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Reading WS 11
“Social media and international advertising: Theoretical challenges and future directions.”
Networking capability
Networking capability is said to be the principle of theoretical foundations which allows and permits for communications alongside borders which are faster as well as frequent than any other. The networking capability has brought about a great positive influence on international marketers. Networking ability is selected as the main appropriate theoretical base since it’s the greatest exploited upon the advantage of Web 2.0. Therefore, customers are in able to control how info so produced, organized, formed and shared. 
Image transferability
Image transferability is another type of geographical and psychological context. It represents relevant innovations according to global advertising, scheduling, and implementation. Image or pictorial transferability eases a crucial feature of branding-brand image building. Image transferability is chosen for the conceptual framework due to some reasons. The image contains the main feature to attract comparable consumer sections across borderlines. Brand images are designed to fit the products to advertise appropriately. Therefore they should be made in a way that will evoke favorable emotions and perceptions. 
Personal extensibility
Personal extensibility is also a type of geographical and psychological context. Personal extensibility weighs the capability of an individual to outdo the force of separation via conveyance or communication. Personal extensibility is chosen for the theoretical foundation because social media is different from customary media since it has high flexibility. It contains the choice of sensory contact and knowledge gaining and scattering. 
Discuss one of four areas in need of future research regarding social media marketing that the author suggested in the last section
Some of the areas that need future research that the author has mentioned regarding social marketing include cultural convergence. Firstly, cultural conjunction is making customers become more alike to one another in many aspects. The amount in which social factors are affecting customer receptiveness to social media advertisements also promotions is another factor that should be researched on. Cultural dimensions examples include individualism and collectivism.
Reading WS 12
“Viral advertising: A conceptualization.”
Define viral advertising
Viral advertising is a subsection of viral marketing which is an example of internet marketing.  Different authors define viral advertising in two meanings. It can either be unpaid peer to peer method of communication of challenging content initiating from a recognized guarantor which are making use of the internet to influence or influence a spectators to pass beside the content to different ones. It can also be defined as producing contagious promotion communications or measurable that get approved from peer to peer in order to upsurge brand information.
The viral advertising definition
Persuasive messages
A persuasive message is a characteristic which differentiates viral promotion from other methods. 
Of the viral announcement that is not destined to influence but basically to amuse. An example is novel videos.
Identifiable sponsors
It’s a profitable or non-commercial brand, yields, facilities or either idea. 

Distribution
Distribution refers to the way in which a viral ad is planted and how it is dire to its achievement. Distribution depends on social setups of customers. 

Unpaid
According to the article, viral advertising is unpaid together with the distribution. Public affairs specialists do not wage for an appointment and rely on the media to portray their posts. 
Peers
Communication is an example of peers. However, the circulation of viral promotion happens among persons within social networks as the user’s forward ads to their friends and also to social networks. This brings about the spread and peer-to-peer communication.

Interactive digital platforms
Viral advertising is an example of interactive digital platforms. Mobile phones and the use of smartphones is another example. These platforms open fields to either video or non-video viral advertisements including pictures, messages or audio advertisements. 
What were the findings of the studies?
The authors of this study found out that viral videos upset the viewer emotive state. They also found out that amusing ads with advanced intensities of ferocity strength and more consequences activated greater replies in all methods. 
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