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Abstract: In the past few years, social networks have become one of the most popular communication platforms for both 
individuals and businesses. Generation Y consumers tend to spend a significant amount of their time on social networks. 
Hence, they are known as digital natives. Through social networks, generation Y consumers are empowered to share 
business or brands’ advertisements with their friends. Therefore, helping businesses to attract more customers and 
grow. As such, the purpose of this study is to determine the motivation behind the sharing of online adverts among 
friends on social networks by generation Y consumers. Focus group interviews were used to collect data from 83 
participants. All interviews were documented and transcribed while analysis was based on themes. The findings reveal 
that individuals prefer sharing advertisements they consider informative and entertaining. The results also indicate that 
individuals are influenced by egocentric motives such as gaining status by being the first person to share the ad. The 
mood of the individual when receiving the ad also plays a role in sharing of viral adverts. Lastly, individuals enjoy sharing 
advertisement from reputable advertisers. The recommendations, managerial implications and limitations of the study 
have been outlined. 

Keywords: Viral advertisement, social media networks, generation Y, e-word-of-mouth. 

1. INTRODUCTION 

In today’s post-modern era, individuals have 
become more dominant and powerful through their 
ability to share their thoughts and feelings with their 
friends or peers around the world. Berger and Milkman 
(2012) states that approximately 60 percent of 
individuals share information with their friends online. 
As such, this trend opens innovative exciting marketing 
opportunities for marketers, as consumers are now 
engaging with organization (Rollins, Anitsal, and Anitsal 
2014). In most cases, organizations utilize their 
websites and social media platforms to engage with 
their customers. Social media platforms opened new 
opportunities for organizations. Well known social 
media platforms such as YouTube, Facebook, 
Instagram and Twitter provide marketers new 
techniques to use, and adapt marketing approaches to 
trends, by providing their followers an opportunity to 
like, comment, publicly share marketing campaigns to 
their peers (Rollins et al. 2014). Because of these 
popular communication platforms, a new marketing 
trend known as viral marketing has emerged. Viral 
marketing can be described as an online 
communication, where consumers voluntarily use their 
personal social media platforms to share information 
about the organization, brand, product or  
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advertisement with their friends (Leskovec, Adamic,and 
Huberman 2007). Therefore, viral marketing is 
deliberated as a form of viral advertising (Dahlen, 
Lange, and Smith 2010). Viral advertising is the most 
used technique of viral marketing. Viral advertising can 
be described as an advertising method in which the 
organization’s advertisements are disseminated from 
one consumer to another using email or online social 
networks (Golan and Zaidner 2008). Unlike other forms 
of advertisements, where the company targets 
consumers with an advertisement message, viral 
advertisements are usually shared between 
colleagues, friends, family, peers and online friends. 
Consumers are more welcoming to viral 
advertisements and are less annoyed by them. 
Organizations can utilize strategies in their marketing 
communication campaign to generate a buzz and 
provide something unique to consumers and reach 
many audience. Viral messages play a huge role in 
increasing brand awareness, organizations website 
traffic and sales. 

Organizations’ target digital natives with their digital 
campaigns. Digital natives are individuals that grew up 
around technology and are comfortable in an online 
environment. Various researchers have revealed that 
majority of Generation Y consumers are very active on 
social network platforms (Ortutay 2009). This 
generational cohort is well known for spending an 
extensive amount of their time on social media platform 
that allow them to stay in touch with their peers, friends 
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and family (Zhang, Omran, and Cobanoglu 2017). This 
generation cohort is regarded as digital natives (Berger 
and Milkman 2014). Generation Y consumers are 
individuals between the ages of 13 and 32 (Madinga 
2016). This is the first generation to grow up in the 
digitalized society. Therefore, technology has an 
impact on how they live and interact with their peers 
and brands (Wesner and Miller 2008). Generation Y 
consumers enthusiastically search for brands on social 
networks (Zhang 2016).  

Despite the challenges that viral marketing 
possesses, such as being unmanageable (Bampo, 
Ewing, Mather, Stewart and Wallace 2008), consumers 
are tired of listening to the same old business-to-
consumer messages, to a degree that they no longer 
trust advertisements (Rollins et al. 2014). Accordingly, 
Dahlen, Lange and Smith (2010) found out that 
consumers no longer pay attention to commercial 
advertisements playing in traditional media, but they 
pay attention to whatever is shared by people they 
know. Botha and Reyneke found that consumers 
consider viral advertisements as a trustworthy (Botha 
and Reyneke 2013). In additional, Rollins et al. (2014) 
also found that people think viral advertisements are 
honest and trustworthy.  

Several studies have been conducted on viral 
advertising in developed economies (Beverland, 
Dobele and Farrelly 2015; Brown, Bhadury and Pope 
2010; Dobele, Lindgreen, Beverland, Vanhamme and 
van 2007; Yeoh, Othman and Ahmad 2013; Zhang 
2016), while there seems to be lack of research done in 
developing countries such as South Africa. Mostly 
importantly, previous studies on viral advertising has 
been conducted from a business perspective (Brown, 
Bhadury and Pope 2010; Ho and Dempsey 2010; 
Zhang 2016). Conversely, there seems to be a lack of 
research on viral marketing from a consumer-
perspective. It is very imperative for companies to 
understand why individuals share their advertisements 
on social networks. “Only then can advertisers target 
individuals with messages developed to enhance viral 
activity” (Phelps, Lewis, Mobilio, Perry, and Raman 
2004). 

2. RESEARCH AIM 

The principal focus of this study is to generate a 
deeper understanding of viral advertisement from a 
consumer perspective. By exploring consumer 
viewpoint, we wish to attain profounder knowledge into 
what factors individuals contemplates to be of 

importance when deciding to share an advertisement 
on their social media platforms.  

3. LITERATURE REVIEW 

To achieve the aim of this study, it is of high 
importance to have established a comprehensive 
literature review on which this study was erected. This 
section offers a brief review of the literature relevant to 
the aim of this study. This section provides literature 
review on social networks platforms, viral advertising, 
and an overview of generation Y consumers.  

3.1. Social Networks Platforms 

The number of consumers using social networks 
has rapidly increased in the past decade. In addition, 
Chitu and Tecau (2012), reported that in 2011, 2.4 
billion individuals opened accounts globally on social 
media. Consumers saved their social media networks 
on their personal computers, laptops and smartphones. 
91.1 percent of mobile phone user’s own smartphones 
(Madinga and Dondolo 2018). Therefore, majority of 
consumers operate their social networks on their 
smartphone. Thus, individuals utilize social media daily. 
On social media platforms consumers can stay in touch 
with each other and share information about their 
experience of using brands (Riegner 2007). “Over 
social networks, users can have discussions on chat, 
forums, or their own profiles, ‘like’ a certain message 
on the official page of the brands they prefer or simply 
share an object or a message: while they do this to get 
emotional benefits from the discussion and the 
exchange of opinions, these dialogues have important 
commercial implications” (Riegner 2007:438). The 
speedy increase of social media usage among 
consumers has captured the attention of marketers. As 
a result, organizations have started advertising their 
offerings on social media. Social media assist 
organizations to reach millions of consumers (Chu and 
Kim 2011). The following section will briefly discuss 
viral advertising. The South African Social Media 
Landscape report highlights the intensified use of social 
media by South African corporations, revealing that 
93% of major brands use Facebook, 79% use twitter, 
58% Youtube, 46% Linkedin and 28% Pinterest, while 
fewer than 1 in 10 use Instagram (World Wide Worx 
2014). 

3.2. Viral Advertising 

Viral advertising is considered to be the most 
prevalent manifestation of viral marketing phenomena 
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(Dafonte-Gómez 2014). Viral advertising is defined as 
marketing communication strategy that encourages 
consumers to share an organizations marketing 
communication message to others (friends, peers, 
social contacts or family) (Wilson 2000). Therefore, 
marketers exploit existing customers to generate 
exponential increase in organization’s brand 
awareness. Viral advertising can be viewed as a 
marketing message that spreads itself just like a virus. 
Marketers use digital media platforms to spread their 
marketing messages. Generally, the organization’s 
marketing communication messages spread like a virus 
because the first recipient like it and decided to share it 
on his/her social media platforms or sends it to others 
(Hendrix 1999). As a result, the message will reach 
many customers or potential customers rapidly. Viral 
advertisements assist organizations to cut through the 
clutter of old-style advertising methods. Viral 
advertising is part of word-of-mouth advertising. The 
only difference is that the advertisements are shared 
through the internet and named electronic word-of-
mouth (eWOM). eWOM is viewed as “the action of 
speaking and exchanging information between 
customers via internet or social networks: it acts like a 
special kind of marketing and has an important 
influence on the user’s attitude and perception towards 
a certain product” (Trusov, Bucklin and Pauwels 
2009:93). The effect of eWOM on individuals attitude is 
far greater than an organization’s marketing 
communication from marketer to consumer, because 
with eWOM the message or information will be 
received from a more reliable source of information, 
which can be someone who has already used the 
product. Therefore, consumers tend to trust their 
families, friends and peers. It is important to 
understand that eWOM is not always positive. 
Consumers use several channels to share information 
such as blogs, social networks, websites, emails and 
virtual communities (Chu and Kim 2011). Social 
networks are the most common channels used by 
consumers to share information about brands and 
products.  

Viral advertising is essentially founded on sharing of 
messages or information with friends; and it is 
contingent on consumers for its success (Botha and 
Reyneke 2013). However, the reasons why consumers 
decide to share advertisements on their social media 
platforms differs (Felbermayr and Nanopoulos 2016; 
Yeoh et al. 2013). Accord to Taylor, Strutton and 
Thompson (2012), consumers usually share 
advertisements when they express desired 

characteristics of their personality. In addition, 
Nikolinakou (2015) argue that sharing of 
advertisements on social media is a form of symbolic 
consumption. Therefore, sharing advertisements 
assists consumers in expressing how they perceive 
themselves and how they would like to be perceived 
(Rohwer and Barott 2013; Konnikova 2014) . In social 
media consumers present their desired identity (Taylor 
et al. 2012). Secondly, consumers tend to share 
advertisements that provides entertainment value 
(Dafonte-Gómez 2014; Madinga, Maziriri and Lose 
2016). “The entertainment value of a message reflects 
the extent to which an online advertisement provides 
pleasure, diversion, or amusement to consumers” 
(Taylor et al. 2012:15). When individuals perceive an 
advertisement as amusing, they are keener to share it 
with their friends. As such, prior studies argue that the 
most common driver for sharing information with 
friends, colleagues, family etc. is entertainment or 
enjoyment (Gangadharbatla and Lisa 2007; Ketelaar, 
Lucassen and Kregting 2010; Beverland, Dobele and 
Farrelly 2015; Pressgrove, Mckeever and Jang 2018). 
Dobele et al. (2007) maintain that emotional reactions 
(for example, joy, sadness, surprise, fear or anger) are 
important in sharing behavior. A study conducted by 
Celsi and Olson (1988) and Esmaeilpour and Aram 
(2016) found that the level of involvement with the 
brand also influences the sharing of messages with 
others. According to Taylor et al. (2012:16), “The 
consumer's level of involvement reflects the perceived 
personal importance attached to the acquisition, 
consumption, and disposition of a good, service, or 
idea”. Consumers who have strong attachment to a 
certain product category tend to discuss that product 
category with others (Anggraeni and Diandra 2017; 
Geuens, De Pelsmacker and Faseur 2011; Geuens, 
Pham and De Pelsmacker 2012; Lee, Haley and Yang 
2013). Therefore, the chances that an individual will 
share an advertisement increase when the level of 
involvement with the brand increases (Brown, Bhadury 
and Pope 2010; Drossos, Giaglis, Vlachos, Zamani and 
Lekakos 2013; Esmaeilpour and Aram 2016; Smith and 
Vogt 1995). Lastly, the content of the message 
encourages individuals to voluntarily share adverts with 
their respective friends (Ho and Dempsey 2010). 
According to Zhang (2016), consumers tend to 
consider the content of the advertisements when they 
are thinking of sharing it. As such, informative adverts 
tend to be shared by consumers more often (Ho and 
Dempsey 2010; Ketelaar, Lucassen and Kregting 2010; 
Schacht and Hall 2013; Silverman 2015; Tucker 2015; 
Knossenburg, Nogueira and Chimenti 2016). 
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3.3. Generation Y Consumers 

Generation Y consumers are those consumers born 
between 1986 and 2005 (Market 2004). This implies 
that this generational cohort in 2018 are individuals 
aged between 13 and 32 years old. This generational 
cohort constitutes more than 25 percent of the world 
population (Kirk 2011). These consumers are 
estimated to be approximately 38 percent of the 
population (Statistics South Africa 2016). This is a rapid 
growing generation cohort (Hussain and Wong 2015). 
According to Rawlins, Simeon, Ramdath and Chadee 
(2008), Generation Y consumers have been raised in 
an environment controlled by computers and have 
grasped their use for numerous aspects of their lives, 
particularly communications (Dondolo and Madinga 
2017). Generation Y consumers are technologically 
savvy (Lenhart and Madden 2007). These consumers 
are also known as digital natives (Dondolo and 
Madinga 2017).These consumers tend to stay in touch 
with each other through social networks (Pempek, 
Yermolayeva and Calvert 2009) . In addition, they 
devote a significant amount of their time on social 
networks (Pempek et al. 2009). They are also more 
likely to value others’ opinions in social media and to 
feel important when they provide feedback about the 
brands or products they use (Espinoza and Juvonen 
2011). 

4. METHODOLOGY 

4.1. Research Paradigm 

Qualitative research paradigm was deemed suitable 
for this study. Qualitative research allows respondents 
to freely express their views and opinions concerning 
the deliberated topic and respondents’ responses are 
not narrowed on limited options (Ary, Jacobs, Razavieh 
and Sorensen 2010). Qualitative research approach 
provides a relaxed atmosphere to the participants that 
boosts a free-flowing dialogue between the participants 
and the interviewer leading to findings of unanticipated 
and astonishingly new insights about the topic 
(Cresswell 2008). “The purpose of the qualitative 
interview is to try to understand the world from the 
interviewee’s perspective; the respondents are able to 
tell their story in their own words, and to develop 
meaning and knowledge from their experience” (Kvale 
and Brinkmann 2014:217). Qualitative research has an 
explorative characteristic where knowledge is to some 
degree generated (Kvale and Brinkmann 2014). As 
such, by making use of qualitative research methods, 
the researchers will be able to discover the factors that 

are important in the participant’s preparedness to share 
viral marketing. 

4.2. Data Collection 

Due to the nature of this study, it was deemed 
suitable to use focus groups for data collection. A focus 
group is a qualitative data collection approach where a 
group of people gather together to discuss a pre-
determined topic (Neuman 2006). In the focus group 
setup, participants interact with each other. More 
importantly, participants can add their views on each 
other’s comments (Kolb 2008). Focus group interviews 
helps to gather truthful responses.  

After an extensive literature review, the researchers 
developed an interview guide. As suggested by Surujlal 
(2011), a pre-test was piloted with four participants to 
evaluate the relevance of the discussion questions and 
their structure, as well as to evaluate the 
appropriateness of the interview etiquette. After the 
pre-test, slight changes were completed to the 
interview guide. As part of the interview procedure, the 
researchers started the interviews by introducing the 
topic under study. To ensure theoretical sampling, 
participants selected were aged between 18 and 31 
years, and answered “yes” to the screening question 
“have you ever shared any video ad on your social 
media platforms?” Permission was granted to record 
the interviews on audiotapes. The researchers also 
ensured that the interviews were flexible and permitted 
the participants to freely express their opinions, 
perceptions and experiences. Probing questions, 
combined with open-ended questions, explanation, 
tracking and reflective summary, were utilized to 
improve the quality of data collection. The record tapes 
and interview transcripts for each interview were 
recorded properly with the respondent’s designation, 
age, gender and the interview date. The duration for all 
the interviews ranged between 60 and 90 minutes. The 
crucial ethical considerations witnessed during 
interviews encompassed informed consent, 
confidentiality, respect, anonymity and honesty 
(Allmark, Boote, Chambers, Clarke, McDonnell, 
Thompson and Tod 2009). The researchers explained 
the main aim of the interviews to the participants prior 
to participation. In line with ethical considerations, the 
researchers sent an interview participation invitation 
letter which briefly explained the objective of the 
interview and the procedures to be followed. Since the 
interviews took place at a higher learning institution, the 
researchers also requested an ethical clearance to 
conduct the study from the participating institution.  
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5. SAMPLE 

The researchers conducted a total of ten (10) focus 
groups. Each group comprised of seven (7) to ten (10) 
participants. This was consistent with the suggestion 
made by Wiid and Diggines (2015), who stated that the 
focus group should contain between six to twelve 
participants. A total of 83 participants participated in 
this study. The focus group discussions took place at a 
private tertiary institution in Cape Town, Western Cape 
Province, South Africa. Table 1 represents the 
demographics of this studies’ respondents: 

6. DATA ANALYSIS 

All interviews were documented and transcribed for 
analysis. The study employed a qualitative research 
design using thematic analysis. The Grounded Theory 
technique is a systematic approach encompassing the 
discovery of theory through the analysis of data. After 
verbatim transcription of the focus group interviews, the 
researchers analyzed all the records of the focus group 
interviews by using the process suggested by Corbin 
and Strauss (1990). The researchers recommended 

the utilization of the following procedures in the data 
analysis: 

• Open coding: According to Corbin and Strauss 
(1990:4) “open coding is the process of breaking 
down, examining, comparing, conceptualizing 
and categorizing data”. The researchers began 
data analysis by interpreting the recorded notes 
and paying attention to the interviews 
documented on tape to familiarize themselves 
with the data. This stage was important to 
ensure that the researchers captures all the 
important points raised by respondents in the 
focus group interviews and to establish the depth 
of the data.  

• Axial coding: According to Muposhi and Dhurup 
(2016), axial coding involves reading the 
transcribed notes again to identify the 
connections between the themes that emerged 
from open coding. The researchers reviewed the 
themes to analyses the relationship between 
themes and sub-themes. Themes that were 
related, were further collapsed to came up with 
one dominant theme.  

Table 1: Demographics 

 Variable Frequency % 

Male 20 24.1 Gender 

Female 63 75.9 

18-22 39 47 

23-27 27 32.5 

Age 

28-31 17 20.5 

High School qualification 3 3.6 

Undergraduate diploma/degree 62 74.6 

Education 

Postgraduate degree 18 21.7 

White 73 88 

Black African 7 8.4 

Race 

Asian 3 3.6 

Facebook 83 100 

Twitter 59 71 

Instagram 67 79 

WhatsApp 83 100 

Linkedin 47 55 

Snapchat 39 46 

WeChat 28 33 

Pinterest 17 20 

Social media platforms 

other 51 60 
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• Selecting coding: “selective coding is the 
procedure of selecting the core category, 
systematically relating it to other categories, 
validating those relationships, and filling in 
categories that need further refinement and 
development” (Corbin and Strauss 1990:5). This 
procedure was undertaken to identify the main 
themes that were related to the study (Cresswell 
2014), and draw conclusions grounded on the 
emerged themes.  

7. FINDINGS 

The thematic analysis revealed five main themes 
that depicts why the participants enjoy sharing 
advertisements in their social media, in particular, 
Facebook, Instagram, Twitter, and multimedia 
distribution sites such as YouTube, which are the main 
social media platforms used by participants. In this 
section the most prominent themes and findings that 
developed from the study are discussed. Furthermore, 
relevant direct quotes from the focus group interview 
records are utilized to explain the emerged themes. 

Theme 1: Informative  

Another reoccurring theme that emerged from the 
interviews was that interviewees prefer sharing 
informative videos on the social media platforms. This 
result is supported by the findings of the study 
conducted by Muntinga, Moorman and Smit (2011), 
which established that the primary objective of social 
networks is the sharing of information with friends. 
Furthermore, the study conducted by Haida and Rohim 
(2015) in Malaysia, also revealed that consumers are 
more likely to share informative adverts. Social media 
has opened new opportunities for individuals and 
organizations, as such, individuals utilize social media 
for networking with friends/or peers and even follow 
celebrities. While organizations have viewed social 
media as one of the most powerful tool of advertising. 
Additionally, social media provides a channel for 
consumers to share information. Furthermore, if the 
consumer considers the content of the advertisement 
to be treasured, it attains a significant level of 
importance (Campbell and Wright 2008) and 
subsequently it may be more likely to receive favorable 
reaction. According to.Perugini and. Bagozzi (2001), 
the individuals conduct yourself in a fashion that allows 
them to achieve a objectives or goals vital to them. In 
this case, when the individuals share a viral 
advertisement, there is always an objective, so if they 
think that the content of the advert can be valuable in 

accomplishing that objective, they will most 
undoubtedly share it. Here is one of the comments a 
respondent made: 

‘I find it pointless to send or share videos that won’t 
change people’s perceptions. I share informative 
videos that will benefit my friends. For instance, two 
weeks ago I shared a video from the WPBTS. The 
video educates people about the importance of 
donating blood. Hosea 4:6 “My people are destroyed 
for lack of knowledge’. [Male, student, 25, Cape Town 
CBD] 

Theme 2: Social status  

One of the principal motivations to share viral 
advertisement is the sharer’s wish to gain personally 
from being the source of content or ad, which is valued 
by the receiver. For some individuals, this benefit can 
take the form of simple appreciation. While for some, 
the benefit is better social status, as receivers may 
identify the sender to be an innovator, to have 
privileged sources, or to be a trendsetter in a social 
group. Here is one of the comments a respondent 
made: 

‘It feels good to be the first person to share 
something with your friends. I will never share 
something that majority of my social media friends has 
already shared online.’ [Female, student, 19, 
Goodwood] 

Themes 3: Advertiser reputation  

Another theme that emerged from the interviews 
was the reputation of the advertiser. Majority of the 
participants attested that they mostly share adverts for 
well-known brands. This finding is consistent with the 
literature. According to Palka, Pousttchi and 
Wiedemann (2009), consumer behaviour in viral 
advertising is extremely influenced by consumers 
perceive d risk, where the knowledge of the sender 
plays a crucial role. The likelihood of the advertisement 
being a virus can be well-thought-out as a risk, so if the 
sender of the message (the advertiser), is known by 
the receiver (consumer/individual), the individual will 
perceive lower risk, which may lead to unspoken trust 
(Thota and Wright 2006) and more credibility placed 
upon the message and favoring the opening and 
sharing of the message (Thota and Wright 2006). 
Therefore, social risk is lower with well-established 
brands in ‘send-to-a-friend” campaigns. Considerable 
existing literature. refers corporate. associations to. 
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Corporate. image, and numerous. studies have found. 
that corporate image. influence consumer 
advertisement. judgments. and responses. in a positive 
manner. (Keller and Aaker 1992; Wansink 1989). Here 
is one of the comments a respondent made: 

‘I mostly share advertisements of famous 
organizations like McDonalds and Coca-Cola. Besides, 
what is the use of sharing something my Facebook 
friends won’t recognize? If they don’t know the brand, 
they are less likely to even view the video’. [Male, 
student, 23, Parklands] 

Theme 4: Positiveness of feelings when receiving 
and viewing the ad  

Data from. the study reveals that the respondents 
were also influenced by the mood they were in when 
receiving or viewing the advertisement on social media 
platforms. Respondents further highlighted that they 
were more likely to watch the entire ad when they are 
in a good mood and consequently share it. with their 
friends and followers on their social network platforms. 
Here are some of the comments respondents made: 

‘Sometimes it really depends on how I feel at the 
particular time when receiving the video’. [Female, 20, 
Claremont] 

‘When I’m in a bad mood, maybe things are not 
going well probably in my studies, family or in life 
generally, I usually share motivational quotes or videos. 
I hardly share advertisements when I’m not feeling 
good’. [Female, 21, Kuilsriver] 

This finding is consistent with the literature. Cho and 
Cheon (2004) pointed out that “individuals’ emotional 
reactions to stimuli are considered as mediators in their 
attitudes and their decision-making”. Likewise, 
Bakamitsos (2000) advocates that when individuals are 
provided with information that is challenging to process, 
they usually resort to heuristic. cues. to. render. a 
judgment. Bakamitsos (2000)” suggests that mood can 
act as a heuristic cue, and an individual’s positive 
mood will render a more favorable evaluation for a 
product or service. At a more basic emotional level it 
can be considered that individuals’ feelings 
experienced at the time of receiving the message can 
also act as a cue”. Therefore, by only. focusing. on 
receipt. of the. viral ad, it may be concluded that 
consumers’ positive feelings will assist them judge the 
viral ad in a more optimistic aspect and maybe share 
with friends. 

Theme 5: Entertainment 

Entertainment emerged as one of the most 
important themes during interviews. Most of the 
participants stated that they are more likely to share 
viral ad videos that make them laugh. This finding is 
consistent with the findings of several studies that 
investigated the reasons why people tend to share 
advertisements via different channels (Ducoffe 1995; 
Hoffman and Novak 1996; Shovitt, Haefner and Lowrey 
1998). Nandos and Heineken advertisement seemed to 
be the most shared viral videos by the participants. 
Here are some of the comments the participants made: 

‘The last advertisement I shared is the Nandos 
advertisement where they show mixed race couples. I 
found it hilarious. I believe half of my Facebook friends 
also shared that ad’. [Male, 23, Rondebosch]. 

‘All my friends know that I have a great sense of 
humor. I enjoy laughing. I use comedy to relieve stress. 
Therefore, I only watch videos that will make me laugh. 
[Female, 20, Bellville]. 

Even though the content of the advertisement really 
matters to receivers, generation Y’s are more interes-
ted in entertainment. “In a field study that tracked 
viewership of medium to highly successful viral ads, 
humorous ads were viewed/shared almost three times 
(2.88) more than low-humor ads. Counter intuitively, 
humorous ads with surprises were viewed/shared more 
than average, 81% more, but less than purely humo-
rous ads. Senders are more cautious about sharing 
these ads as they may ‘rub people the wrong way’ and 
reduce their social capital gains” (Teixeira 2016). To 
attract consumer’s attention in a fairly short period of 
time, it is imperative for companies to create humorous 
videos. Entertainment in advertising is important for 
both digital advertising and traditional advertising 
(Ducoffe 1995). “A high degree of involvement and 
pleasure during interaction with social media leads to 
concurrent subjective perceptions of positive affect and 
mood of the individuals” (Hoffman and Novak 1996). 
Individual’s feeling of amusement associated with 
marketing communication messages play the greatest 
part in accounting for their complete attitudes towards 
them (Shavitt et al. 1998). According to McQuail 
(1983), entertainment satisfies people’s needs for 
“escapism, enjoyment, diversion or emotional release”. 

8. RECOMMENDATION 

After. analysis. of themes. observed. in the. study, it 
was. found. that individuals prefer sharing 
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advertisements they consider informative and 
entertaining. Findings also revealed that individuals are 
also influenced by egocentric motives such as gaining 
status by being the first person to share the ad. The 
mood of the individual when receiving the ad also plays 
a huge role in sharing of viral adverts. Lastly, the 
findings indicated that individuals enjoy sharing 
advertisement from well-known brands such as 
Nandos. 

It is important for all organizations and brands to 
understand that generation Y consumers have 
influential power over their peers and friends. Several 
authors consider generation Y consumers to be digital 
natives. Due to technological advancement, these 
individuals influence each other’s opinion and views by 
means of social media platforms. Therefore, 
organizations should understand that exchange of 
information is now taking place through social media. 
Therefore, without social media, it would be impossible 
for advertisements to reach large scale of individuals in 
a short period of time. In addition, viral advertisement is 
the most cost-effective way to distribute the message 
to the mass consumers. Positive emotions and brand 
reputation play a significant part in adverts that are 
exchanged. Furthermore, the success for 
advertisements on social networks heavily depends on 
branded content. Since social media platforms are 
inherently. social. webpages, it could be valuable for 
organizations to try to become a part of the discussion 
rather than force potential consumers to view their 
advertisement. It is very imperative for organizations to 
do their due diligence before applying their digital 
strategy on a social media networks. Before 
implementing any strategy on social media sites, 
organizations need to identify their target market and 
fully understand the needs of their target market. To 
increase the viewership and increase the chances of 
any video advertisement to be shared organizations 
should consider making their adverts to be very 
entertaining and informative. Marketers and advertisers 
should appreciate the importance of social media 
marketing and exploit the power of social networks. 
Lastly, organizations should bear in mind that the 
digital world is continuously evolving. Therefore, 
advertising tactics should continuously be scrutinized 
and modernized to suit the needs of the market. 

9. THEORETICAL AND MANAGERIAL 
IMPLICATIONS 

In today’s business world, it is important to 
appreciate the influence of the youth in helping the 

business to grow. Businesses and brands need to 
understand the significance of the segment of the 
population referred to as Generation Y. Generation Y is 
the largest generation cohort in South Africa and forms 
part of the largest spenders. This is one of the reasons 
why businesses should attract and retain these 
consumers. Generation Y consumers are mostly tech-
savvy because of their constant access to technology. 
When developing a campaign geared towards this 
generational cohort, it is important to keep in mind that 
generation Y consumers spend a large amount of their 
time on social media. Social media is very important to 
this consumer group. Hence, they are also referred to 
as a social generation. Therefore, businesses should 
ensure that they communicate with their customers or 
potential customers through social media.  

This study provides crucial implications for 
organizations using social network sites (Facebook, 
Twitter, Instagram, Snapchat and Pinterest) as part of 
their overall marketing communication media 
strategies. To make advertisements on social network 
more cohesive and influential, advertisers should 
personalize and customize their marketing 
communication messages. It is important for 
businesses to acknowledge that users of social 
networks pay more attention to adverts that makes 
them laugh or informative adverts. The first five 
seconds of the advertisement on social media is very 
important to grab consumers’ attention as they are 
overloaded with information. These consumers tend to 
seek other people’s opinions online and share 
information about brands on social media. Therefore, 
electronic word-of-mouth is a powerful marketing tool 
among generation Y consumers that business and 
brands should exploit. Organizations’ advertising efforts 
should focus on influencing consumers who are 
already favorably disposed to the advertisement as it 
enables them to extend the advert to their social 
networks. After all, consumers tend to engage actively 
in viral advertisements shared by their friends. 

Previous research points out that consumers tend to 
share advertisements that they find entertaining, 
informative, and advertisements that arouse strong 
emotional responses. Therefore, the campaign should 
have the ability to light a spark of emotions. This study 
suggests additional three motivations for sharing 
advertisements, namely, social status, advertiser 
reputation and positiveness of feelings when receiving 
or viewing the advertisement. The advert should be 
interesting and engaging enough to influence 
consumers in investing their time in sharing it. 
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Identifying explicit triggers of motivations for generation 
Y consumers, the generational cohort that defines 
trends for viral advertising, can help marketers in 
developing successful viral advertisements. The 
current study provides clarifications relative to which 
sharing motivations and drivers are most imperative for 
viral advertising. 

Unlike big corporations, the small businesses tend 
to have smaller marketing budgets. Therefore, they 
must find creative ways to communicate with their 
target market. Viral advertising could assist small 
businesses to bypass traditional advertisement spaces 
that are very expensive and highly competitive. Viral 
advertising may be effective for small businesses that 
desires to build brand recognition. 

10. CONCLUSION 

Numerous scholars attest that generation Y 
consumers spend a considerable amount of their time 
on the internet and cellphone. Due to this 
overwhelming opportunity, organizations have 
extended their marketing campaigns to reach their 
target market through online platforms. As such, for 
any marketing practitioner, being online is the vital 
goal. The future. of advertising. is no longer. limited to. 
traditional media. Commercial advertising is no longer 
restricted to a 15 or 30-second television commercial. 
The future of advertising is digital communication. As 
companies are now starting to appreciate the rapid 
growth of digital media, they have now incorporated 
digital communication as part of their marketing 
campaign. Social media platforms are part of digital 
media. Due to the availability of the ‘share-with-friend’ 
option on social media, companies have introduced 
digital campaigns that are share-friendly. Despite that, 
the most challenging part is to understand why 
consumers share some ads and not share some. 
Therefore, organizations should optimize their videos 
for the greatest chance of viral success. 

11. LIMITATIONS AND FUTURE RESEARCH 

This study is one of the few studies that attempts to 
explore the reasons why Generation Y’s share viral 
advertisements through social media platforms thus it 
contributes to a larger appreciation of the significance 
of studying the behavior of this consumer cohort. Aside 
from its many contributions, this study has some 
limitations that can be addressed in future work. Due to 
the exploratory nature of the study, the generalizability 
of these results is limited. The sample utilized for the 

current study comprised individuals from a single city in 
South Africa. Future studies should recruit more 
participants in multiple cities to gain a deeper insight 
into consumer behavior. Because the sample was 
limited to Cape Town, one of the most developed cities 
in South Africa, the participants in this study had a 
reasonably high level of education, which then might 
affect usage of technology. The Internet infrastructure 
available within cities plays a huge role in consumer’s 
willingness to share video ads. Therefore, future 
studies could sample more diverse population, 
including those areas in rural places. O’Cass (2000) 
pointed out that gender influences consumer behavior. 
Future studies could explore the sharing intent of male 
generation Y and female generation Y individuals and 
compare results to identify any potential gender 
differences. Further, this study focused on one 
generational cohort and does not stipulate insights into 
other generational cohorts such as Generation’s X or Z. 
Therefore, it will be fruitful for future studies to apply 
this research to other generational cohorts. 
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