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Abstract. The relevance of the study is determined by increasing competition in the digital environment and the declining
effectiveness of traditional advertising tools, which encourages companies to seek new approaches to building organic
reach and audience engagement. This issue is particularly significant for information technology companies whose
audiences are characterised by a high level of digital literacy and a critical attitude toward direct advertising. Under these
conditions, a promising direction is the combination of viral content with personalised communications and corporate
visual brand identity. The aim of the article was to substantiate the effectiveness of combining the Growth Manager’s
content with the corporate identity of the company Ideals as a hybrid viral marketing strategy, based on the generalisation
of the results of an empirical study of viral advertising campaigns. The methodological framework of the study included
content analysis, comparative analysis, generalisation, and analytical evaluation of audience engagement metrics with
digital video content. The empirical basis was formed from cases of viral video content analysed within a master’s research
project on the activities of a communication agency specialising in the creation of short creative video formats. The
study found that viral mechanisms effective in the activities of creative agencies can be adapted to the communications
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of information technology companies, provided that the personal expert content of the Growth Manager is integrated
with the corporate brand identity. It is proven that such a hybrid model contributes to increased organic reach, audience
engagement, and the formation of trust in the brand. The practical value of the study lies in the possibility of applying the
proposed hybrid strategy by information technology companies to enhance the effectiveness of digital communications

without a significant increase in advertising costs

Keywords: corporate communications; personal brand; digital communications; marketing approaches; viral content

Introduction

The growing need for IT companies to move from situa-
tional viral “spikes” in digital communications to managed
promotion models that ensure a combination of a high level
of audience engagement and stable brand anchoring deter-
mines the relevance of research in the field of viral market-
ing. Under conditions of digital competition, the integra-
tion of personalised expert content with corporate identity
acquires particular importance, as it makes it possible to
increase trust in the brand and the effectiveness of commu-
nications in professional communities. In global practice,
viral marketing is increasingly viewed not as the “acciden-
tal success” of an individual video, but as a managed com-
munication system that combines psychological triggers of
dissemination, the algorithmic visibility of platforms and
the strategic anchoring of the effect to the brand. C. Lou &
S. Yuan (2019) emphasised in the work that the decisive fac-
tor in brand promotion is not the mere fact of high reach,
but the ability of content to stimulate active audience actions
(sharing, commenting, recommending) and to transform
these actions into stable attitudes towards the brand. Other
scholars, Y.K. Dwivedi et al. (2021), found that the power
of a viral message is linked to the emotional and social rel-
evance of the content for a specific group of users, as well as
to a format that facilitates “social transmission” in networks.

In parallel, another trend is strengthening: the growth
of trust in personalised expert messages in professional
communities. D. Vencitté et al. (2023) argued that the qual-
ity and usefulness of an employee’s professional content,
as well as its perceived credibility, form a parasocial bond
with the audience, which indirectly improves attitudes
towards the company’s brand. In turn, N. Tonsing (2025)
concluded that internal organisational mechanisms and
management practices can purposefully enhance employ-
ees’ activity on social networks, turning the presence into a
scalable communication resource.

In contemporary research on digital branding, spe-
cial attention is paid to the role of consistent communi-
cation and visual identity in forming a holistic perception
of the brand. In particular, according to the studies of
K.M.M. Mohamed (2025), brand identity and commercial
outcomes depend on the consistency of communication
signals and the brand’s ability to form recognisable seman-
tic and visual associations at different digital touchpoints.
At the same time, I.K. Hwang & H. Lee (2025) underlined
that the visual construction of identity in video formats on
social platforms is directly linked to the formation of brand
awareness and stability of perception.
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Research on digital communications is increasingly
focusing on the mechanisms of forming trust, visibility,
and audience engagement through content and self-pres-
entation. In this context, L. Gomez-Vasquez et al. (2024)
noted that content strategies and repeated self-presentation
patterns in hashtag ecosystems explain how professionals
form trust, visibility and “attention capital” in digital com-
munications. Extending this logic from the individual to
the organisational level, M. Mudrov (2025) showed that
the visibility, reputation, and recognisability of a person-
al brand are also relevant for corporate communications
through public representatives of the company.

Further studies emphasise the content and value di-
mension of communications. In particular, L. Yuliana et
al. (2025) proved that engagement and advocacy mecha-
nisms are strengthened when brand messages are aligned
with the value orientations of the audience. In the same
vein, K.M.M. Mohamed (2025) highlighted the role of
visual storytelling as a tool that simultaneously increases
engagement and ensures the cultural relevance of messag-
es, which directly affects content dissemination.

At the same time, analysis of contemporary scholarly
sources shows that, despite thorough elaboration of indi-
vidual components of viral marketing — the psychological
mechanisms of content dissemination, the personal brand-
ing of specialists and the formation of corporate identity in
the digital environment - the issue of the integration within
a single managed strategy remains insufficiently explored.
In particular, the academic literature lacks a systematic
analysis of how personalised expert content of a company’s
public representatives can be aligned with corporate iden-
tity in order to ensure not only short-term virality, but also
long-term brand anchoring in the IT sector.

It is precisely this research gap that determines the
relevance of this study and defines its focus. The aim of
the work was the theoretical justification and applied
generalisation of an approach in which the content of the
Growth Manager as a public expert is integrated with the
corporate identity of an IT brand, forming a hybrid viral
marketing strategy. The following objectives were set in
the study: to summarise modern approaches to the virali-
ty of content in social networks and to analyse the impact
on attitudes towards the brand; to determine the role of
corporate identity and visual integrity in forming recog-
nisability; and to develop a conceptual model of a hybrid
strategy for IT companies based on the empirical cases
examined in this work.
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Materials and Methods

The functioning of modern communication agencies in
the digital environment takes place under conditions of the
dominance of short video content, algorithmic ranking of
posts and a high dependence of effectiveness on users’ be-
havioural reactions. The study was carried out using a com-
bined methodological approach that integrates theoretical
and empirical methods of analysing digital marketing com-
munications. The overall logic of the work envisaged the
sequential implementation of the following stages: forming
the theoretical basis of the research; selecting and analys-
ing empirical cases of viral video content; quantitatively
measuring indicators of audience activity and engagement;
conducting a comparative analysis of results between cas-
es and with market reference values; and summarising the
data obtained in the form of a conceptual hybrid model of
viral marketing for IT companies.

The object of empirical analysis was the Instagram
page of the PR agency “People Media” (PR Agency “Peo-
ple Media” Instagram page, n.d.), which was chosen due to
its active presence in the digital environment and its sys-
tematic use of video formats as a key tool of professional
communication. This agency represents an example of a
modern PR structure that combines an expert stance with
elements of personalised and culturally relevant self-pres-
entation, which makes it an illustrative case for analysing
the mechanisms of forming brand identity in social net-
works. Within the framework of in-depth analysis, two
video posts in the short video format (Reels) were select-
ed: “If positions in IT were memes” (PR Agency “People
Media” Instagram page, 2025a) and “If Trump were your
team leader” (PR Agency “People Media” Instagram page,
2025b). The choice of these particular posts was deter-
mined by the high comparability in formal characteristics
(video format, length, structure of presentation), as well
as by the different communication strategies these posts
implement. The first post appeals to the professional ex-
perience and internal codes of the industry community
through a humorous interpretation of typical work situ-
ations, whereas the second is based on the use of a recog-
nisable public figure aimed at a wider audience. Thus, the
selected video reels make it possible to analyse how differ-
ent narrative and visual approaches within a single brand
affect the mechanisms of engagement, recognisability and
expert positioning. The sample was formed according to
the criteria of organic dissemination, professional rele-
vance, the presence of a personalised expert component
and comparability of presentation formats.

The units of measurement of audience activity were
quantitative indicators of user interaction with the content,
namely the number of views, likes, comments and shares.
To measure the overall level of engagement and the inten-
sity of interaction, Engagement Rate (ER) metrics widely
used in digital marketing were applied. The first indicator
(ER"), which reflects the overall level of audience engage-
ment through the ratio of the number of interactions to the
number of followers, was calculated using the formula
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ER! = (L+C+R)

%X 100, (1)
where L is the number of likes, C is the number of com-
ments, R is the number of reposts and F is the number of
followers. The second indicator (ER?), which made it pos-
sible to assess the intensity of interaction through the ratio
of the number of interactions to the number of views, was
calculated by the formula

_(L+C+R)
14

ER? x 100, (2)
where V is the number of views. The use of these indicators
made it possible comprehensively to assess the effective-
ness of viral dissemination. For the interpretation of the re-
sults obtained, reference values adopted in SMM analytics
practice were used: an engagement rate of up to 1% was
considered low, 1-3% average and above 3% a high level of
engagement. Additionally, the study used the virality coef-
ficient, which reflects the ability of content to be dissem-
inated organically by users. The Virality Coefficient (VC)
was calculated as the ratio of the number of reposts to the
number of video views by the formula
R

VC=V, (3)

where R is the number of reposts and V is the number of
views. This indicator makes it possible to assess the share
of the audience that initiates further dissemination of the
content. A coefficient value below 0.5% was interpreted as
low, 0.5-1% as average and above 1% as high, indicating the
presence of a viral effect. The virality coeflicient was applied
uniformly to all empirical cases to ensure the correctness of
the comparative analysis.

Comparison of the results of both cases was carried
out by juxtaposing the absolute and relative indicators of
each case with each other. This approach made it possible
to identify recurring patterns of virality and to assess the
effect of integrating personalised expert content with ele-
ments of corporate identity. The qualitative aspect of the
study was implemented using the method of content analy-
sis aimed at identifying emotional triggers, the level of pro-
fessional relevance of messages, the presence of a personal
narrative and visual markers of identity. The quantitative
and qualitative results obtained were summarised using the
method of logical modelling in order to develop a hybrid
viral marketing strategy for IT companies. At the same
time, the study had certain limitations. In particular, a high
number of views does not always correlate with a high lev-
el of audience engagement, and the algorithmic features of
the Instagram platform may influence reach indicators re-
gardless of the quality of the content. However, the use of
relative engagement metrics makes it possible partially to
minimise these limitations.

Results

A characteristic feature of the digital environment under
study is that the virality of content is determined not so
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much by the scale of the account as by the structure of audi-
ence engagement and the relevance of the narrative for spe-
cific social and professional groups. Under such conditions,
even content created by small agencies is able to compete
with the output of large brands. In turn, the content of “Peo-
ple Media” is characterised by a much higher interaction
intensity relative to the number of followers. It is important
to emphasise that some of the agency’s video posts exceed

the size of the audience by hundreds of times, which is a
typical sign of viral dissemination. This result indicates ef-
fective activation of the platform’s algorithmic mechanisms
and a high level of correspondence between the content
and the interests of the target segments. The recorded in-
dicators point to a significant level of organic dissemina-
tion and active behavioural interaction of users. The indi-
cators for each type of interaction are presented in Table 1.

Table 1. Metrics of the viral effectiveness of the reel “If positions in IT were memes”

Metrics Value

Views 570,878
Likes 22,100
Comments 126
Reposts 38,900
Personal reposts to the page 3

Source: compiled by the authors on the basis of the PR Agency “People Media” Instagram page (2025a)

To assess the ability of the content to spread organically
among users and to reflect the intensity of its transmission,
the VC was applied, which showed a result of 0.068:

Ve = 38900

= 570878 = 0.068.

A value below one indicates that the content did not
reach the level of self-sustaining exponential dissemina-
tion, but it does have clear signs of successful organic distri-
bution within the platform’s algorithmic mechanisms. For
the quantitative assessment of the level of user engagement
in interaction with the video content, the ER indicator was
used and, after substituting the empirical data obtained
during the analysis, the result was 10.7%:

_38,900+126+22,100
- 570,878

ER x 100 = 10.7%.

The value obtained indicates a high level of audience
engagement, which significantly exceeds the average indus-
try indicators for entertainment video content on the social
network Instagram (2-6%). This testifies to the high rele-
vance of the topic, successful creative execution and effec-
tive correspondence to the expectations of the target audi-
ence. The study of the qualitative reactions of the audience
showed a predominantly positive tone, since a significant
proportion of comments contained phrases such as “relat-
able” or “I can confirm this”, which indicates the resonance
of the topic and a high level of audience self-identification
with the content presented. It is important to note that no
negative reactions or critical remarks were recorded, which
makes it possible to assert that the content was perceived
positively by the audience. The structural composition of
the video, the use of familiar images, contrasting headlines
and dynamic editing point to a professionally constructed
visual model aimed at maximising the stimulation of views
and primary interaction. The topic related to the IT sphere
provides both narrow and at the same time mass segmen-
tation, which positively influences organic reach. At the
same time, the analysis showed limited use of elements that
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directly stimulate communication (questions, interactive
narrative, calls to action), which partly explains the low
level of commenting.

The particularly telling feature in this case is the high
share of reposts, which indicates the audience’s willingness
to share the content on the social networks. The calculated
virality coefficient confirms the existence of stable organ-
ic scaling, even in the absence of self-sustaining exponen-
tial growth. The analysis of comments demonstrates the
dominance of a positive tone and markers of professional
self-identification. Summarising the analysis results, it may
be asserted that the video reel of the PR agency under study
demonstrated high engagement potential, a significant
number of positive reactions and a noticeable empathic re-
sponse from the audience. ER = 10.70% makes it possible to
classify this content as a highly effective viral product with
powerful organic reach, which not only retains attention
but also actively motivates the audience to share it volun-
tarily. The results obtained from the analysis of the first case
make it possible to form an understanding of the level of
audience engagement and the structure of its interaction
with video content.

A different model of audience interaction is demon-
strated by the second case — “If Trump were your team lead-
er” (PR Agency “People Media” Instagram page, 2025b).
The use of a public figure with a high level of cultural rec-
ognisability provided a much broader audience reach com-
pared with the first case. At the same time, the engagement
structure indicates the predominance of discursive over
repost activity. The increased number of comments in the
second case indicates the intensification of users’ cognitive
and emotional interaction. However, the lower virality co-
efficient shows that the content stimulates chain dissemi-
nation to a lesser extent. This makes it possible to interpret
this case as an example of a discursive engagement model
oriented towards generating public resonance.

In the current conditions of digitalisation, content with
a high potential for viral dissemination acquires strategic im-
portance for strengthening brand identity and expanding the
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coverage of target segments. The reel “If Trump were your
team leader” is an example of the effective use of meme-based
themes and a culturally relevant character to achieve broad

organic reach, which is particularly relevant now during mar-
tial law. To assess the effectiveness of the reel, the main user in-
teraction metrics were analysed; these are presented in Table 2.

Table 2. Metrics of the viral effectiveness of the reel “If Trump were your team leader”

Metrics Value

Views 992,455
Likes 38,600
Comments 412
Reposts 21,700
Personal reposts to the page 2

Source: compiled by the authors on the basis of the PR Agency “People Media” Instagram page (2025b)

The data obtained indicate a high level of views and
substantial user activity in the form of reposts, which is a
key indicator of content virality. To assess user engagement
according to the ER indicator, which is calculated by the
formula mentioned in the analysis of the first case:

_ 38,600+412421,700
- 992,455

ER X 100 = 6.12%.
Additionally, the Virality Coefficient was determined,
which according to the formula equals:

21,700
Ve =

= = 0.021L
992,455

The value obtained is below the threshold (1), which in-
dicates the absence of a self-sustaining viral dissemination
effect. At the same time, the indicator points to moderate
organic virality — that is, the content is shared by users, but
without exponential growth in reach. During the analysis,
several limitations were identified, namely: the relatively
small number of comments indicates limited discursive ac-
tivity of users; the comparatively low proportion of likes rel-
ative to views (38,600 x 100% /992,455 =3.88% (about 3.9%))

points to potential opportunities to increase the interactivity
of the content through calls to action. To assess and compare
the effectiveness of user interaction with the video content,
a comparative analysis was carried out, presented in Table 3.
The analytical results of the calculations of the integral en-
gagement indicator (Engagement Rate) point to substantial
differences in the effectiveness of audience interaction with
video content across the two cases. Despite higher abso-
lute reach indicators for Case 2 (except for reposts), Case
1 is characterised by a higher level of relative audience en-
gagement. This means that the content of Case 1 was more
effective in stimulating active user interactions per unit of
views, whereas Case 2 showed mainly broader reach but
less intensive dissemination. Comparison of the virality co-
efficients of the two viral reels indicates differences in the
scale and intensity of the organic dissemination of video
content. Thus, Case 1 is characterised by a higher level of
viral potential, since almost two thirds of all interactions
fell precisely on reposts. At the same time, both virality in-
dicators are below the threshold value of 1, which indicates
the absence of a self-sustaining exponential dissemination
effect in both cases.

Table 3. Comparison of audience engagement metrics (Case 1 and Case 2)

Indicator Case 1 Case 2 Difference
Views 570,878 992,455 +421 577
Likes 22,100 38,600 +16 500
Comments 126 412 +286
Reposts 38,900 21,700 -17,200
Engagement Rate (ER), % 10.70 6.12 -4.58
Virality Coefficient 0.068 0.021 -0.047

Source: compiled by the authors on the basis of the official Instagram page of the PR Agency “People Media” (n.d.)

The comparative analysis carried out showed that dif-
ferent creative concepts of video content form different
types of audience engagement. Content based on profes-
sional self-identification (Case 1) provided the maximum
viral effect and a high Engagement Rate, whereas content
built on a personalised public image (Case 2) activated
discursive interaction but lagged behind in indicators of
organic dissemination. The comparison of the two cas-
es makes it possible clearly to delineate different mecha-
nisms of viral interaction. Content based on professional
self-identification demonstrates a higher potential for
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organic dissemination and more effectively activates the
platform’s algorithmic mechanisms. In contrast, the use of
public images provides broader reach and stimulates dis-
cussion. Detail of the research results by types of audience
engagement makes it possible to describe more deeply the
nature of users’ interaction with video content and to refine
the mechanisms of viral effect formation. On the basis of
the empirical data collected, it is appropriate to distinguish
three basic types of engagement: passive, reactive and ac-
tive, each of which influences the communicative effective-
ness of video materials in different ways.
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Passive engagement manifests itself in the form of
views and reflects the primary level of audience contact
with the content. Both cases under study demonstrate high
view indicators, which indicates effective initial distribu-
tion of the videos and the correspondence of the format
to the requirements of Instagram’s algorithms. At the same
time, numerous views are not a sufficient condition for
forming a viral effect, since this indicator does not reflect
the depth of user interaction with the content.

Reactive engagement encompasses user actions in the
form of likes and reflects the emotional perception of the
video material. Within the first and second cases, the pro-
portion of likes in relation to the number of views is rel-
atively stable and lies at a level typical for entertainment
video content. This indicates that both videos elicited a
positive reaction from the audience, but likes as a form
of interaction mainly perform the function of individual
approval and have a limited impact on further dissemina-
tion of content.

The most significant for assessing viral potential is ac-
tive engagement, which includes comments and reposts. It
is this type of interaction that reflects users’ willingness to
go beyond passive consumption and to participate in the
process of disseminating or discussing content. The anal-
ysis of the results revealed substantial differences between
the cases in terms of the structure of active engagement.
For the first case, a dominant share of reposts is charac-
teristic, which indicates a high level of social relevance of
the video material and its ability to function as a marker of
professional self-identification. In contrast, in the second
case active interaction manifests itself mainly in the form
of comments, which points to strengthened discursive ac-
tivity and emotional discussion.

The results obtained confirm that different formats of
viral content form different models of audience engage-
ment. Content oriented towards shared professional ex-
perience stimulates more active dissemination and con-
tributes to algorithmic scaling, whereas content based on
public and culturally recognisable images activates discus-
sion but is less likely to be transformed into repost interac-
tion. Thus, structural analysis of the types of engagement
makes it possible not only to assess the effectiveness of vid-
eo content quantitatively, but also to refine the nature of the
viral effect formed within each individual case.

Discussion

Research by L.D. Hollebeek et al. (2014) demonstrated that
the virality of short video formats is formed not only by the
size of the account or the number of followers, but also by
a combination of the audience’s behavioural responses and
the social relevance of the narrative. In the first case, “If
positions in IT were memes”, the main engagement mech-
anism was professional self-identification, which trans-
formed views into reposts as a social action (“this is about
us, I am sharing it with my own circle”). G.H. Duong et
al. (2020) noted that content spreads more actively when
it reinforces a sense of group belonging, demonstrates
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shared codes or status within a community, rather than
merely eliciting an emotion. C. Ashley and T. Tuten (2015)
likewise emphasised that socially valuable content stimu-
lates active user participation, including likes and shares,
whereas content that focuses only on an emotional reac-
tion has lower virality.

The second case (“If Trump were your team leader”) il-
lustrated a discursive model of engagement: broader reach
was accompanied by an increase in comments, but chain-
like reposting was weaker (Virality Coefficient = 0.021).
L.P. Cvijikj & F. Michahelles (2013) indicated that user ac-
tivity manifests itself depending on the social relevance and
cultural context of the content. The observations conducted
in this study confirm that content which stimulates discus-
sion does not always turn into reposts, but rather provokes
conversation, which corresponds to the modern conclu-
sions of P. Bitrian et al. (2021) regarding different forms of
interaction in social media.

Personalisation and trust play a particular role in
the cases, especially in professional communities. Thus,
K.N. Lemon & P.C. Verhoef (2016) concluded that paraso-
cial ties between the audience and a brand employee indi-
rectly increase positive attitudes towards the company. In
the first case, this was manifested through active reposts,
where the Growth Manager acted as the “face” of the con-
tent, building trust and engagement. L. Gomez-Vasquez et
al. (2024) added that personal branding in social media
shapes visibility, “attention capital” and the audience’s will-
ingness to share content. S. Hudson et al. (2016) additional-
ly noted that user interaction with a brand in a digital envi-
ronment depends on social, cultural and emotional factors,
which fully resonates with the findings obtained regarding
the role of cultural relevance and systemic identity.

Cultural and social relevance of content is another key
factor of virality. In Case 1, professional memes were used
that were understandable and relevant to a specific IT com-
munity, whereas Case 2 appealed to a broader cultural im-
age of a public figure. K.M.M. Mohamed (2025) underlined
that visual storytelling is effective only when it corresponds
to the cultural and social expectations of the audience, and
W.O. Falana et al. (2024) added that consistent stylistic ele-
ments and recurring visual markers stabilise brand percep-
tion and increase recognisability.

An equally important aspect is the brand’s systemic
identity. M.D. Veirman et al. (2017) pointed out that inte-
grating content with corporate markers transforms short-
term virality into lasting recognisability. In this case, Case
1 had a high repost coefficient, but without brand identity
the virality remained “anonymous”. Therefore, combining
the personalised content of the Growth Manager with the
company’s systemic identity makes it possible to transform
organic reach into a strategic result.

The empirical results confirm the conclusions of
Y.K. Dwivedi et al. (2021) and S. Rakshit et al. (2022),
according to which social media influence brand percep-
tion through Electronic Word of Mouth (eWOM) and
user interaction. P. Bitridn et al. (2021) stressed that user
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activity is a key factor of engagement, which correlates
with this study’s analysis of different behavioural models
in Cases 1 and 2.

Personalisation also creates risks: a high level of at-
tention may become attached to the person rather than to
the brand. J.G. Moulard et al. (2015) and K. Sokolova &
H. Kefi (2020) showed that audiences distinguish between
sincere and instrumental messages. Expert content, hu-
mour, or insights from an employee build trust, whereas
a direct advertising message is often ignored. In this study,
the Growth Manager acted as a “trust point”, and brand
identity served as an “anchor”, which ensured strategic con-
solidation of the viral effect. Extended analysis shows that
the virality of Case 1 is stimulated by group self-identifi-
cation and “sharing motivation”, whereas Case 2 activates
discussion motivation through a recognisable public figure.
I. Erkan & C. Evans (2016) and I.K. Hwang & H. Lee (2025)
emphasised that such different behavioural models enable
companies to adapt content to different goals: rapid scaling,
discussion or brand consolidation. Hence, for the IT com-
pany Ideals, an optimal solution is a hybrid strategy which
combines: (1) personalised content from the Growth Man-
ager as a source of trust and relevance for a professional
audience and (2) systemic corporate identity as a mecha-
nism for accumulating brand capital even in situations of
rapid viral reach (Vencitté et al., 2023; Tonsing, 2025). This
approach makes it possible to maximise the impact of viral
triggers while simultaneously ensuring brand stability and
trust in the team. Thus, the study’s results confirm current
approaches in viral marketing and social media, empha-
sising that a combination of personalisation, cultural rel-
evance and systemic identity makes it possible to achieve
maximum user engagement and strategic consolidation of
the brand. In addition, comparison of the two cases showed
that different audience behavioural models can be com-
bined in a flexible strategy that simultaneously provides
broad audience reach and supports a positive attitude to-
wards the brand.

Conclusions

The study made it possible to carry out a comprehensive
analysis of the mechanisms of forming a viral effect in the
format of short video content and to substantiate the ex-
pediency of combining personalised expert content from
the Growth Manager with the corporate identity of an IT
company as a hybrid viral marketing strategy. On the basis
of empirical analysis of two viral cases from the PR agency
“People Media’, it was established that the effectiveness of
viral campaigns is determined not by absolute reach indi-
cators, but by the structure of audience engagement and the
type of users’ behavioural reactions.

The results of the first case showed that content
built on the audience’s professional self-identification
forms a model of viral interaction, with the dominance
of reposts. It is precisely this type of active engagement
that ensures a high coefficient of organic dissemina-
tion and effective activation of Instagram’s algorithmic
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mechanisms. The second case demonstrated a different
model of engagement, oriented mainly towards discur-
sive activity. The use of a public figure with a high lev-
el of cultural recognisability provided a much broader
reach, but was accompanied by lower virality indicators.
This makes it possible to conclude that content capable
of provoking discussion does not always turn into chain
dissemination if it is not anchored in the audience’s group
identity. Thus, different creative approaches form distinct
types of interaction, which must be taken into account
when developing viral strategies.

Comparative analysis of the cases showed that, in
order to achieve a strategic viral effect, it is advisable for
IT companies to combine the advantages of both mod-
els. In this context the proposed hybrid strategy, which
integrates the Growth Manager’s content with elements
of corporate identity, makes it possible simultaneously
to ensure high relevance and trust in the message and to
fix the viral effect to the brand. Personalised expert con-
tent performs the function of a trigger of engagement and
trust, whereas identity ensures recognisability and accu-
mulation of brand capital even under conditions of rapid
organic scaling.

The practical significance of the obtained results lies
in the possibility of the use by IT companies to build
controlled viral communications without a substantial
increase in advertising expenditure. The proposed ap-
proach can be adapted to the activities of Growth Manag-
ers, SMM specialists and digital communications teams,
taking into account the specifics of a professional audi-
ence. The scientific novelty consists in substantiating an
integrated approach that combines viral mechanisms
(emotional-professional triggers and network dissemina-
tion) with the Growth Manager’s personal expert chan-
nel and corporate identity tools, which makes it possible
simultaneously to achieve short-term organic reach and
long-term accumulation of brand capital. The empirical
data collected are useful for developing strategies for cre-
ating highly effective video content and for forming an
improved system for measuring digital communication
activity in the context of social media. Prospects for fur-
ther research are related to expanding the empirical base
through analysis of a larger number of cases, other social
platforms and the dynamics of indicators over time. It is
also advisable to study the impact of the hybrid strategy
on IT companies’ long-term business indicators, in par-
ticular brand loyalty, conversion and reputational capital
in professional communities.
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AHoTauifl. AKTya/IbHICTD JOCIiKeHHA 3yMOBJICHA 3pOCTaHHAM KOHKYpeHIiT y i1 poBOMY cepeoBUILi Ta SHIDKEHHAM
eeKTVBHOCTI TPagVIIIHUX peKIaMHUX IHCTPYMEHTIB, 110 CIIOHYKAa€ KOMIIaHii IykaTy HOBI Iifxoxu 1o ¢popMyBaHHA
OpraHiYHOrO OXOIUICHHA Ta 3a/ly4eHH:A ayfuTopil. Oco6mmBoi 3HauymocTi 1 mpobnema HabyBae i iHpopMaLiitHo-
TeXHOJIOTIYHMX KOMIIaHill, aygMTOpif AKMUX XapaKTepU3yeTbCs BMCOKMM piBHeM IudpoBoi IpaMOTHOCTI Ta
KPUTUYHUM CTAaBJIEHHAM [0 NPAMOI peKlaMi. Y TaKUX YMOBaX MEPCNEKTMBHMM HaIPAMOM € MO€HAHHA BipyCHOTO
KOHTEHTY 3 IIepCOHAJi30BaHMMI KOMYHIKaIliiMi Ta KOPIIOPAaTMBHOIO Bi3ya/JbHOI ifeHTHYHICTIO 6peHAy. MeTor0
cTarTi 6y710 06IPyHTYBaHHA eeKTMBHOCTI HOEAHAHHA KOHTeHTYy Growth Manager’a 3 KOpIOpaTHUBHOIO aliIeHTUKOIO
xommanii Ideals sk riOpuaHol cTpaTerii BipycHOro MapKeTMHIY Ha OCHOBI y3arajbHEHHs pe3y/IbTaTiB eMIIipUYHOrO
TOCTi/)KeHHA BipyCHMX PEeKTaMHMX KaMIIaHill. MeTOmoNoriYny OCHOBY [JOCTiP)KEHHA CTAaHOBWIM METOAM KOHTEHT-
aHajIi3y, HOPiBHA/IILHOTO aHaJIi3y, y3araJbHeHHA Ta aHAIITUYHOI OL[iHKY IOKa3HMKIB B3aeMopii ayauTopii 3 nudposum
BineokoHTeHTOM. EMmipnuny 6a3y 6y10 copMOBaHO Ha OCHOBI KeiiCiB BIpYCHOTO BifJeOKOHTEHTY, IpOaHaIi30BaHNX
Yy MeXax [JOCHJPKEHHS [is/IbHOCTI KOMYHIKaIlilHOIO areHTCTBa, IO CIENialdi3yeTbCAd Ha CTBOPEHHI KOPOTKUX
KpeaTUBHUX BifeodopmariB. Y pesynbrati JOCTIIKeHHA OYy/IO BCTAaHOBJIEHO, IO BipycHi MexaHismm, edeKTUBHI
y RiABHOCTI KpeaTMBHVX areHTCTB, MOXYTb OYTM aJanTOBaHi JO KOMyHiKaliil iH}OpMalilfHO-TeXHOIOIiYHIX
KOMIIaHilf 3a yMOBM iHTerpauii IepcOHa/JbLHOrO eKCIlepTHOro KoHTeHTy Growth Managera 3 KOpIOpaTMBHOIO
alijeHTHKO0 OpeHny. [loBeneHo, W0 Taka ribpupHa MOMeIb CIpMAE IiIBYUIEHHIO PiBHA OPraHIYHOIO OXOIUICHHS,
3ayy4eHocTi aypuropii Ta popMyBaHHIO fOBipK 1o OpeHny. IlpakTidHa HiHHICTD JOCIiKEHHA MIOJIATAE Y MOXK/INBOCTI
BMKOPUCTAHHA 3alIPOIIOHOBAHOI TiOpuAHOI cTparerii iHpopMaliliHO-TeXHOTOTIYHUMY KOMITAaHiAMY /I IiABUICHHA
eeKTMBHOCTI IM(POBUX KOMYHIKallill 6€3 CyTTEBOrO 3pOCTaHHA PEKIAMHUX BUTPAT

KntoyoBi cnoBa: xopropaTuBHi KOMYyHiKalil; IepcoHanbHWI OpeHp; udpoBi KOMyHiKalil; MapKeTVHIOBi IifXomu;
BipyCHUII KOHTEHT
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