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Abstract

Background - The chosen generation and segment for the research, Generation Z is a large,
influential group of consumers. The segment is also considered as digital natives because
they were born during the years of digital revolution. They are the customers who are familiar
with digital marketing and are looking for authenticity, which can create challenges for
marketers while creating campaigns that resonate with Gen Z’s values and maintaining
authenticity. Understanding their consumer habits and preferences is considered important for
attracting and maintaining a relationship with them.

Method — To confirm the research questions about digital marketing’s influence on Gen Z, a
quantitative questionnaire has been made and sent to the members of the demographic via
social media and email. In total 144 responses were collected.

Findings — The results of the research show that digital marketing has a strong influence on
Gen Z, and it affects their decision-making process while purchasing a service or a product.
Conclusion — The research questions has been confirmed or not confirmed by findings and
the research now can show the importance digital marketing has on the decision-making
process and the influence it has on Gen Z’s consumer behaviour. Marketers need to be aware
of evolving nature of preferences the segment has to be able to have successful marketing
campaigns and loyal consumers.
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1. Introduction

1.1 Background to the study

In today’s modern world of commerce, digital marketing is one important force affecting
consumer behavior and decision-making processes. One demographic group that has caught
our attention and in our opinion is largely influenced by digital marketing is Gen Z, the
generation born in 1997-2012. Gen Zs, also called post-millennials, are the first generation
that do not know the world without the Internet. The oldest Gen Zs, now in their mid-
twenties, were born around the time when the World Wide Web made its public debut in
1995. They are therefore the first generation to grow up only knowing the world with the
possibility of endless information and infinite connectivity in the digital age (Katz et. Al.,
2021, p1). They are no strangers to digital marketing, social media, online ads, and
influencers as it is part of their everyday life. Global Gen Z report by NielsenlQ, 2024
suggests that Gen Z is one of the largest generations to exist and their spending power is
growing fast and their purchasing power is expected to reach USD 23.7T by 2030 taking
consideration of Gen Z as a whole. it is therefore important to further explore how different
digital channels influence their purchasing behavior. The demographics’ purchasing
behaviour is studied by firms to identify their likes and dislikes. Based on such knowledge
digital marketers and advertisers can develop targeted campaigns to capture the attention of

these digital natives that are upcoming influential spenders on many products and brands
(Munsch, 2018, p12).

For marketers digital marketing has become one of the important tools to have access to their
targeted demographics. The research aims to further explore and research into the connection
between digital marketing strategies and the consumer behaviors of Gen Z, the study will be
conducted by exploring how Gen Z engages with digital marketing channels, and how the
channels are impacting their purchasing decisions, this research will provide further of the
evolving nature of consumer behaviour in the era where everything has become digitalized
and consumer behavior has evolved along with digitalization.

The development of digital technologies has not only transformed the marketing landscape
but has also strongly influenced the way individuals perceive, evaluate, and engage with
brands and products. Heinonen,2011 p. 286-309 suggests that firms are present in social
media to attract potential consumers by producing content, Adeola et al. 2020 p.61-80
suggest that by implementing effective strategies on social media brands can enhance their
appeal for potential customers.

To be effective in digital marketing it is important to find out how factors related to different
digital channels influence customers’ behavior. In this study we focus on one specific customer
group Gen Z —and on what drives their certain consumer behavior regarding their preferred
brands or products online when it coms to making actual purchases online.

Consumer buying behavior is important to illuminate the psychology of how consumers think,
feel, argue, and choose among available options, how the environment impacts the consumer,
and finally, how the consumers’ motivation and decision strategies differ between products
(Stankevich, 2017).



In addition to this, by aligning their digital marketing efforts with Gen Z's digital identities and
online interactions, businesses can build trust, loyalty, and brand affinity among this
demographic. When Gen Z feels understood and valued by brands (in our opinion it can apply
to any other segment too), they are more likely to engage with those brands, ultimately driving
positive outcomes such as increased brand awareness, customer loyalty, and sales.

In conclusion, This study aims to understand how digital marketing channels such as social
media marketing, search engine marketing and email marketing influence Gen Z’s attitudes
and intentions toward purchasing decisions. understanding the relationship between and
attitudes and behaviors influencing Gen Z's consumer behaviours, their digital identities is
essential for businesses looking to create successful digital marketing campaigns. By
leveraging data-driven insights and aligning their strategies with Gen Z's preferences and
values, businesses can effectively engage this influential demographic and cultivate long-
lasting relationships with the next generation of consumers. According to Lake (2009),
“Consumer behavior represents the study of individuals and the activities that take place to
satisfy their realized needs. That satisfaction comes from the processes used in selecting,
securing, and using products or services when the benefits received from those processes meet
or exceed consumers’ expectations. In other words, when an individual realizes that he has a
need, the psychological process starts the consumer decision process”.

Brand loyalty is defined as “any tendency for people to buy the same brand again, whilst
usually also buying other brands”. (Szmigin, Piacentini, 2022, p 380) and Purchase Intention
is always associated with the capabilities of the firms to approach the customers through brand
image, commercial activities and how firms provide excellent service to increase customer
satisfaction and increase the purchase intention probability for the next product release.
Customers are viewed as the object of firms' organizational activities to provide benefits for
the company (Manurung et al., 2020, p 632).

To explore on the topic of interest, the study is focused on identifying the influence of online
platforms such as social media, e-mail marketing, and search engine marketing on the purchase
decision-making process of Gen Z consumers in terms of understanding how the attitudes and
intentions towards influencing the decision-making process. Persuasion claims, 2024 suggests
that over 80% of Gen Z consumers their purchase decision journey begin on social media.
(Erwin et al., 2023 p. 1028-1038)Therefore, the impact and influence of social media channels
on shaping the perception of purchase decisions is paramount. Additionally, Search engine
marketing also plays a crucial role when it comes to Gen Z consumer decision-making process,
In a report by GWI Core data report, 2023 45% of Gen Z consumers using search engines as
Google and Yahoo as the initial step of information seeking stage of the purchase decision
stage while over 50% Gen Z consumers use social media platform TikTok as their search
engine. E-mail marketing on the other hand remains a formidable form of online marketing yet
traditional. According to FF, 2021 p.310-328 Around 53% of Gen Z consumers prefer to
receive emails once a week from their favourite brands. In conclusion, by critically examining
the effectiveness of discussed online marketing channels, we aim to discern their relationship
and relative merits and shortcomings while aiming to identify the best and effective methods
of engaging Gen Z consumers across different levels and stages of the consumer decision-
making process.

1.2 Search Engine Marketing (SEM)
Search engine marketing has become a lucrative form of online marketing for most businesses,
as most website visitors (Mujahidin, 2022 p. 114-128) first begin their search for their concerns



on a search engine platform such as Google. For example, suppose a consumer is in the market
to purchase a mobile phone with search engine marketing. With Search engine marketing a
business can showcase their mobile phone offering for sale using Google ads campaigns such
as Google shopping or search campaigns.

According to Jansen et al., 2008 p. 982-1007 consumer search queries tend to be informational,
transactional, and navigational. When a user searches for a specific search query or term on
search engine platforms such as Google, it shows both organic and paid (sponsored) results on
top of the page. For an advertisement to be shown for a search term, a quality score relevance
is required. This practice is referred to as search engine marketing. (Schultz,2016 p. 310-328)
According to Kemp, 2023 It is accounted that search engines are used by over 80% of users as
the initial stage of their purchase journey to “find information”. It is accounted that SEM
spending is projected to grow by 8% on average yearly. (Statista, 2024) For Gen Z marketing
this informs us that growth in SEM marketing underscores that search engine marketing will
be a primary channel for the purchase journey, specifically the information-seeking or
discovery stage among Gen Z consumers with over 80% of Gen Z consumers conducting online
research before purchasing a product, (Jeff, 2019) it is expected that the SEM growth will play
a pivotal role in the process of influencing Gen Z purchase behavior.

When exploring literature and browsing through the real-world Gen Z behaviors, it is evident
that Gen Zs have short attention spans and want information quickly.(Chen, 2023 p. 266-277)
When browsing online looking for product information, they want fast results, so therefore we
aimed to understand how shortform and visual content such as (TikTok videos, Google
Shopping ads and other short videos) would help them in their purchase decisions.On the other
hand given that Gen Zs value authenticity (Anton,2024 p. 25) when it comes to their purchase
decisions, we aimed to understand how they would react to user-generated content and e-word
of mouth in this context. Burke, 2013 suggests that authenticity is very important to Gen Zs
when making their purchases therefore they are more likely to read and engage in reading
reviews before making a purchase. Therefore, we decided that e-WOM would be an insightful
factor to analyze. On the other hand, Feeley,2023 suggests that research has shown that 61%
of the Gen Zs prefer user-generated content over other content formats online. We are also
seeking to identify reasons behind Google’s decision to showcase UGC (TikTok) videos on
the search results page, is it to capture the Gen Z audiences and discuss Gen Z behaviors?
(Shirwani,2023) In this study, we aim to investigate the influence of these factors as
intermediary variables when influencing Gen Z purchase decisions to understand that if these
variables lead to actual purchases. (Garcia et al. 2019 p. 61-81)

In this study, we aim to understand how search engine marketing and elements within search
engine marketing such as short form and visual content, e-WOM, and how user-generated
content influence Gen Z attitudes and intentions towards their purchase decisions.

1.3 Social Media Marketing (SMM)

In recent years social media platforms have gained increased popularity and it is expected that
social media users are expected to reach 6 billion users by 2027, with 84% of people between
the ages of 18-29 using at least one social media platform. (Wong,2023 p. 467) Within social
media channels users can create, share, and exchange user-generated content (Kaplan &
Haenlein, 2010 P.59-68) and today, it has become a highly focused marketing channel for
brands to connect with their target consumer base.



Mangold & Faulds, 2009 P. 357-365 suggest that social media channels can strongly influence
consumer purchase behaviors from information seeking to the post-purchase decision stage.
Social media channels allow brands to engage with their audience throughout the customer
journey. Given that users can create and share information on social media freely, reviews and
electronic word of mouth about a brand shared on social media channels shape perception
towards the brand by its potential and existing customers (Belk,2013 p. 1-18) While positive
reviews can help a brand to improve its credibility, negative reviews if not managed can lead
to potentially damaging a brand’s image.

Based on the existing literature review and real-world scenarios observing Gen Zs, we aimed
to investigate how influencer marketing, e-WOM, and user-generated content influence the
purchase decisions of Gen Zs. It is evident that Gen Zs prefer influencer suggestions when
evaluating their purchase decisions, however, what influencers they engage with varies
according to their interests. (Segel & Hatami,2023) In another research, it was found that
influencer marketing is an effective way to influence Gen Z purchase decisions.
Nadanyiova & Sujanska, 2023 p.68.76) and Pradhan et al. 2022 suggest that e-WOM is a
powerful tool for influencing Gen Z, as they trust reviews and recommendations from users
who have had experience with a particular product or brand beforehand which can be crucial
for their decision making based on reviews and recommendations on platforms like TikTok
and Instagram they amplify the impact of e-WOM, enabling Gen Z to make informed
purchase decisions based on the experiences of others (Pradhan et al., 2022). User-generated
content also has an impact on Gen Z consumers. As, UGC not only provides authentic
insights that are not paid for but provides better and real experienced insights compared to
commercials, given that Gen Zs are more likely to value authenticity they are more likely to
trust UGC over other forms of marketing. (Shethu, 2023 p.2-9) and Gen Zs are more likely to
engage with and trust content that is created by their peers who are similar to them, as it
resonates with their desire for authenticity and transparency (Priporas et al., 20217 p. 374 -
381) considering these different variables, we aim to investigate how the variables act as
intermediary factors when it comes to how attitudes and intentions influencing Gen Z
purchase intentions.

In this study, we aim to understand how social media marketing and elements within social
media marketing such as influencer marketing, e-WOM, and how user-generated content
influence Gen Z attitudes and intentions towards their purchase decisions.

1.4 Email Marketing

A process where communication in the form of an is sent to potential or existing customers
from a brand or a business organization can be considered as e-mail marketing. E-mail
marketing is a widely used form of marketing strategy by business organizations for its reasons
such as cost-effectiveness over other forms of marketing such as paid advertising. (Chen et
al,2023 p.5)

Friestad and Wright 1994,p. 1-31 suggest that over time by building trust and trust among your
subscriber base over time a brand can persuade its subscriber base to take a desired action
through e-mail marketing. Fariborzi & Zahedifard, 2012 p. 232-236 claim that e-mail
marketing is a lucrative form of marketing for businesses as it helps to build meaningful
relationships with potential or existing customers through segmentation and customization.
Nussey,2004 p.15-18 suggests that within email marketing practices mass customizations can
be activated which would be unique and personalized to each subscriber, this practice helps

10



businesses to gain insights on their e-mail marketing promotional activities by tracking
recipients’ actions as metrics such as open rate, click-through rate, etc.

Based on the existing literature review we aim to investigate on main factors that influence
Gen Z purchase behaviors when it comes to e-mail communications. In terms of
personalization, mobile optimization, and gratification incentives as intermediary factors in
the relationship between email marketing and the influencing the attitudes and intention
towards purchase intention towards the purchase behavior of Gen Zs, it can be evident that
personalized content has a greater impact on Gen Z as they prefer to receive
recommendations of products and services that are aligned with their interests by brands.
(Baykal, 2020 p. 117-137) on the other hand, Jankowski (2021) suggests that Gen Zs want to
control the content they consume therefore, they prefer to consume content that is
personalized to their interests. On the other hand, mobile optimization is a significant factor
as Gen Z are likely to shop twice as likely on mobile devices as millennials (Fromm,2017)
and Mason et al., 2023 p. 123-124 suggest that there is a link between mobile phones
addiction and online impulsive buying, therefore, mobile optimized content is a significant
factor that encourages Gen Zs in their purchase decisions. When it comes to Gratification
incentives, (Hartini &Mardhiyah,2023) majority of Gen Zs are experiencing FOMO (fear of
missing out) Gen Zs are highly persuaded by offers and Brown & Talev, 2023 suggest that
over 40% of Gen Zs blame their out-of-control purchases on FOMO. We chose the discussed
factors in the study as they are how these variables act as intermediary factors when it comes
to influencing the attitudes and intentions of Gen Z purchase intentions, We selected the
factors discussed above in our study as they serve immediate and intermediary influences the
Gen Zs purchase decisions.

In this study, we aim to understand how e-mail marketing and elements within search engine
marketing such as personalized content, mobile optimization and and how gratification
incentives influence Gen Z attitudes and intentions towards their purchase decisions.

1.5 Purchase Intention

Fishbein and Ajzen, 1977 (p.555-578) suggest that in terms of predicting consumer behavior,
it is crucial to know the attitudes, assessments, and other internal factors that go into the
intent of purchasing by a consumer. Before making a purchase, a consumer goes through the
consumer decision-making process which involves an informational seeking stage, a
consideration stage, and a transactional stage. Pavlou, 2023 p.456-478 suggests that online
purchase intention is described as the process of understanding the degree of which a
consumer is willing to make a purchase online. He et. al., 2008 (p.168-181) in his research
found that a challenge for e-commerce businesses is the lack of intention to make a purchase
online by consumers. Therefore, it is important to grasp the dynamic nature of the purchase
decision journey comprehensibly. This suggests understanding how digital channels and
other influences such as social, cultural, and psychological factors impact and influence the
purchase decision process. However, we are required to have a more advanced understanding
of how digital channels influence purchase intention.Therefore, we have aim to understand
how digital marketing channels such as social media marketing, search engine marketing and
email marketing influence Gen Z attitudes and intentions toward their purchase decisions
through this study.

1.6 Research Purpose and Research Questions
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Digital marketing has been evolving over the years and it has been playing a big role in
consumers’ decision-making process. In this study, we decided to focus on the influence digital
marketing channels in terms of has on Generation Z’s behaviour in terms of attitudes and
intentions and decision-making process by age cohorts 18-24 and 25-27. The specific
demographic was chosen because they are the generation that grew up with technology and are
familiar with the advancements and we aimed to omit the 18 and younger Gen Z cohorts due
to reasons such as we wanted to make sure that the cohorts used for this study have financial
means to purchase freely. The main purpose of the study is to gain a deeper understanding of
the influence digital marketing has on the largest generation ever to exist which makes up over
25% of the global population and is expected to be the richest spenders by 2023. (The Global
Gen Z report, 2024) To help gain a better understanding of the context of digital marketing’s
influence, we decided to focus on three digital marketing channels: social media marketing,
email marketing, and search engine marketing as these are the most widely used channels of
digital marketing. (Mahapatra et al., 2022 p. 2-9)

By examining these interactions, the study can provide valuable insights into how Gen Z
engages with various digital marketing tactics, and what factors most significantly impact their
perceptions and attitudes towards the purchase decision-making processes towards their
purchase decisions. In summary, the research purpose of this study is to investigate how digital
marketing channels influence Gern Z’s purchase decisions.

These research questions aim to bridge the gap between the established literature on social
media marketing, search engine marketing and email marketing on digital marketing and Gen
Z's behavior by focusing on intermediary factors that influence purchase decisions. By
addressing these questions, the study seeks to provide actionable insights into how digital
marketing strategies can be optimized to influence and engage Gen Z effectively.

We have defined three questions to help with achieving the objectives of the study:

RQ1: What is the individual contribution of influencer marketing, user-generated content
(UGC), and electronic word of mouth (eWOM) as intermediary factors in shaping Gen Z's
attitudes toward social media marketing and their purchase intentions?

RQ2: What is the individual contribution of personalization, mobile optimization, and
gratification incentives as intermediary factors in shaping Gen Z's attitudes toward email
marketing and their purchase intentions?

RQ3: What is the individual contribution of visual and short-form content, user-generated
content, and electronic word of mouth as intermediary factors in shaping Gen Z's attitudes
toward search engine marketing and their purchase intentions?

1.8 Thesis Structure
In this part of the report, we will be discussing the thesis structure and explain what will be
included in different chapters. Our thesis will be divided into five parts:

The first part of the thesis will give a breakdown of the literature reviews to have a deeper

understanding of the chosen topic — Digital marketing, Gen Z, and consumer behaviour, as well
as the factors influencing their decision-making process. The methodology will be the next
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chapter of the report where we will be discussing the research model, in this case, it will be a
quantitative study and why we chose the specific segment, the discussion will be based on the
findings of the questionnaire. It will also include information on how we will translate the
collected data, and the tools used for it. Findings will provide a detailed explanation of the
collected data and key findings connected to the research questionnaire. In discussion and
conclusions, it will be a final chapter where we will summarise the research findings, have
meaningful conclusions, and provide valuable insight based on the findings.

2. Literature Review

2.1 Introduction to Digital Marketing and Gen Z

In today’s digital age, business organizations globally are investing significantly in digital
marketing as a strategy to grow their business operations, and expand, and as a means of
communicating and engaging with their audience and customers. This chapter of the literature
review is aimed at providing a brief overview of the introduction to digital marketing and its
significance on current business strategies, furthermore, outlining an introduction to
Generation Z or Gen Z as a consumer segment focusing on their consumer
characteristics.(Atay,2024 p.2-5)

2.2 Digital Marketing and its impact and significance on current business strategies
The term digital marketing simply refers to the process of promoting goods and services
through the World Wide Web or the Internet. It consists of all marketing efforts that utilize
online channels and electronic devices with internet access. Avery et al., 2012 p.96-111 suggest
that digital marketing is a term that defines a set of techniques and strategies that take place
online on the internet to persuade users to purchase various products and services. Chaffey et
al., 2013 p. 34-78 suggest that online or internet marketing is simply the process of achieving
organizational marketing objectives utilizing digital technologies.

Digital Marketing takes place on online channels such as search engines such as Google, Social
media channels such as Facebook, Instagram, YouTube, TikTok, etc., websites, e-mails, and
mobile apps etc. At present, digital marketing offers businesses unapparelled reach, targeting,
measurability of marketing investments, and flexibility compared to traditional marketing
channels such as TV or radio, etc. (Otero & Rolan, 2016 p.37-40)

Digital marketing spending to reach $740 bn in 2024. (Statista, 2023) businesses on a global
scale allocating increased spending towards digital channels (Edelman & Heller 2015 p. 21-
44) due to the growing prevalence and usage of online platforms by potential and existing
customers. With digital marketing, a business can precisely target specific demographics and
track and measure performance in real-time. This, in turn, makes digital marketing channels a
highly lucrative alternative to traditional marketing for many businesses. (Kumar,2019) In the
Global Entertainment and Media Outlook report conducted by PwC (2023) Advertising
industry is expected to grow at a 6.6% CAGR through 2026, and most of this growth is
attributed to digital advertising with the global revenue generated online will grow at 9.1%
CAGR to reach US$ 723.6 bn in 2026. In recent years digital marketing has become a
significantly important for marketing for businesses globally. Within digital marketing there
are various forms of digital marketing such as social media marketing, search engine
marketing, email marketing, affiliate marketing etc. In this study, we aim to focus on the impact
of various intermediary factors within social media marketing, email marketing and search
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engine marketing affecting the attitudes and intentions of the Gen Z consumer behaviour
towards purchase decisions.

2.3 Introduction to Gen Z as a modern consumer and their consumer characteristics
The population that was born after the year 1996 (Pew Dew Research Centre, 2024) is
considered Gen Z. Gen Zs are digital natives based on many studies. Deloitte Global 2023 Gen
Z and Millennial Survey (2023) As they have grown up with technological advancements. This
upbringing with technology has shaped their behaviours, preferences as well and consumer
expectations. Feger 2024, suggests that in 2021 Gen Z consumers’ spending power was valued
at $360 Billion. It is estimated that when it comes to spending habits Gen Zs prefer brands that
support mental health, Gender equality., Ethical labour practices, the environment, and
LGBTQ+ rights. (ICSC and Big Village,2023) In addition to this, Gen Z as a consumer highly
values authenticity and transparency as well and they expect personalization from brands.
Affinity for social causes mentioned above and the need for authentic relationship building
with brands shape the Gen Z consumption patterns loyalties towards brands.

2.4 QOverview of Gen Z Consumer Behavior

2.5 Characteristics and traits of Generation Z consumers

Bernstein, 2015 suggests that Gen Z are heavy technological users, and are the first generation
to be born into a digital world they are also considered to be highly knowledgeable about the
latest technologies and advancements. (Bassiouni & Hackley, 2017 p.65-85) In addition to this,
Seemiller & Grace, 2019 p.45-67 claim that by exhibiting traits such as digital savviness and
fluency along with a strong sense of personal values and individuality the average Gen Z
consumer is active on multiple digital devices which helps them to be highly informed as a
consumer.

According to Wood, 2013 p.2-3 Gen Z consumers can be characterized by the following four
traits. Interest in new technologies and advancements, preference towards user-friendliness and
demand for seamless usability when it comes to digital advancements, preference towards self—
security, and safety when it comes to their digital interactions, and a need to escape reality
when needed seeking immersive and meaningful experiences that provide them with happiness.
Gen Z consumers seek and desire authenticity and transparency from the brands they purchase.
They seek valuable and meaningful experiences in life over collecting material possessions
such as a house or a car compared to previous generations such as baby boomers. Given their
profound characteristics, their nature for authentic and meaningful interactions extends to
communication on digital channels such as social media as well.

2.6 Factors influencing Gen Z purchasing decisions.

Gen Z consumers prefer and prioritize brands that demonstrate commitment to global social
and environmental causes. (Nguyen et al. 2019 p. 333-336 ) On the other hand, Beregovskaya
& Grishaeva, 2020 p. 92-99 suggest that several elements shape and influence the Gen Z
consumer, such as authenticity, social causes and responsibility, and family and friends (peer)
influence when it comes to shaping Gen Z consumer purchase decisions.

Furthermore, Fromm, 2019 suggests that Gen Z consumer is driven by peer acceptance, as they

are the first generation to grow up with mass advertising and products, average Gen Z consumer
consumes more than 10K marketing messages daily. with 81% of Gen Z consumers
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considering their friends and family’s recommendations when deciding on their purchases. In
another study conducted by Pew Dew Research Center (2018) Gen Z consumers along with
their peer recommendations also rely on influencer recommendations, social media platforms
such as Facebook, TikTok Instagram, etc. serve online channels for peer recommendations and
influencer product reviews and recommendations. . Given their reliance on digital technologies
to make day-to-day decisions, we believe that focusing on social media, search engines, and e-
mail marketing will help us to identify how attitudes and intentions of Gen Zs influence their
purchase decision making.

2.7 Understanding Gen Z's preferences, values, and expectations in marketing.
Research conducted by Twenge (2017) highlights that for Gen Z consumers value authenticity,
transparency, and genuine storytelling marketing communications is vital in terms of building
relationships and loyalty among Gen Z consumers.

According to Liu et al., 2020, p. 2-10 Gen Z consumers use social media as the go-to platform
for product research however, Gen Z consumers are less likely to use Facebook which has been
one of the dominant social media platforms for years, Gen Z consumer prefers emerging social
media platform TikTok for their product research and uses the platform as a search engine.
According to Smith & Taylor, 2019 modern consumers expect personalized marketing and are
far more effective in forming authentic relationships between brands and consumers. However,
according to a research study done by Meckee et al., 2023 p. 1-16, Gen Z consumers value and
prefer personalized brand experiences from brands they resonate with however they are also
concerned about the privacy aspect of it. such as how and in what way brands use personal
data. It was found that Gen Z as a consumer prefers the benefits of personalization over
potential privacy risks associated. Therefore, Gen Z’s preference for brand transparency
towards data policies and practices is vital when it comes to building meaningful and authentic
relationships with Gen Z consumers.

2.8. Digital Marketing Strategies and the Gen Z Consumer

2.9 Importance of Social Media Marketing and Its Impact on Gen Z Consumers.

Gen Z consumers utilize social media channels in a unique approach often treating them as
more than just a social media platform. In recent years Gen Z consumers have been known to
utilize social media channels in the place of search engines. (Yadav & Jyotsna,2017 p.115-183)
In a study conducted by Pew Dew Research Center by Madden et al., 2013 it was found that
Gen Z consumers often turn to social media channels such as TikTok, Instagram, and Snapchat
not merely to socialize with friends and family but also to discover new products, services, and
information. Gen Z consumers are visual-centric therefore visual-centric nature of social media
platforms (Bolton et al., 2013 p.245-267) such as TikTok, Instagram, and Snapchat plays a
significant role in terms of driving Gen Z consumers’ preference for social media channels as
search engines. Social media channels offer the ability to browse through shortform content
that appeals to Gen Z consumers with short attention spans. Social media channels offer
intuitive search functionalities where users can find and consume content using hashtags,
keywords trending topics, etc. Within social media, we will focus on how influencer marketing,
electronic word of mouth, and user-generated content influence the Gen Z consumer behavior
decision-making process in detail. In conclusion Gen Z’s preference towards utilizing social
media channels as search engines helps businesses to leverage this behavior by being present
and active on social media channels to effectively build relationships with the modern Gen Z
consumers.
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2.10 Importance of Search Engine Marketing and Its Impact on Gen Z Consumers.
Search engine marketing has become a vital component of overall marketing strategy for
business globally, while historically search engine marketing has been a primary form of online
marketing for generations such as millennials and baby boomers as a part of their information-
seeking stage of the decision-making process has been recent shifts in terms of the modern Gen
Z consumer.

Koersier,2024 claims that as Gen Zs are moving away from search engines like Google for
TikTok, Instagram, and Snapchat a new trend of “social search” is born. In a 2023 Digital
report by GWI, 2023 it was found that 16-34-year-old consumers prefer to visit social media
networks when looking for information about the brands and services over a search engine.
This reliance on social media platforms emerged in a social search trend, this trend also reflects
Gen Z’s digital savviness as well as preference for visually compelling and short-form content.

Given that Gen Z consumers are increasingly gravitating towards social search there arises an
opportunity for search engines such as Google, Yahoo Bing, etc. to evolve and integrate with
features that align with the Gen Z consumer. For example: short-form content, visual content
such as images and videos, user-generated content, and interactive experiences will help to
enhance the overall search experience for the Gen Z consumer. Khorna, 2023 suggests that
TikTok is the new search frontier of Gen Z, recognizing this “social search” shift, there has
been a recent partnership between Google and TikTok, where the users can seamlessly
transition from discovering new brands on TikTok to making informed purchases decisions on
Google. This partnership is a winning opportunity for both Google and TikTok as a result
TikTok will be able to further enhance its user experience while Google will get to tap into the
Gen Z consumer. By engaging in such partnerships and focusing on integrating on rolling out
features that resonate with Gen Z consumer preferences, search engines could remain relevant
while still maintaining their position for information discovery and purchase decision-making
process among Gen Z consumers. We will further discuss how intermediary factors such as
visual and short-form content, user-generated content, and electronic word of mouth within
search engine marketing impact Gen Z’s attitudes and intentions when it comes to consumer
purchase intentions.

2.11 Importance of E-mail Marketing and Its Impact on Gen Z Consumers.

Email marketing is still considered one of the cost-effective as well as high-return-yielding
forms of online marketing for many businesses globally. For businesses aiming to engage Gen
Z consumers effectively e-mail marketing can be another form of marketing to use alongside
social media marketing. Despite the proliferation of social media networks and other channels,
to this day e-mail marketing is considered a preferred communication channel for Gen Zs.
Thomas, 2024 p. 2-3 suggests that in a survey conducted, 53% of Gen Z consumers check their
email inboxes multiple times a day. In another research conducted by Schultz, 2021 p. 1-3, The
Gen Z consumer prefers to receive email marketing from their favorite brands. Given that Gen
Z strongly values personalization (Jankowski, 2021 p.1), Businesses can focus on rolling out
personalized email marketing strategies to encourage high open rates as well as click-through
rates. In a study conducted by Campaign Monitor, 2019 p. 1-5 it was found that Gen Z
consumers are spending increased time on online channels, 45% responded that they are almost
online throughout the day and 44% responded that they are online multiple times a day, even
though they spend most of their time on social networks such as TikTok and Instagram, etc.
they still rely on emails as a part of their daily communication method.
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Zhang et al., 2017 p. 851-866 suggest that email marketing helps to facilitate authentic and
ongoing communications with Gen Z consumers which helps to build long-term relationships.
In conclusion, email marketing can be used as an omnichannel tool to build an effective digital
marketing strategy to engage and nurture Gen Z consumers, by taking measures for
personalization and added value, brands can engage with the Gen Z consumer to build long-
term brand affinity and loyalty. We will further discuss how intermediary factors such as
personalization, Mobile optimization, and gratification incentives within e-mail marketing
impact Gen Z attitudes and intentions towards consumer purchase intentions.

2.12 Theoretical framework of consumer behavior and decision-
making process in the chosen study

2.13 Consumer Decision Behavior Framework by Szmigin & Piacentini

Consumer Decision Behavior Framework by Szmigin & Piacentini,2022 p. 50-67 This
framework consists of different stages of the consumer decision-making process which include
problem recognition, informational search evaluation of different alternatives, and finally, the
purchase and post-purchase evaluation. This framework helps us understand how each of the
stages mentioned is influenced by both internal and external factors such as psychological
factors, and sociocultural and marketing communication stimuli. We chose to understand how
Gen Z purchase behavior in the context of the study initiated, we can apply the consumer
decision behavior framework to understand the Gen Z purchase intention understand the
response to digital marketing strategies, including social media marketing, email, and search
engine marketing concerning the Gen Z consumer. This framework provides a holistic and
comprehensive approach to understand further Gen Z’s attitudes and intentions towards
purchase intention and an attempt at digital marketing channels such as social media marketing,
email marketing, and search engine marketing.

2.14 Application of the model to Gen Z consumer response to digital marketing

strategies

Problem recognition stage: At this stage, the Gen Z consumer may experience a problem
because of exposure to marketing communication stimuli on channels such as social media,
email search engines, etc. The intensity and the effectiveness of capturing the consumer’s
attention by marketing communication stimuli will generate the perceived needs of the Gen Z
consumer and influence their subsequent decision-making process.

Information search stage: As the Gen Z consumer is highly digital savvy their information
search is further influenced by their digital fluency and reliance on online platforms. Channels
such as social media, emails, and search engines play a significant role in providing information
and in influencing Gen Z’s perceptions of brands.

Evaluation of alternatives stage: When it comes to the Gen Z consumer, they evaluate choices
based on factors such as reputation, social proof available, etc. For a business incorporating
digital marketing strategies that effectively convey the authenticity of the brand, product value
and electronic word of mouth are likely to influence Gen Z’s evaluation process at this stage
positively.

Purchase decision: The Gen Z purchase decision process is influenced by various factors such
as value perceived, brand trust, perceived convenience perceived risk, etc. To encourage
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purchase intention for Gen Z consumers brands can offer personalized offers and seamless
purchase experiences which can improve purchase intention.

Post-purchase evaluation: At the end of the purchase Gen Z consumers will engage in a post-
purchase evaluation of the product or service that they consumed, which may involve sharing
their authentic experience or review on online channels such as social media, providing
feedback to the brand via emails, a positive post-purchase experience is likely to result in
positive word of mouth and enhance brand reputation leading to brand loyalty and advocacy
among Gen Z consumers.

2.15 Influence of Social Media Marketing

2.16 Review of studies examining the impact of social media marketing on Gen Z
consumer behavior

In the 21% century, social media networks have emerged to be powerful platforms for
businesses and consumers to build relationships and engage with their target audience. Given
the focus on Gen Z consumers, the social media platforms, TikTok, and Instagram (Southgate,
2017 p. 227-235) have gained prominence in terms of shaping the consumer behavior of Gen
Z consumers.

2.17 Impact of social media marketing on Gen Z consumer behavior

Studies have investigated the influence of social media marketing on Gen Z consumers and
their purchase behavior highlighting the significance of social media platforms and their
influence in terms of shaping Gen Z’s decision-making process. Munsch,2021 p. 10-29
suggests that Gen Z as a consumer is highly receptive to marketing communications on social
media networks, they prefer to receive marketing communications that are personalized to their
needs and wants however, they also prefer to discover new products and services through social
media networks (Thangavel et al.,2021 p. 2157-2179) Salpini, 2017 p.2-3 suggests in a study
conducted, 80% of the Gen Z consumers claimed that their purchases were influenced by the
social media networks with one in five Gen Z consumers claiming that Snapchat influences
their purchase decisions. Therefore, understanding the social media dynamics landscape for a
business is crucial to effectively engage with Gen Z audiences and encourage their purchase
intention.

2.18 Role of Influencers and e-Word of Mouth and User-Generated-Content

Influencer marketing can be defined as using the leverage of individuals with significant or
large online followers to promote various products and services on social network channels.
Chen etal., 2011 p. 6-20 Brands can benefit from picking and choosing the influencer to partner
with, that fits their target audience and build authentic and meaningful relationships along with
improving trust among their audience on the product they promote.

Influencer marketing as the art and science of engaging influential people online to share brand
messages with their audiences through sponsored content (Sammis et al., 2015, p7).

On social media platforms, influencers, user-generated content, and e-word of mouth play a
central role in terms of shaping the Gen Z consumer’s purchase decision process. A study by
Vojvodic, 2019 p. 105-120 suggests that for the Gen Z consumer, the authenticity in terms of
influencer marketing on social media platforms. Authenticity is key in terms of building and
driving perceived trust among the modern Gen Z consumer. They value transparency and
meaningful interactions with brands and the influencers they follow (Madura et al., 2022 p. 5-
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12) Influencer marketing leverages the influence of individuals with a following base on social
media to promote products and services.

In addition to this, user-generated content (UGC) such as customer testimonials, product
reviews, and other forms of review content, involves where users creating and sharing content
related to brands online, it has become evident on recent years that UGC is widely used as a
form of marketing communication to attract Gen Z consumers. Hong et al., 2019 p. 1-5. UGC
helps with authenticity and credibility as a form of marketing campaign type because it often
comes from users who have used the product or has something positive to say, UGC helps with
engaging and fostering a sense of community around the brand and social proof significantly
impacts Gen Z consumers’ purchase decisions based on social proof and peer
recommendations. Furthermore, E-wom refers to the spreading of information on online
channels in the form of recommendations, reviews and suggestions. E-wom can significantly
impact the purchase decision of a consumer as it is often done by consumers who have
consumed products and services Young et al., 2016 p. 2-10. Electronic word-of-mouth (E-
wom) marketing on social media platforms further emulates and amplifies the influence of peer
endorsements. (Djafarova & Bowes,2021 p. 2-10)

In conclusion, social media marketing plays a significant role in the modern Gen Z consumer
behavior in terms of influencing attitudes and intentions towards their purchase decision-
making process. Social media platforms such as TikTok, Snapchat Instagram, etc. facilitate
unique opportunities for brands to engage with Gen Z consumers to shape and influence their
purchase decisions. By effectively leveraging on dynamics such as influencer marketing, user-
generated content, and e-word of mouth, businesses will have the opportunity to build authentic
and meaningful relationships with the evolving Gen Z consumer base.

2.19 Influence of e-mail marketing

2.20 Examination of research investigating the effectiveness of email marketing

campaigns on Gen Z.

Email marketing campaigns represent one of the most popular and efficient online marketing
instruments. Building email marketing campaigns can help the organizations keep the current
customers, and motivate them not to abandon the shopping basket, it may convince the targeted
market to make a purchase, by making for instance a personalized offer, based on that person’s
needs and wants. Sending personalized offers has become a differentiating element, but in the
same time, a barrier in the competition to attract new clients or to keep and make the existing
clients loyal to the promoted brand ( Mogos, Acatrinei, 2015, p16). E-mail can be used for
various marketing purposes, for example to share information about products and services, to
promote them, to build brands, to guide customers to web sites, to alert customers, and to tell
the status of orders. Marketers today use various e-mail techniques, such as newsletters, reward
programs and community building (Merisavo, Raulas, 2004,p499).

Companies can create purchase influence through email marketing by creating tactics, such as
targeted advertising and personalised recommendations, these can influence the purchasing
decisions of Generation Z. The effects of email marketing on the segment can be shaped by a
combination of digital trends, consumer preferences and cultural influences. Companies can
study the behaviours of Gen Z and then develop email marketing strategies that can effectively
attract the segment and create meaningful outcomes in the digital world.
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2.21Evaluation of email marketing strategies tailored to resonate with Gen Z
preferences and habits.

According to Balkhi (2020) some of the strategies to attract Gen Z’s attention via email
marketing include: 1. keeping emails short — the segment prefer few sentences in their e-mail
and also a couple of images otherwise they will delete the e-mail quickly; 2. Personalized
emails; 3. Clearly identify the brand; 4. Writing compelling and engaging subject lines; 5. Send
them what they want — they want to receive coupons, promotions and special offers via email,
because they would expect the company to deliver updates elsewhere online, such as a social
media channel.

2.22 Discussion on the factors that contribute to Gen Z's engagement with email

marketing content.

According to Campaign monitor and Bluecore marketing, email marketing is generally less
effective for Generation Z due to several key factors. Firstly, Gen Z consumers have grown up
in an era dominated by social media and instant messaging, which they tend to prefer over
traditional email. Social media platforms like Instagram, Snapchat, and TikTok offer more
immediate and engaging ways to connect with brands, providing interactive and visually rich
experiences that emails often lack. Additionally, the design and accessibility of email can be a
hurdle. While Gen Z does use email, they primarily access it via mobile devices. If an email is
not optimized for mobile viewing or lacks a visually appealing design, it can quickly be
disregarded. This generation values convenience and quick access to information, and any
barriers to this can lead to lower engagement rates. This creates challenges for marketers and
for them to understand Gen Z's engagement with email marketing content it would involve
considering several key factors. Firstly, relevance and personalization are crucial. Gen Z
appreciates content tailored to their interests and preferences. Visual appeal also matters, as
they prefer visually engaging and easily digestible formats. Timing and frequency of emails
are important; Gen Z is more receptive to well-timed and moderate email campaigns. Lastly,
authenticity and transparency of the brand behind the content are significant. Overall, a
strategic approach considering these factors can enhance Gen Z's engagement with email
marketing content. This can be confirmed by the following: Brands strategically use symbolic
language such as videos, music and emojis in their efforts to communicate through digital
channels such as social media and email because these visual stimuli have strong capacity to
attract people’s vision and attention , especially people with low motivation or ability to process
a textual message ( Valenzuela-Galvez, et al., 2021, p339). According to Sahni et al ( 2018)
Adding the recipients’ names to the subject lines of emails, non-facial emojis related to the text
and context of the message provide a brand personification strategy that should increase
customer engagement.

2.23 Search engine Marketing

Search engine marketing (SEM), which allows firms to target consumers by placing ads on
search engines, has proven to be an effective audience acquisition strategy. Unlike traditional
online advertising, advertisers pay only when users actually click on an ad. When successfully

implemented, SEM can generate steady traffic levels and tremendous return on investment
(ROI) ( Boughton,2005, p 29).

Search Engine Marketing (SEM) has revolved the way businesses connect with their target
audiences online. By taking the full advantage of platforms such as Google Ads, social
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media, and other search engine advertising networks, SEM enables companies to place their
ads directly in front of users actively searching for products or services related to their
offerings. The impact of SEM extends beyond mere visibility, as it allows businesses to
precisely target their audience based on demographics, interests, and search intent. A
successful SEM strategy can generate steady traffic levels and tremendous return on
investment. SEM is quite different from traditional online advertising where advertisers pay
only when users actually click on an advertisement (Shih, et, al., 2011, p 530). This targeted
approach not only maximizes the efficiency of marketing budgets but also enhances the
likelihood of conversion, driving qualified traffic to websites and generating valuable leads or
sales. Furthermore, SEM provides detailed insights and analytics, enabling businesses to
continuously optimize their campaigns for improved performance and ROI. In today's
competitive digital landscape, the strategic implementation of SEM is irreplaceable for
businesses seeking to increase their online visibility, attract qualified leads, and achieve their
marketing objectives effectively. By leveraging paid advertising through Google Ads and a
smart SEM strategy, sellers can increase brand awareness, drive quality traffic, and
influence target audience purchase decisions ( Purnomo et, al., 2023, p1078).

Gen Z wants things now, as fast and as easy as possible. Brands need to provide top-notch user
experiences, reducing the time and efforts on the customer’s side. They demand a seamless
experience, across brands, products and platforms. Unilever’s male grooming brand Axe/lynx
for instance has used very short 15seconds Instagram video tutorials to quickly design Gen Z’s
favourite hairstyle (Bergh, Pallini, 2018, p23). Since Gen Z is known to value independence
and freedom, SEM provides the resources for them to do in-depth research on a product and
then purchase the product on their own terms. With the internet being the principal source for
product knowledge and the narrow scope to finding information on specific brands, SEM gives
companies a cost-efficient way to reach the consumer on these overcrowded product
information searches.

According to search engine journal (2024) TikTok has become a popular search engine tool
amongst Gen Z and because of this businesses have started to put more effort into turning to
TikTok as their one of the important platforms to promote their businesses.

2.24 Integration and Synthesis

In the world of digital marketing, strategies aimed at engaging Gen Z consumers consists a
diverse methods of approaches, including social media marketing, email marketing, and search
engine marketing. Social media marketing prioritizes the creation of engaging, authentic
content to capture Gen Z's attention, build credibility, and transparently promote products or
services. Taking the advantage of and considering social media platforms as influential
channels, brands connect with their audience throughout the customer journey, shaping
consumer preferences and driving purchase intent through user-generated content and
electronic word of mouth. Email marketing, on the other hand, focuses on fostering meaningful
relationships with Gen Z consumers through personalized and targeted email campaigns. By
utilizing segmentation and customization, businesses deliver tailored content to subscribers,
gaining insights into promotional activities and tracking recipient actions. Through consistent
engagement and trust-building efforts, email marketing persuades subscribers to take desired
actions, such as making purchases or engaging with brand content.

Meanwhile, SEM allows businesses to directly target Gen Z consumers through search engine
ads, providing precise audience targeting based on demographics, interests, and search intent.
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By placing ads in front of users actively seeking related products or services, SEM generates
steady traffic levels and significant return on investment. With detailed insights and analytics,
businesses continuously optimize SEM campaigns for improved performance and ROI (return
on investment) , offering a cost-efficient means to reach Gen Z consumers and influence their
purchasing decisions in the reality of digital world.

Across social media marketing, email marketing, and search engine marketing, a mutual theme
emerges regarding the necessity of creating authentic, engaging content to capture Gen Z's
attention and establish credibility. While social media marketing prioritizes the creation of
entertaining and innovative content, email marketing focuses more on personalized and
targeted messaging, attaining trust and segmentation to build lasting relationships with Gen Z
consumers. Additionally, both email marketing and SEM utilize personalization and targeted
advertising to shape attitudes and intentions of Gen Z, creating and designing content based
on their preferences and behaviors. However, there are differences in the perceived timing of
impact and approaches to content creation across these strategies. While SEM is portrayed as
providing immediate, measurable results and detailed analytics, email marketing is used as a
longer-term relationship-building tool. Overall, the research emphasizes the necessity of
adapting digital marketing strategies to effectively engage Gen Z while recognizing the diverse
approaches and methods used across different platforms.

The impact of digital marketing in terms of influencing attitudes and intentions of Gen Z
consumer behavior and decision-making processes with Gen Z being the primary focus of
marketers due to their extensive use of digital technology, digital marketing strategies have
become one of the important tools for reaching and engaging this demographic to shape their
attitudes and intentions. Across social media marketing, email marketing, and SEM, the
overarching goal is to create authentic, relevant, and engaging content that resonates with Gen
Z's preferences and values. Through personalized messaging, targeted advertising, and
interactive platforms, digital marketing facilitates direct interaction with Gen Z consumers,
shaping their perceptions of brands and influencing attitudes and intentions for their purchasing
decisions. Notably, the literature review underscores the importance of authenticity and
transparency in digital marketing efforts targeted at Gen Z, emphasizing the need for brands to
align with their values and demonstrate sustainability in their communications. Furthermore, it
also suggests that digital marketing strategies must continuously evolve to keep pace with
technological advancements and changing consumer behaviors. Overall, digital marketing
serves as a powerful tool for businesses to connect with Gen Z consumers, driving brand
awareness, purchase intent, and ultimately, fostering meaningful relationships that contribute
to long-term customer loyalty.

Gen Z represents a critical target audience for brands seeking to engage and influence consumer
preferences. Through the strategic use of digital marketing channels such as social media,
email, and search engine marketing, businesses can create meaningful connections with Gen Z
consumers, shaping their perceptions and purchase decisions. By creating meaningful and well-
researched digital marketing strategies, businesses can enhance brand awareness, and loyalty,
and ultimately drive tangible business outcomes. However, success in marketing to Gen Z
depends on a good understanding of their behaviors, preferences, and the ever-evolving digital
landscape. Therefore, this study underscores the pivotal role of digital marketing in shaping
Gen Z consumer behavior in terms of their attitudes and intentions towards purchase decision-
making processes, providing valuable insights for businesses aiming to navigate and capitalize
on this dynamic demographic in the digital era.
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2.25 Theoretical Framework developed by the authors

This theoretical framework is aimed at understanding the multifaceted nature of digital
marketing factors and their impact on Gen Z consumer behavior. Understanding the
interconnection between independent, dependent, and intermediary factors, helps businesses to
tailor their digital marketing strategies to effectively engage with the Gen Z consumer which
helps to build brand loyalty in today’s competitive environment.

Influencer marketing

E-WOM

Social media
marketing

User-generated content

Intermediary factors

Personalization Dependent factor

Purchase Intention

Mobile Optimization

Gratification Incentives
RQ3

Visual and short-form content

User-generated content

marketing

E-mail marketing
Intermediary factors
o
Q
N

Search engine
Intermediary factors

E-WOM

Figure I Research framework for the study. Authors generated (2024)

Independent Factors

e Social media marketing: How social network platforms such as TikTok, Snapchat, and
Instagram are essential channels for Gen Z’s in terms of shaping their attitudes and
intentions towards purchase decisions.

e E-mail marketing: How personalization, mobile optimized nature of e-mail marketing
and gratification incentives influence Gen Z consumer attitudes and intentions towards
purchase decisions.

e Search engine marketing: How Gen Z relies on social search and traditional search
engine channels such as Google to discover products and services how it can influence
Gen Z attitudes and intentions towards the purchase decisions.

Dependent Factors

e Gen Z consumer behavior: How Gen Z consumer behavior (attitudes and intentions)
are influenced by factors such as peer recommendations, authenticity, social, short-form
content, and visual appeal.

Intermediary Factors

e Influencer Marketing, E-WOM, User-Generated Content
Gen Z values and prefers authenticity and peer recommendations in influencer endorsements,

reviews, and UGC. E-WOM seen on social media platforms can influence attitudes and
intentions towards purchase decisions among Gen Z consumers.
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e Personalization, Mobile Optimization, and Gratification Incentives

Personalized recommendations mobile-friendly UX interfaces, and instant gratification
incentives such as promotions, offers, and discounts to influence Gen Z's attitudes and

intentions for seamless and rewarding digital experiences. This improves the enhanced
engagement, loyalty, and conversion rates among Gen Z consumers.

e Visual & Short-form Content, User-Generated Content, E-WOM

Visually appealing and user-generated content resonates well with Gen Z's short attention spans
and preference for authentic storytelling. E-WOM amplifies brand messages and fosters
community engagement among Gen Z consumers, influencing their attitudes and intentions
towards the purchase decision-making process.

3. Methodology

3.1 Research paradigm

The term methodology refers to the theory of how research should be undertaken (Saunders et
al., 2019, p36). According to Guba (1990) in his book "The Paradigm Dialog", the research
paradigm is an intellectually agreed and coherent set of beliefs that allow us to define the nature
of research, to understand what is involved in carrying it out, and to make judgments about the
result. From the statement, we can conclude that the research paradigm is a way of thinking on
the research process. And because a paradigm is identified as a system of thinking or a logic of
inquiry, we can relate it to the research methodology. In the search, no research is conducted
without any methodology. So, we can say that the research paradigm is a preliminary choice
before the researcher chooses a methodology. A research paradigm can be considered as a map
on how to make a methodology. A research paradigm is a set of intellectual frameworks about
shaping the research process of the study. Paradigms are influential in determining research
questions, methodology, methods and the way data is collected and analyzed; there should be
demonstrated congruence between these in any research.

The research paradigm adopted for this thesis aligns with a positivist approach, aiming to
explore and understand the empirical relationships between digital marketing strategies and
consumer behaviours, particularly focusing on Generation Z. By using a positivist paradigm,
we will have an opportunity to identify the relationship between marketing tools and the
influence it can have on the chosen segment, and it can be done through systematic observation
and analysis of quantitative data. This approach will allow us to have a better understanding of
digital marketing practices and their impact on consumer perceptions, preferences, and
purchasing behaviours within the context of the rapidly evolving digital landscape. The
framework for the thesis is positivism. A primary goal of positivist inquiry is to generate
explanatory associations or causal relationships that ultimately lead to the prediction and
control of the phenomena in question (Davies, Fisher, 2018, p24).

The quantitative data that positivist researchers use to answer research questions and formulate
theories can be collected through true experiments or less rigorous quasi-experiments,
standardized tests and large or small-scale surveys using closed ended questionnaires. The
numeric data that are generated through these methods are subjected to descriptive or
inferential statistical analysis (Rehman, Alharthi, 2016, p54), positivism is applying to our
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research because of the type of questionnaire we have conducted for collecting data. The study
will be independent, and it will be based on the facts, collected from the questionnaire.

This research is based on an understanding the connection between digital marketing and
consumer behaviour in Gen Z. It aims to understand how attitudes and behaviours toward
products and services are influenced by different expectations. By looking at these factors, we
hope to uncover whether there's a meaningful relationship between them. Our approach is
influenced by a scientific mindset using precise measurements while analysing collected data.
We also will remain unbiased in interpreting the data, supported by the fact that our study is
quantitative in nature.

3.2 Research Approach

This research follows a deductive approach, where we build on existing literature to form
specific hypotheses, which are then tested against empirical data. The deduction approach
begins with theories or frameworks derived from the literature, which are then tested with data
collected during the research process. In this study, we aim to test existing theories on digital
marketing's impact on Generation Z consumer behavior by collecting and analyzing primary
quantitative data.

This approach ensures that we systematically test whether existing theories apply in the specific
context of digital marketing and Generation Z consumers.

There are two types of approaches deductive and inductive. The process is to gather data, and
analyze it, and this form of study builds on existing literature to develop research questions for
the study. On the contrary, the deductive approach relies on existing theories and aims to test
them empirically in a particular situation (Collis & Hussey, 2021, p.7).

While exploring literature it was evident that there was limited research on different age cohorts
of Gen Zs. Many of the literature were written on Gen Z as a whole generation. So, we found
a gap in the research to look at different age cohorts within Gen Zs. It is important to mention
that we decided to omit the 18 and under Gen Zs for this study as, they lack the adequate
financial means to engage in purchases Elena,2009 p. 500-504 suggests that 10-15 year old
rely on pocket money from their parents so there purchasing power could be minimal and on
the other hand, Nueno, 2011 suggests that the average spending of a teen was roughly $200 a
month. Therefore, we aimed to omit this age cohort and focus on other Gen Z cohorts that have
better financial freedom than Gen Z teenagers. For this reason, we decided to focus on 18-24
(university students and entry-level Gen Zs who are getting their career started) and 25-27 , the
Gen Z cohort who have some years of professional experience and who are likely to be in early
stages of life advancements.

Within the context of digital marketing and consumer behaviour in Generation Z, the research
aims to carefully analyse empirical data to identify patterns and gain broader insights.
Through this methodological approach, the research seeks to navigate the complexities of
digital marketing paradigms and examine the evolving preferences and attitudes and intention
of Generation Z consumers towards the purchase decision making process in the digital
world.

3.3 Research Design
A quantitative approach will be adopted for this study. Research design can be considered as
an important part of the research. It allows the research methodology to be justified, and it helps
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the authors to structure the blueprint for the data collection, analysis, and interpretation,
additionally, the results of the collected data can be considered as more precise. It gathers the
choices made by the researchers on different levels: the methodological choice, the strategy,
and the methods (Collis & Hussey, 2021, p.53).

To conduct research the approach which will be used is a quantitative method and it also must
be mentioned that the research is using a positivism paradigm and with these, the research will
be based on the knowledge which comes from measures and/or objective observations. The
reason why the method is chosen is that it allows us to reach a great number of segment
respondents, and it can also be considered a fast and easy method. The survey will enable the
respondents to take part anonyms without having to reveal themselves.

The deduction approach begins with research questions or frameworks inspired or obtained
from the literature, which are then tested against facts gathered during the research process.
The purpose of this project is to gather and analyze primary quantitative data to test existing
theories on the impact of digital marketing on Generation Z attitudes and intentions towards
consumer purchase decision making.

3.4 Data collection
The data collection for a study can take place in two ways. Namely primary data and secondary
data. Primary data is referred to as first-hand data collected directly from respondents using
circulating questionnaires or interviews. On the other hand, secondary data can be referred as
data that has been already collected by external organizations or other researchers which can
be used again in a new study.

For this study, we will use the primary method of data collection, we decided that we will
conduct a quantitative survey using the Likert scale, as this has been one of the common tools
used in quantitative to measure the attitudes and intentions of the respondents numerically.

While the sample is limited to a specific group of students and acquaintances, it provides an
accessible and relevant population segment to study the effects of digital marketing on Gen Z.
We have opted to circulate the questionnaire we prepared among friends, family, and
specifically among the Umeé University business school students who primarily consist of Gen
Z students as of 2024. (born between 1997 and 2012) We believe that through a quantitative
questionnaire, we will be able to tailor specific research objectives that are vital in terms of
capturing the intricacies of studying the relationship between the study factors in the theoretical
framework.

The age restriction of 18 and above respondents question is applied to make sure to exclude
minors for ethical and practical reasons such as minor respondents may need permission from
their parents and guardians to take part in the survey, and also reasons such as respondents may
not have the means to make significant purchases or exhibit purchase power as they lack
financial freedom to make high valued consumer decisions, making Gen Zs aged 18 and below
less relevant for a study aimed at understanding the purchase behaviors influenced by digital
marketing.

Considering these factors, we decided to exclude minor Gen Z audience from the sample for
this research as given the above-mentioned factors their participation to the survey may not
provide insightful insights to the study given their insignificant purchasing power even though
this limits the generality of the study to the minor Gen Z audience.
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In this case, a potential sampling bias has resurfaced and can be acknowledged as a potential
limitation in this study. On the other hand, given that this study has the potential for coverage
and noncoverage bias, given that the sample may not fully represent the Gen Z audience
without any limitations, it is mentioned to ensure transparency and validity of the results
obtained from the survey.

Having to conduct a primary data collection process was mainly for ensuring the validity and
relevance of the findings of the study but also for maintaining ethical standards. We were able
to engage directly with the participants of the study with the quantitative questionnaire enabled
us to gather firsthand insights into the organic Gen Z consumer behaviours process, without
the impact or potential biases attached and associated with secondary data sources.

Primary data collection is used in this study to address gaps seen in existing research in the
same area of study and gain better insights from Gen Z consumers. This strategy enables the
study to collect firsthand data on how digital marketing methods influence this generation's
decision-making processes., such as old or contextually irrelevant information. In summary,
the research design and data collection approach are intended to evaluate hypotheses on the
impact of digital marketing on Gen Z attitudes and intentions. (Hox, Boeije 2005, p593).

The literature review process enabled us to explore theories and gather data that could
potentially validate or invalidate our hypotheses once the information was analysed. The aim
was to streamline the data collection phase to allocate more time to analysis. To gain deeper
knowledge and validate the research questions we developed quantitative research and created
a questionnaire to reach the desired segment and identify their purchasing patterns and
behaviors were influenced by digital marketing.

Collecting primary data was a lengthy process because we had to conduct the type of questions
that would have allowed us to identify the participants’ patterns involving marketing’s
influence on their purchasing behavior. After the questionnaire was created we distributed it
amongst the Generation Z segment and waited to get the desired amount of responses. We
started distributing the survey for two weeks starting 10th of June 2024. The questionnaire was
developed by reviewing existing literature on digital marketing to ensure the reliability and
clarity of the questionnaire.

To ensure the reliability and clarity of the questionnaire, a preliminary version was developed
based on a thorough review of existing literature and previous research on digital marketing
and consumer behavior. The questionnaire was then piloted with a small sample of individuals
similar to the target population to identify any issues with question wording or structure.
Feedback from the pilot study was used to refine and adjust the questions, ensuring that they
accurately captured the intended data and were easily understood by respondents. This iterative
process helped enhance the validity of the questionnaire and ensured that it effectively
measured the variables of interest.

In conclusion, the research methodology was designed to provide a clear and concise
understanding of how digital marketing strategies, in general, can influence Gen Z consumer
behaviours, by leveraging on original primary data collection, we focused on contributing
valuable insights into the dynamic and ever-evolving Gen Z attitudes and intentions influencing
purchase decision-making process.
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3.5 Sampling

In the study investigating the influence of digital marketing on Gen Z consumer behaviors and
decision-making process, for this study, the target population is defined as Gen Z, as this age
segment plays a key role in terms of shaping the digital marketing landscape in the present.
(Anjum et al., 2020) businesses need to understand the impact of digital marketing practices
for this generation, as it is an evolving segment to have purchasing power after millennials and
baby boomers. (Munsch,2020 p.10-20)

In terms of the sampling frame, while the Gen Z population consists of individuals who are in
the range of 12-27 the sampling frame for this study is narrowed on purpose to vet the
respondents to be aged 18 and above. The sample for the study consists of friends, family, and
students from the Umed business school, most of whom belong to Generation Z. The sample
frame was selected based on accessibility and practical constraints, for example: Authors of
the study are international students in Umea therefore, the authors cannot gain responses from
the general public Gen Z cohort. We were faced with limitations in accessing the wider public
for primary data collection, as a result, the sample frame is confined to Gen Z respondents who
are in their immediate network and environment for collecting the data. The authors were faced
with geographical, language, and resource constraints, they face limitations in accessing a
wider public for data collection. The sampling frame used in this study was needed given the
practical challenges faced by the authors.

The sample chosen for this study consists of ages 18-24 and 25-27 (who are Ge Zs based on
the year they were born) and we decided to exclude Gen Zs under the age of 18 for reasons
such as minor respondents need permission from their guardians or parents which will lead to
complications in getting responses due to short time intended. And, respondents under the age
of 18 may not have the purchasing power and financial freedom to make purchases as they
intend. However, these inclusions and exclusions do limit the study’s generalizability of the
findings of the study.

In the study, the sample of friends, family, and university students introduces the sampling
bias. The respondents of the bias may have specific attitudes and behaviors toward digital
marketing, whereas other segments of the Gen Z population, such as minors under the age of
18 those who are not pursuing higher education and are well-aversed of the influence of digital
marketing. However, we suggest that the study’s findings should be read and interpreted with
caution as the sample used in the study may not capture the diversity and essence of the overall
Gen Z audience. For future research, we recommend using a more diverse and representative
sample that covers a broader spectrum of Generation Z. Additionally, incorporating more
precise demographic filters in the survey design will help further minimize the risk of coverage
and under-coverage biases, thereby enhancing the generalizability of the study's findings.

On the other hand, we decided to include the 18-24 and 25-27 age groups in the questionnaire
as it would be essential for capturing the nuanced differences in digital marketing responses
within the Gen Z cohort in the study. These age groups represent distinct stages of early
adulthood with varying life experiences and priorities. The 18-24 group typically consists of
university students and individuals at the beginning of their careers, who may be more
influenced by digital marketing strategies aligned with their educational and social activities.
Furthermore, the 25-27 age group generally includes individuals who are more established in
their careers and personal lives within the Gen Z cohort potentially resulting in different
purchasing behaviors and marketing responses. By examining and considering these
differences, the study aims to provide a comprehensive understanding of how marketing
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strategies can be tailored to meet the specific needs and preferences of each subgroup, leading
to more effective and targeted marketing approaches.

3.6 Limitations and Criteria

In terms of the methodological limitations seen in this study, such as the undercover and
coverage biases such as excluding the Gen Z respondents who are under the age of 18 means
that the findings will highly resonate with the attitudes and behaviors of the older respondents
of the Gen Z audience. On the other hand, this will limit the study’s relevance to the businesses
or marketers who are looking forward to understanding how digital marketing influences minor
(under the age of 18) teenage Gen Z consumers.

Secondly, including the older audiences of Gen Z (aged 18 and above) could make it difficult
to understand the characteristics, attitudes, intentions and behaviors of Gen Z consumers in
general. The sample consists of a convenience sample of family, friends, and business students
from Umea. This suggests the ability of the study to generalize the findings of the study to the
Gen Z population. Therefore we believe that the study may not capture the diversity and
characteristics of the Gen Z population when it comes to geographical, and socio-economic
status.

The study’s contribution to understanding the study should be attempted with caution, in terms
of acknowledging future research is required to understand a holistic understanding the Gen Z
consumers as the study captures only Gen Z audience above 18. A more representative sample
is required.

In conclusion, the population and sampling frame were selected for reasons such as practicality
and ethics, and the study’s limitations should be critically examined. Future studies could aim
to include a better-representing sample which can eventually address coverage and
undercoverage biases evident in this study.

3.7 Focus on Gen Z and Digital Marketing

For the study conducted we focused on understanding the influence of digital marketing on the
Gen Z attititudes and intentions towards the purchase decision-making process and Gen Z
consumer is evolving consumer base as of 2024. As students of Umeé university living in
Sweden, majority of the student population consists of the Gen Z population furthermore, Gen
Z being a demographic that is deeply reliant on digital technologies and given their preference
towards e-commerce purchase habits, use of digital platforms and online experiences,
(PwC,2019) combined with our interest towards digital marketing as master’s in marketing
students. By focusing the study on the modern Gen Z consumer, we aim to understand the
authentic and dynamic nature of how digital marketing channels impact the chosen
demographic cohort. Given that the Gen Z consumer is digitally savy and the first generation
to grow up with a vast technology penetration, we believe that understanding the digital
behavior of the modern Gen Z consumer is vital for business globally as they will take over
millennials and baby boomers consumers in the years to come.

On the other hand, digital marketing is ever-evolving and encompasses different segments. For
this study, we focused on social media marketing, email marketing and search engine
marketing. As, we believe that these digital touchpoints play a significant role in shaping the
perceptions of the Gen Z consumer. By focusing on how digital marketing influences the Gen
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Z consumers (attitudes and intentions) we seek to understand how different channels of digital
marketing shape the Gen Z consumer behaviors.

However, given the focus on Gen Z consumers and digital marketing channels provide valuable
insights into the modern consumer trends of an evolving consumer demographic, it is also
worthwhile to address the potential limitations. The digital marketing landscape is ever-
evolving; therefore this study may not present the full spectrum of how digital marketing
impacts the Gen Z consumer. Furthermore, the findings of this study may not be timeless and
universally applicable across all industries and demographics, given that consumer behaviors
and trends are ever-changing this presents an opportunity for emphasizing the need for
continuous research on an ever-evolving consumer segment.

3.8 Questionnaire and Constructs Design

To develop the questionnaire for the study we worked closely with the supervisor so that we
presented suitable questions for the respondents to understand their consumer behaviors for
the chosen topic of the study. We developed the constructs as follows.

Social media marketing Email marketing Search Engine Marketing
o User-generated o Personalization e User-generated content
content (UGC) e Mobile-optimized (UGO)
e Electronic Word of content e Short-form content
Mouth (e-WOM) e QGratification e Electronic word of
e Influencer marketing incentives mouth

3.9 Structure of the questionnaire

The questionnaire for the study commenced with a brief introduction to the topic of study,
purpose, objectives and ethical considerations to the respondents. The questionnaire was
anonymous, and we made sure to inform respondents in the introduction so that they were
allowed to display their authentic attitudes and interests with regards to questions in the
questionnaire. We included two age-based questions asking if the respondents were born after
the year 1996 and what age range, they belong to to make sure that the respondents of the
questionnaire reflected traits of Gen Z consumers.

The questionnaire consists of four main sections where we are dedicated to each of the
mentioned constructs above. With a total of 16 questions, we used likert scale ranging from
strongly agree to strongly disagree, so that we prompted the respondents to rate their
agreements or disagreements to the questions in the questionnaire tailored to each construct.
This approach helped us in terms of effectively streamlining the likelihood of obtaining
meaningful results.

e Social media marketing: We tailored two questions per each UGC, e-WOM, and
influencer marketing on Gen Z consumers.

e Email marketing: Two questions on each focused-on personalization, mobile
optimization and gratification incentives.
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e Search engine marketing: Two questions each focused on UGC, Short form content and
e-WOM.

In conclusion, we developed a structure and robust construct under the guidance of our
supervisor so that we focus on gathering enhanced comprehensive insights from Gen Z
consumers. We utilized Microsoft Forms for the questionnaire which facilitated a process of
efficient data collection and analysis.

3.10 Tools for analysing data

Data analysis is an important method of extracting meaningful insights from raw data,
enabling researchers to uncover patterns, trends, and relationships that inform decision-
making and drive progress in different fields of study. Whether it's identifying consumer
preferences, predicting market trends, or understanding complex phenomena, effective data
analysis is essential for seeing the valuable data and transforming information into actionable
knowledge. Furthermore, through data analysis, researchers can confirm or not the research
questions through findings assess theories, and formulate conclusions based on evidence, thus
supporting the credibility and trustworthiness of research outcomes. Through capabilities of
data analysis, researchers are given ability to identify significant societal issues, shape public
policy, Ultimately, data analysis identified as an essential tool for identifying the important
value within data, translating it into profound insights that helps advancement and enable
informed decision-making across research activities.

According to Treiman (2009 p.2-4) there are several important elements required to be taken
into consideration by researchers when they want to arrive at a meaningful answer to any
question. To translate the date for the research, Microsoft Excel has been identified as the tool
to help break down the collected data and provide the research with meaningful insights.
Alongside Excel, its two functions frequency tables and cross tabulation were used to help with
processing the data. Before the data was processed into Excel, SPSS, a statistical software was
used to break down the data from the questionnaire and then process it using Excel and its
features.

3.11 SPSS

IBM SPSS Statistics is a piece of software that takes in raw data and combines them into new
statistics that can be used as predictors (Griffith, A. 2010. P9). The two functions of the
software used for reading the data were cross-tabulation and frequencies to give us a graphics
and statistics to prove us with a better understanding of each variable.

3.12 Microsoft Excel

Microsoft Excel stands out as one of the most widely utilized spreadsheet programs, offering
researchers a comprehensive suite of analytical tools to explore and interpret quantitative data.
Excel's versatility extends to basic calculations and statistical analyses, enabling researchers to
calculate descriptive statistics such as mean, median, mode, standard deviation, and variance
in full detail. These measures provide important insights into the variability of the data, offering
researchers a full understanding of the dataset's characteristics.

Excel's tables can be described as a powerful feature for summarizing and analysing large
datasets. The tables facilitate dynamic reorganization and aggregation of data, enabling
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researchers to identify patterns and trends quickly. By inputting variables into rows, columns,
and value fields, customized summaries of the data can be created.

Furthermore, Excel's capabilities extend beyond basic statistical analyses. Researchers can
utilize its built-in functions and formulas to perform regression analysis, and other advanced
statistical procedures, making it a diverse tool for data exploration and interpretation in
quantitative research.

3.13 Cross Tabulation

Cross-tabulation, a fundamental statistical technique, plays a crucial role in exploring
relationships between categorical variables. It involves tabulating the frequency counts of
observations for each combination of variables, allowing researchers to examine how variables
are related to each other. In Excel, cross-tabulations can be created using the "PivotTable"
feature, the process that enables the visualization of relationships between categorical
variables. By selecting the variables of interest as row and column headers, researchers can
generate a contingency table that displays the frequency counts for each combination of
categories. This table can provide a visual representation of the relationship between the
variables, helping with the identification of patterns or associations.

Cross-tabulation proves particularly useful for identifying associations between categorical
variables and exploring subgroup differences within the dataset. By comparing the frequency
distributions of variables across different groups, through the tool patterns and trends can be
identified that may inform further analysis or help with more in-depth investigation.

3.14 Frequency Tables

Frequency tables serve as another valuable tool for descriptive analysis in quantitative
research, offering a systematic summary of the frequency counts or percentages for each
category of a variable. This approach provides insights into the distribution of the data and
helps with identifying unusual patterns within the provided data.

In Excel, frequency tables can be easily generated using the "PivotTable" feature or by
employing Excel functions such as "COUNTIF" or "FREQUENCY." These tables display the
number or percentage of observations falling into each category of the variable, offering a clear
visualization of the data's distribution. For the research PivotTable and FREQUENCY were
used to aid with visualisation.

Frequency tables prove particularly useful for summarizing categorical or ordinal variables and
for comparing the relative frequencies of different categories. By examining the distribution of
variables within the dataset, it becomes easier to understand if there is a need for further
investigation.

3.15 Data Analysis

As the initial step of the data analysis, we collected data through Microsoft forms which has an
automated Excel sheet where the responses get recorded, after successfully collecting the
desired number of responses we exported the Excel sheet and used SPSS software to analyse
the data.
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3.16 Ethical Considerations and Limitations

Main emphasis was on two key principles. Ethical conduct of the study and ensuring that the
respondents voluntarily participated in the questionnaire with the aim of anonymity and
confidentiality.

e To ensure that the respondents participate in the questionnaire voluntarily, we made
sure to include a brief introduction before they initiated to take part in the questionnaire
clearly stating that their responses are anonymous and as well as they have the option
to drop off from the questionnaire at their own will.

e To ensure the anonymous nature of the respondents we did not ask for any personal
data. However, we only asked for their age-related information so that we could confirm
that the responses were recorded from Gen Zs.

o To make sure that the data we collected is treated with utmost confidentiality, the data
is only available to use for the two students (authors) writing the thesis, and the data is
not shared among any third parties.

o [t is essential to inform that the data was collected according to ethical standards, The
target population of the study are individuals that are born on or after the year 1996
adhering to GDPR laws the data was collected within the university premises and social
media networks (when collecting data from family and friends)

e Non-random sampling was used to understand the reliability of the sample size and this
approach helped us to collect data within the specified demographic. However, it also
introduced biases and reduced the biases associated with the sample representation of
the questionnaire.

e We made sure to be transparent and authentic strictly following the feedback of the
supervisor and the Umed University thesis manual for the writing of the thesis and
collection and analysis of the collected data.

In conclusion, ethical considerations as suggested by the supervisor and the thesis manual from
the Umed University were referred to as needed throughout the study. However, regardless
there could be limitations associated with the study design demographic sample of study and
sampling methods used.

3 Data Analysis and Findings

In this section, we aim to conduct a data analysis of the collected data and findings from the
questionnaire that we developed for the study. We aim to understand the attitudes of Gen Z
consumers towards social media marketing, email, and search engine marketing and how their
attitudes impact purchase intentions. After the data analysis, we aim to understand if the data
collected for the study confirms or disconfirms the findings we built in the earlier stages of the
research.

For the data analysis and visualization, we used Microsoft Excel and SPSS. We used data

analysis methods such as frequency tables, cross-tabulation tables (to analyze the relationship
between two or more variables), and charts and diagrams to visualize the data.
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3.18 Age of the respondents

Out of the 144 responses we collected for the data analysis, the % of the respondents 83% who
took part in the questionnaire fall under the age category of 18-24, while only 17% of the
respondents fall under the 25-27 age category.

This cohort helps us to understand that the predominance of young 18-24 individuals who are
in their early twenties represent a well-versed with new technologies, one factor that would
have aided this significant number of responses would be majority of the responses were from
the Umed University business school segment.

Age of the Respondents

m 18-24 = 25-27

Figure 2 Age distribution chart

What age group do you belong to?
Frequency @ Percent Valid Perceninulative Percent

Valid 18-24 120 83,3 83,3 83,3
25-27 24 16,7 16,7 98,6
Total 144 100,0 100,0 100,0

Figure 3 : Age Frequency Table
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4.2 Cross-tabulation of social media marketing data analysis

e Age group and Q1: I trust recommendations from social media influencers when
making purchasing decisions

60
50
40
30
20

10

Strongly agree Agree Neither agree nor disagree Disagree

W 18-24 m25-27

Figure 4 Data chart Q1

Social Media Marketing.l trust recommendations from social me«Total

Strongly agree  Agree Neither agre(Disagree
What age grc 18-24 57 54 2 7 120
25-27 7 13 3 1 24
Total 64 67 5 8 144

Figure 5 Cross-tabulation of age and Q1

The data analysis indicates a significant trend across the two age groups, indicating a strong
positive indication towards trusting social media influencers when making purchasing
decisions by 18-24 and specifically, over 90% of respondents in the 18-24 Gen Z age group
either strongly agree or agree with the statement on the questionnaire reflecting a highly
significant level of trust in influencer marketing within respondents of the survey. This high
level of agreement towards the research question suggests that there is a significant positive
correlation between age and the perceived effectiveness of influencer marketing, highlighting
that Gen Z audiences are particularly receptive to it.

These findings help us understand that younger older audience of the Gen Z auduence are
highly influenced by social media recommendations online, which may signal a broader
generational shift in ways in which how marketing strategies impact purchase decisions. On
the other hand 25-27 age group shows slightly lower levels of strong agreement, indicating a
potential decline in terms of trusting influencers as consumers age, though a majority still
express agreement. This variation help us understand the importance of understanding how
trust in influencer marketing evolves with age.

To gain further insights, additional analysis could compare these results with responses to other
relevant questions in a broader Gen Z segment or evaluating against other age groups such as
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millenials and baby boomers. Exploring these correlations could help us understand how
different types of social influences such as whether from online influencers or personal
connections can differ across age groups and their respective impacts on purchasing behavior.

By effectively highlighting these age-related differences in trust towards social media
influencers, the findings of the research question help us directly address key research
questions and underscore the need for tailored marketing strategies per age segment and alsp
understanding how it is crucial for developing effective marketing campaigns that engage
different age demographics and leverage the most influential digital or traditional channels for
each group

e Age group and Q2 correlation: Social media influencers play a significant role in
influencing my purchase choices.
70
60
50
40
30
20

10

0 | . mmn BN |

Strongly agree Agree Neither agree nor Disagree
disagree

m18-24 m25-27

Figure 6 Data chart Q2

Social Media Marketing.Social media influencers play a significe Total

Strongly agree  Agree Neither agre(Disagree
What age grc 18-24 65 46 3 6 120
25-27 6 13 4 1 24
Total 71 59 7 7 144

Figure 7 Cross-tabulation of age and Q2

The findings highlight a significant trend across Q1 and Q2, showcasing a strong positive
impact towards influencer marketing on social media channels, particularly among 18-24
respondents of the questionnaire. Specifically, over 90% of individuals in the 18-24 age group
either strongly agree or agree with the statement on the effectiveness of influencer marketing,
mirroring the positive pattern as observed in Q1. This level of positive agreement suggests a
notable positive correlation between age and perceptions of influencer marketing, to the Gen
Z audience indicating that younger audiences (18-24) are especially receptive to social media
influencers influencing their purchase decisions. This pattern reflects a very high generational
shift in terms of how incorporating influencers in marketing campaigns can lead to highly
influencing age ranges such as 18-24.
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To gain a broader understanding of the matter, It would be better to compare these findings
from different age group segments such as Gen Zs under the age of 18 and other generational
groups such as millennials and baby boomers.Moreover, investigating the relationship between
age and other factors, such as the efficiency of various digital platforms or the impact of peer
recommendations and endorsements, can offer a more holistic understanding of how social
influence differs across age groups such as millennials. For example, examining the differences
in how significant influencer marketing is perceived on platforms such as Instagram compared
to Facebook or other channels such as Pinterest, helps us to evaluate the effects of different
types of recommendations that might influence each segment in a much more deeper level.

Trying to grasp how well age impacts perceptions of influencer marketing is vital for
investigating the research questions on the questionnaire. Aiming to recognize how well link
is significant between age and the impact factors of influencer marketing provides insight into
the aspects influencing consumer behavior across different age groups, This needs to be
thoroughly developed to help create specific marketing plans for businesses, that enable brands
to connect with various age groups and adjust their strategies to make the most of social media
impact evident through the findings.

e Age group and Q3 correlation: I often encounter product or brand recommendations
from friends or family on social media.
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Figure 8 Data chart Q3
Social Media Marketing.l often encounter product or brand recommendations Total
Strongly agree  Agree Neither agre«Disagree Strongly disagree
What age grc 18-24 66 48 3 2 1 120
25-27 7 16 1 0 0 24
Total 73 63 5 2 1 144

Figure 9 Cross-tabulation of age and Q3

This analysis helps us understand, that encountering product or brand recommendations from
friends or family on social media is highly anticipated across both the 18-24 and 25-27 age
groups, with a particularly high frequency in the 18-24 Gen Z group. Specifically, 95% of
respondents aged 18-24 report encountering these recommendations frequently on online
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platforms, highlighting a significant influence of peer recommendations from family and
friends in their social media experience. In comparison, 95.9% of the 25-27 age group also
report similar experiences, but with a slightly lower proportion of strong agreement, unlike
the 18-24 category. This suggests that while peer recommendations remain influential, their
impact may vary by age as seen by the findings of the research question.

To understand the potential differences further, it would be valuable to examine how different
digital channels such as Instagram vs. Facebook or what types of recommendations (e.g.,
organic shares or reviews from a consumer perspective might influence these perceptions.
Furthermore, beginning to investigate on how other intervening variables, such as the level
of engagement for the recommendation or the nature of the relationship between the
recommender (family or friend) and the respondent, affect the impact of these
recommendations could provide deeper insights for understanding further.

For example, examining the trust level of the recommender or the type of product being
recommended impacts the frequency and strength of agreement with the recommendations
among respondents would be a way in which this relationship can be further researched.

By effectively incorporating further elements as discussed above, the current and future
studies could more effectively tackle the research questions, offering a holistic understanding
of how endorsements from friends and family on social platforms influence purchase

choices among various age groups online. This method would assist in determining trends
and patterns that extend beyond the findings of this study providing a broader understanding
of the interactions involved.

e Age group and Q4 correlation: Recommendations or reviews from people I follow on
social media influence my purchase decisions.
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Figure 10 Data chart for Q4
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Social Media Marketing.Recommendations or reviews from people Total

Strongly agre Agree Neither agre«Disagree Strongly disagree
What age grc 18-24 74 41 3 1 1 120
25-27 10 14 0 0 0 24
Total 84 55 3 1 1 144

Figure 11 Cross-tabulation of age and Q4

As per the findings specifically, 74% of respondents in the 18-24 age group and approximately
42% of the 25-27 age either strongly agree or agree that these recommendations influence their
purchasing behavior positively. This indicates a significant level of influence from social media
recommendations in both Gen Z age demographics but with a markedly stronger effect on the
18-24 age group of the respondents.

A significant difference between the two age groups highlights significant differences in how
social media reviews impact purchasing decisions. Among the 18-24 age group, 74 respondents
(62%) strongly agree with the influence of social media recommendations whereas, compared
to only 10 respondents (42%) in the 25-27 age group. This suggests that younger consumers
are more likely to be influenced or swayed by social media endorsements than their slightly
older counterparts, pointing to a possible generational shift in the effectiveness of social media
marketing as evident by the findings above.

In addition to this, further analysis should be involved in terms of examining how this influence
compares with other factors, such as the frequency of seeing the recommendation or review or
if it is based on the types of social media platforms used. The findings of the study help us
understand how platforms such as social media recommendations and reviews influence and
shape Gen Z consumer behaviors by age.

These findings contribute to understanding how social media recommendations shape
consumer behavior differently across age demographics. These findings further emphasize that
marketing campaigns need to be tailored by age group and those could take into consideration
what drives each age segment to drive their purchase decision process.They ensure that
campaigns effectively engage the target audience based on their specific social media behaviors
and preferences.

e Age group and Q5 correlation: I frequently engage with user-generated content (e.g.,
comments, likes, shares) related to products or brands on social media platforms.
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Figure 12 Data chart for Q5
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Social Media Marketing.l frequently engage with user-generated cc Total

Strongly agre Agree Neither agre«Disagree Strongly disagree
What age grc 18-24 68 46 3 2 1 120
25-27 7 14 3 0 0 24
Total 75 60 6 2 1 144

Figure 13 Cross-tabulation of age and Q5

The findings on how well the engagement with user-generated content related to products or
brands on social media reveal significant differences between age groups. Among
respondents aged 18-24, a notable 68% strongly agree and 38% agree that they frequently
engage with such content. In addition to this, for the 25-27 age group, 29.2% strongly agree
and 58.3% agree with this statement. This indicates a clear trend where younger Gen Z
individuals (18-24) are more actively engaged with user-generated content on online channels
compared to their slightly older counterparts.

The high levels of agreement in the 18-24 age group suggest that this demographic is
particularly engaged on several different social media interactions daily, such as comments,
likes, and shares related to products or brands. This behavior highlights the significant value
of user-generated content as a significant factor in their social media experience and potential
purchasing decisions for businesses Conversely, while engagement is still present in the 25-
27 age group, the lower percentage of strong agreement indicates that user-generated content
may play a less central role in their social media interactions and this could be due to several
different factors such as, UGC may or may not be catered to this segment.

To gain a deeper understanding of this topic, a further analysis could explore how
engagement with user-generated content correlates with other variables, such as the
effectiveness of influencer marketing or the frequency of encountering recommendations as
discussed previously, and also diving in deep into understanding what type of UGC are
encouraged by both of the age segments. Examining how different types of user-generated
content on channels such as TikTok affect engagement across age groups could provide
additional context. For example, assessing whether younger Gen Z individuals engage more
with certain content formats or platforms could refine marketing strategies for businesses.

These findings underline the varying levels of engagement with user-generated content across
age demographics, therefore emphasizing the need for targeted social media strategies.
Understanding these differences allows brands to tailor their approaches when trying to
influence consumer decisions by focusing on user-generated content that resonates most with
each age group, thereby enhancing engagement and potentially influencing purchasing
behavior more effectively.

e Age group and Q6 correlation: I am more inclined to interact with user-generated
content that aligns with my interests or experiences.
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Figure 14 Data chart for Q6

Social Media Marketing.| am more inclin Total

Strongly agre Agree Neither agree nor disagree
What age grc 18-24 71 48 1 120
25-27 7 14 1 24
Total 78 62 2 144

Figure 15 Cross-tabulation of age and Q6

The findings indicate a strong preference for engaging with user-generated content that aligns
with personal interests or experiences across different age groups, as per the findings of
respondents aged 18-24, show 71% strongly agree and 40% agree with the statement,
reflecting a high inclination and preferences to engage with content that resonates with their
individual preferences. In terms of comparison, the 25-27 age group shows a lower level of
strong agreement, with only 29.2% strongly agreeing and 58.3% agreeing. This suggests that
while there is still significant engagement from the 18-24 with relevant user-generated
content among the older age group, it is less evident compared to the younger Gen Z
demographic.

The noticeable difference among the various age groups emphasizes a difference in
perception and engagement with user-generated content across generations. Younger
individuals (ages 18-24) show a stronger connection between their interests and how they
engage with content, showing that relevance is key in their involvement and engagement. In
the 25-27 age group, most still believe alignment is important, but fewer strongly agree,
indicating their interactions may be influenced by factors other than personal interests, like
social or professional concerns, which could be based on where life stages.

To explore these trends more deeply, additional and further analysis could investigate how
the importance of user-generated content influences the levels of engagement on various
social media platforms. Examining different age groups are influenced differently by specific
types of content (such as reviews, posts, or shares) could offer a better profound

41



understanding. Furthermore, examining how individual interests coincide with engagement
metrics could provide further insight into the reasons behind user engagement based on
different age groups.

These results provide an important understanding of how age-related variances impact
interaction with user-generated content material. They emphasize the significance of
customizing content to match the preferences and backgrounds of various demographic
segments to increase engagement and impact. Brands can improve their engagement
outcomes by executing and implementing more targeted social media strategies that connect
with diverse audiences through understanding their preferences.

In conclusion, the individual contributions of influencer marketing, user-generated content,
and electronic word of mouth as the intermediary factors between social media marketing and
purchase intention of the Gen Z population are evident to vary in differences across different
age groups. In terms of influencer marketing, for respondents of 18-24, this segment
demonstrates influencer marketing as a strong driver to influence purchase intentions, in
addition to this this audience group demonstrates a high level of trust and engagement with
influencers on social media, suggesting that influencer endorsements help significantly shape
attitudes and intentions towards purchasing decisions. The impact seen is somewhat less in
the slightly older Gen Z group (25-27), indicating that influencer marketing's effectiveness
may diminish slightly with age within this generation as seen through findings.

On the other hand, user-generated content also plays a significant role, particularly among
the 18-24 age group, where the alignment with personal interests or experiences drives
significant engagement and influences the age group when it comes to purchase intentions.
This indicates that UGC serves as a strong tool for businesses to connect with younger Gen Zs,
by influencing their attitude and intention towards their purchase decisions by creating a sense
of authenticity and relatability evident through findings. It is indicated that for 25-27-year-old
respondents, the influence of UGC is not as strong as the other group (younger group), though
it could be an element that drives their purchase decisions. There could be other factors that
25-27 age cohort considers other than UGCs.

Electronic word of mouth (eWOM), which includes recommendations and reviews shared
by peers or trusted individuals on social media, leads to purchase intentions by leveraging
social proof and trust within peer networks (friends and family). While both age groups
recognize the value of eWOM, its impact is highly prominent among the younger segment,
where peer influence is particularly very strong in this area.

In summary, while all three factors influencer marketing, UGC, and eWOM contribute to
shaping the purchase intentions of Gen Z segments as evidenced by findings, their influence is
more pronounced in the younger segment (18-24). However, we see that for the 25-27 there
could be other elements in consideration other than the intermediary factors discussed, this
presents an opportunity to dive deep into understanding what other external factors could
influence or de influence 25-27 cohort when influencing attitudes and intentions when making
purchase decisions. Brands aiming to target Gen Z should consider these differences and tailor
their social media marketing strategies accordingly to maximize impact across different age
groups within this generation.

4.3 Cross-tabulation of e-mail marketing data analysis
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e Age group and Q7 correlation: I am likely to interact with an email that greets me by
my name and offers personalized product recommendations tailored to my interests and
past purchases.
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Figure 16 Data chart for Q7

E-mail Marketing .| am likely to interact with an email that greets me Total

Strongly agre Agree Neither agre(Disagree Strongly disagree
18-24 84 30 1 3 2 120
25-27 7 9 6 2 0 24
91 39 7 5 2 144

Figure 17 Cross-tabulation of age and Q7

Among the 18-24 age group, a significant majority (70%) of the respondents strongly agree
with the statement, indicating a high level of receptiveness to personalized emails that greet
them by name and offer tailored product recommendations based on their interests and past
purchases. This strong agreement indicates to us that personalized email marketing is a highly
effective strategy for engaging younger Gen Z consumers specially when it comes to 18-24
segment. An additional 25% agree with the statement, with only a small fraction expressing
neutrality or disagreement.

In addition to this, the 25-27 age group shows a more diverse range of responses. While a
smaller proportion (29.2%) strongly agree, a notable segment (37.5%) merely agree, and a
significant portion (25%) remain neutral, indicating a less enthusiastic response to personalized
email marketing in this slightly older Gen Z demographic. This difference in responses by the
25-27 audience indicates to us that as Gen Z consumers age, their responsiveness to
personalized emails may diminish, possibly due to evolving preferences or increased exposure
to marketing campaigns on a day-to-day basis.

The differences between these two age groups highlight the need for a more differentiated
approach to marketing strategies that consider the varying levels of engagement and
effectiveness across different segments within Gen Z. While personalized email marketing is
effective for younger Gen Z individuals, alternative or supplementary strategies in terms of
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online or traditional marketing might be necessary to maintain engagement with the older
segment of the Gen Z generation.

To further refine these insights, additional analysis could explore how other digital marketing
channels or intervening factors, such as the frequency of email interactions or the type of
products being recommended, could help to understand these patterns. Understanding these
nuances could help marketers better target their campaigns and address the evolving needs and
preferences of different age groups within Gen Z.

e Age group and QS8 correlation: It is important for me to receive emails that are
personalized and catered to my individual preferences and interests.
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Figure 18 Data chart for Q8

E-mail Marketing .Itis important for me to receive emails that are pe Total

Strongly agre Agree Neither agre¢Disagree Strongly disagree
18-24 80 32 1 5 2 120
25-27 7 9 6 2 0 24
87 41 7 7 2 144

Figure 19 Cross-tabulation of age and Q8

For the 18-24 age group, a substantial majority (66.7%) strongly agree that personalized
emails tailored to individual preferences and interests are important to them as evidenced by
the findings. With an additional 26.7% agreeing. This high level of agreement indicates that
personalization in email marketing is highly valued by younger Gen Z individuals in the 18-
24 cohort, suggesting that they are more likely to engage with and respond positively to
emails that cater to their specific interests and based on past interactions. The relatively low
levels of disagreement (6.7%) and strong disagreement (1.7%) further underscore the
importance of personalization for this demographic.

In addition to this, the 25-27 age group shows a lower emphasis on personalized emails given
only 29.2% strongly agree with the importance of personalization, and 37.5% agree, while
25% of the respondents remain neutral. This helps us understand a more moderate
appreciation for personalized email marketing compared to the younger group within the Gen
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Z cohort. The absence of strong disagreement in this group (0%) suggests that while
personalization is still valued, it is not as crucial for this slightly older demographic as it is for
their younger counterparts.

Th findings highlight a significant age-related difference in the value placed on email
personalization as seen on the previous research questions as well. Younger individuals (18-
24) demonstrate a stronger preference for personalized communication in their emails,
suggesting that marketers should prioritize personalization and customization and relevance
in their email strategies for this age group. For the 25-27 age group, while personalization
remains important, it may be beneficial to explore additional factors or channels that could
enhance engagement, at least for the 25-27 cohort such as integrating personalization with
other digital marketing efforts or addressing different aspects of their purchasing motivations.

Further analysis could delve into how these preferences for personalization interact with other
variables, such as the frequency of email interactions or the impact of different types of
digital communications. Understanding these nuances can help improve email marketing
strategies to better address the specific needs and preferences of each age group.

e Age group and Q9 correlation: I engage with an email that is well-optimized for
viewing and interacting on my mobile device.
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Figure 20 Data chart for Q9

E-mail Marketing .| engage with an email that is well-optimized for v Total

Strongly agre Agree Neither agre«Disagree Strongly disagree
18-24 82 32 2 2 2 120
25-27 6 9 8 1 0 24
88 41 10 3 2 144

Figure 21 Cross-tabulation of age and Q9

18-24 age cohort indicates that a significant majority (68.3%) strongly agree that they engage
with emails that are well-optimized for mobile viewing, with an additional 26.7% agreeing that
this high level of agreement highlights the importance of mobile optimization for younger Gen
Z individuals as reflected in the study and reflecting their strong preference for seamless and
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accessible email experiences on their mobile devices. It is also evident that the minimal levels
of disagreement (1.7%) and strong disagreement (1.7%) further showcase to us that this
demographic shows substantial value in the functionality of emails across mobile platforms
such as being able to view the email on their phones.

In contrast, the 25-27 age group shows an insignificant emphasis on mobile optimization. Only
25% strongly agree, and 37.5% agree, with 33.3% remaining neutral regarding the asked
research question. This suggests that while mobile optimization is still relevant, it is not as
important or critical for this slightly older Gen Z group compared to their younger counterparts.

The relatively higher levels of neutrality and the minimal disagreement (4.2%) suggest that this
age group might be less focused on the mobile optimization of emails or might engage with
emails across various devices. These findings indicate to us that the differences in priorities
between age groups regarding email optimization. For the 18-24 age group, mobile
optimization is crucial, indicating that email marketing strategies should prioritize mobile-
friendly designs to enhance engagement with this demographic. Conversely, the 25-27 age
group shows more variation in their engagement with mobile-optimized emails, suggesting that
while mobile optimization is still beneficial, marketers might need to consider other elements
or device preferences for this group.

Further research could be beneficial to explore and understand how these preferences for
mobile optimization intersect with other variables, such as email content type or frequency,
and how they affect overall engagement and purchasing behavior. Understanding these
differences can help in terms of developing effective and tailored email marketing strategies
for different age segments as evident in the findings.

e Age group and Q10 correlation: I find it frustrating when I receive emails that are not
properly optimized for viewing on my mobile device.
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Figure 22 Data chart for Q10
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E-mail Marketing .l find it frustrating when | receive en Total

Strongly agre Agree Neither agre(Disagree
18-24 73 43 2 2 120
25-27 8 9 5 0 22
81 52 7 2 142

Figure 23 Cross tabulation of age and Q10

For the 18-24 age cohort, a significant level of majority (60.8%) strongly agree that they find
it frustrating when emails are not properly optimized for mobile viewing, with an additional
35.8% agreeing. This high level of frustration underscores the critical importance of mobile
optimization for this younger demographic 18-24. The minimal levels of neutrality (1.7%)
and disagreement (1.7%) suggest that poor mobile optimization is a significant issue for this
group, showcasing a strong expectation for a mobile-friendly email viewing experience.

In contrast, the 25-27 age cohort shows us that lower level of frustration, with only 36.4%
strongly agreeing and 40.9% agreeing that non-optimized emails are frustrating. The higher
levels of neutrality (22.7%) and the absence of disagreement suggest that while mobile
optimization is still valued, it is not a significant issue to the concern for this slightly older
age group compared to the 18-24 segment. This variation of difference may reflect different
usage patterns or levels of tolerance for an unoptimized mobile email experience among older
Gen Z individuals.

These findings show us that the importance of mobile optimization in email marketing,
particularly for the 18-24 age group, is very important, where the impact of poorly optimized
emails is more pronounced. For this demographic, ensuring that emails are mobile-friendly is
essential to avoid frustration and enhance engagement.

Meanwhile, while mobile optimization remains important for the 25-27 age group, the
insignificant levels of frustration suggest that marketers might have more flexibility in
enquiring on mobile optimization without significantly impacting engagement.

Further analysis is needed and this could examine how mobile optimization interacts with
other factors such as email content and frequency, and how these interactions affect overall
engagement and consumer behavior across different age groups as evident in the findings
Understanding these dynamics can help in executing a more effective email marketing
strategies tailored to the preferences and tolerance levels of different age segments.

e Age group and Q11 correlation: 1 am likely to purchase after receiving an email that
offers exclusive discounts or promotional codes.
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Figure 24 Data chart for Q11

E-mail Marketing .| am likely to make a purchase after receiving an Total

Strongly agre Agree Neither agre¢«Disagree Strongly disagree
18-24 66 47 1 3 3 120
25-27 7 10 5 2 0 24
73 57 6 5 3 144

Figure 25 Cross-tabulation of age and Q11

For the 18-24 age cohort, a high majority (55%) strongly agree that they are likely to make a
purchase when offered exclusive discounts or promotional codes via email communication,
with an additional 39.2% agreeing to the research question. This helps us to understand that a
strong responsiveness to promotional emails from brands within this younger demographic,
highlights that there is a high effectiveness of email marketing strategies that focus on
discounts and exclusive offers for the 18-24 cohort. The minimal number of respondents who
are neutral (0.8%) or disagree (5%) reinforces the idea that this age group is highly motivated
by such incentives and has a high potential to influence their purchase decisions.

In contrast, the 25-27 cohort shows a slightly lower interest for making purchases based on
promotional emails they get online, with only 29.2% strongly agree, and 41.7% agree with
the statement, while a larger portion of this group remains neutral (20.8%) or disagrees
(8.3%). This suggests that while discounts and promotional codes are still influential when
making purchase decisions, they may not be as highly compelling for this older segment of
Gen Z. of 25-27. The higher levels of neutrality and disagreement in this group indicate that
other factors may also play a significant role in their purchase decisions, such as product
relevance, brand loyalty, or the perceived value of the offer to make a purchase decision. i.e.
they may not solely make a purchase impulsively then they read emails with promos, but
rather take time and make purchases.

Findings help us understand that while promotional emails are a powerful tool for driving
purchases among younger Gen Z consumers (18-24) cohort, their impact may be less
impactful in slightly older members of this generation (25-27) based on factors outside the
study. Marketers targeting the 18-24 age group should continue to leverage exclusive
discounts and promotional codes, as these elements are likely to yield high engagement and
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conversion rates for brands However, for the 25-27 Gen Z demographic cohort, a more
differentiated approach that combines promotions with other value propositions, such as
personalized product recommendations or loyalty rewards, and other offers etc. may be

needed to achieve similar results to a great extent.

Opportunity to further analyze this topic could help to understand and determine how
different types of promotions (e.g., percentage discounts vs. free shipping, etc.) affect the
likelihood of purchasing across age groups of Gen Zs, as well as how the frequency of getting
emails and day and time of these promotional emails influence their effectiveness and their
relevance to the receivers. Understanding these differences will help in refining email
marketing strategies to better cater to the different segments of motivations within the Gen Z
audience.

e Age group and Q12 correlation: I value receiving rewards or incentives (e.g., loyalty
points, freebies, discounts) through email marketing campaigns.
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Figure 26 Data chart for Q12

E-mail Marketing .| value receiving rewards or incenti' Total

Strongly agre Agree Neither agre«Disagree
18-24 60 56 0 4 120
25-27 9 9 3 3 24
69 65 3 7 144

Figure 276 Data chart for Q12

According to the 18-24 cohort, a significant majority (50%) strongly agree that they value
receiving such rewards or incentives, with an additional 46.7% agreeing. This shows that
nearly all respondents within this younger Gen Z demographic place a significant value on
email campaigns that make offers such as tangible benefits, making these types of incentives
a highly effective tool for engaging and retaining this audience. Only a small fraction (3.3%)
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of this group disagrees, indicating a strong overall preference for rewards-based marketing by
brands.

On the other hand, the 25-27 age group showcases a more different response in this scenario.
While 37.5% of respondents strongly agree and another 37.5% agree with the value of
receiving rewards through email communications by brands, responses from this age cohort
around 12.5% remain neutral, and 12.5% disagree. This data suggests that while a majority of
this older Gen Z segment still values incentives, However, there is a significant portion that
may be not highly motivated by rewards or may prioritize other factors, such as the relevance
of the marketing communications to them. i.e there may be other factors influencing 25-27
cohorts purchase decisions.

Findings state that email marketing campaigns featuring rewards or incentives are
particularly effective for the 18-24 age group as evident by the findings, where the
overwhelming preference for such offers suggests they are likely to drive high levels of
engagement and conversion for brands. For the 25-27 age group, however, marketers may
need to adopt a more tailored approach, as discussed above, there could be other factors.
Potentially combining incentives with other personalized content to maintain interest and
effectiveness is important when communicating to the 25-27 cohort.

In conclusion, given that rewards and incentives are ideal to use across both age groups, their
impact is more seen among the younger Gen Z segment. Marketers should consider these
preferences when designing email campaigns, focusing on maximizing the appeal of rewards
for the 18-24 demographic to improve engagement and conversions, while ensuring that
campaigns targeting the 25-27 group offer a balanced mix of incentives and other relevant
content to cater to their broader interests. This presents an opportunity to further research on
what resonates to 25-27 in terms of what elements this cohort takes into consideration when
making a purchase decision.

In conclusion, to align with the research question RQ2, The findings indicate distinct
contributions of personalization, mobile optimization, and gratification incentives in shaping
the purchase intentions of Gen Z, with variations of responses between the 18-24 and 25-27
age cohorts. In terms of personalization, the findings of the 18-24 cohort indicate that
personalized emails significantly enhance and improve relevance and connection, leading to
higher engagement and action when it comes to their attitudes and intentions leading to
influencing their purchase decisions with the majority of the respondents agreeing, This
factor is important for driving purchase intentions among younger consumers of this cohort.
In comparison, for the 25-27 age cohort, the impact of personalization is lower, indicating
that while personalization is still valuable, it plays a lower impact in terms of their attitudes
and intentions influencing their purchase decision-making process On the other hand, The 18-
24 cohort shows a strong preference for mobile optimization emails, and indicating their
frustration when having to engage with content that is non-optimized for mobile viewing and
showcasing that the importance of accessibility and user-friendly mobile design. For the 25-
27 age cohort, although mobile optimization remains relevant and important, its importance is
not very strong compared to the 18-27 cohort, indicating a shift towards other influencing
factors when it comes to attitudes and intentions influencing their purchase decisions.
Furthermore, in terms of gratification incentives, exclusive discounts and offers, rewards are
powerful motivators for the 18-24 age group when aiding their purchase decisions,in terms of
encouraging to drive higher engagement and conversions. These elements significantly
impact their purchase decisions. Conversely, the 25-27 group also shows interest in
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promotional offers, suggesting that while still influential, may not be a significant factor
driving these incentives to be less compelling compared to the younger segment.

In summary, personalization, mobile optimization, and gratification incentives each play a
significant role in shaping purchase intentions among the Gen Z cohort, with distinct effects
across age groups. For the 18-24 demographic, these factors are highly influential, driving
significant engagement and conversions. In comparison, the 25-27 age group values these
elements to a lower extent, suggesting that while they remain relevant, their impact is likely
to diminish with age. Future research should focus on dissecting the unique contributions of
each factor more precisely and exploring how their influence evolves across different age
segments and also what other external factors are taken into consideration by 25-27 when
making their purchase decisions. This deep diving will provide valuable insights for tailoring
marketing strategies to effectively address the attitudes and intentions influencing the
purchase decision making process within Gen Z.

4.4 Cross-tabulation of search engine marketing data analysis

e Age group and Q13 correlation: I like to consume visual and short-form content (e.g.,
videos, infographics) on search engine results pages (SERPs) when searching for
product information.
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Figure 27 Cross-tabulation of age and Q13

Search Engine Marketing .l like to consume visual and short-form c: Total

Strongly agre Agree Neither agre«Disagree Strongly disagree
18-24 82 33 3 1 1 120
25-27 12 9 3 0 0 24
94 42 6 1 1 144

Figure 28 Data chart for Q13

According to the findings, 18-24 age group, a substantial majority (82 out of 120, or
approximately 68.3%) strongly agree that they prefer and would like to get search results on
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visual and short-form content such as videos and infographics when searching for product
information on SERPs such as Google, Bing etc. additionally respondents around 27.5%
agree with this preference, making it very evident that this younger segment of Gen Z (18-
24) highly values visually engaging and concise content in their online search experiences.
Only a fraction of the respondents expressed neurality and disagreement, showcasing that the
importance of these content formats online in influencing their search behavior when
searching for product information.

In comparison, the 25-27 age group, while still showing a preference for visual and short-
form content, exhibits a positive preference towards the research question, about 50%
strongly agree, and 37.5% agree with the research question where indicating that while visual
content remains important, it may not be as essential for this slightly older segment. No
respondents in this group strongly disagreed or disagreed, but a small portion (12.5%) neither
agreed nor disagreed, suggesting variation of approach to content consumption in search
results.

These findings depict that visual and short-form content are powerful for engaging the
younger 18-24 Gen Z cohort on SERPs such as Google and Bing etc. Businesses and
marketers targeting this demographic segment should prioritize incorporating such content
into their search engine marketing strategies to align with the clear preference of this group.
This could be forms such as TikTok videos and YouTube shorts etc. Meanwhile, for the 25-
27 cohort, while visual content remains effective for this audience, marketers would want to
test and understand to reach and consider a more balanced approach, integrating visual
elements with other content formats to cater to the slightly more diverse preferences of this
older Gen Z segment.

Visual and short-form content on SERPs play an essential role in shaping the search behavior
and product information consumption online of Gen Z audiences, especially among the
younger 18-24 demographic segment. This could help businesses to understand their
preference to build tailored marketing campaigns to gain engagement from Gen Zs.
Furthermore, Opportunities for future research on this area can be around what type of short
form content that Gen Zs prefer is it TikTok videos or Short videos on online channels in
general etc.

e Age group and Q14 correlation: When presented with visual and short-form content
on search engine results pages (SERPs), I am likely to engage with it by clicking,
watching, or sharing.

52



90
80
70
60
50
40
30
20
10
) L] = _

Strongly agree Agree Neither agree nor disagree Disagree

H18-24 m 25-27

Figure 29 Cross-tabulation of age and Q14

Search Engine Marketing .When presented with visuz Total

Strongly agre Agree Neither agre«Disagree
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Figure 30 Data chart for Q14

Findings indicate that18-24 age group, maintains a strong majority (65.8%) of respondents
strongly agree that they are likely to engage with visual and short-form content on SERPs by
clicking, watching, or sharing it. An additional 31.7% of respondents of the same age group
agree with this behavior, indicating that this younger cohort of Gen Z is highly responsive to
visually engaging content on SERPs. The minimal number of respondents who neither agree
nor disagree (1.7%) or disagree (0.8%) reinforces the high effectiveness of these content
formats in capturing the attention and driving engagement among this 18-24 age cohort.

On the other hand the 25-27 age cohort, while still depicting a highly positive response,
demonstrates that there is positive levels of engagement. Approximately 54.2% strongly
agree that they are likely to engage with visual and short-form content on SERPs, and 33.3%
agree, indicating that while this type of content is still effective, it may not be as universally
compelling for this older segment of the overall Gen Z cohort. A small amount of responses
of respondents (4.2%) neither agree nor disagree, and 8.3% disagree, suggesting a different
level of level of engagement in this group.

Findings showcase that visual and short-form content on SERPs is specifically very effective
in driving engagement among the younger 18-24 Gen Z cohort which would lead to better
engagement levels, with a strong likelihood of interacting through clicks, views, and shares.
Businesses aiming to reach the Gen Z cohort should prioritize incorporating such content into
their search engine marketing strategies on channels like Google for example to maximize
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engagement. For the 25-27 age group, while visual content remains an important factor,
There may need to explore different strategies to fully capture the interest and engagement of
this 25-27 segment. The content may need to be different when tapping into both segments
though the segments fall under the Gen Z category.

Visual and short-form content on SERPs is a powerful way to engage Gen Z; its effectiveness
is most effectively seen among the younger 18-24 demographic. Understanding these
engagement patterns can help marketers tailor their strategies to better meet the preferences
and behaviors of different age segments within Gen Z by businesses.

e Age group and Q15 correlation: I trust user-generated content (e.g., reviews,
comments) displayed on search engine results pages (SERPs) when making
purchasing decisions.
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Figure 31 Cross-tabulation of age and Q15

Search Engine Marketing .| trust user-generated conte¢ Total

Strongly agre Agree Neither agre«Disagree
18-24 78 38 3 1 120
25-27 12 9 3 0 24
90 47 6 1 144

Figure 32 Data chart for Q15

Findings showcase a strong level of trust for user-generated content on search engine results
pages among both age segments of the Gen Zs. In the cohort of 18-24 and 25-27 age groups
within Gen Z, particularly in terms of when it comes to making purchasing decisions. In the
18-24 age group, a significant majority (65%) strongly agree that they trust UGC-like reviews
and comments on SERPs, with another 31.7% of respondents agreeing. This significant level
of trust highlights the influence that UGC has on the purchasing behaviors of the younger
Gen Z cohort. A fraction of respondents who neither agree nor disagree (2.5%) or disagree
(0.8%) further helps us understand the overall effectiveness of UGC in terms of shaping
purchasing decisions within this demographic.

For the 25-27 age group, the oldest of the Gen Z cohort took part in the study, the responses

are similarly positive, though slightly lower when compared. About 50% of respondents
strongly agree that they trust UGC on SERPs, and 37.5% agree, indicating that this content
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type is still highly influential when it comes to making purchase decisions, but perhaps to a
somewhat lower extent than in the younger segment. There are no respondents in this age
group who disagree with the statement, though 12.5% neither agree nor disagree, suggesting
a slightly more differentiated perspective on the role of UGC in their decision-making
processes in this context.

The findings suggest that younger Gen Z individuals could be highly rely on to visually
engaging content online, which aligns with their digital consumption habits. The findings
relating to 25-17 age cohort indicate that while visual content is still relevant, it may not be as
compelling for this older segment of Gen Z, possibly due to changing content preferences or
increased exposure to various content types and also other external factors.

Future research on the same research could delve deep to understand specific types of visual
content and their effectiveness across different age segments as seen in this context. Looking
at which types of formats resonate with different demographics can refine content strategies.
On the other hand, examining other influencing factors, such as content relevance and user
experience, etc., will provide deeper insights into engagement drivers in this context
Comparative studies involving additional age groups or digital channels could further
validate these findings further and reveal broader trends. Diving deep into ways in which how
visual content performs across various online platforms, and considering intervening
variables, will help businesses in tailoring more effective and targeted marketing strategies
for different segments of Gen Z.

e Age group and Q16 correlation: I am likely to contribute user-generated content (e.g.,
reviews, and comments) about products or brands on search engine platforms.
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Figure 33 Cross-tabulation of age and Q16
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Search Engine Marketing . am likely to contribute user-generated ¢ Total

Strongly agre Agree Neither agre«Disagree Strongly disagree
18-24 87 24 3 2 4 120
25-27 8 13 3 0 0 24
95 37 6 2 4 144

Figure 34 Data chart for Q10

According to the 18-24 age cohort, a significant majority (72.5%) expresses a likelihood to
contribute UGC about products or brands, with 87 respondents strongly agreeing and 24
agreeing to the research question. This significant nature indicates that younger Gen Zs are
more likely to to actively share their opinions and experiences online in the form of reviews
and comments etc., reflecting a higher engagement from the 18-24 cohort in trust in user-
generated feedback. Their nature to contribute online reviews and comments indicates that
they see value in participating in the digital conversation around brands and products they
consume and want to consume.

In comparison, the 25-27 age cohort indicates a more differenciated approach, with only
33.3% strongly agreeing and 54.2% agreeing to contribute to UGC.

The insignificant contribution suggests that this older segment of Gen Z is not highly
motivated to engage in generating content online, potentially due to factors such as different
digital habits, different levels of trust in UGC by the 25-27 segment, or preference towards
passive consumption of information. There are minimal responses of neither agreeing nor
disagreeing and the lack of strong disagreement in this context indicates that while they may
not be as active in creating UGC, they do not entirely reject the idea completely.

Furthermore the findings suggest that younger Gen Z (18-24) are more engaged in creating
and sharing UGC, which can be positive or negative for brands in terms of maintaining the
brand to enhance their digital marketing presence. Brands targeting Gen Z segment should
encourage UGC through incentives and marketing campaigns to capitalize on their high
engagement levels through UGCs. For the older 25-27 age cohort, other strategies might be
needed to foster greater participation, such as focusing on content that addresses their specific
interests based on their specific needs, stages of the life etc. Future research could explore
the motivations behind UGC contributions for Gen Z and other generations and examine how
different types of content or platforms influence the likelihood of generating user reviews and
comments.

e Age group and Q17 correlation: I trust electronic word-of-mouth (e-WOM)
recommendations or opinions displayed on search engine results pages (SERPs).

56



90
80
70
60
50
40
30
20

10
0 . - I . —

Strongly agree Agree Neither agree nor disagree Disagree

W 18-24 m25-27

Figure 35 Cross-tabulation of age and Q17

Search Engine Marketing .| trust electronic word-of-m¢ Total

Strongly agre Agree Neither agre«Disagree
18-24 79 36 3 2 120
25-27 12 8 3 1 24
91 44 6 3 144

Figure 36 Data chart for Q17

The findings of trust in electronic word-of-mouth (e-WOM) recommendations or opinions
displayed on search engine results pages (SERPs) show us that significant differences between
the younger and older segments of Gen Z. Within the 18-24 age cohort, a substantial majority
(65.8%) strongly agree in terms of trusting e-WOM on SERPs, with an additional 30%
agreeing. This depicts that nearly all respondents in this cohort place significant trust in online
opinions and recommendations by other users, underscoring the importance of peer influence
and recommendations in digital reviews in shaping their purchasing decisions. The minimal
number of respondents who neither agree nor disagree (2.5%) or disagree (1.7%) reinforces
this group's high level of trust in e-WOM.

On the other hand, while still generally positive, the 25-27 age cohort shows a slightly lower
trust in e-WOM. In this group, 50% strongly agree and 33.3% agree, indicating a high
preference but also a lower level of trust compared to their younger cohort. The presence of a
few respondents who neither agree nor disagree (12.5%) or disagree (4.2%) helps us understand
that there is a slight degree of skepticism or variability in how this older segment of Gen Z
perceives e-WOM onine

This relationship is evident that as Gen Z individuals age, their reliance on peer-generated
content may decrease over-time, potentially due to increased experience as consumers or a
desire for more comprehensive product information, when making purchases. The varying
levels of trust also highlight the need for marketers and businesses to tailor their strategies
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according to the age segment within Gen Z cohort. For the younger group, emphasizing peer
reviews and UGC can be highly effective, while the older segment may benefit from additional
content that offers better detail and expert opinions. Understanding this relationship between
age and trust in e-WOM is crucial for brands seeking to optimize their digital marketing
strategies across different segments of Gen Z cohort.

These findings indicate that e-WOM is a powerful method for influencing the younger segment
(18-24) of Gen Z cohort, who are highly receptive to peer recommendations on SERPs as
evident by the findings. Brands and businesses targeting this demographic should focus on
amplifying positive reviews and opinions online to leverage this trust. And also taking care of
negative reviews they have received ethically. For the slightly older 25-27 age group, while e-
WOM remains important, marketing strategies might need to include additional trust-building
measures, such as more detailed product information or expert reviews would be a great
addition, to address the differences in levels of trust in e-WOM. Future research has the
opportunity to explore the factors that contribute to the varying levels of trust in e-WOM across
different age groups and how these perceptions influence purchasing behavior.

e Age group and Q18 correlation: When I encounter positive or negative comments about
a product or brand on search engine results pages (SERPs), I consider them in my
purchasing decisions.
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Figure 37 Cross-tabulation of age and Q18
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Figure 38 Data chart for Q18
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The findings reveal how Gen Zs consider comments left on search engine results pages
(SERPs) when making purchasing decisions, this helps us understand that there is a
significant reliance on viewing online feedback when it comes to 18-24 and 25-27 age
cohorts, while there are some differences. The 18-24 age cohort indicates a significant
number of respondents claim that 59.2% strongly agree that these comments influence their
purchasing choices, with an additional 40% agreeing with the research question. This near
agreement emphasis that online sentiment and peer recommendations play an very high
influence the purchasing behaviors of younger Gen Z respondents ideally in the 18-24 cohort.
It depicts where there is a high level of engagement with social proof, where the opinions of
others users online positive or negative heavily influence their purchase decisions and vice
versa.

The slightly older 25-27 cohort of respondents indicate that they remain positive, though
slightly less pronounced, with 54.2% strongly agreeing and 33.3% agreeing that SERP
comments influence their purchasing decisions. This indicates that while this older segment
of Gen Z still values online feedback, they may also consider additional factors when making
their purchases, such as personal experience, brand loyalty, or other expert opinions, etc. The
fraction of respondents (12.5%) who neither agree nor disagree may reflect a more different
approach to online feedback, where these older individuals evaluate peer recommendations
with other information sources before making a purchase decision.

The relationship between age and the impact of comments on SERPs suggests that while
social proof remains powerful across the entire Gen Z demographic, younger individuals are
more influenced by it as evidenced by findings therefore businesses and marketers targeting
the 18-24 age group should prioritize managing their online reputation, brand image and
encourage g positive reviews, as this can highly influence attitudes and intentions leading to
influencing purchasing decisions and vice versa. For the 25-27 age cohort, including user-
generated content with in-depth detailed product information and expert reviews could help
in catering to their slightly broader decision-making criteria. Furthermore, future research
could explore the evolving influence of online feedback as Gen Z age cohorts such as 18 and
below that is not considered in the study, providing insights into how their reliance on social
proof changes over time and how marketers can adjust their strategies accordingly.

In conclusion, the findings reveal distinct insights into how visual and short-form content,
user-generated content, and electronic word-of-mouth influence Gen Z’s search behaviors
and purchasing decisions, with differences across 18-24 and 25-27 age groups. In terms of
visual and short-form content, the younger 18-24 cohort, signifies that visual and short-
form content impacts their search behavior on search engine results pages (SERPs)
significantly. A majority of respondents (68.3%) strongly prefer these content types when
seeking product information online, and 65.8% of respondents are highly likely to engage
with such content by clicking, watching, or sharing product information. This suggests that
visual and short-form content enable and retains the attention of this younger cohort
effectively as evidenced by findings to shape their attitudes and intentions inflluencing their
purchase decision making, on the other hand, businesses targeting Gen Zs should prioritize
incorporating engaging visuals and concise content into their search engine marketing
strategies to align with these preferences such as TikTok videos, Reels on Instagram and
Facebook and Shorts on Youtube etc.

In comparison, the 25-27 age group also values visual content but to a lower extent compared
to the 18-24 cohort. About 50% strongly agree with the preference for visual content on
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SERPs, and 54.2% are likely to engage with such content and this indicates a lower emphasis
compared to the younger segment. It would be beneficial for businesses to include short form
content such as Tiktok content on their social media channels so that they could cater to the
evolving preferences of this older Gen Z segment. User-generated content such as reviews
and comments are indicated to be trusted by both 18-24 and 25-27 segments. Specifically,
among the 18-24 age group, 65% strongly trust UGC, and 31.7% agree, highlighting its
significant influence on their purchasing decisions. For the 25-27 age group, 50% strongly
trust UGC, and 37.5% agree, showing lower but still notable level of trust when it comes to
UGC. This suggests that while UGC remains influential across both segments, the younger
group places greater emphasis on peer recommendations to influence their attitudes and
intentions when making purchase decisions. Businesses have the opportunity to leverage
UGC effectively, emphasizing positive reviews and managing online reputation to build trust
with both age segments, which could lead to better engagement from the Gen Zs.

The Trust in e-WOM is highly significant among both age groups, with 65.8% of the 18-24
cohort and 50% of the 25-27 cohort indicating a strong agreement that they trust e-WOM on
SERPs. This indicates that the strong role that peer opinions and recommendations play in
purchase decisions. The younger cohort shows significant trust levels, indicating that e-WOM
is particularly influential to their attitudes and intentions for them when making purchase
decisions. For businesses, the opportunity to focus on improving and amplifying positive e-
WOM and addressing negative feedback carefully. The 25-27 cohort’s trust, while still
significant, is lower compared to the other cohort, Indicating the need for strategies further
that include expert reviews and detailed product information to cater to their differentiated
decision-making criteria.

In conclusion, the findings in this section regarding visual and short-form content, UGC, and
e-WOM influence Gen Z’s search behaviors and purchasing decisions online. While these
factors are impactful across both age groups as evident through the findings as their
contributions vary. Future research should aim to dissect these factors’ impacts more
precisely and explore the effectiveness of different content types and platforms.
Understanding these differences will enable businesses to tailor their marketing strategies
more effectively across different Gen Z segments to reach higher levels of engagement
moreover, research about the evolving preferences of younger and older Gen Z cohorts,
including those not covered in this study, but future research could provide deeper insights
into how digital content influences purchasing behavior over time.

4.5 Conclusions on the findings of the study

At a glance, we see that the majority of the 18-24 age group, the majority of the responses are
either strongly agreeing or agreeing to research questions with over few stating otherwise. In
terms of the 18-25 age cohort, the findings indicate that there are some variations in the
responses while overall responses indicate strongly agree or agree, while some responses
neither agree or disagreeing, disagreeing and strongly disagreeing.

This indicates that the findings of the study, the 18-24 a strong preference towards social
media, search engines, and e-mail marketing to influence purchase decisions positively, while
the 25-27 age cohort indicates that still positive with some variation to their responses, it
indicates that there are more likely other external factors at play for this audience which is not
explored in this topic.
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The decision to break down Gen Z consumers above 18 years into two segments made it clear
that, though the same generation, there could be differences in their attitudes and intentions
towards influencing their purchase decisions.

When trying to support this evidence through previous literature we found that there are
several research done on the purchase behavior of Gen Z when it comes to their impulse
behaviors compared to the rest of the generations. Djafarova and Bowles,2017 p.1-7 suggest
that research states that over 41% of Gen Zs are impulsive buyers compared to millennials
34% and 32% for Gen X. In another study by Nyrhinen et al.,2024 p. 1- 5 suggests that,
younger individuals with low self-control are likely to engage in impulse buying, as social
media is a major driver of this behavior, as online advertising can store information on
previous purchase behaviors of the individuals and therefore use targeted ads to make
younger audiences for persuaded by ads that are aligned with their preferences. On the hand,
a research conducted by Statista 2022 p.1-3 it was found that 43% of Gen Zs globally stated
that they are want to take advantage of sales and offers, and also 39% of the respondents
agree that they want to make purchases to reward or treat themselves and 37% of respondents
said that discovering new items and the easy process to shop online. These three reasons were
stated as the main three reasons for making unplanned purchases. According to Deloitte’s
12th annual 2023 Gen Z and Millennial survey, 2023 p.1-6 states that Gen Zs regret
purchases that they made impulsively as a result of social media.

Therefore, it is clear to us now that the behavior in terms of atttitudes and intentions of the
younger cohort are led by their nature to engage in social media to come across offerings,
search engine and email marketing to make impulse purchase, make use of sales and offers
and to engage in treating themselves. However, there is still a gap that needs to be addressed
on why the older Gen Zs are not reporting the same behavior as the 18-24 cohort, There could
be several reasons behind this as self control, saving for important things and events etc.
However, given the reasons are clearly not indicated in this study, this is a gap that future
research could address.

4 Discussion and Conclusion

The main objective of the research was to identify the attitudes and intentions influencing Gen
Z’s behaviours from Gen Z as consumers. The research aimed to confirm the research questions
through findings in which the researchers were trying to prove that digital marketing channels
such as social media, e-mail marketing, and search engine marketing has an influence in terms
of shaping the attitudes and intentions influencing the consumer purchase decisions and, in this
case, the chosen demographic was Gen Z.

The Gen Z segment was chosen for the research, as they are the first generation that grew up
with technological advancements and the internet and they do not know what the world was
like before technological advancements became digitalized it increased the researcher’s
curiosity to know if the generation is getting highly influenced with what the digital marketers
channels are offering to target and attract them as their consumers.

It also must be noted that their consumption habit can be considered unique based on the
preferences the research has identified. Marketers must be up to date with the segment’s values,
preferences, and behaviours. A review of one of the articles can be used as an example, where
it discusses the generation preferences when it comes to using search engines to find
information about a product or a service, their preferred search engine now is TikTok, instead
of Google. (Khrona,2023) They prefer to use social media platforms for everyday use, which
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shows marketers the need to shift focus on the platform when they are targeting Gen Z
consumers.

Within the research, the influence of social media influencers has been identified as one of the
tools marketers are choosing to deliver information about their offered service or a product
because they know about the strong connection the segment is having with their favourite
influencers.

To identify their behaviour in terms of attituds and intentions towards the purchase decision
making process, a literature review was conducted and the analysis was done based on the
information gathered through reading the literature, in which the results of the review showed
a strong influence of the marketing towards the segment. As discussed already in the previous
paragraph, the literature review revealed key insights into the various channels, strategies, and
tactics employed by marketers to capture the attention and loyalty of Gen Z. From social media
marketing to influencer collaborations, digital marketers have identified and mastered a
multitude of platforms and techniques to connect with the generation.

The methodology chosen for the research was a quantitative research approach to investigate
the impact of digital marketing on Generation Z. The specific approach was chosen because in
the researcher’s interests given the students studying a master’s in marketing, Furthermore, the
collected data would have been more specific and the respondents would not be felt shy or
nervous answering the questions, considering the fact the respondents will remain anonymous,
but with the quantitative research, they might have held back and not responded to the questions
with their honest opinion.

The questions were designed to easily identify the influence digital marketing has on the Gen
Z segment. The of respondents were Gen Z aged 18-24 and 25-27. The methodology aimed to
help the researchers confirm or not the research questions by referring to previous research
studies on the same subject area to design research questions. After we collected 144 responses
analysing the data was necessary to translate the data provided through the survey. The tools
used for the analysis were SPSS and Microsoft Excel. The two SPSS data analyses used are
cross-tabulation and frequency tables to organize and visualize the quantitative data through
Microsoft Excel. Through the two functions such as cross-tabulation and frequency analysis,
patterns and trends within the given data were identified, providing valuable insights into the
relationship between digital marketing efforts and Generation Z consumer behavior.

The findings of this study indicate to us that does indeed influence Gen Z’s consumer
behaviours specifically the 18-24 cohort and based on the respondent’s answers, they are
more likely to engage in impulse buying patterns and base their decision on what they see
online, whether it is a recommendation of a product or a service or a promotion targeting the
Gen Z buyers.

The individual influence of each variable within social media marketing, search engine
marketing and email marketing in terms of shaping the attitudes and intentions of influencing

purchase decision-making process is analysed as follows.

RQ1: Individual contribution of Influencer marketing, UGC and E-WOM to shape attitudes
and intentions influencing consumer purhcase decisions.
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Influencer marketing plays an initial but moderate role in shaping Gen Zs attitudes and
intentions for influencing purchase decisions. As, specifically, among the younger cohort (18-
24), 42% express trust in influencer endorsements, highlighting its effectiveness in creating
early-stage brand awareness. However, trust decreases significantly for the 25-27 age group
(30%), suggesting that influencer marketing is less effective in or not strong for sustainaning
a fostering long-term loyalty or decision-making for older Gen Z consumers. Its contribution
lies primarily in generating brand exposure in the initial stages, but it lacks the authenticity
and depth needed to sustain influence over time as evident by findings.

UGC, on the other hand, demonstrates a stronger, more sustained impact across both age
groups as evident. Among the younger cohort, 65% express strong trust in UGC, which
provides a sense of authenticity that influencer marketing lacks. This makes UGC a key
driver of both initial and repeat purchase decisions by the consumers. The older cohort (25-
27), while slightly low level of trusting (50%), still values peer-generated content,
particularly for its perceived reliability and authencity. UGC, therefore, plays a crucial
intermediary role by offering social proof that validates the brand's promises and reinforces
trust.

eWOM emerges as the most influential intermediary factor out of all three variables, with
65.8% of the younger cohort and 50% of the older group expressing strong trust. The
collective nature of eWOM, where multiple reviews and recommendations converge, creates
a powerful sense of trust that directly influences purchasing decisions of consumers This
makes eWOM the strongest variable in the relationship between social media marketing and
purchase intention, particularly in driving final purchase decisions.

RQ2: Individual contribution of email marketing, personalization, mobile optimization and
gratification incentives to shape attitudes and intentions influencing consumer purhcase
decisions.

Personalization plays a significant intermediary role in shaping attitudes and intention
towards Gen Z’s purchase decisions, particularly for the younger cohort (18-24). In this
group, 70% of respondents strongly agree that personalized content significantly drives their
purchase decisions as evident by findings. Personalization enhances relevance by tailoring
emails to individual preferences, which increases engagement and deepens the connection
between the consumer and the brand in a postive manner. This sense of relevance is a key
motivator for the younger cohort, as they tend to value brands that make them feel
understood. In comparison, the older cohort (25-27) shows a weaker response to
personalization, with only 29.2% strongly agreeing and 37.5% agreeing. This indicates that
while personalization remains an important factor as an intermediary, its role diminishes for
the older group, suggesting that other factors, such as brand reputation or product quality,
may be more important to them than personalized communication over time.

Mobile optimization is another important intermediary factor evident as especially for the
younger cohort. Among 18-24-year-olds, 68.3% strongly agree that they are more likely to
engage with well-optimized mobile content, indicating that the ease of accessing and
interacting with content on mobile devices significantly shapes their attitudes and intentions
towards purchase decisions. This finding highlights how crucial it is for brands to focus on
creating seamless mobile experiences, as mobile devices are the primary medium through
which this group interacts with digital content online. In comparision, the older cohort (25-
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27) shows less enthusiasm or preference toward mobile optimization, with only 25% strongly
agreeing and 37.5% agreeing. The low preference is placed on mobile optimization for this
group suggests that while they still appreciate well-optimized content, their purchasing
decisions may be less reliant on mobile interaction compared to other factors such as product
information or discounts as evident by findings.

Gratification incentives, such as exclusive discounts and rewards for purchases act as
powerful motivators for purchase decision-making in the younger cohort as evident, A
substantial 55% of the 18-24 age group strongly agree that they are likely to make a purchase
after receiving such offers, and an additional 39.2% agree to a lower extent. This finding
suggests that gratification incentives directly influence purchase intentions by creating a
sense of urgency and increasing the perceived value of a product. The younger cohort is more
responsive to immediate rewards and exclusivity, which explains why this factor significantly
drives their purchase behavior. In comparison, the older cohort (25-27) shows a more
moderate response, with only 29.2% strongly agreeing and 41.7% agreeing. This suggests
that gratification incentives are still relevant or not very important for the older group but are
less compelling, possibly because they prioritize other factors, such as product quality or
brand reputation, over short-term offers.

RQ3: Individual contribution of how visual and short-form content, UGC and E-WOM to
shape attitudes and intentions influencing consumer purchase decisions.

Visual and short-form content, such as TikTok videos, Instagram Reels, and YouTube Shorts,
plays a key role in shaping the attitudes and intentions toward search and purchase behaviors
of Gen Z consumers, particularly for the 18-24 age group. This younger cohort shows a
strong preference for visual content on search engine results pages (SERPs), with 68.3%
indicating that they strongly prefer visual content when searching for information about
products or brands. It is further evident that 65.8% of this group are highly likely to engage
by clicking, watching, or sharing visual content. This suggests that short-form videos and
images are critical in capturing attention, influencing initial brand perceptions, and shaping
purchase intentions. In comparison, the 25-27 age group, shows that while still valuing visual
content, shows a lower level of engagement, with only 50% expressing a strong preference
towards visual and short-form content, This helps us understand that visual content is less
effective for the older cohort in influencing their search behaviors, likely because they may
seek more detailed or practical information beyond visual appeal.

User-generated content is another significant intermediary factor in influencing search
behavior on SERPs for both age groups evidently, although it has a stronger impact on the
younger cohort. Among the 18-24 age group, 65% strongly trust UGC, and an additional
31.7% agree that it influences their purchasing decisions. This highlights the power of peer
reviews, comments, and other consumer-generated content in shaping the purchase intentions
of this group. UGC provides social proof and authentic experiences that resonate with
younger consumers, who place an important value on the opinions of their peers when
making purchasing decisions. In comparison, the 25-27 age group shows a slightly lower
level of trust, with 50% strongly trusting UGC and 37.5% agreeing. While UGC remains an
important factor for this group, they may be more discerning and require additional
information, such as expert reviews or brand credibility, to fully inform their attitudes and
intentions regarding purchasing decisions.
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eWOM is the highest influential intermediary factor in shaping Gen Z’s attitudes and
intentions towards influencing the search behaviors and purchase decisions across both age
groups. Among the 18-24 cohort, 65.8% strongly agree that they trust eWOM on SERPs,
reflecting its crucial role in validating purchase decisions. Peer recommendations, online
reviews, and ratings provide a sense of collective trust that strongly influences this group’s
intentions to engage with a brand or make a purchase. Similarly, 50% of the older cohort (25-
27) also express strong trust in eWOM, although to a lower degree. This indicates that while
both groups value peer recommendations, the older group may combine this with other
sources of information before making a final decision. The findings emphasize that eWOM
plays an essential intermediary role in bridging the gap between search behaviors and
purchase intentions by providing reliable, crowd-sourced feedback that resonates with both
age groups.

Similarly, the research findings identify the significance of digital marketing in shaping the
attitudes and intentions toward the purchase decision-making of Gen Z consumers. This
involves adopting innovative approaches that give priority to authenticity, creativity, and
meaningful engagement over traditional advertising tactics. By understanding the preferences
of Generation Z's digital engagement, businesses, and marketers can create increased
engagement and conversions through digital marketing strategies to effectively reach and
connect with Gen Z consumers, paving the way for attracting and maintaining more
customers in the rapidly growing and evolving digital world.

4.18 Limitations of the study and suggestions for future research

Recommendations for marketers and businesses seeking to effectively engage with Generation
Z consumers through digital channels such as through Facebook, Instagram, TikTok, etc.,
several key strategies emerge from the existing literature. Firstly, it is important to consider
authenticity and transparency as important factors in brand communications. (Fromm,2017)
Generation Z values genuineness and honesty in brand interactions, so marketers should
concentrate on building authentic connections and showing transparency in their messaging
and practices transparently. (Tirocchi, 2024 p. 3-4) Secondly, creating user-generated content
and influencer partnerships can be highly effective in resonating with Gen Z audiences. By
collaborating with influencers who align with their values and interests, brands can increase
their credibility and reach among the segments. (Keever et al.,2021 p. 1-12) Additionally,
personalization is important for engaging Gen Z consumers.

Creating content and experiences to match their preferences and behaviors can significantly
increase engagement and drive brand loyalty. Moreover, understanding and keeping up with
emerging digital trends and platforms is necessary for reaching Gen Z effectively. Given their
propensity for adopting new technologies and platforms, marketers must continuously monitor
and adapt their strategies to meet Gen Z's evolving digital preferences. Lastly, creating
meaningful and interactive brand experiences is essential.

We should address gaps in the current study for future research; firstly, we aimed to omit Gen
Zs under the age of 18 years as they lack significant purchase power and financial freedom.
Therefore, we recommend research on this segment based on the same research topic to
understand their preferences and attitudes toward digital marketing to influence their
purchases. The 18-24 age cohort consists of individuals who are in the process of beginning to
establish themselves in their careers and may not have family concerns such as building a
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family etc. Many are likely transitioning from academic environments such as finishing higher
studies into the workforce as getting their first job full-time and on the other hand, the 25-27
age cohort typically includes individuals who have already gained some years of work
experience and are beginning to stabilize in their professional and personal lives. This group
may have different priorities, compared to the 18-24 such as career advancement, financial
stability, or long-term planning both personal and professional. Such as saving for future,
wanting to purchase a house and planning for romantic relationships for advancing into
marriages etc. which could influence consumer behavior significantly.

By understanding the difference between these two segments, we aimed to understand how
their unique circumstances and stages in life impact their consumer behaviors and preferences
through this study. This approach allows for the understanding that, more targeted marketing
strategies that cater to the specific needs and expectations of each group is rquired as evident
by the findings of the study, therefore ensuring that brands can effectively engage with the
entire Gen Z as they prefer. Therefore another gap seen in this study for future research is
understanding what other factors 25-27 cohort takes into consideration before making a
purchase. We concluded that 18-24 age cohort likely to engage in impulse buying proven by
past research therefore examining what factors 25-27+ take into consideration before buying
would be a gap that future research can investigate.

Furthermore, It’s important to acknowledge that the chosen methods for the study (cross-
tabulation and frequency table analysis) may not fully capture the individual contributions of
each factor, therefore, We suggest that future studies employ more advanced analytical
methods like regression analysis or structural equation modeling. This acknowledgment not
only strengthens the validity of your study but also demonstrates a critical understanding of the
research methodology.

4.19 Implications for Theory:
Evolution of Marketing Paradigms

This thesis helps to shape the idea that the marketing world is ever-evolving in terms of
marketing paradigms by highlighting the transition from traditional marketing to online
marketing. It helps us to understand the importance of incorporating different marketing
methods available today and digital channels into marketing strategies to effectively engage
with modern consumers.

Consumer Behaviour in the Digital Era

By focusing on Generation Z as a primary target demographic, the thesis shows the evolving
consumer behavior in digital marketing. It should be noted that although the study takes into a
segment of an entire generation. It emphasizes the need for businesses and marketers to adapt

their strategies to align with the preferences and behaviors of digital native generations such as
Gen Z.

4.20Implications for Practice:

Strategic Marketing Planning
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The findings of this study can be used by businesses to inform their strategic marketing
planning efforts. By understanding the importance of digital channels and the preferences of
Generation Z consumers, marketers can develop more targeted and effective marketing
strategies that can generate higher engagements and conversions by Gen Z.

Brand Image Management

The thesis exhibits the significance of brand image management in the digital reality we live
in. Especially given that Gen Zs value transparency and authencity etc. Businesses and
marketers can explore or leveerage on digital marketing channels to create meaningful
connections with customers and shape brand perceptions based on the findings of this study.

Adapting to Emerging Trends

Businesses can use the findings insights to stay up to date on emerging digital trends and
platforms.By continuously monitoring online trends and consumer behavior changes,
marketers can adapt their strategies to remain relevant and competitive in the ever-evolving
digital world. However, it should be noted that the digital marketing world is ever-evolving so,
the prevalence of the findings of this study is likely be outdated over time.

In conclusion, the study focused on two different segment of Gen Zs for an insightful outlook
on Gen Z attitudes and intentions influencing Gen Z purchase behavior, it should be noted that
this study may not be universally acceptable of Gen Z behavior as the respondents are mainly
from Europe. We believe that there could be a lack of diversification of responses. The second
limitation is the sample size, given the limited time and other resources, we suggest that the
sample size could be improved as a suggestion for future researchers. Another suggestion is
that there is an opportunity for future research should aim to include a more diversified
demographic of respondents to enhance the effectiveness and comprehensiveness of the studies
to be conducted in the future.

This study we focused on digital marketing channels such as social media, email marketing,
and search engine marketing, however, digital marketing consists of a vast array of channels
such as SEO, Al marketing, programmatic marketing, and other forms of digital marketing
which are not included in this study. Future research could explore other forms of additional
digital marketing channels to better understand how digital marketing channels influence Gen
Z attitudes and intentions towards their decision making proess along with the other gaps we
identified at the end of the fourth and fifth chapters.
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Appendix

Questionnaire of the study

The Influence of Digital Marketing on Gen Z Consumer Behavior and Decision-
Making Process

Welcome to our survey on the influence of digital marketing on Gen Z consumer behavior. This study aims to understand how digital marketing strategies impact the decisions and
preferences of Generation Z consumers, this study is conducted as a part of our Masters's degree studies. Your insights are crucial for unraveling the dynamics of digital marketing in
today's marketplace. Thank you for participating!

This survey will take 5 mins and you have the right to withdraw from the survey at your preference. We will be using the data collected in our thesis study and the data collected will
not be used for any other purposes.

Thank you for participating!
Mariam & Claudie

For any questions reach out to clsi0009@ad.umu.se

* Required

1. Are you born after the year 1996 * [T}
@ ves
O No

2. What age group do you belong to? * [}

O 1824
(O 2527
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3. Social Media Marketing *

s
es

How digital marketing activities on social media platforms influence the purchase decision making process of Gen

Z consumers.

| trust recommendations from
social media influencers when
making purchasing decisions.

Social media influencers play
a significant role in
influencing my purchase
choices.

| often encounter product or
brand recommendations from
friends or family on social
media.

Recommendations or reviews
from people | follow on social
media influence my purchase
decisions.

| frequently engage with user-
generated content (e.g.,
comments, likes, shares)
related to products or brands
on social media platforms.

I am more inclined to interact
with user-generated content
that aligns with my interests
or experiences.

Strongly agree

O

Agree

O

Neither agree
nor disagree

O

Disagree

O

Strongly
disagree

O
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4. E-mail Marketing *

How does elements such as personalization and offers on e-mail marketing influence Gen Z consumers attitudes
towards their purchase intentions.

Strongly
disagree

Neither agree

nor disagree Disagree

Strongly agree Agree

I am likely to interact with an

email that greets me by my

name and offers personalized

product recommendations O O O O O
tailored to my interests and

past purchases

It is important for me to
receive emails that are

personalized and catered to O O O O O

my individual preferences and
interests

| engage with an email that is

well-optimized for viewing
and interacting on my mobile O O O O O
device

| find it frustrating when |
receive emails that are not
properly optimized for O O O O O

viewing on my mobile device

| am likely to make a purchase

after receiving an email that

offers exclusive discounts or O O O O O
promotional codes

I value receiving rewards or
incentives (e.g., loyalty points,
freebies, discounts) through O O O O O

email marketing campaigns



5. Search Engine Marketing *

How does search engine marketing influence in shaping consumers’ perception of different brands and their

purchase decision process.

| like to consume visual and
short-form content (e.g.,
videos, infographics) on
search engine results pages
(SERPs) when searching for
product information

When presented with visual
and short-form content on
search engine results pages
(SERPs), I am likely to engage
with it by clicking, watching,
or sharing

| trust user-generated content
(e.g., reviews, comments)
displayed on search engine
results pages (SERPs) when
making purchasing decisions

I am likely to contribute user-
generated content (e.g.,
reviews, comments) about
products or brands on search
engine platforms

| trust electronic word-of-
mouth (e-WOM)
recommendations or opinions
displayed on search engine
results pages (SERPs)

When | encounter positive or
negative comments about a
product or brand on search
engine results pages (SERPs),
| consider them in my
purchasing decisions

Strongly agree

O

Agree

O

Neither agree
nor disagree

O

Disagree

O

Strongly
disagree

O
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