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Abstract ; _ .
This study aimed to investigate ‘the effect. of Viral Marketing tools on Brand .

Persanality, in Mansoura University students, Data were collected from 270 student and the

path analysis too} employed to test the research hypothesis through AMOS v. 23 program. The

findings of the study indicate that there is a significant positive effect of Viral Marketing tools

on, Brand Personality. ' S I .
Keywords: (Viral marketing, Brand Personality).
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