certain
The viral marketing of a certain 1 Cooperative... | )
Cooperative... 1. Make use of the techniques that
1. Make use of the techniques that / appropriate and satisfying. | |-
appropriate and satisfying, K ) -Marketing messages on social
2. Marketing messages on social / media sites are not overstated. S
Mmedia sites are not overstated. . Unsolicited e-mail in vi
3. Unsolicited e-mails contain ‘ e\mans s s z
_viruses. i L/ - lalways read SMS Advertisement
4.1 always read SMS Advertisement ", ! before deleting. io R |
_before deleting. . Ifind blogs credible and reliable, P
5.1find blogs credible and reliable. | /| - -_ ]
Part 3.RETENTION (James Gathere 201 3) I
Part 3,RETENTION (James Gathére 2013) Retention 5Ta]3|2]1 }
Retention 5[4 3211 I am Satisfied with... S B I
| am Satisfied with... 1. Accuracy of the records. .
1. Accuracy of the records. ¥ 2. Accuracy of transactions. = L_
2. Accuracy of transactions. / - 3. Access to electronic transaction. ,—‘ i
3. Access to electronic transaction, | |/~ L] 4. The staff who deliver the services. | | B [ i
4. The staff who deliver the services. il 5. The efficiency of customer service. —te L 1 |
5. The efficiency of customer service. | i 6. The physical appearance of the
6. The physical appearance of the /| banch. _____ - . vl
| branch, } ¢ 7. Efficient service. )
7. Efficient service. i 8. The cooperative's effort to inform
8. The cooperaiive's effort 1o inform ' _customers about new products. 2|
»cu;’;?“zc:szzroa&v s:weggg;%:: A 9. The cooperalive's effort to inform
 The cooperaive's effor to inform Suslomers aboul now Servieee. —-<le Ll
CSustomers about new services :r? Charges for services offered in
K_—.-_—_'_ . - N . Vi
:r?' Charges for services offered in . |5 i —SCocperafive. T e
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