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Abstract
This research represents an attempt to investigate the effectiveness of Improvised Marketing Interventions (IMIs) in improving the virality of marketing messages in the presence of humorous content. In doing so, this scholarly inquiry builds on two studies. Study 1 used big data to collect indicators of virality concerning two IMI tweets, one posted in response to a positive event and the other to a negative one. The publicly available data on Twitter were analysed using an independent-sample t-test. Study 2 drew upon an online survey where respondents were exposed to a video emulating an IMI tweet. Partial least squares structural equation modelling was used to analyse the data for Study 2. The results of Study 1 and Study 2 supported the effectiveness of IMIs in driving virality. Results were discussed, and practical and research implications were offered.
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Introduction
Digital communication has emerged as one of the most important means of interacting with customers (Mahmoud, Hack-Polay, et al., 2021). However, attracting the audiences’ attention using company-generated content through their own platforms is still a significant challenge for most companies.  The rapid spread on these platforms has lead to a viral spread across the Internet and is attracting the attention of both academics and marketing practitioners in defining the characteristics of the content, because of its role in enhancing customer engagement online (Colicev et al., 2018; Kanuri et al., 2018; Lamberton & Stephen, 2016; Wedel & Kannan, 2016).
Some scholars (e.g., Borah et al., 2020) found that marketing managers should not only consider what they communicate to customers on social media but also how and when. So often, in-house marketing teams might lack responsiveness concerning exploiting incidents and connecting their brand message to global or local public events in a way that would get the best out of their endeavours (Attardo & Pickering, 2011).
Previous research in digital communications highlights an opportunity for managers by detecting trends and using those trends to influence promotional campaigns that can go viral across social media platforms (Borah et al., 2020).  Consequently, improvised marketing emerged to create and implement in near real-time for an external event by companies to attract attention to their product (Wang, 2021). Mainly, they revolve around creating improvised content that will achieve the best interaction with customers (Borah et al., 2020).
Conventional marketing materials are often viewed as dull by target audiences and prevent companies from competing effectively in the marketplace (Mahmoud et al., 2019; Mahmoud, Hack-Polay, et al., 2021). Accordingly, this study looks into the novel idea concerning IMIs and their related elements, i.e., quick wit and the interaction between IMI appeals paired with anticipation. Such an exploration enables companies to rethink the use of these dull tools to improve promotional campaigns in the future (Borah et al., 2020). Furthermore, the potential for virality and increased firm value offered by IMI are essential considerations for any company seeking to get greater exposure and awareness among customers while also favourably affecting the stock market (Borah et al., 2020). Until recently, the impact of spontaneous formulation and execution of a real-time marketing intervention that is proximate to an external event in producing virality and increasing company value has received little scholarly attention. Therefore, using IMI as a case study, according to Borah et al. (2020), offers opportunities to hypothesise and define its fundamental qualities, as well as assess the potential for virality and increased company value.
Before Borah et al.’s (2020) investigation, there had been calls to investigate phenomena such as IMI from a diverse range of sources, including academics and editors of scholarly journals (Akpinar & Berger, 2017; Lamberton & Stephen, 2016; Pauwels et al., 2016), as well as business publications such as the Financial Times and Forbes (see an example: On Marketing, 2014). According to Borah et al. (2020), such studies have been relatively infrequent in the marketing literature. Therefore, we build on the work of Borah et al. (2020) and calls in the extant literature to conduct two separate investigations to assess the role of IMIs in triggering virality. We use big data to improve our understanding of positive and negative events. Moreover, this research attempts to find evidence for the role of IMIs through analysis using partial least square structural equation modelling. 
This empirical investigation comprises of two studies. Study 1 uses a big data approach to mine data on Twitter concerning the virality indicators in two events, negative and positive. In addition, study 1 draws upon a quantitative analysis, specifically independent-samples t-test to analyse the data where virality indicators are compared before and after a given promotional stimulus to identify any significant differences that can lend evidence to the effectiveness of IMIs. In Study 2, we used a survey to uncover potential evidence of IMI’s effectiveness.

Literature Review and Conceptual Framework
Improvised social media marketing interventions
Improvisation is generally recognised in sociology, but with the exception of a limited number of studies of jazz improvisation (e.g., Becker et al., 2006; Sudnow, 1993). It has received little attention in the humanities (Crossley, 2021). Improvisation is the act of creating or performing anything that has not been planned in advance, using whatever resources are available (Cambridge Dictionary, 2021). In the performing arts, improvisation is an impromptu performance that takes place without any particular or planned preparation (Cambridge Dictionary, 2021). The ability to improvise may be used to a wide range of scenarios, including creative, scientific, physical, cognitive, academic, and non-academic professions, as well as many other fields; therefore, improvisation may be found in a variety of settings outside of the arts (Bresnahan, 2015; Dudeck & McClure, 2021; Stover, 2013). For example, in engineering, improvisation refers to the process of solving a problem with the tools and resources that are available at the time (William & Xiaodong, 2013).
	In marketing, though improvisation has been explored in marketing and organisational inquiry (Miner et al., 2001; Moorman & Miner, 1998a, 1998b), more recently, scholars (e.g., Borah et al., 2020), have introduced improvisation as innovative construct where businesses have people and procedures in place to enable the spontaneous creation and real-time execution of marketing messages in reaction to external events. Moorman and Miner (1998b) describe improvisation as the degree to which composition and execution coincide in time, which is consistent with our understanding of the term "improvised." In IMIs, the shorter the time between the conception and execution of a tweet, the greater the improvisational nature of the marketing communication (Borah et al., 2020). Since marketers may not be aware of some of these events in advance, they must be able to react quickly and effectively when such unforeseen events occur. Further, since such occurrences are frequently unpredictable (e.g., a blackout during a live show), they garner increased attention from the prospective audience (Hoyer et al., 2020; Sroka, 2020; van Dieijen et al., 2020). Marketing experts must capitalise on this increased attention by developing successful IMIs that are fast to react (On Marketing, 2014). This article investigates IMIs in the context of social media because of the simplicity with which marketing activities may be changed and the potential for virality that exist in this environment (Borah et al., 2020; Butow et al., 2020; Kotler et al., 2020; Kotler et al., 2017; Tuten, 2020; van Dieijen et al., 2020).

Hypothesis Development
The theoretical underpinnings of this investigation are provided by social exchange theory (SET) as well as the theory of planned behaviour (TPB). A theoretical premise in behavioural psychology, SET asserts that people have an inherent need to share knowledge with one another (Warneken & Tomasello, 2006). As a result of this trend, large quantities of information are being exchanged over the Internet through social media platforms. According to SET, sharing one's experiences or views provides one with a personal gain in the form of increased social recognition or reputation. Thus, the anticipation of the advantage that individuals would get in exchange for providing information weighs heavily in people's decisions (Prado-Gascó et al., 2017). 
Social media users can improve their own social capital by publishing a message that communicates to others that they are “in the know” about something (Akpinar & Berger, 2017; Amatulli et al., 2020; Borah et al., 2020). Likewise, people exchange information with one another to join online communities, express care for others, or be helpful to others (Borah et al., 2020; Tellis et al., 2019). Social media users who participate in impromptu marketing interventions in reaction to current events are able to contribute to their communities in more valuable and meaningful ways than they would if they were just exposed to obsolete or irrelevant news. These individuals assist companies in attracting the attention of other users inside and perhaps outside of the firms’ social networks because of their information sharing (Borah et al., 2020). Customers’ increased interest in a company as a result of increased interest from social media users has been demonstrated to spark fresh online conversation or re-energise current online discussion about the company (Borah et al., 2020; Tirunillai & Tellis, 2017). Responding to current events with an IMI assists businesses in gaining the attention of social media users (Borah et al., 2020). Therefore, we hypothesise the following:
H1: In a positive event, IMI communications are more likely to spread than non-IMI ones.
H2: In a negative event, IMI communications are more likely to spread than non-IMI ones.
	Previous research (Borah et al., 2020; Calvo-Porral & Pesqueira-Sanchez, 2020; Mahmoud, Ball, et al., 2021; Mahmoud, Hack-Polay, et al., 2021) shows that higher levels of enjoyment, fun, entertainment and humour can lead to better engagement on social media and more favourable attitudes towards marketing communications. Accordingly, propose:	
H3: IMI humour positively predicts overall attitude towards IMIs.

The Use of Surprise in Marketing Promotions
“Surprise Is Still the Most Powerful Marketing Tool… Surprise is addictive… Surprise is cheap… All it takes is a dime to make someone's day.” — Redick (2013).	
	Literature on marketing communications suggests that surprise can be an extremely efficient marketing tool such that positive surprise is believed to be a crucial prerequisite for achieving customer satisfaction, delight and favourable attitudes (Adam & Joëlle, 2005; Vanhamme, 2000) benefiting both functional and symbolic brand image (Gökerik et al., 2018). Thus, we expect IMI non-anticipation will elevate positivity towards IMI. Accordingly, we propose:
H4: Non-anticipation of IMI positively predicts overall attitude towards IMIs.
With previous research suggesting the instrumental role of consumers’ overall evaluation of or overall attitudes towards marketing communications in the subsequent behaviours towards these promotional messages in the digital space (e.g., Mahmoud, 2013; Mahmoud, 2015; Mahmoud et al., 2019; Wolin & Korgaonkar, 2005), we present propose 
H5: Attitudes towards IMIs positively predicts behavioural intentions towards IMIs.
This research comprises of two studies. Study 1 uses big data approach and analyses two IMI events: one positive and one negative. Study 2 uses a survey to collect data to support to the results found in Study 1. Below, we discuss the methods employed and the results achieved in both studies.
Study 1
Overview
This study attempts to determine whether IMI messages lead to an increase in virality compared with non-IMI messages. The study responds to the research gap in the existing literature by investigating positive and negative IMI events. Moreover, this study uses additional measures of virality e.g., number of likes and number of comments.

Methods
Study 1 draws on the Twitter accounts of two brands selected on a convenience basis. We argue that choosing more than one brand would contribute to bias elimination. Further, we found that our choice of those brands helped with locating two events, one positive and one negative to conduct Study 1. We keep the identity anonymous for both brands.
	Data were scraped from Twitter using Python code (Mahmoud, 2021) for a month for each of the two identified events. Each period was split into fortnight pre- and post-stimulus. Independent samples t-tests were used to judge the significance of the variances triggered by the stimuli and thus to test hypothesis 1 and hypothesis 2.
Results
Brand A—Positive event
In the case of Brand A that posts a tweet related to a positive event, the independent-sample t-tests return probability values less than .001 implying the significance of the differences in virality measures before and after the event. With all of the averages of the measures of virality scoring higher values after the event, hypothesis 1 is supported. This suggests that using IMI during a positive event leads to more virality, i.e., number of likes, number of retweets and number of replies.
Brand B—negative event
In the case of Brand B that posts a tweet pertaining to a negative event, the independent-sample t-tests return probability values less than .001 implying the significance of the differences in virality measures before and after the event. With all of the averages of the measures of virality scoring higher values after the event, hypothesis 2 is supported. This means that using IMI delivered during a negative event leads to more virality, i.e., number of likes and number of replies.
Study 2
Overview
Study 2 attempts to delve deeper into the drivers of positive behavioural intentions towards IMI messages. The study builds mainly on the theory of planned behaviour (TPB) and social exchange theory (SET). It drew upon a sample of Twitter users based in the Middle East (n = 546) and used a partial least square structural equation modelling approach to analyse the proposed hypothetical model. Based on the results of Study 1, Study 2 investigates whether enjoying the promotional message alongside the perceived non-anticipation of the message would prompt favourable attitudes that would lead to positive behavioural intentions (e.g., intention to retweet, etc.).
Methods
A snowball sample of Twitter users in the Middle East was approached to take part in this research between December 2022 and March 2023. Primary data were gathered via an online questionnaire. It was sent to a non-probability sample of 1,500 respondents who were Twitter users. Respondents were contacted through email, social media platforms and text messages. We asked the first contacts to forward our contact email to people in their networks who might be willing to participate in the study; those who were willing to participate needed to indicate their willingness by clicking on the “I wish to participate” icon. Respondents were informed the survey would be used to assess some of their behavioural patterns towards a post that was designed for the purpose of this study. Snowball sampling was chosen since it would allow the research to contact a large number of Twitter users (Mahmoud, Ball, et al., 2021; Mahmoud, Hack-Polay, et al., 2021; Malhotra, 2019).
	A single item was designed to measure the perceived non-anticipation of the promotional tweet. The remaining variables were measured using already validated scales offered by previous research. Particularly, enjoyment/wit, attitude towards the promotional message, and behavioural intentions were measured in contemporary scholarship (e.g., Mahmoud, 2013; Mahmoud, 2015; Mahmoud et al., 2019; Wolin & Korgaonkar, 2005).  The online survey yielded a total of 546 respondents, resulting in a 36% response rate. The survey began with a request for consent to participate in the research. Because the questionnaire was conducted online, the participants’ signatures were not collected. Respondents were assured of the privacy and anonymity of their responses. We marked all of the questions as “Required” to eliminate instances with incomplete data. Throughout the surveying process, all respondents were made aware of the research’s purpose and methods. Respondents were free to ask questions, express concerns about the survey, or abandon the survey. Accordingly, rather than “forcing” respondents to answer, the method sought to prevent missing data. Furthermore, our survey did not include questions about respondents’ personal information in accordance with (Sischka et al., 2020). As a result, we contend that the relatively reasonable response rate (Stieger et al., 2007) suggests that a slight bias was linked with the force responding (FA) in the current research. Finally, since respondents do not have to disclose sensitive details whilst responding, we support the argument that online surveys are less prone to socially desired responses (Gnambs & Kaspar, 2015; Mahmoud, Ball, et al., 2021; Sischka et al., 2020). The questionnaire took respondents approximately 5 minutes to complete. The majority of the sample (57%) were males, aged between 20-30 years old (69%), were undergrad students (43%) and single (75%). 
Table1: Heterotrait-monotrait ratio of correlations (HTMT)
	
	Attitude
	Behavioural Intentions
	Humour/Wit

	Behavioural Intentions
	0.729
	
	

	Humour/Wit
	0.68
	0.675
	

	Unanticipation
	0.469
	0.452
	0.442



Table 2: Outer loadings, VIFs, construct reliability and validity
	Item
	Attitude
	Behavioural Intentions
	Humour/Wit
	VIF

	IB01
	
	0.881
	
	2.827

	IB02
	
	0.888
	
	2.85

	IB03
	
	0.843
	
	3.018

	W01
	
	
	0.892
	1.488

	W02
	
	
	0.707
	2.44

	W03
	
	
	0.709
	2.368

	ATT01
	0.676
	
	
	1.471

	ATT02
	0.656
	
	
	1.357

	ATT03
	0.782
	
	
	2.521

	ATT04
	0.767
	
	
	2.692

	Cronbach's Alpha
	0.807
	0.904
	0.822
	

	rho_A
	0.817
	0.905
	0.83
	

	Composite Reliability
	0.813
	0.904
	0.816
	

	Average Variance Extracted (AVE)
	0.522
	0.758
	0.6
	



Table 3: Inner VIFs values
	
	Attitude
	Behavioural Intentions
	Humour/Wit
	Unanticipation

	Behavioural Intentions
	1.646
	
	
	

	Humour/Wit
	1.609
	
	
	

	Unanticipation
	1.282
	
	
	

	Attitude
	
	
	
	1.795

	Behavioural Intentions
	
	
	
	1.9

	Humour/Wit
	
	
	
	1.692

	Attitude
	
	
	1.71
	

	Behavioural Intentions
	
	
	1.727
	

	Unanticipation
	
	
	1.286
	

	Attitude
	
	1.551
	
	

	Humour/Wit
	
	1.531
	
	

	Unanticipation
	
	1.282
	
	



Results
The study used partial least squares structural equation modelling (PLS-SEM) to test the hypotheses. The analyses were performed using SmartPLS 4 (Ringle et al., 2022). Recently, PLS-SEM has gained academic favour (Hair et al., 2014; Mahmoud, Reisel, et al., 2021). Further, most data are likely to fail the multivariate normality assumption (Mahmoud et al., 2020). Therefore, PLS-SEM method has been recognised as a viable alternative for empirical studies using data that are sensitive to non-normality issues (Hair et al., 2017). Furthermore, PLS-SEM is gaining acceptance and use in digital marketing communications (e.g., Iyer et al., 2018; Mahmoud, Ball, et al., 2021).
We performed a path assessment, based on standardised betas (β: for direct effects), non-standardised betas (B: for indirect effects), and the associated t-values by bootstrapping, PLSpredict to evaluate out-of-sample prediction, and f2 to estimate effect sizes (Hair et al., 2019). Further, standardised root mean square residual (SRMR) was used to assess the model's fit to our data (Henseler et al., 2014).
We ran the Consistent PLS Algorithm, then the Consistent PLS Bootstrapping at 5,000 sub-samples (Preacher & Hayes, 2008). The study discovered that both non-anticipation (β=0.203, P<0.001, f2>0.02) and enjoyment/wit (β= 0.587, P<0.001, f2>0.35) positively predict overall attitude, which in turn positively predicts behavioural intentions (β= 0.723, P<0.001, f2 > 0.35). These data indicate that hypothesis 3, hypothesis 4 and hypothesis 5 of Study 2 are valid (see Figure 1 and Table 4). Table 5 indicates that all of the non-standardised betas are significant at a probability value less than 0.001, implying that all of the indirect effects are also supported. This finding indicates that attitude fully mediates the relationship between enjoyment and behavioural intentions and non-anticipation and behavioural intentions. Finally, with SRMR equal to 0.024<0.08, the study concludes that the hypothetical model adequately fits the data (Hu & Bentler, 1999). In addition, we compared the mean absolute error (MAE) and root-mean-square error (RMSE) values to the LM value for each (Hair et al., 2019). The findings indicate that all of the observed variables in the PLS-SEM study had reduced MAE and RMSE values when compared to the naive LM benchmark (Hair et al., 2019), indicating that our model has a good predictive capacity (Shmueli et al., 2019).
Figure 1: Study 2 hypotheses testing
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Table 4: Direct effects
	Path
	β
	t
	f2

	Attitude -> Behavioural Intentions
	0.723
	22.011**
	> .35

	Humour/Wit -> Attitude
	0.587
	12.224**
	> .35

	Unanticipation -> Attitude
	0.203
	4.134**
	> .02





Table 5: Indirect effects
	Path
	B
	STDEV
	t

	Humour/Wit -> Attitude -> Behavioural Intentions
	0.425
	0.043
	10.042**

	Unanticipation -> Attitude -> Behavioural Intentions
	0.147
	0.037
	3.996**



Table 6: Predictive performance of the PLS model versus benchmark LM
	
	PLS
	LM

	
	RMSE
	MAE
	RMSE
	MAE

	PU01
	1.007
	0.791
	1.009
	0.798

	PU05
	0.972
	0.788
	0.981
	0.794

	PU04
	0.996
	0.804
	1.001
	0.805

	PU03
	1.043
	0.839
	1.041
	0.841

	IU02
	0.871
	0.679
	0.904
	0.718

	IU01
	0.851
	0.672
	0.898
	0.724

	IU03
	0.871
	0.681
	0.91
	0.731




Discussion
Prior studies (e.g., Adam & Joëlle, 2005; Borah et al., 2020; Tirunillai & Tellis, 2017; Vanhamme, 2000) have noted the importance of improvised marketing interventions (IMIs). However, there was very little information available in the literature on IMIs' role in triggering virality (Borah et al., 2020). Further, in reviewing the literature, no previous studies were found addressing the role of IMIs in marketing messages’ virality in case of negative events. Therefore, this study set out with the aim of building on the work of Borah et al. (2020) and the calls (e.g., Borah et al., 2020; On Marketing, 2014) for further research put forth by a related body of research to state its objectives: to conduct two separate investigations to assess the role of IMIs in triggering virality, using a big approach in case of a positive event as well as, for the first time, in case of an adverse event. In addition, by using a PLS-SEM the authors tried to delve even deeper for evidence of the effectiveness of IMIs, drawing on a survey approach in the study. 
	It was hypothesised that IMI communications are more likely to spread than non-IMI ones in positive (H1) and adverse events (H2). This study indicates that H1 was supported, a result in line with previous research (Borah et al., 2020), which indicates that using IMIs can boost the virality of marketing communications. One exciting finding is that IMIs can also heighten the virality of marketing communications if performed in negative events. That offers an original contribution to the literature.
	In Study 2, we introduced three hypotheses (H3, H4 and H5). Whilst H3 and H4 stated that attitudes towards IMIs were positively predicted by humour/enjoyment and non-anticipation, respectively, H5 postulated attitudes as triggers of behavioural intentions towards IMIs. The data was obtained through an online survey and analysed using the PLS-SEM method suggested that H3, H4 and H5 were supported. As in Study 1, the results here concurred with those reported in prior research and aligned with the assumptions of the planned behaviour theory (Ajzen, 2020) and the theory of social exchange (Jahan & Kim, 2020; Surma, 2016).
Practical implications
The findings of this study have a number of practical implications. Practitioners feel that a company's marketing message is most effective when it is prepared ahead of time, structured, and entirely under the company's control, yet the potential benefits of such a strategy are widely known at this point (Borah et al., 2020). On the other hand, this approach may result in a brand being seen as out of touch and remote from its target audience, and unable to grasp the trends, emotions, and ideas that are prevalent in the current period.
	In the form of unorthodox marketing strategies like IMIs, the sense of humour and timing should be on point and not offensive. However, every so often, the brand's own social media postings may result in a damaging reaction due to the brand's delicate reputation (Borah et al., 2020; Cheng, 2018). For instance, Totsky (2019) presents recent examples of brands that incurred adverse outcomes whilst attempting to improvise and infuse their tweets with humorous content. Therefore, brands should be cautious whilst using IMIs as a magical wand to earn customers’ favourability.
Research limitations and implications
The study has several limitations. First, the research used a convenience sample in Study 2. Using non-probability samples demolishes the external validity of the findings. This suggests an opportunity for future research to employ probability samples, enhancing the generalizability and reliability of the results. Such an approach could provide more definitive insights into the phenomena under study, offering a robust foundation for theory development and practical application.
The first study was conducted using Twitter accounts of only two brands. This narrow selection may limit the generalizability of the findings. Therefore, it is recommended that future research should include a wider variety of brands from different industrial sectors. This would not only validate the current findings but would also reveal potential new perspectives and variations across diverse market contexts, leading to a more comprehensive understanding of the subject matter. Such future research directions hold the promise of enriching our knowledge and contributing to the development of a more nuanced and sophisticated body of knowledge.
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