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ABSTRACT

At present, the technological advancement makes communication modern and
widespread the information to people rapidly, especially electronic communication. This makes
the communication easier and more convenient. In addition, Viral Marketing has become very
popular, so the advancement of technology plays an important role. This article aims to study
how Viral Marketing communication can attract Generation B consumers. The result showed
that Viral Marketing could increase the number of Generation B consumers. They were able to
learn about the technological advancement very rapidly, through pictures with larger size of
words, sharing them to others, and connect to each other among consumers (word-to mouth
marketing). Besides, it is necessary to connect to other forms of media. An effective way of
communication can be achieved by influential consumers. Viral Marketing, therefore, is one

of the marketing strategies used in the 21st century because most people turn to computers

and cell phones rather than television as it was used to be in the past.
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