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ABBRELZAMEO W TEMTERMETRLENE A FEH _SBE8EHE
LA By o SC 187 9H AT AR, 38 R i F| AL B # a8 (hetp: //i. youku. com/ fengboy3) = 2 & % &
BEERUM, XEHAP XRBEET TR EHRANTNEERANE, RPERARELE
WAG, BOENEHRRERLARRET B2 UM, B RBMEKEEN. Ho2 %
BlHRAABER L, A THE R EANIRERNE TR BEAE R, A EH L
EOFRETEANERS, FAERBEBFHAANHEARNIM.

FHEAGBANEREL ABESMFE—ENEL. BAELEFR IR
:of

AHALREEN HEOLCENEAAUEHS BN ARANEN  CHERAL
WM AR BEAETE AAAREE L AEN ARRER, AREHREX L H#
W AERAK B FEE T PRI,

AEFRELZENSEN, ERARLEFANLRP . ST IREHLEHELR
A FERBEXEXHTAE., XPHE O T=MAFEHF EEXEX.

L. ARERAFKBEOZNNAY AR M T E Lo, HERHEEH; LAH
KRECIFOAY AR T FLERHEEXUESHAEN,

2B REXKBAEN AR, AEEXUFEESHRENA,

3.KH R BE B Tk E8F N X3 X H I, e YouTube, X ## 4 #, &
HEBEMS A EXR X,

EFEREESHS KL% (social network) MF X ZFEM A TETRELSEA, K
5 LA 46 R “Internet” it 4 — f# A “ 5% B " ; Z£ 46 R “network” Bt 4 — 1 A “ W 47 ; £ 45 #&
“online” it 4 — 1 1 “#E &7

AGRETH SO M EE B LT, Y& E RV HE G IE ST E e, 2%
4 1T B 8] 34 2 B2 IE CR R & OB B At e,

AHMNETEAL R SRV E T AEACHEIRGERMNET, FARRERTFEE.
LRER . ABFTENEAHAT —EHCERFEEHR.
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Fn AR

F—1 EIMNREAHERRR

o mE ORI B BTN » B A RS 4 B ) & R, o 4R LA YouTube B9S2 MR N
J7Z . A RAE YouTube B BLZ 8T BB 2IF R RAT, EAM Y0 F R AT
FER MR IR . A A4 A 4 B B AR AT T 1995 4R A€ SR HETT RS P D
(The Spirit of Christmas) , VfiifTT 1996 4F (¢ % & ) (Dancing Baby) , 2§17 T 2000 4F
B R bR I8 T3 A1) CAll your base are belong to us) , O3 S 47 #7 2 zh il fi 4= .
IXARIEH o A 2 0 A A3 A A A I B A SR BR

YouTube (8 WA 7= 8 A BB RS s T L5 RN . bl , 2006 4F 4
A BifEA « 3% B (Judson Laipply) 48 6 43%h 9 #845 « $5 B% ) 8 1 ) (Evolution of
Dance)® F4£%] YouTube, B s fth B C 4 BR8] 01+ B 3 Bon SRR 2 D AR . 36
BTN, B ) oW A0 B B R o R TR AR R R, Z TR IRAE 1 2R
W@

VM #AFPE /s 7] ( Visible Measures) Ofdi F“ & 4& 3 % & ” (True Reach) il ¥4 fish
o R B TR A9 52 AR SR B . 1T AS 25 853K 26 37 AR 2 58 2ot W — L {40 28 4 3 flke 38 400 A
. X—ERiT VM A sl 8% CR B 2R %dE FE” (Viral Reach Database) , iZ 5038
PER R HT, |56 T R B 150 ZNTELMM5r T & 05 A P, PRI T 5 B 1 2 7
F S A (brand-driven seeded video) , A1 452> Ak A 174 7™ i) 9% B XA 53 (com-
munity-driven viral video, Y& A5 B . HTiZBHEZE, VM A& H 2009 4 3 A
Frif g A E SR (Advertising Age) 2835 & AR HT 10 {17255 8 NS HET TS (Viral

PSR U AR

A R A AL SR T IRAT” .

PRSI A PR (s

I. Angwin, “Recipe for a Successful Viral Video Campaign. ¥ The Wall Street Journal,Feb. 18,2009,

http; //www. visiblemeasures. com/.

e eeeoe
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Video Chart) (JLE 1—1),©

1,000,000
renoee /\/\/\ / N/ . A vav’/\k\fl
R TP— . ) WA AN
250,000
0
1/6/11 310/ sM12/11 7 9/1/11 10/27/11 12/22/11

B 1—1 2011 ERFAMTHATENE TN EE

TES—UKHE TR L K15 20 70 L B A RSB AT LLEA BB T . 2009 48, ] LATEA
HEATAE A AT 200 W8 2 22 TR LA | 52010 4, 3N BCF LR 2009 4EAY 3 7%, 3531
60.5 LA L ; 2011 48, — A& MST-HE 70 FR UL E B E A A TR S HEE 41
(L8 ;2011 AE R B A HE TR b XM ECFEE 25K 5] 1 90 IR,

VM 7 8] 30 W B 3 38 H Re 2 1 3 “ 41 2 M35 2 ” (Social Video Campaigns Collec-
tion) , W4E H B0 7E 45 A IE R AL AT 43 B2 F &5 138 1) EL4A 5 B8 A9 033 (brand-driven social
video) , FErp g — WA A D B8 &, BE 45 5 i 32 A 72 B9 P (brand-syndicated video)
FRAT ) VOB, AR A A AR P B PR (viewer-driven social video) K45 (9 W &

FEAMEUR A B S Z AR ES AR SIER s 2 R
SR SRR R AL S AU L ARARNTE T L L, Y — 8 B AR 4
& 2 i Z B R A 05 2 A 56 0 At 2 M AR T BB 7E BRI b PR R DR TE AL
AH SR AT (2 A5 B K D) A P [ 8 L A A0 A B 4 2 — b i FE A AR R (viral reactiva-
tion) L4 ,

— HEHERERR)

VM AR Z A 2011 4ER R 080 B 45 R 25 M 35 T 2009 4E . 2010 4E A 2011 4 3
AEIBERE 20T T 3k H AOL Video, YouTube 2850 A /1~ 3= ZE 445 [ 34 1 6,400 22 20043
W 3100 A4, Q X2 HATRE L8 56 T X — AT Bl B4 .

(—) MR S BB

2009 £EF 2010 4R AR 3 L3R5 20 28 (200 BT &, i 2011 4F— AR5
RIG T2 27 ALK R, 2011 48, A R 15 12BN SRk A 32 AR E D 0 o, &2

@ Petya Eckler & Paul Bolls, “Spreading the Virus, ” Journal of Interactive Adwertising,Vol. 11, No. 2 (2011),
pp. 1—11.

@ Visible Measures.“The 2011 Social Video Advertising Report . Annual Review of Social Video Advertising Per-
formance from Visible Measures. ”Sept. 25,2015, i, http: //www. iab. net/media/file/2011— Visible— Measures
— Social— Video— Advertising— Report. pdf,
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ARl 1 B R & A RO 2R Tt 9. 8 [ZRIMIE B, AREE BT, BhE R,
21558 FAE RG] T KL 5. 4 2R E .
2011 4, 348 1,000 J7 LA B30 Yo B A AT o 40 45,2010 483k 33 2k, 2009 4E{L N
16 %%, 2010 4%, K73 100 7K A L SE BB LBIA 360 £ 2%, 2011 4F 05 500 £ 2%, T
2009 4E HA 154 2k, 2011 4, B0 A R B YE B 76. 5 TR, 2009 42K 46 K.
2011 4F , P84 AR RS T 120 J7R LA LAY YT, 2009 45408 72 TTIK.

(Z) MR KGR

F1—1 2011 FHANERIAF %

RIEF ik AT B
4 3R ( Humor) 864 769,756,968
A4 (Celebs and Icons) 380 609,807,519
5k (Musicl) 663 544,268,695
)i ( Animation) 368 314,841,898
7 i3 7R (Product Demo) 315 284,117,689
H{E3E 5 (Events and Stunts) 184 231,839,399
% e 5% (Short Film) 118 121,071,234
754+ (Contest) 71 99,224,752
PEVF3R (Sex Appeal) 112 98,368,841
JE 4% (Spoof) 53 85,507,053

F1—2 2011 EMFTUHH

(R4 AT B AR Y A
¥ (Automotive) 292 265,734,640
R % B4 & ( Apparel & Accessories) 209 213,195,725
{i HE 5 ¥ 2 (Health & Beauty) 108 119,766,715
TE4 R % (Online Services) 93 112,341,772
Tkl (Beverages) 114 99,548,840
F-HL(Cell Phones) 40 95,114,520
£ & (Food) 199 94,329,254
i# {Z (Telecomm) 97 86,389,187
{2 (Alcoholic Beverages) 125 73,337,663

ZH (Retail) 96 67,641,934
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F1—3 2011 ENEEFENIT

5 it A B it
1 F Ak (Volkswagen) The Force® 62,700,000
2 T-Mobile Royal Wedding@ 28,000,000
3 SES (Apple) Introducing the iPhonedS 27,800,000
4 JE ¥ (Fiat) Life Is Best When Driven 27,400,000
5 K (Dirt Devil) You Know When It’s the Devil 26,400,000
F1—4 2011 FHRERERE
Fs i i e A i) Yt
1 E&FFHOld Spice) New Old Spice Fabio 95,607,032
2 KAk (Volkswagen) The Force 85,095,129
3 K (Google) The Web is What You Make of It 78,721,389
4 ffif 52 (Nike) Back 4 The Future 64,308,331
5 SR (Apple) Introducing the iPhone4S 64,314,155
®1—5 2011 FREWMEN
5 B AU A ik
1 Wieden + Kennedy New Old Spice Fabio 191,361,089
2 Deutsch Los Angeles The Force 90,238,873
3 Goodby Silverstein & Partners Doritos,Pug Attack 85,036,550
4 TBWA\Media Arts Lah Introducing the iPhone 4S 62,952,509
5 BETC Euro RSCG Live Young® 58,245,849
F1—6 2011 F£WE 500 38 MR RAEIR
s VAL FA S A b A ItH & 500 #HES
1 A (Google) The Web Is What You Make Of It 78,721,389 92
2 i 55 (Nike) Back 4 The Future 64,308,331 135
3 IS (Apple) Introducing iPhone 4S 63,314,155 35
4 ¥ (Microsoft) Megawoosh (Make It Possible) 41,894,378 38
5 BEFE® B (Motorola) | Goodbye 1984 23,984,890 116

@© MBHEERKARGER".
@ WHIRR R FIUEFLEER".
@ MWHEERBWEE".
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75 2] P A
1 KA (Volkswagen) The Force 63,121,112
2 JE W H¥ (Fiat) Life Is Best When Driven 27,417,342
3 i 3% i # (Chrysler) Imported From Detroit 22,365,980
4 i (KIA) Share Some Soul 13,447,336
5 & F ) 38 ( Bridgestone) Bridgestone Super Bowl 2011 11,478,160
R 1—8 2011 FREMBRERIT
F5 i b AL B
1 SEIR (Apple) Introducing the iPhonedS 28,754,014
2 AR (Google) The Web Is What You Make of Tt 22,053,113
3 B8 (Lenovo) Spacelab: What Will You Do? 16,984,733
1 #JE (Sony) Playstation 3; Long Live Play 15,774,078
5 = /£ (Samsung) Gamer Commute 11,469,099
x1-9 2011 ERERMMER
o= i AN Y
1 HOLZ I B 1(Twilight Saga: Breaking Dawn 1) 194,384,204
2 A4 N B H Bl (Transformers: Dark of the Moon) 155,949,595
3 TR LB 2(Cars 2) 153,344,844
4 5 5 8§ 5(Fast Five) 83,480,281
5 PAF] « P S5PET- 3% 4% 2(Harry Potter and the Deathly Hallows: Part 2) 75,019,348
R 1—10 2011 EREHFRTAER
5 /i $53 A B B
1 it H 3¢ Battlefield 3) 137,583,145
2 i iy 73 e . AL AR 4+ 3(Call of Duty: Modern Warfare 3) 126,504,952
3 T %15 %% : fa /s 3% (Assassin’s Creed Revelations) 84,253,278
4 EERAM : IHILAIE (The Old Republic) 49,901,970
5 ¥4 5: KB (Elder Scrolls V; Skyrim) 47,093,891
F1-11 2011 EFRERGTEIENIM
75 fEik A LA AW R
1 57« il B (Rick Perry) Strong 13,218,506
2 #h/R & « YL (Herman Cain) Now Is the Time For Action 3,254,776
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Bk
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3 H 7L« il B (Rick Perry) Proven Leadership 2,168,670
4 EHE 7L « B M 5 (Barak Obama) It Will Begin With Us 1,164,724
5 B A o (£ (Ron Paul) Newt Gingrich: Serial Hypocrisy 1,149,706

.\ 2014 FEIMRB A TES

X —HEAT5 R SR A W U B RO AR 10 48 D33 A B A0 » DR 0k 4 47 ARS8 Pl K
X RALFNEE 2014 R — R HEA S — B0, BT A X SRR AT B P W B AR K
R 38 X SRR A LA TR [ 47 A P 2 o e X AR R A

F1—12 2014 FEMEERNTHITEDO

LN Pl fi i S
1 YouTube—What Does 2013 Say?@ YouTube 15,873,115
2 Want Focus? 5—Hour ENERGY 10,741,655
3 Want Focus? 5—Hour ENERGY 8,104,731

4 Arnold Works at Gold’s®

After—School All—Stars / Gold’s Gym 13,969,383

5 Puppy Love® TR 37,844,830
6 1t’s Beautiful® Al 1Al R 13,707,524
7 You® Schwarzkopf Professional 7,057,986
8 Would You Help a Freezing Child7@ Er SOS JLE R 12,478,624
9 Test Drive 2@ HHERE 11,834,756
10 Most Shocking Second a Day@ Save the Children 20,994,938

e

@ eeeas

SE—FEIFHE T 2013 4F 12 A 30 H /5 — 45T 2015 4F 1 A 4 H ., FLBITE AR RABHE RIEE S EWEH
it TCI AR . PP 43 i R B T IS A v S eb AR D o LB A LU AT B B T o AR R LR

PR

https; //www, youtube, com/H7jtC8vjXw8, #AF8 2 “2013 4 [a] fifi

https: //www. youtube, com/watch?
https://www. youtube. com/watch?
https: //www. youtube, com/watch?
AT R 2 A ST

https: //www. youtube. com/watch?
https: //www. youtube, com/watch?
https: //www. youtube, com/watch?

v=9LUv3kbmNfg . Y18 %"l B3 4% 1E 48 5 B TR
v=xAsjRRMMg_Q.
v—443Vy310g]s LB “ AT 11 A] SR B .

v=92—QkWpacB8, M4 2 “Hf Bk JLE "
v=dRIgmKGDqFM, ¥LAT4 % “ 1 $525 ol i .
v=RBQ— loHfimQ, #{ 1% & “ PR R AR W JLE ",
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¥ 3
LRV i i SR U

11 First Kiss@ Wren 63,296,997
12 First Kiss Wren 13,520,626
13 First Kiss Wren 9,299,021
14 pokemon Challenge@ ai 13,656,552
15 Patches® E 2 25,530,926
16 Patches E s 24,481,753
17 Risk Everything ifif 52 28,566,545
18 Risk Everything fiif 5% 28,917,658
19 Turn Off To Turn On@ = 10,758,716
20 Galaxy 11 The Training® =& 12,958,442
21 The Dream® e 388 34 iy 25,566,272
22 Galaxy 11 The Training =B 17,581,980
23 Internet Baby@ ENE# i 10,364,744
24 The Last Game® it 5E 50,388,351
25 The Last Game 1M 7, 17,169,956
26 The Last Game it 7% 11,487,624
27 LikeAGirl Always 18,743,942
28 allin or nothing® o] 38k 3 i 17,721,433
30 Do more with Galaxy Tab ST =B 5,566,862
31 TDThanksYou® TD 6,204,855

@ https: //www. youtube. com/watch? v=IpbDHxCV29A , #L§7i48 Z“ 1w 4" .

@ https://www. youtube. com/watch? v=4YMD6xELI k.

@ https: //www. youtube. com/watch? v=EGDMXvdwN5c, #l4ii{8 &B" ZIFLmME—FfLERE".

@ https://www, youtube, com/watch? v=UVSbG8imzQY , M4 & "“ = B A",

@ https://www. youtube. com/watch? v=YWI1yZP{IIXY,#Fi{# &“ =285,

@ https://www. youtube, com/watch? v=jRIXQsCiAKE, ¥ & “ B g i,

(@ https://www. youtube. com/watch? v=AzWK—x5WIXk, S 1#&" 5 BRI JL”,

@ https://www. youtube, com/watch? v=Iylrumvo9xc, P& B NRELHKIG—F".

@ https: //www. youtube, com/watch? v=ZS2DjW —cVeA, P48 % “ BN,

@ https://www. youtube, com/watch? v=YbrM7XqVu]Jw,RFiiH &L =ELR",

0@ https: //www. youtube, com/watch? v=bUkN7g bEAI, #4548 & " 8 shEilf",
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Bk
JAR Lo i il ST G
32 The Gentleman's Wager HREmDO 9,715,975
33 Predator e 3k 3k 7 8,243,674
34 Mirrors@ i %2 9,333,274
35 Gear Up i 4,335,227
36 Chromebook: For Students ik 9,808,453
37 Official Introduction® =K 46,439,508
38 Then and Now® =8 14,825,093
39 | Friends Are Waiting® L4 8 14,326,458
40 Explore the Pyramids i 6,336,917
41 The Legend Returns® 2 EFREL 3,715,018
42 The Legend Returns #EFRE 6,426,908
43 | RE—ESTABLISHED 2014®@ Beats by Dre 9,154,569
44 | The Look® AXE 5,363,525
45 Monty the Penguin©® John Lewis 14,923,377
46 Monty the Penguin John Lewis 6,204,243
47 EpicFood T HHALE 26,659,097
48 EpicFood +H H iz 27,519,136
49 Home For the Holidays@ =5 17,154,408
50 Turn Down for 2014® YouTube 51,008,069
51 Turn Down for 2014 YouTube 17,926,474
52 Turn Down for 2014 YouTube 10,363,027
53 Year in Search 2014 i 7,797.254

ER=NCECRSNCNSRCEENCNS)

Johnnie Walker

https: //www. youtube. com/watch?
https: //www. youtube. com/watch?
https: //www. youtube, com/watch?
https; //www. youtube. com/watch?
https: //www. youtube. com/watch?
https: //www. youtube. com/watch?
https: //www. youtube. com/watch?
https: //www. youtube. com/watch?
https: //www. youtube. com/watch?
https: //www. youtube, com/watch?

v=—0RT1le5sHHQ.

v=Tv7C4e8thv0, IR =B FI A EH A"
v=0xhSnNZH3Rk, ¥l i & i L fEfe”.
v=eubWYPhcEEo. Y318 & & v il A 7E S50,
v=9zTheyLIvRc, Y548 & “br B &% 11",

1= 10&v=YCOgaWSfxxs, L1 & “ A il dwad”,
v=dcKoqlt94 Ud , T % “ Ve wL i3k &7
v=1cescUFY860, T A8 &R “ X1 5 7 L5,
v=>5xLZFNuXyHM, M &“ [ H Z%K".
v=2zKx2B8WCQuw, ¥ {8 %2014 4E[E] .
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F=7T FEXAER.EXAKREEERE

X ERHAREEAI: (DREXEROACHR; ORFEENCH
FIE.

— R EEHSNER

“s BE AL HE RO UEER SR A X A Wi R I A PR A L. o B X A L M U A AR
MO T A= M 5 i A% 2ok R A RS B L A RO R 1 22 06 T B 2 SRR AL = S i B 52 45
WiEE Tk Y

1976 4F , FAFfE o 18 4 7 (Richard Dawkins) @48 T “#E 7 (Memes) . @ 138 1,
BRI AU TS R 2, A TR R Z . 54
Ytk —E R AT LIA AR 50T, EE AR, R E T LA b . S E M — D% F]
T —ARE TR A A AR B, A DR ek . YRR R A8 B oA A A, Bt AT BB
TR 5 E AR o DA 28 AR SR AR PR B4 14 (building block) . 747 8K TF 8 f& s BE A AL
BHEIPEIHBA AR LR,

2001 4E, R # 5 « T (Jeffrey Boase) @5 [ B « 35 /K & (Barry Wellman) ®HME X
A% R T =i . A 99 3 (biological viruses) | i+ ML B (computer viruses) 58
H9% % (marketing virus) ,©

A W B e MR Z[B] B 45 ik A R AL 1, BI04 78 2l 0 A Dh Bh e b gt A7 5 48
(1, L AN R A2 TS e M B IRRL S . TR E R R B S T B R R A 5
WF Z M, (HME ZRA—ER BT LR. XMATFEFHIRELRNER M
T VRGNS, AR EET RAERE., P AYRENGRE, FEYHE
W 5, XoF o B PSR ) R A e e PRI 9 7 1 e BE A B Y AR PR L AR R .
AR M B IR AR IR E B E 2T N SE . X AEYRE R I R RO B
R S H A ARG B R 2 (8] i 3K R DI 5 =X, s 4128 M 2% (social network)

@ D. Mather & N. Crofts, “A Computer Model of the Spread of Hepatitis C Virus among Injecting Drug Users. ”
European Journal of Epidemiology,Vol. 15 (1999),pp. 5—10.

AT « JHE W, 1941 4824 R ER RS T MR B AE Y 2E R .

R. Dawkins, The sel fish gene ,New York: Oxford University Press, 1976.

A E  WT. 2001 SERF N ER R L Kt S MWL  BUE B E K1 SOk S0 5% B B S0
B « FHRE8 . 2REKFHSFHEE, 1976 657 EH R 4% 4347 M 4% (International Network of Social Network

Analysis) .,

®

J. Boase &. B. Wellman, “A Plague of Viruses: Biological, Computer and Marketing. ” Current Sociology , Vol. 49,
No. 6 (2001), pp. 39—55.
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) 55 4 45 (weak tie) VRERR,

HEVR BB UATEA TN TRV %A SEEE Z
AT E PR (B A SR PR 3G . o dn, T VLR 855 18 38 75 B AR MR
O E B M bt . AR BRI B P (A AR R AR R R BN, BB R M A Z 1A
Z TG TR AN SR A R BB A SRR . AR RS R AREE B
W4 P s TR . X il T S S I R A B R 2, BV R AR 2 T
EREBHAFIEPEZ , PR 0GR B AR H A . tein, JE 4k (Nimda) &
e B AR AR AR, T BOIN 2 IR AR R S BUR AR AT 2001 4F 9 A 19 H EHTHRE AL
— K UCARAERBRA T (BE EE AXEEES . HEIRERSFEER,
PR A 2% B 0 T AR AR 958 B8 o AS el X DASIRARD BRG0P O 12k 0 2 o I 4% o ) 538 3 45
FERR,

BRI A MR AREER, 5SHEYREMTEIREAR,REAE
WS 5 EHRBNEHRERE, FAXMBS 5N 5ERMEHNELR LS 5EF —F
Port SN AIRBEECRT A M AYEEZ . 2001 4F 8 H 31 H Ay 2 i i ) He B #x - 1R 2258 1Y
VR EE A o LR R0, X SR RR AV B R R M A i A A AR © HAEY
TR R R XS SR A S BB M R, R B R R AR T
ARMINEE S CEFTER . ESH AR B, B A RO IR K 0 AR GA

—RBIEBRNALRE

1994 4F , JEMGHIHT « FrAHFER (Douglas RushkofD @i AR 2 - AT SO A4 Bl
LD O H R4 b i 8 T “JRL” (Ginfection) 302 10 J@ M. 15440 75 76 17 8. 498 (data-
sphere) FfiLfE B )7 X 5 AE YR B TE S B AR rh S 7ESh i IR b AL i 7 A A .
R EEAE I 4% (networks of the mediaspace) F1 3%, ¥R = AE B VG £ 5 (or-
ganic circulatory system) (%, S A9 8 3 SN (protein shell) AT §B 2 — K FH 4.
— IR B R DS ER R B R N ER R R R U L —
AR — 1 RIBISR A S . TR AE R, HE B RBAE AR A AR &, Bl
RLAB A m e e

1996 4£ 7 H 4 H , Hotmail JF 43t 6 2% o 1 MR AF AR 55, BEZ o 75 208 B O — Fib
B HIIE . @it Hotmail & 2% B HIE{FER B “H A B C 19 % 2% B ik fF itk ” Chave

@ weak tie, FICHFIRH B AR B 5556 R 908, 598 3580 5904 X AR . ABIERNN BAMAZ )
HOE Bl BT A RS9 457 . 5 Z %0 A9/ strong tie, 43 RIRE(E I “SRIESS "

M. MARRIOTT, “Playing with Consumers,” New York Times,Aug 30,2001,D1,D6.

TEABIHT -« FIAFLR 1961 48R4, 28 EBUA TR 5 5 VRS, AL T R IR SIS BT 2 U b H 2

A. B. Kurultay, “Dynamics of Viral Advertising, ” The Turkish Online Journal of Design Art and Communica-
tion,Vol. 2.No. 2 (2012), pp. 39 —45. Douglas Rushkoff, Media Virus!| Hidden Agendas in Popular Culture,
New York: Ballantine Books, 1996.

® e e
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your free e-mail address) #)FHR ., Hotmail {¢H 7 ™~ H5t3kE 17 1,000 HHM ., LB
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