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Abstract

The objectives of this study are to examine factors influencing desire and intention towards mobile viral
marketing adoption amongst the Y and Z Generations. The data were collected from 480 eligible samples of
experienced participant in mobile viral marketing of Generation Y and Generation Z in equal proportion. This
study found that Generation Y placed emphasis on entertainment factor and Generation Z placed emphasis
on credibility factor. In addition, the role of entertainment factor, credibility factor and the frequency of past

engagement in mobile viral marketing intention difference in Generation Y and Generation Z.

Keywords: Mobile viral marketing; Goal-directed behavior; Uses and gratifications theory; Consumer

behavior; Generation Y; Generation Z
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