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Abstract

The high penetration of cell phones in today’s global environment offers a wide range of
promising mobile marketing activities, including mobile viral marketing campaigns.
However, the success of these campaigns, which remains unexplored, depends on
consumers, willingness to actively forward the advertisements that they receive to
acquaintances,e.g., to make mobile referrals.Therefore,it is important to identify and
understand the factors that influence consumer referral behavior via mobile devices.
Accounting for consumers egocentric social networks, we find that tie strength has a
negative influence on the reading and decision to refer stages and that degree centrality
has no influence on the decision-making process.
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