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Abstract. The viral marketing of advertisements is becoming one of the 
most popular items in people’s society. Teenagers and older adults are two 
special sorts of people not only on their ages, but also on their different 
recognitions of purchasing Decisions, purchasing intention and brand 
loyalty. This study examines the detailed reasons and differentiations of their 
purchasing Decisions, purchasing intention and brand loyalty. Meanwhile, 
this article can also tell people the harm of the viral marketing of advertising 
which is one of the most harmful factors in society. Many teenagers are 
sometimes distracted by some elements including addiction in playing video 
games and overeating. However, the technological viral marketing of 
advertisement in the short video is the most enticing thing because teenagers 
can come into contact with short video easily. The elder adults sometimes 
cannot use the technological tools better than young people, so it is easy for 
them to be tricked. 

1 Introduction 
In the development of society, viral marketing has become one of the most popular topics in 
people ‘s lives. The origin of the marketing is from the research of Jurvetson and Draper in 
1997. They used Hotmail as an example to introduce the phrase "Viral Marketing", describing 
how the free email service encouraged users to spread information through embedded 
promotional messages. Hotmail was a famous telecom, and it always attached a clickable 
URL to each message, when it sends e-mail to each user to advertise its advantage of free 
emails. Hotmail got almost 12 million customers in 18 months through this way. Rayport 
also mentioned this phrase in 1996. From then on, many organizations promoted its 
information by viral marketing activities [1]. The base of viral marketing is social network. 
Meanwhile, the success of viral marketing is owing to social networks. There are many 
reasons to explain its success. To start with, social networks provide sophisticated audience 
targeting capabilities that allow advertisers to reach specific user segments. The social 
network has the biggest database because there are many people using social networks apps 
such as Instagram. These users ‘preferences and behaviours are managed by each social 
network platform so it can give suitable viral marketing advertisement to targeted users. As 
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a result, the company can improve its sales quicker. Then, it has better spreading skills. When 
users find advertisements engaging, they are more likely to share them with friends and 
family, expanding the advertisement's reach. They would share these advertisements with 
their friends, partners and parents. It can also enhance the sales in these companies. Finally, 
social networks play an essential role in identifying. Many people play different roles in 
social activities such as leaders and other characters. Hence, it has identified these roles 
effectively. As a result, the marketing staff can achieve the advantages from getting the 
information. Short videos become an important part of the whole social networks. Many 
people prefer to watch short videos on social networks. It enables faster information 
dissemination, more accurate positioning and identifying skills than any other factors of 
social networks so it creates a nice place for some companies to promote viral marketing 
advertisements in people’s lives and sometimes these videos are very interesting which can 
catch consumers’ eyes effectively. In 2021, almost 81% of users like watching viral 
marketing advertisements in short videos. This amount is bigger than any other types of short 
video such as travel blogs [2]. People may become viewed, liked, shared, or commented upon. 
They are also buying the goods reflecting on the videos. Then, these behaviours can continue 
raising the spreading and buying rate. However, consumers’ purchasing decisions, 
purchasing intentions and brand loyalty formed by short videos are different. This article can 
help people to expound this situation separated by teenagers and older adults and it can find 
the reasons.  

2 Background 
Nowadays, people can see there are many viral marketing advertisements in the short video. 
In 2006, an online filmmaking group known as EepyBird released a video demonstrating the 
reaction between Diet Coke and Mentos on YouTube. It posted a short video reflecting an 
explosive mixture of Diet Coke and Mentos candy on YouTube. The video rapidly gained 
popularity online and soon became a classic example of viral marketing success. Mento’s 
manufacturer named Perfetti Van Melle used this sudden fame to promote its candy brand, 
but Coca-Cola has the poorer digital marketing skill. It does not catch this chance. In 2006, 
YouTube became the biggest video platform in the world. EepyBird started to cooperate with 
Perfetti and produce more viral marketing videos in YouTube to promote its Mentos candy. 
However, Coca-Cola initially did not care about the Viral marketing of Mentos candy 
because they think the advertising content of Mentos candy was not true [3]. Nowadays, 
Mentos has many fans in many digital platforms such as YouTube and Facebook and Montos. 
Montos is the earliest and the most successful brand using viral marketing. Another example 
is a famous South African singer but in her starting of music career, she found the record 
industry is very hard to overcome. Verity was white, sang in English but Dutch songs are the 
most popular songs in South Africa. Meanwhile, English-speaking artists were competing 
with every English-speaking nation and singer in the world, so Verity was very stressed. She 
was scared about her albums cannot be sold too much. Meanwhile, Verity thought she would 
like to give people hope. She wanted people to see that, like her, they could make their dreams 
come true. Verity believed that her music was the kind of music played on 94.7, Good Hope 
FM, SAfm, Radio 2000, KFM, Radio Algoa, East Coast Radio, Jacaranda, 5FM and Metro 
FM but all radio stations refused fer requirements because they thought her music cannot 
match their music taste. She had either given up her dream or made albums by herself. She 
calculated her costs of making albums. Vertify must sell 3000 albums to cover the costs [4]. 
Recognizing the limitations of traditional promotion channels, she decided to use internet 
platforms to distribute and promote her music. She believed that viral marketing was the only 
way because she believed her singing skill and she knew she was a perfect social network 
operator. Vertify recorded her singing scene and posted her singing short video on YouTube. 
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The advantage of digital marketing of viral marketing is that it is free but traditional 
marketing cannot achieve this goal. Verity did all the work herself to spread the word. 
Gradually, Vertify got much attention from her viral marketing short video. Finally in 2008, 
Vertify sold 3500 albums by herself and took part in her first concert. 

3 The purchasing decisions purchasing intention and brand 
loyalty influenced by the basic factors and models of teenagers  
An increasing number of adolescents are influenced by viral marketing content on short video 
platforms, and their shopping behaviours can be influenced by the viral marketing of short 
videos. There are a lot of reasons. To start with, these short videos are sometimes very 
interesting. When some teenagers are very tired on their studying and try to seek some other 
ways to reduce their stress through watching the short videos because the time of these short 
videos are limited which they can manage their time better than doing any other activities so 
it can give some viral marketing of advertisements get into teenagers’ lives. When teenagers 
see these advertisements everywhere on some short video platforms such as Little Red Book, 
Tik Tok and BiliBili. They would buy the goods from these advertisements. Secondly, Role 
models and influencers play an important role in shaping adolescents’ purchasing decisions.  

Adolescents are often influenced by a variety of outside interests while adopting their 
own set of self-image, lifestyle, and consumption patterns [5]. Short video platforms enable 
ordinary users to showcase their talents and build influence among online audiences and costs 
so when these internet celebrities promote some advertisements, the teenagers can be 
influenced easily by these models. A lot of teenagers don’t have the ability to think by 
themselves so when they can see their friends or their parents buy some goods from these 
advertisements, these people become the models of teenagers’ eyes, and they would follow 
these models. There is a big database in many short video platforms. They can promote the 
same advertisement to many people. For example, when one short video is promoted to one 
person, his parents and friend would get the same information too so teenagers cannot avoid 
the viral marketing of the short video spreading. BiliBili is a major online video platform in 
China that primarily attracts teenagers and young adults. This website is a comprehensive 
online video platform geared toward teenagers and young adults in China. In 2009, BiliBili 
began as an online community that focused on animation, comics, and games [6]. At the 
original time, BiliBili was just a community and in 2019 BiliBili began to promote more 
high-quality long videos. It attracted more than 100 million active users and almost 86% 
users were teenagers or young adults in 2021 [6]. In 2021, BiliBili promoted its short video 
factor because 2021 the short video developed the best in these years. Many short video 
platforms such as The Red Little book and Tik Tok earned much money in that years so 
BiliBili which has been listed on NASDAQ in March 2018 and the Hong Kong Stock 
Exchange in 2021 would like to look for a new chance on business. They developed the short 
video factor, and some manufacturers began to promote many viral marketing of 
advertisements on the new short video platform BiliBili. During the COVID-19 pandemic, 
many adolescents spent more time-consuming digital media at home so many people were 
isolated at home including some teenagers. Teenagers must have their lessons at home, and 
they don’t have many entertainment activities to do. As a result, scrolling the short videos 
became one of the most popular activities. BiliBili became a new trend for teenagers to watch. 
Teenagers are always very curious about the new things around their lives so the fresh and 
viral marketing of the advertisements from BiliBili becomes popular in teenagers’ lives. 
Comparing the same form of advertisements on other apps which only focus on short videos. 
The short videos of advertisements of BiliBili are sometimes more interesting. Some 
advertisements are not like the pop up and other pure traditional form of digital short video. 
Sometimes these viral marketing of short videos are mixed into the content of bloggers 
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because BiliBili encourages the bloggers to contain the advertisements especially short video 
advertisements because BiliBili wanted the advertisements not disturb the users watching 
experience. Hence, teenagers like the viral marketing of short videos the most. Promotional 
products on BiliBili are often priced lower than similar products on other platforms. This is 
because BiliBili has the biggest implements to bloggers and BiliBili always give teenagers 
some discount to encourage them to buy their favorite goods. It is good news for some 
teenagers who don’t have much money and do not work. These examples illustrate how viral 
marketing, influencer influence, and product characteristics jointly shape adolescents’ 
purchasing intentions. Overall, From the example of BiliBili, teenagers’  Purchasing 
Decisions， purchasing intention and brand loyalty are not only influenced by the basic rules 
such as price but also on other factors such as the interesting and fresh points of viral 
marketing of advertisements, the influence of models and the goods themselves such as 
figurines are popular among teenager group. 

4 The purchasing decisions, purchasing intention and brand 
loyalty influenced by cognition of aging of senior people 
On the last stage, several factors emerge at this stage, among which cognition of aging plays 
an important role. Aging is characterized by changes in cognitive abilities, affect, and 
motivation, which influence how older adults make consumption-related decisions [7]. In the 
term of cognition ability, the older adults’ cognition ability is related to their memories. It 
can cause a lot of troubles in their lives including recognizing some tasks. Older adults often 
show weaker performance than younger adults and teenagers when completing complex tasks 
that require processing large amounts of new information which ask people to deal with much 
information and get more new information. Although older adults’ fluid abilities decline with 
age, their crystallized abilities increase, enabling them to rely more on accumulated 
knowledge when evaluating information so they are more selective on their researching 
information and they always rely on some simple strategy so It can make the fewer mistakes 
caused by their strategies. Although overall text comprehension may decline with age, older 
adults often retain strong abilities to process narrative and emotional content, which may 
influence how they interpret marketing messages [7]. As a result, it is accessible for some 
older adults users to get some information from the single formed comments Therefore, short-
video platforms can serve as effective channels for older adults to access simplified and 
visually supported information. In line with this idea, older adults have been shown to report 
higher psychological well-being and lower levels of negative affect, which may influence 
their preference for positive marketing information, so the older adults are more focused on 
the positive news than the negative news [5]. The viral marketing of advertisements on the 
short video is a good platform for some manufacturers expressing the single formed 
comments because the time of the short video is limited which causes many users choose to 
use the brief comments to express their emotions. This format may provide an effective 
channel for older adults to obtain simplified and relevant information. Meanwhile, Products 
that are positively presented in advertisements may generate favourable emotions among 
older adults and enhance their purchase intention. However, not all forms of viral advertising 
are able to attract the attention of older consumers. When the viral marketing of 
advertisements, use different styles to promote and design the advertising. Comparing the 
teenagers have the higher interests on these advertisements because their hearts of chasing 
the fresh feeling, the older adults would be disgusted about these styles because they are very 
old school. They are not getting used to new and fashion form of the advertisements.  
 

4

SHS Web of Conferences 234, 01004 (2026) https://doi.org/10.1051/shsconf/202623401004

ICIEBM 2026



5 Suggestion 
Although the viral marketing of advertisement on the short video can bring the advantages to 
the teenagers that it can give the teenagers the fresh news and knowledge we still should stop 
and manage the time teenagers using phones to see the viral advertising of advertisement on 
the short media. Young people can get many fresh and positive things on some social medias. 
In 2011 Hong Kong used the viral marketing of advertisement to advertise the harm of 
smoking and help the teenagers quit smoking [8]. However, some things are harmful on the 
growth of teenagers. Some news is contained violence and pornography contents. As a result, 
the short video platforms should some Information system such as Library. This library are 
tools and need to support intellectual security as a precautionary procedure to protect society 
from the negative intellectual effects that target it [9]. On the other side, the older adult’s 
thinking method is simple, and they cannot use phones as fluently as young people and 
teenagers, so it is easy to be utilized by some profiteer to get too much profit. It can cause 
these older adults are easy to be tricked and their profits loss. As a result, older adults of 
parents can help them to identify the content of the viral marketing of advertisements on the 
short media to avoid being tricked. Some viral marketing of advertisements on the short video 
always spreads the fake new to catch people’s eyes. It can cause a huge panic on the citizens. 
In 2007, Boston citizens reported suspicious devices attached to bridges and other structures. 
These devices are used by advertising their new cartoon, but its exaggerated screen is acted 
as the signs of terrorist activities and this cartoon company is criticized by the police [10]. 

6 Conclusion 
As a result of the article, people must pay attention to the dangers of the viral marketing of 
the advertisements. These risks affect not only teenagers but also older adults. Teenagers and 
the older adults are both the weak type of people in society. Teenagers have less experience 
than any other people of different ages, so they are easily hurt by some vicious powers 
including some negative viral marketing of advertisements which are always chasing pure 
profits rather than the positive sides in society. Teenagers can commit crimes when they 
watch and buy some products from these advertisements. Moreover, the thinking method of 
older adults are simple so they can be tricked by some negative marketing of advertisements 
containing the fake news. However, ordinary citizens beyond these age groups should not 
underestimate this issue, as ongoing social and technological developments continue to 
expand the influence of viral advertising. There are many high-technological deception used 
AI and other high-technological devices are appearing. Hence, people should be highly 
vigilant of the content of each viral marketing of the advertisement and identify whether the 
content is true. The company of viral marketing of the advertisements should follow and obey 
the laws of the countries. 

References 
1. M. Petrescu, Viral marketing and social networks (First edition), Business Expert 

Press, New York (2014) 
2. D. Bačić, C. Gilstrap, Predicting video virality and viewer engagement: A biometric 

data and machine learning approach, Behav. Inf. Technol. 43, 2854–2880 (2024) 
3. MarketLine, Mentos viral marketing case study: Turning unexpected online attention 

to your advantage, MarketLine, a Progressive Digital Media business. (Datamonitor 
Plc, London, 2011) 

5

SHS Web of Conferences 234, 01004 (2026) https://doi.org/10.1051/shsconf/202623401004

ICIEBM 2026



4. P.K. Maunder, Y. Saini, Verity: In Tune with Viral Marketing, (Sage Business Cases, 
London, 2016) 

5. C.A. Martin, A.J. Bush, Do role models influence teenagers’ purchase intentions and 
behavior? J. Consum. Mark. 17, 441–453 (2000) 

6. S. Ryu, BiliBili: Evolution from a community-based online video platform to a 
business ecosystem, (SAGE Publications: SAGE Business Cases Originals, London, 
2024) 

7. B. von Helversen, K. Abramczuk, W. Kopeć, R. Nielek, Influence of consumer 
reviews on online purchasing decisions in older and younger adults, Decis. Support 
Syst. 113, 1–10 (2018) 

8. P. Ip, T.H. Lam, S.S.C. Chan, F.K.W. Ho, L.A. Lo, I.W.S. Chiu, W.H.S. Wong, C.B. 
Chow, Use of internet viral marketing to promote smoke-free lifestyles among Chinese 
adolescents, PLoS One 9, e99082 (2014) 

9. N. Fouad, Viral marketing effect on digital knowledge acquisition: WhatsApp as a 
model. Alexandria 27, 10–29 (2017) 

10. R. Ceniceros, L. Esola, M.A. Hofmann, S. Roberts, M. Scroggins, Mooninites put 
Boston in a panic, Bus. Insur., 41, 23 (2007) 

6

SHS Web of Conferences 234, 01004 (2026) https://doi.org/10.1051/shsconf/202623401004

ICIEBM 2026




