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Abstract. Short-format videos have a significant position in the fields of 

marketing and sales. They are widely used in user-generated content media for 

influencing and advertising all kinds of products/services. The short videos 

provide an easy, less time-consuming shopping experience for the users. The 

emergence of short-form video platforms (e.g., TikTok, Instagram Reels, YouTube 

Shorts) has fundamentally changed the information consumption especially among 

Generations Z and Alpha. This online transformation offers a rare chance to shape 

the motivation of young entrepreneurs, which is a decisive factor of economic 

resilience and innovativeness. This research aims to evaluate the dual impact of 

short-term media content on youth entrepreneurship motivation through the 

synthesis of existing literature, psychological theories, and research findings. 

This research analysis suggests that motivation is the primary psychological 

mediator of the influence of social media on entrepreneurial thinking.  

Keywords: Short-Term Media, Youth Entrepreneurship, Algorithmic Influence, Gen Z, 

Influential Marketing. 

 

 

 

Short-Form Media as a Catalyst. It is estimated that 84.68 

percent of Generation Z prefer the short-form video format, 

including Tik Tok Shorts, Instagram Reels, and YouTube Shorts 

(Nur Hasanah, Eneng et al. 2025). These sites, consuming more 

and more free time of users, provide effortless access to 

material that has the ability to cause instant emotional 

responses and rewards. However, addiction to these platforms, 

impulsive behavior, a preference for instant gratification 

and mental health issues such as depression, anxiety and 

stress are phenomena that are increasingly intertwined and 

which affect the younger generation (Novanská Škripcová, L. 

and Viteková, L. 2025). Thus, any entrepreneurial 

storytelling must not cause social comparison or inadequacy 

(e.g., I made 10K by 16!), but rather, must focus on 

communication of challenges as they are, without making action 
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seem impossible. 

It is important to note that the levels of addictiveness 

are not the same for all platforms. The segment of the 

population that is particularly susceptible to the 

uncontrolled usage of short-form video material is the age 

range of 18-24 and 25-34. However, it is important to note 

that the majority of surveys conducted within this area of 

interest begin with the age of 18 or above, with a notable 

underrepresentation of users younger than 18 (Novanská 

Škripcová, L. and Viteková, L. 2025). 

Young people, as so-called digital natives, naturally 

have greater trust in recommendations from the online 

environment and reviews on social networks rather than from 

traditional advertising. In addition, a significant 

proportion of short-form video content is linked to affiliate 

marketing and influencers promoting products that are 

naturally integrated into the videos. This mix of advertising 

and entertainment is very effective — informal 

recommendations strongly influence cognitive and emotional 

decision-making processes. The link between consumer 

impulsivity and addictive behavior is mediated by several 

psychological mechanisms – notably fear of missing out (FOMO) 

and the dopamine loop that occurs in the state of 'flow'. 

These factors form a dangerous combination in which 

impulsivity not only encourages impulsive buying but also 

excessive use of social media (Novanská Škripcová, L. and 

Viteková, L. 2025). 

In 2019, Andaleeb Alam submitted a brief report by UNICEF, 

which highlighted that entrepreneurship training in secondary 

and in tertiary students positively influences 

entrepreneurial intentions, but not whether it leads to income 

in the long-run. This pointed to an acute void: although 

traditional pedagogical interventions have the potential of 

instilling cognitive knowledge and inspirational aspirations, 

they do not necessarily trigger embedded action. Besides, the 

brief focused on fostering creativity, thinking and socio-

emotional capabilities in entrepreneurship among children and 

adolescents during their school years. Real world examples 

from Indonesia show that when Gen Z uses social media for 

marketing, it does more than just sell products it 

significantly boosts their self confidence. 

 Indeed, the Social Cognitive Theory (SCT) introduced by 

Albert Bandura offers an initial prism through which the power 

of observational learning can be analyzed in this context. 
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SCT argues that people can learn behaviors through more than 

just direct experience, they can also learn through observing 

behaviors and outcomes of others in a social setting. Mini-

documentaries can act as potent observational learning 

vehicles, at least to digitally native youth. When the 

audience encounters a familiar young founder who leads by 

example (literally showing how to live sustainably every day) 

they are exposed to a prototype of competence that makes them 

feel more capable of themselves.  

Marketers in the Attention Economy. Companies worldwide 

are using the power of social media marketing to promote 

themselves, connect with clients and expand. This transition 

to the digital platforms is a subset of an overall 

technological revolution that had been brought about by 

enterprise resource planning systems, cloud computing and 

data analytics (Ahmed, Arsalan et al. 2025). 

Marketers are increasingly leveraging social media 

platforms to disseminate product-related information, given 

their remarkable consumer outreach. A recent study indicates 

that over 62.6 percent of the world population, 5.07 billion 

individuals, are currently using social media, 259 million 

new users joined the platforms in the last one year, and daily 

time spent on social media has reached 2 hours and 20 minutes 

on average. Marketers are challenged with the need to capture 

consumer attention because people usually turn away or pass 

through commercials once they see them (Ali, Shabahat et al 

2025). 

Generally speaking, even short-term media art must focus 

less on aestheticism and more on reality; in particular, 

instead of demonstrating idealized images of teenagers, one 

should see real teenagers in their natural habitat, not in 

artificial studios. In addition, using cast actors who can 

speak with empathy, humor, and humility will further help 

improve motivational effectiveness as opposed to choosing 

actors based on their charisma or looks alone. As such, it is 

argued that a serene and contemplative person discussing 

failure is more effective than a montage that cuts quickly 

from one scene to another. 

Effective Entrepreneurial Storytelling and Algorithmic 

Reality. Now we find ourselves in a world where short-form 

content is everywhere. From Snapchat to TikTok to Instagram 

to Youtube to X, and to many many more, social media users 

have more choices than ever when looking for their social 

media content. Content has become shorter and more accessible 
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than ever, with marketers having to fight more than ever to 

catch the attention of consumers. Gone are the days where 

people are forced to watch advertisements all the way through. 

If they do not like what they are seeing, they can immediately 

move on to something else (Blackford, C. and Hamilton, M. 

2025). Furthermore, the shift from long-form to short-form 

content is a response to the declining attention span of users 

in the digital age. This condition requires content creators 

to adapt to strategies that can maximise messages in a very 

short time (Fatimah, A. and Nasir, M. 2025). 

Platforms like TikTok significantly influence 

entrepreneurial interest by providing engaging means to 

explore business opportunities through mechanisms of virality 

(Mekhzoumi, Lotfi et al. 2025). Platforms present their users 

with market trends and consumer needs, thus directly enhancing 

their alertness and ability to identify opportunities for 

business. 

Tianli Xia (2025) provides empirical evidence of how 

interventions aimed at enhancing the visibility of amateur 

content creators through algorithmic platforms impact their 

viewers and output. The author's platform experiment 

exogenously increased impressions for videos by amateur 

creators (defined as those with <1,000 followers). Initially, 

treated viewers exhibited less interest in these videos, 

leading to a substantial 30% drop in completion rates. 

However, this short-term cost was offset over time: the 

average completion rates for their videos jumped by 6 pp three 

months into the program. Although the research was on general 

user-generated content (UGC), the results are quite 

applicable in the context of explaining how a youth-oriented 

mini-documentary of real teen entrepreneurs (albeit not 

professional-polished) might not do great in the early stages 

when compared to a well-polished institutional one. 

Nevertheless, when these loops are initiated (e.g., through 

comments, shares, challenges), creators can rapidly respond 

to and improve their content, and the potential for increased 

motivational power may be greater over time. 

There may be an increased sense of self-efficacy due to 

short-term content consumption; however, there may not be a 

fundamental digital literacy component to encourage action 

from intended behavior. Thus, combining inspirational content 

with just-in-time skill scaffolding (e.g., “Here’s how I 

started while still in high school” or “I used my phone and 

free apps; no fancy equipment”) could bridge the intention-
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action gap. Messaging should frame entrepreneurial action as 

identity-building (“Be the kind of person who tries things”) 

rather than purely economic (“Make money fast”). 

The influence of social media content, engagement and 

interaction, brand awareness and perception, and influencer 

marketing encourage the young customer in social interactions 

that significantly influence their purchase decisions. These 

mechanisms are transferable to entrepreneurial storytelling 

(Awaz Shukri Ismael et al. 2025). A short-term media can 

function as “influencer marketing” if it features relatable 

teen founders, includes interactive prompts, and reinforces 

brand-like identity.  

Directions for Future Research. Youth entrepreneurship 

promotes resilience when faced with economic uncertainty, 

propels community development and allows young people to take 

responsibility for their professional lives. Youth 

entrepreneurial behaviour is influenced by several elements 

that affect their capacity and drive to engage in 

entrepreneurial endeavours. These factors include individual 

attributes, sociocultural factors, and access to resources 

and the political and economic environment. Entrepreneurial 

behavior of youth is influenced by various sociocultural 

factors, including peer influence, family background, and 

society’s view of entrepreneurial behavior. Knowing 

entrepreneurial behavior helps us gain significant insights 

into the processes and actions of innovation, opportunity 

recognition, and entrepreneurial ventures (Arunkumar R. et 

al. 2025). 

Other factors influencing openness toward 

entrepreneurship include employment status, age and country 

of origin. Subjective factors such as beliefs, social norms 

and values play a significant role in shaping entrepreneurial 

behaviour and the key variable linking these two sets of 

factors is attitude (Arunkumar R. et al. 2025). Therefore, 

content should feature diverse founder archetypes - not just 

“growth hackers” but also social entrepreneurs, subsistence 

innovators, and necessity-driven solopreneurs - to resonate 

across motivational profiles. 

Consumers expect to be captivated in just seconds, leaving 

marketers in a difficult situation, having to convey a message 

and brand identity in such a short amount of time, while not 

leaving anything essential. Not only is attention span less 

than ever, but kids are being exposed to social media earlier 

than ever. A recent study on Gen Alpha reveals that children 
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are engaging with handheld technology earlier than ever, with 

many owning tablets before age 6 and smartphones before age 

10. Social media usage and cell phone addiction is now 

happening at an earlier age than ever, and marketers now have 

the ability to expose their product to younger and younger 

audiences. Thus, as the audiences congregate in these spaces, 

they adapt to the short-form media content immediately, 

thereby further fueling the phenomenon of reduced attention 

spans (Blackford, C. & Hamilton, M. 2025). 

Emotionally charged narratives have been found to be 

particularly effective in enhancing the audiences’ levels of 

attention, comprehension, and motivation to engage with the 

subject matter. Factual information presented in a mundane 

manner is less effective compared to the emotional mini-

narratives that humanize the problems and present the 

solutions in an inspirational manner. Mini-documentaries 

featuring teenage entrepreneurs who share their stories of 

doubt and success can evoke an emotional response from the 

audiences, thereby making the path to entrepreneurship not 

only feasible but meaningful beyond the economic imperative. 

The acceptance of social media marketing is hindered by 

technological factors, due to the intricate nature of digital 

technology and the dynamic nature of social media (Ahmed, 

Arsalan et al. 2025). For young entrepreneurs that are lacking 

in expertise or resources, the task of effectively utilizing 

social media marketing strategies could be challenging. 

Hence, in contexts of high uncertainty (e.g., teen viewers 

assessing entrepreneurship), visibility and social proof may 

outweigh expertise or “quality” content. A relatable teen 

founder with modest production but high engagement may be 

more motivating than a polished expert. 

Conclusion. Being the first generation to have fully 

matured in the digital age, Gen Z consumers (those born in 

1997-2012) are very soon impacted by the content that seems 

personal and reliable. They prefer genuineness to gloss and 

are more responsive to marketing techniques that are natural 

and close to them. Gen Z reacts to personal stories and candid 

feedback posted by influencers they relate with (Wahyudi, M. 

et al. 2025). Hence, for youth entrepreneurship, showcasing 

a movement or community (“Join 500 teens building side 

hustles”) may be more motivating than highlighting individual 

founder credentials. The collective signal is the driver. 

Longitudinal research studies are important in 

understanding the development of an entrepreneur’s behavior 
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and assessing the long-term success of educational and 

training programs. The investigation of context-specific 

factors is an exciting research area, which includes the study 

of the influence of cultural, regional, and socioeconomic 

contexts on youth entrepreneurship. 

In future investigations, it is advisable to apply 

quantitative research or cross industry research in order to 

increase the external validity of the results. This research 

contributes to the digital marketing literature by deepening 

the understanding of short form content strategies across 

platforms, as well as providing practical guidance for young 

entrepreneurs in developing more effective digital marketing 

strategies in the era of short video based social media. 
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