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ABSTRACT
With the rapid development of the Internet, a lot of commercial activities transfer to the network now. Viral marketing is most
explosive marketing strategies. It is not only easy to use but also through the social network to improve trust. The purpose of this
study is to explore the effect of viral marketing on purchase intention and if perceived risk has mediating effect on viral marketing
and purchase intention . Based on the relevant literature, this study developed research framework. The study used questionnaires
and collected information from groups of teachers in Taichung City. There were 360 questionnaires issued, 339 questionnaires were
returned and 329 questionnaires were valid totally. The response rate was 94.200 . The effective response rate was 970 .Returned
data was analyzed by SPSS and AMOS. The results are as following 1.Viral Marketing has a significant positive effect on
purchase intention. 2.Viral Marketing has a significant negative effect on perceived risk. 3.Perceived risk has a significant negative
effect on purchase intention. 4.Perceived risk has mediating effect on Viral Marketing and purchase intention.
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