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Abstract:
This study explores the differential effects of gender and 
age on purchase intentions influenced by TikTok short 
video advertisements. Through a quantitative survey of 
680 Chinese-speaking participants, the research reveals 
that while visual appeal is the most crucial factor across 
all demographics, Generation Z, particularly females, 
are notably more responsive to celebrity and influencer 
endorsements compared to older age groups. The study 
reveals important implications for targeted marketing 
strategies on short-form video platforms, highlighting 
the need for visually appealing content and strategic use 
of influencers, especially when targeting younger female 
consumers.

Keywords: TikTok, Gender differences, Age differences, 
Purchase intentions, Short video advertisements

1. Introduction
Short video content has become a driving force in 
social media, revolutionizing how people create, 
consume, and engage with online content. In 2013, 
the arrival of Vine, the first short video App, made it 
easy for users to create and share short videos. How-
ever, it was the launch of TikTok that promoted the 
use of short videos. The name TikTok suggests the 
short format of the videos. Launched in September 
2016 by the Chinese startup company ByteDance, it 
is known as Douyin in China. According to Investo-
pedia, TikTok launched in its present form in 2018. 
In record time it joined the ranks of social media 
giants. As of February 2024, it has been downloaded 
approximately 4.7 billion times.
The cohort known as Generation Z, born between 
1997 and 2012, is characterized by their early and 
extensive use of social media platforms. This digital 
native status suggests that social media plays a piv-

otal role in shaping their interactions, information 
consumption, and potentially, their purchasing be-
haviours. Among social media platforms, TikTok has 
become particularly influential, altering marketing 
approaches, especially for clothing brands targeting 
Gen Z females – a group known for frequent online 
shopping. Thus, examining how TikTok’s short video 
ads influence Gen Z females’ clothing purchase in-
tentions is a valuable area of study.
The rapid rise of TikTok as a dominant social media 
platform transformed contemporary marketing strat-
egies, particularly for clothing brands targeting Gen 
Z females, who tend to make more online purchases 
than other age groups (Rezek et al.,2022). Generation 
Z, comprised of individuals born between 1997 and 
2012, grew up with social media as a crucial platform 
for interaction and information. Did Gen Z’s early 
adoption of social media significantly influence their 
generation’s purchasing intentions?
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Video advertising has become an increasingly vital com-
ponent of digital marketing strategies. TikTok, with its 
diverse user base spanning various ages and professions, 
early emerged as a preferred platform for brands and sell-
ers to post advertisements, seemingly with effective re-
sults.  The impact of TikTok’s short video advertisements 
on clothing purchase intentions among Gen Z females 
warrants further research.
This study focuses specifically on short video advertise-
ments on TikTok — a choice due to TikTok’s extensive 
reach and immense popularity,  While much previous 
research concentrated on the online behaviour of younger 
generations of Gen Z, this study compares data gathered 
from both those younger age cohorts, as well as those 
several generations older. To do so, this paper analyzes a 
range of potentially co-related data, including the reported 
usage of TikTok across all age groups and whether those 
users say that the short-video ads on TikTok influence 
their purchasing intention — and if so, what factors are 
persuasive.

2. Literature Review
TikTok Marketing
The new marketing communication approach dominated 
by social media presents opportunities and new chal-
lenges for brands, as purchasing decisions are heavily 
influenced by social media interactions (Dennhardt et al., 
2014). TikTok is increasingly favoured by users over other 
social media platforms because it offers ‘entertainment’ 
values, diversity and positive self-expression (Munoz et 
al., 2022)

2.1 Purchase intention
(1) Short Video Content
Purchase intention, a critical stage in consumer deci-
sion-making, has been of interest to marketing and aca-
demic research (Hameed et al., 2023). The most influential 
factors that shape consumers’ purchase intentions in the 
digital era have been examined by recent studies (Ananda 
et al., 2022; Liu et al., 2019). “Engaging content” is a key 
factor in the virtual world. TikTok video exchange and 
visual social media content are growing as far as consum-
ers’ interpersonal trust affects them positively and leads to 
positive brand perceptions, while at the same time, influ-
encing purchase intentions according to Atkins and Kim 
(2022). Levering et al. (2023) noted that the accessibility 
on TikTok for finding and buying fashion items influences 
sales decisions positively proving an earlier study done 
by Napompech (2014), which has shown the significance 
of accessibility in e-commerce. Additionally, Xiao et al. 
(2019) argued that this results from the brevity of the 

videos which forces marketers to concentrate on selling 
points with little space from other details.
(2) Brand Image
When it comes to shaping the audience’s perception and 
influencing their buying behavior, the overall impression 
of consumers towards a brand in terms of their experienc-
es and interactions remains crucial. Consumer trust, loyal-
ty, and willingness to purchase are improved by a positive 
brand image (Zhang et al., 2023). Their purchasing inten-
tions rest on brand image (Kim, 2010). Favourable infor-
mation about brands positively influences the price-quali-
ty differential as well as buying propensities (Dodds et al., 
1991; Monroe et al., 1985). Zhong et al. (2020) argue that 
‘brand image has become an indirect indicator of purchase 
intention for luxury brands’. For instance, if the brand im-
age improves, consumer perceived quality and perceived 
value will increase for luxury brands.
(3) Influencers and Celebrities Endorsements
Recent research indicates a substantial influence of ce-
lebrities and social media influencers on the purchasing 
decisions of Generation Z females. Macheka et al. (2024) 
examined the effects of celebrity endorsements on con-
sumer preferences, revealing a strong correlation between 
influencer recommendations and Gen Z women’s trust.  
Social media influencers, who have a strong fan base, 
have built strong relationships with their followers, en-
couraging active participation, and support, according to 
Bu et al. (2022). High values of participants regarding the 
credibility and attractiveness of influencers, as well as the 
strong connection between the endorsed products (Rita et 
al., 2017).
(4) Emotional Engagement
Advertisements with emotional appeal can be perceived 
as a trend by which companies want to stimulate final 
purchasing decisions (Vrtana & Krizanova, 2023).  They 
found that the impact of emotional appeal advertising 
depends on the age structure of the population. They stat-
ed that emotionally appealing advertising has the most 
significant impact on Generation Z, as young people are 
exposed to a variety of advertising campaigns that support 
their purchasing behaviour and various social perceptions 
(self-confidence, self-esteem, beauty, etc.). According to 
Gao et al. (2022), funny and interesting short video ad-
verts can attract attention and generate pleasure, which in 
turn creates an intrinsic motivation to purchase the prod-
uct.
This study builds on Munoz et al. (2022) and others by 
exploring the impact of TikTok’s advertising on e-com-
merce strategies and consumer behaviour. While previous 
studies have largely concentrated on Generation Z’s pur-
chasing intentions, our research expands the demographic 
range. We offer a comparative analysis of self-reported 
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perceptions regarding the influence of TikTok’s short-vid-
eo product advertisements, highlighting the differences 
between individuals aged 46 and above and Generation Z.
Research Question 1:
Do TikTok’s short video ads differently influence purchase 
intentions by age — specifically between Gen Z and older 
age cohorts?
Research Question 2:
Do TikTok’s short video ads differently influence purchase 
intentions by gender identity?

3. Methodology
This study employed a quantitative research approach to 
investigate four aspects: demographic information, fre-
quency of exposure to short video ads, average spending 
on online purchases of clothing brands, and the influence 
of advertisement factors on purchasing intention.
Wenjuanxing (https://www.wjx.cn/) was used as a tool for 
data collection. The survey was distributed through on-
line links to multiple media platforms, including WeChat, 
Instagram, and TikTok, to ensure a broad geographical 
reach. The questionnaire was divided into three parts. The 
first section was mainly about the collection of partici-
pants’ personal information. The second section obtained 
data on participants’ online activity patterns and social 
media usage. The third section asked participants about 
their online purchasing behaviour. The survey included 
multiple-choice questions to facilitate responses and anal-
ysis. The Likert scale was also used to measure ​​the level 
of agreement or frequency of behaviour on a scale. The 
scale ranged from “very unlikely” (1) to “very likely” (5), 
allowing for comparing the attitudes and behaviors of dif-
ferent groups of participants.
Once the survey was finished, 5 participants were given 
a pilot test. We then reset the questions found in the pilot 
test, mainly adjusting the order and content of the ques-

tions.
The study used convenient sampling for data collection. 
The data are distributed through WeChat groups, WeChat 
Moments and TikTok. With friends and relatives reposted 
on their other WeChat groups and moments, this survey 
involves people with various age ranges.
The data collection resulted in 680 responses; 20 invalid 
responses, including those with logic errors and leave-
blank questions, were eliminated. Detailed demographic 
information, including age, education level, income, and 
shopping habits. Females took the lead in this survey. 
Specifically, there were 407 female respondents (60 %) 
and 273 male respondents (40%). Among all the respons-
es, 650 were from 32 provinces and cities across the 
country, while the other 30 were from overseas. The ages 
ranged from 14 to 75 years old, and all respondents were 
Chinese-speaking individuals. Although respondents were 
divided into age groups, the majority were clustered in the 
19-25 and 35-45 age groups.
The data analysis in this study was performed using 
cross-filtering to identify relationships between multiple 
variables. The data was analyzed through demographic 
variables (e.g., age group) to understand how different 
groups interacted with TikTok short video ads. In addition, 
the effects of varying advertising features (e.g., visual ap-
peal, influencer endorsements) on purchase intentions of 
varying age groups and genders were compared.
This study omits WeChat, despite its popularity, as its 
primary functions fall outside our focus on short video 
platforms. We instead examined how Gen Z uses TikTok, 
the next most used app, to gain insights into current trends 
in video-based social media.

4. Findings
TikTok Usage

3
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Fig. 1 Social media usage time
The data collected on the usage time of social media plat-
forms indicate that participants frequently use TikTok: 
nearly all respondents use TikTok daily, with 57% of re-
spondents spending over 3 hours on the platform. Further 
analysis reveals that the duration of TikTok use is signifi-
cantly associated with gender and Generation Z. Among 
respondents who use TikTok for more than 3 hours, fe-
male users typically spend more time on TikTok than male 
users, accounting for about 60% of this group.

The data compares Generation Z (15-28 years old) and 
older generations (46 and above). Both age groups have 
the same percentage of respondents using TikTok, 67%, 
indicating that TikTok is popular among all age groups. 
According to BACKLINKO, 25% of TikTok users aged 
between 18 and 24 in the U.S. in 2024, while 27% of Tik-
Tok users aged above 45 years old. This is also a clear in-
dication of the popularity of TikTok among all age groups.
Aspects of short video ads influence purchasing decisions

Fig 2 Aspects of short video ads that influence buying decisions
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An evaluation of various factors affecting purchase deci-
sions in online short video ads shows that visual appeal 
scores the highest, accounting for 58%, while direct prod-
uct links score much lower, at 9%. Further analysis reveals 
that the impact of these factors on purchase decisions is 
significantly associated with gender and Generation Z. 
Additionally, Generation Z users make up 59% of this 
demographic, significantly exceeding the representation 
of other age groups. These findings indicate that visual 
appeal is a significant driver of purchase decisions, espe-
cially among younger female users, and suggest that the 
influence of visual factors tends to be more pronounced 
among Generation Z. About 31% of Generation Z are af-
fected by the recommendation or appearance of celebrities 
or influencers in short video ads. This compares to data 
gathered from people over 46 years old, of whom only 8% 
are influenced by celebrities and influencers, a vast differ-
ence from the 30.5 per cent from Gen Z. This means that 
celebrities and influencers are more likely to impact Gen 
Z purchasing intentions.
Our study reveals significant gender-based differences in 
online shopping behaviors among Generation Z. Female 
participants exhibited higher rates of online purchases for 
clothing (71.65%) and cosmetics (44.85%) within one 
month, compared to their male counterparts (45.9% for 
clothing and 8.2% for cosmetics). Brand preferences also 
varied by gender. While 85.57% of female participants fa-
voured Taobao retailers and 27.32% preferred sportswear 
brands, male participants showed a stronger inclination 
towards sportswear (48.09%) and a relatively lower pref-
erence for Taobao retailers (60.11%, approximately 20% 
less than females). Additionally, female participants were 
more susceptible to celebrity and influencer endorsements 
in short video advertisements, with 37.63% reporting be-
ing influenced by such content, compared to 22.95% of 
male participants.

5. Discussion
This study has revealed that visual appeal, brand reputa-
tion, user reviews and influencer endorsement of TikTok 
short video ads have a relatively huge impact on the pur-
chasing decisions of Gen Z. TikTok has quickly become 
a dominant social media platform that appeals to a wide 
range of age groups. TikTok is predominantly popular 
among younger users, it also features a diverse range of 
content creators across different age groups (Ma et al., 
2024). According to Ng & Indran (2023), TikTok is be-
coming increasingly popular with older adults who are not 
only present but are also starting to create content.
Across all demographics, visual appeal emerged as the 
most influential factor in short video advertisements. This 

finding emphasises the importance of visual appeal in 
digital marketing, in line with Yousef et al., (2021) study 
on strong visually appealing advertisements. They stated 
that online advertisements with strong visual appeal are 
more likely to evoke positive emotions such as happiness 
and excitement, and are particularly effective in driving 
engagement and purchase intention. Creative advertising 
typically has visual appeal. Creative presentations can 
capture consumers’ attention and evoke an emotional re-
sponse, resulting in a stronger urge to make an impulse 
purchase (Feng et al., 2023). A similar argument was made 
by Mead et al., (2020) that creative visual presentations 
are positively correlated with the urge to buy immediately.
The research results show that the influencer and celebrity 
endorsement in short video advertisements will have a 
significant impact on Generation Z. ​​The possible reason 
for the significant influence of celebrities or influencers on 
short video ads among Gen Z females might be the hob-
by of star chasing among young generations. According 
to Ma et al.(2024), young TikTok influencers are usually 
more popular than older influencers because Gen Z sees 
influencers as friends and role models, while influencers 
are unaware of their existence - this has become an indis-
pensable aspect of personal emotional development. The 
influencers on TikTok are usually considered reliable and 
authentic and can have a considerable influence on their 
fans (Zniva & Weitzl & Lindmoser, 2023). They conclude 
that this type of content driven by peers and influencers 
resonates with young audiences, who are more likely to 
trust recommendations from people they perceive as simi-
lar to themselves.
The current work found that women are more susceptible 
to celebrity endorsements than men. This is aligned with 
the findings of Ahmed et al. (2019), who showed that 
young women are more likely to be influenced by celeb-
rity endorsements. This gender difference in celebrity 
influence extends beyond social media. Female consumers 
had a more positive attitude towards celebrity-endorsed 
advertisements and stronger purchase intentions compared 
to male consumers (Wu et al., 2015). Further investigation 
by Wan et al.(2024) found that conformity to male celeb-
rity-endorsed products has a significant positive effect on 
purchase intention among female college students. When 
male celebrities endorse products, female college students 
may perceive the quality and value of the products more 
positively due to conformity, resulting in a positive prod-
uct attitude and purchase intention. These findings collec-
tively suggest that the gender difference observed in our 
study regarding susceptibility to celebrity and influencer 
endorsements in TikTok short video advertisements is part 
of a broader trend in consumer behavior and advertising 
effectiveness.
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Surprisingly, results showed that there is no huge differ-
ence between the data of Gen Z and that of people over 46 
years old, including but not limited to screen time, time of 
social media usage, frequency of TikTok usage, frequency 
of clothes purchase, frequency of viewing short video ads, 
etc. The difference between items they purchase online is 
that people over 46 years old tend to buy more household 
products, but it is not surprising.

6. Conclusion
In conclusion, the factors of short video ads in TikTok 
influencing Gen Z females’ purchasing decisions are ap-
parent. TikTok usage is popular among all age groups. For 
most of the participants in our survey, visual appeal is the 
most crucial aspect of short video advertisements influ-
encing their purchasing intentions. The result is also the 
same when filtering the data with only Gen Z people. One 
thing unique about Gen Zs is that they are more likely to 
be affected by the appearance of celebrities and influenc-
ers in ads compared with people over 46 years old. This 
phenomenon is more evident among Gen Z females.
Potential biases still exist in this study. The study’s sample 
may be biased toward Generation Z women in specific 
populations or regions, potentially limiting the general-
izability of findings. Reliance on self-reported data and 
subjective feedback introduces bias, particularly when 
assessing the impact of video creativity, authenticity, and 
viewer interaction on purchasing intent. Additionally, 
focusing solely on TikTok limits the understanding of 
advertising effects compared to other platforms, such as 
Instagram and YouTube, which have different user demo-
graphics, content types, and interaction dynamics. Future 
research should encompass a broader range of platforms 
to thoroughly assess the applicability and efficacy of dig-
ital marketing strategies, thereby offering robust insights 
for brand marketing.
Based on these findings, brands can enhance their adver-
tising skills by focusing on essential ad factors to attract 
more consumers. Additionally, adapting rules for digital 
marketing platforms to enhance customer experience 
and advertisement effectiveness is critical as the market 
changes. In this fast-expanding digital market, firms can 
utilise these findings to heighten their competitiveness 
thus expanding their selling scale. Possible suggestions 
for firms might be improving advertisements’ visual ap-
peal and offering discounts to attract more consumers. 
For brands who reckon Gen Z females are their consumer 
targets, finding celebrities or influencers to advertise prod-
ucts will be much more efficient than those who do not.
Future investigations could enrich these findings by con-
ducting more extensive surveys or interviews across vari-

ous geographic locations. Product-based analysis and gen-
der-specific studies focused on this domain could provide 
beneficial results too. Furthermore, comparisons between 
TikTok and emerging competitors may also reveal evolv-
ing trends in mobile commerce.
Limitations
Potential limitations of this study include sampling bias 
inherent in online surveys, self-reporting biases, and the 
inability to establish causation due to the cross-sectional 
nature of the survey design.
Convenience sampling allows for fast data collection in 
large numbers. However, since the sample is not random-
ly selected, but is chosen by surveying close relatives, the 
sample can not be fully representative of the target popu-
lation.
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