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Abstract : This paper presents results of primary quantitative research on viral advertising with focus on popularity and
willingness to share viral video among Czech Internet population. It starts with brief theoretical debate on viral advertising,
which is used for the comparison of the results. For purpose of collecting data, online questionnaire survey was given to 384
respondents. Statistics utilized in this research included frequency, percentage, correlation and Pearson’s Chi-square test.
Data was evaluated using SPSS software. The research analysis disclosed high popularity of viral advertising video among
Czech Internet population but implies lower willingness to share it. Significant relationship between likability of viral video
technique and age of the viewer was found.
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