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“How Could | Attract You? ": an Analysis of the Ethical Performance Situations
of Viral Marketing Communication Campaigns

My i £ OR 5 oAf

i O REXTHEBAANINRE, LA ESRZAEFEGRE, Hibst i
HHEIRIT+ 5 L8, AL EBNBREXTHERIRBIHZ XOMA, B EHRL, KB
SR AKX B G ED OB EEIEHRITHo L, REARKREL E = Raa X THER TN
WREIMEN . 2o0EX, AHEX, HREAEX, LR =HEBEFEHELTASY
Fix, VMEB AR S IR R EREHERED,

Ktil: mAEXEUAS REAANY LT

fEBR@Ar: BRF, W, PEERXES FFRAAKX R AR, ALK RAEXE,
LM A F AU
Fiffh, L2, B, PEAERKES SERARLRRFA

~. §H

e AR B R A R HEIUE. (viral message ), AN IR A ST TIEAEHE,
A SHORE LSRR 2 7 BB 4. ©

AR ORI E S AR ER. SRESESERHML, Wi
REREAROI S R P (1) WEEE R R EN SN, B & S MIRE
(brand message ) (A fi 56 MARIE, (2) SE4A3) ML, sHREREMNEE A
FromERE A B, FEIREREEE HRB WS SEMBL. (3) WEHEHEAEXH
O R IR SN T, X @ aRE B fiRR R e, AT, mEERE R H
PZAIRIEE S EA . WEENERE R RRAEEZ NS, (AREUE RS e

() Angela Carida and Maria Colurcio, “Viral Marketing Communication: Just Sales or More?", Business
Systems Review, vol. 2, no.1(2013), pp.99-110.

@ Angela Dobele, David Toleman and Michael Beverland, “Controlled Infection! Spreading the Brand
Message through Viral Marketing”, Business Horizons, vol. 48, no.2 (2005), pp. 143-149.
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LR, Horp— IR B (bR, © HEAn, HRH L — R, XA
SRERIE S W ARG AR — R R A T O, IEEREMI AT Y8
SR

PR EREEIE R ERS TNE R, VML AOMES (WEIARERS,
R AR R R 3730 5 BrIRSS B0 MR 55 T 2 5 TR BE S Il ; B AT AR 55
(7= i eI A5 B 1] fE BRI R BL R AR BRI RS MHARIBERER., HmERp,
o TP E R MBI R — B R . R, SHAISE R, T RRARER
. A TRIVERIESIRIRT |, ERE T REA LR A ERE, T T BE TR 4 I
Wi, ik, ACEEMX—PMHE, HHeEE RS BERIEIE . AR R
R S R B A R B8 3y U A B B —— P o o R M R
AR ROIIRITE, LI EEE R ERREshiE sy 200 A BhmaEUE S i T shxd
TEBRAERE T -

AL B AC BRI I e i 2 VS S a3 & A 4 R A BN B & S 4
A EHE., XEOFERRNRBEREZ LAOFE, FriEeEmmaiEe, Bpst
B RS g 55— A G R A EDL SR 2 7 A e

I RBIRF WS, BEHEINREEA R ERH" (ethical marketing ).
BTl “EEER”, RSB E RS STHER R ER SR . O —ARE, &
BRSO YRR R S 2 TR —

o W U IR RS 2 i R BRI

X — A ELEL AT R ARG, S5 R UE RS S = TR BRI .

(—) 248X

1. KEREAE “HR" S5

2001 4, BEEAHAFEESR 45 (Wieden and Kenney ) 2 IR 4240 8 43 1)
“BA5RH MILSERATETE, BIE VREFARE RS W&, AT, &

(' Maria Woerndl, “Internet-induced Marketing Techniques: Critical Factors in Viral Marketing Campaigns”,
International Journal of Business Science and Applied Management, vol.3,n0.1(2008), pp.33-45.

@ Claire Atkinson, “Viral Video Ads under Scrutiny by Watchdogs”, Advertising Age,vol.77,n0.37(Sep 11,
2006), p.44.

3 Angela Dobele, David Toleman and Michael Beverland, “Controlled Infection! Spreading the Brand
Message through Viral Marketing,” Business Horizons, vol. 48, no.2 (2005), pp. 143-149.

@) John Tsalikis, David J. Fritzsche, “Business Ethics: A Literature Review with a Focus on Marketing Ethics”,
Journal of Business Ethics,vol.8,n0.9 (1989),pp.695-743.
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HYR e R AR 3% Zity, AHARHREE IS S0 EiE s Rutin B i .

Tkl A EA R HIE— 4% “Ui%e” (the cog) MBS 4, it 2 kiK%
R T A R PR 2R S 2 ) R Ik, X A L PR A LR 2 [l SR
TSR, %) SRV 2003 45 4 H 6 HHEE—R BRI hZ PR
AR, FRE, 2 H2S R0 R R AR AR 5 1 T R

S s — AR, AR 2N R i R 14 B B T DA%, HEE 55,000 AIK,
EAMRIBE 7 =45, VilelAS 285 A BR P4 A 3,500 A2 3,700 AK. i
PAEEREER A A Z G, ERAHE R ATER, KSR EEE.

“Pidt” FEABTE SIS LRSIV ERIE R (1) %5 Rl S5 HE M AR
B, RS T RS LS S A AGTE R0 (2) A HIA RIZER MRt
B 4, SEATA 200 BARIN S BER, KB T Z BN, (3) AMARMAILH
BT (B4 . MZRE ) BiRE, (2R EA SotEs O s % SE5R A
(HPLRTE T B IHEIZ 45 ). (4) % 5A28008E T B ERH D MEE, 27 TiRE
AL RUR SHGRE M2 B0, (A T —HEPOabis %45k b RS RAR (5 B s TE
TZARBEE o (5) %5 FHE B ARG WL, SRR ST 5 UL 22 6] Y e
P

ERAEMER S, F-TEEERWE| T AR, ARE S TRERERERE. X—
JA 37 R BB T T T A2 5 R AR L& EA 45

2. “iF| o W RFIANREL TEAERT O

2006 4F 6 HJiK, “MaAl « A" FI/MIEE JK ZHE (LK Rowling) fE#ES UG
(Channel 4) fiy— R B8], FERUVMES-EHR, PIRCRGEMAE R f i
AP A AL HrP T RE SRR AR AR « Bed%. Ak, M VORI, FERE BkR
BT P R “TRMCRAUS RS R AR, PR — A RIS LR
B, XA R, Aid, RANMEB—AEZHOS: I, RERIEMI], Hhx
IR ES AT A TEE ZIMINE B FIlt, BEBRSHEE, SRICIIFMHEE
ATTREFRaHE, HMARTREERPEXeME.” YR, DY MEAEE, s
MRRE R THE-LMEIER, XTEERI T AR, HATERAS RS “B%k” %=
AR, © AT B SR AT THR: PR, LI MR - B MERIBORR

@ (&) HB - NELRRRE, BRFE: (EHAKRSER), WHEXFERRM 2013 R, F1—2 0

@ Ann Marie Kerwin, “Harry Potter Must Die: What Everyone Is Talking About”, Advertising Age (June,
2006), pp.67-68. Lawrence Van Gelder, “ Rowling Plans Two More ‘Harry Potter’ Deaths”, New York Times (June
27, 2006).

@ ZREHW, APEE: AR - BAESER AR (15 7) FURM H 2BREE&1T), (M HR), 2007
SETH20H.
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&, BEREALNBHEARSENITE., HIEE—H 2 LER J.K Bttt — BB
wnr,” ©

2007 4E 7 A 21 H “B&F] « B4 RIS CIESKES RE, L WXk B
THEB S, TSRV NEAIES K25 — A BRI , S UIARENE T AARF - B R
JGaR. @ X—HERUBREH R Fh” .

B TR, ERWEIR TSR EARGE. FEERM . R RALR R
WCHPASGE : CALZRHE) Rttty T 7 TAVIE ;B — i o™il (#E/R T
) tdEfT TH0E; (SEMEEmt . Bodit 2 iliat, SRR ETRACH I ERA i
i ATlkZek (R ) (Advertising Age ) AT THGE, Fxix— 78 B =4 ik E ok
SRR AT T i, © ,

Bk KR EHERBERGREEXE. N, 20074E5 A, EYPEEEE
B W7 M ZER, —ZPUER IAKT BRI 25 RN TR EERIZAE g
Fil « B HICRORISG b, BFRE W7 INER. ERGRY, FRMAATEE, i
59— EMETRENS. SU—HRENA, XAKARLSRRLROHEY T H%”
LR, Aok, EARRUYES BRREIKE, FMi1ERm T RA LR k" ACE
ORGSR ——DE WA « A" 2250 PR B I L R A 2 TSR T 1L A 4
(. TE RS AR, % F EA SRR E TR B RZS R, B ko 2
H3PAFT, WIS REARA AR, EEREERE BN, SARERE I ket ©
Tt X — SR GREE 4, ELERTHPEARMNBHAE X “FEMELEE" FitH
R T

RERX — B A AR EF P AU B 4+, WA RI/MERHHARR . &
SRR I 5 R ATH , A TR S 8 BT PR . T ILTE A MK A
AR LB, BERAEAZRRT PAF] o BAET SRR, BHIRRY BAESE . MAKS
B Zak R L B TS B i, 3 — BA FRR R R, #RAED
TSI SEEF AETE, BXAE A THOE AL K B 5 64 R 25 .

E—ROBSIARNE SR B 7 ol FEMGRE, X REAFERTE, B
HIE M7 b, BRE R SRR B G, BMRME (MR ).
PSRBT « SRS (AR « BARIGIMAESRE ). FRIA « HHE (AF) « B A% BIYE

@ FEfg: (B30 K, “ME 77 b, BRI frAFEKN S8 T A HAE T2 ), (PR ). 2007
6 H 20 H.

@ ZRBER: (—KLEN,—ABHLERILED), (FHF4M), 200747 H 23 H.

3 Ann Marie Kerwin, “Harry Potter Must Die: What Everyone Is Talking About", Advertising Age, (June,
2006) pp.67-68.

@ BUBET: (W77 BRERM LW SRR S #REE ), ChEFMSER), 2007 45 4 11 H.
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B, WEABEKFER ), RIRD (WRF] « JHFRSTIAZ— ). B, X—RENEmHiEE
AR S A E I B A AR 2 ] 5L

(=) X

1. (AZE ) “BRHARET " ©

TR s ml R Bz R (ARs Y (N T3RE) (AL, 2001 4F 6 A 29 HIEZUAMY) M
Wit T HERL S (altemate reality game, ARG) “Bf#4” ( The Beast), %R &
1E 2142 4, FpEE 12 8, ZEHEEIEEHR . X—UERaCh A A 520 i HEFLB SE iRk

R I 36T 2001 4 3 A ). YBTEEZRITEENAM TH—NMEHR, 7R
F/NES T AR - §55 (Jeanine Salla) BB MA@ “fHREHIBISTTIT ( sentient
machine therapist ). 2 Z1&BHLHIASTIH? 474 B K14 2@ i 7 KA ] “Jeanine
Salla”, FRFEHEAXREFIEHEE. Hk( 1 EVHIE RGBSR 1985 | B /MG, IF
FZHRIIRZIRAMNELER, ¥iTEARSEZh . HaTe R H I 8A R AE s
SR, HAMITREHTE HCA S8, FAEM2ZF A Cif ik, X—df#
T EASESRAGH AR, i, BEREACHEE R IR S Z AR — LT
ek aE SR E S,

FIEERABK HF, E44 30—40 MARMMESECTEX—&KE. S5X—UFK
I A RETERERITE T4 N “=EH” (Cloudmakers ) HIitiE4H, IFF 200144 A
21 HHlEMEE .

IS FEAATR . RIS AR AR LB A i, BRI T ek it R 2
fradE+ . IS St T S A e AR A TR AR LB . R ABUR A0 . 2
L‘J.if&ﬁﬁ&fl‘]&*%@fﬁi@f#ﬁﬁfﬁﬁ.El‘J?F\Eﬁo

XK B RO B TR . Rl SRR, A
B B AARBTRE R SR TIEL, XA B ARA AR E, ARFERAAR
(IGEEE, TEACTRAERE 5 R LS| & Fie. @

2 HEH “WREER"

2011 4£ 6 H 23 HEEMR 17 B 20 43, db T EFFKFEN, EM“EEFR. 17 &} 58 41,
HENTEHAANN R T “#s®E” EHmREEAN, ARIE =KE R, BEERR T
FAFHTEESE TR K. ©18 i 30 S iZlift Bt 1 4k, 20 Mk ki 3 T4k, 24

(M Angela Dobele, David Toleman and Michael Beverland, “Controlled Infection! Spreading the Brand
Message through Viral Marketing”, Business Horizons,vol.48, no.2 (2005), pp.143-149.

@ Simon Dumenco, “Here's What Else |s Wrong with Native Advertising”, Advertising Age, vol.85,n0.18
(September 2014), p.35.

® MEHE. (4B 8RE, E5aEEA R AAAY), htp/weibo.com/1651618343/ eCFm1H9coQB,
201146 A 23 H.
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i &I 5.8 7 4k, YMeI%INRRE B RIS & HA TR — (i, RIS, HFER
AR LSRE—IEE AR . R AL F R S R e s, &
2014 46 H 30 H, xihitikiE % 73,039 %k, i 17,519 5. 6 H 23 H 4% 18 if%s, #t
TEHOHRE T S I97R BHCNE AR, LT Th %, © SR e N
B4 B N 2 P o R 7 O R MG, BRI E O R S R,
BHZRTAMATE: £ 201446 A 30 H, BRI KIS {UE 966 Ui & K 427 %4
WFie.

VRSN B IR EELE BRSO LA AR st B =
BB FITIRE; (BRI I ARSI AE EREI NP B335 . TR H
PrERE AR TR —, WRR SR R R — R R © EPITTHIE L
e, BAMRA KGR L.

&Aﬁﬂmméﬁnﬁﬁmgméﬁﬁﬁa%Mﬁﬁé&oﬂﬂATﬁﬁﬁg%%%m
PTERLH—— LT (IR ) (7= a5 A S5 T3 R ARKLE, [FRTHR
BHMERT TR (BARSNHERSS) 1S TMEARIITE. ©

R R LA RS AR B Bk B, 2012 4E 7 A 21 B, JLSERK PR A R,
W, Bl (IR, FE. BFS) e mEa, men Lo REEEEAR S .
BN, BT AR E LT R O — e Il R 1 TRk, @ gl
TR FVRE L B KR S I DB SRS T 4648, (B, e p g s LA
R B R P G SR S5 RO SRR, 3 (R M A RS A A BRI L B
AR BR 2

R ER, HEY “WREE" MEEEEEAN TR AR (1) BT
“WESIE HELNA AN, BTSN ERE S0, FEMAKKENRE.
(2) M2 A0S TR P RN B T, V3R R B, Faxr-
BT AR, S5 R S A S A — e rhaE,

XT3RS O ARG A, BORE D, AT AR Ea S hE

@ JERM (AR« CRAFRTRIRREESE), (R (LEER)), 2011 4555 11 301,

@ HEWERE: ORLsRiem| KFGEEFERE! | AHERTRZAEEE ~), http//weibo.com/1942473263/
eCFmeEICBa5?mod=weibotime, 201146 A 23 H .

@ Oliver Hinz, Bernd Skiera, Christian Barrot and Jan U. Becker, “Seeding Strategies for Viral Marketing: an
Empirical Comparison”, Journal of Marketing, vol.75, no.6 (2011), pp. 55-71.

@ Angela Dobele, David Toleman and Michael Beverland, “Controlled Infection! Spreading the Brand
Message through Viral Marketing”, Business Horizons,vol.48, no.2 (2005), pp.143-149.

Oliver Hinz, Bernd Skiera, Christian Barrot and Jan U. Becker, “Seeding Strategies for Viral Marketing: an
Empirical Comparison”, Journal of Marketing, vol.75, no.6 (2011), pp. 55-71.

® FH. (—FWRFEMBERAOMEEE), (PETEFHR), 201247 A 31 H.
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S EAR R BT RIF AL 5y, DUGAET & X E ST ER R B P2 1 BE AT LA 7R X — 4
@, NYnEr—8 g (INEECSBLEY) ) MEFE UMERR#T T B hEEE
PRk MR, XA EREARONE A T X E RS AR SEER 2k, AadiX
5 | G B 7 FURAEAS RIHERY

(=) ARIEHEX

1M 248 “B/Eg? "

EEHHYLHE R/ 2 (Blendtec ) A= R FIBEHAL MM AE Lz S FE D5 3-5
fl5: XANFAKE 454.95 70, MHSRE—EHRIKET. ©

(R R R AR AR I b R)2E = S A%, Hodr, Youtube B E R FEAIHILT-Z
ME—ROHET R, A7 22 ET 2006 4F 10 A FFERHIVEHSE— “BEieEn? " (Wil it blend? )
M, ZIEIER PG " RIE, FTFRABRHVBEARX . B/RKERTF
Wi, E/RKER, BEEK, #if. ANEEiA. EE, £EAEAFAHEEL. iPhone. iPod. iPad
%, BRI EA —MME B R EZPEAREBPIREE 4] “BiSE
o E—alE,” (Wil it blend? That is a question. )

“Gif” RGN - W5 (Tom Dickson ), fif27h £/ G #9 CEO, fthiEA ]
BEREASMSHETENA LN E CARAEHHHIL. T2, THalETE - R
( George Wright ) & Z748, HE il ety BRI f2 8 T ok, —ig an KA /R
KERFF Z I BE S P B9 S 36 M B P R e e B M) |2, i L83 HIME T4 30 Btk
FPUAE, i ELAR R X A B4 S N AS B e R HE D B . T3 B M RRE R R E (R
FI) RihBdid: “FRATH Efi?ﬁ%buﬁ&%ﬂ@fﬁ%ﬁﬁﬂﬁ, TR NF B EBPEDLAT 8B4 vk
BB, M TR A AT B AR Las.” ©

M XA IIRETE IEH RIEF AL, BhTEMNTEERS| TEBRZAMKE, B
I “BEARRED? 7 £ Youtube b —E 2R RS : 2006 41 R /RRAER—ERKEG T
i 1,500 Uk, TGS SRS PE B AR NS E, © X —IEERs| T
(HERERR) (ROLET) f () SEAmAEMRE. ©

X— RN EIELEAMTLRE THREEHNE S . B ERAE 3128 R
BB, BAE A 22454 K 500%-700% FTTHAHEK, R I RIS 650%, Fi s

@ FEEPRYRE. (72278 Classic WildSide #EHE4L ). (it ), 2012 4555 12 #1.

@ HFhEEE . (REMMERERRS] “IRER"), (FFEEFES), 2007 45 3 4.

& JA%: (ERSMATREWSET), CRETE), 2011 455 1 .

@ . (BIFE SR, F80RE SRS EL BRI SL AR A ERE), (FFEITE), 2011 45
14 F
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1 HEEHEHTRERER

LS DOF 3 PUE RIS ¢
iPad 17,227,836
iPod 6,278,792
iPhone 6 Plus 2,341,635
iPhone 5s il 5¢ 3,553,515
Samsung S4 Active 353,654
Nokia 3310 2,371,672
iPad Mini, Kindle Fire HD, Nexus 7 1,191,764
e -©+10,789,616
iPhone 5., Galaxy S3 8,533,918
A 6,823,043

X—{EsHBAARET, A TMEACMOTIERNE, HEE/R T HAL™ @A
B, MARFEF SRR AR T B A, BRI CRE B
2SR, R, X—TEsh EERERSaA 2 n, X AR RAE T .
JEUL, XREERENEE, R BB T HAM SRS, RIS AR A
PR T e,

2.8F “KX" &

20134F 8 H 20 H, FReftlit i ieh G tE (Frafmia) LT T8

“BAETRA: RITFIE! MMEE. FEA, AR THESRTFACH LA iREHE
15, ®iFac, B, XTFE=." —¥KK

DR TEFIFRY AR TIEE h=" i, UBETIE BRErEEE. ©
B, “9K” JTEES IR EEENFRE, thel% T AR TAHEE#ELFSE. 8 H20H
T4, NEFHRETHRAS%R. RS THBS TSI & @R, %5 55
ROVAPVE, FE4 AL BME I & A 5 H B R B Gt THPRAS R

8 H 22 H, SR (FmEtiR) &4 TIMIRE “HA" I8,

F—.

AR A

@ #EE: (Youtube EHILANS “3h" #2k), (FEHOZMMA), 2014 45 1 1.
@ http://www.youtube.com/user/Blendtec, 2014 410 A 6 H.
® Rl (FE: KIBAEHGEE ), (FEH), 2013 F5 12 4.
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kAo BAMF XX —NFK: BIARKKBIFAT, AT ££E S, LA
AFRRE, ALNEEC2ALR (HAFATIR) LiBidveia ) R HE WL,

HE2—PRARXELIWHETE, FERRESEZRFHE. i)

7K A A S A R A ]
201348 A 22H

X—AEHRET A FRZ SR EMNE: B TRREHERE. TIEZEEN#E
5, i EE TR S g —NRR— BRI ERIFA S, A XE
¥Z, ibHOAREPR,

2k, KK TENEERCS T T 99 - 19 ERIEEWT,
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SFHEATEMPLLERE, A iSRS THERENM . YN=TE A
B THRER, AEERAR, WEHSAE, FRRERRLEHNIRE. £ RREWF
IR, TSR ERERRA, HEARSE, AEhsRNRAETE." ©

(HFFILE) BEMBot T — MR EA SRS &G, BEYSF8H 28H,
W FIHBEE 63 1. 6 MEBMAVEN Y/N=F" TSRS wERER, T
RATGA R AR, EXPETE A i R Rt R AR . 8 RE M AT
FEHHATHHE E0IE, ©

XARERLLRR, S S8, ARotEsh TR ERERE, HEV 58S
T A BT LA T P2

=, &k

ASCAR L R B B R s =X (Al SREUA AR . TR A AR A% 1)
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