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Abstract In the contemporary digital landscape, marketing strategies have become increasingly
intricate due to the influence of Generation Z, a significant consumer group born between the
mid-1990s and the early 2010s. This generation, labeled as "digital natives,” presents unique
challenges and opportunities for marketers, given their adeptness with technology and distinct
shopping behaviors. To address these challenges, this research aims to conduct a thorough analysis
of Generation Z's consumer preferences and effective marketing strategies for building sustainable
relationships with them. Drawing from a multitude of qualitative studies spanning from 2010 to
2024, this study employs a systematic review approach to extract insights into Generation Z's
preferences and behaviors. By synthesizing qualitative data and employing thematic analysis, the
research uncovers recurring patterns, emerging trends, and socio-cultural influences shaping
Generation Z's consumer behavior. Furthermore, the study explores the shift in preferences from
physical products to experiences and the added value provided by brands. Key findings highlight
Generation Z's inclination towards brands prioritizing social values, environmental concerns, and
sustainability, as well as their reliance on social media influencers and preference for personalized
experiences. The insights gleaned from this research are expected to provide valuable guidance for
companies seeking to tailor their marketing strategies to effectively engage and resonate with

Generation Z, thereby remaining competitive in the dynamic consumer market.

Keywords: Generation Z, Consumer Preferences, Marketing Strategies, Digital Natives, Sustainable
Relationships, Social Media Influencers, Personalization, Experiential Marketing, Qualitative Research,
Thematic Analysis.
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1. INTRODUCTION

In the contemporary digital landscape, the emergence of Generation Z (Gen-Z), born between the

mid-1990s and the early 2010s, has profoundly influenced marketing strategies. This cohort, often

labeled as "digital natives,” presents unique challenges and opportunities for marketers due to their

distinct shopping behaviors and interactions with brands. Understanding the consumer preferences of

Gen-Z and effectively building sustainable relationships with them have become imperative for

companies striving to remain relevant and competitive in the ever-evolving market.

Gen-Z, growing up in an age of advanced technology, exhibits distinct consumer preferences

compared to previous generations. They are not only accustomed to technology but also leverage it in

every aspect of their daily lives, including shopping experiences. This phenomenon has led to the

prioritization of certain values and characteristics in their consumer behavior. One prominent aspect

of Gen-Z consumer preferences is their inclination towards brands that prioritize social values,
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environmental concerns, and sustainability. Research indicates that this cohort tends to gravitate
towards companies that demonstrate a commitment to social responsibility and environmental
stewardship (Dragolea, 2023; Dabija, 2020). Furthermore, Gen-Z consumers are heavily influenced by
social media and corporate social responsibility efforts, which significantly impact their purchase
intentions (Raza, 2023). In addition to sustainability concerns, Gen-Z consumers value personalized
experiences and authenticity in brand interactions. They seek brands that offer unique experiences
tailored to their individual needs and preferences (Budac, 2014; Ameen, 2020). Moreover, the influence
of social media influencers plays a crucial role in shaping their purchasing decisions, highlighting the
importance of digital marketing strategies in reaching this demographic (Kahawandala, 2020). Effective
marketing strategies for Gen-Z extend beyond understanding their consumer preferences to building
sustainable relationships with this cohort. An omnichannel marketing approach has emerged as a
critical component in meeting the digital expectations and needs of Gen-Z consumers (ITPOBJIeMBl,
2020). Companies must establish a presence across various online platforms and seamlessly integrate
their marketing efforts to create a cohesive brand experience. Moreover, transparency and authenticity
are key elements in fostering trust and loyalty among Gen-Z consumers. Brands that communicate
openly and authentically, aligning with the values and preferences of this demographic, are more likely
to establish long-term relationships (Ameen, 2020).

2. LITERATURE REVIEW PROCEDURE

In the ever-evolving digital era, marketing has become increasingly complex and dynamic. One of
the primary consumer groups under the spotlight in current marketing strategies is Generation Z. This
generation, born between the mid-1990s and the early 2010s, has emerged as a significant force in the
consumer market. Growing up in an age of advanced technology, they exhibit unique shopping
behaviors and interactions with brands. Hence, a profound understanding of consumer preferences
and how to cultivate sustainable relationships with Generation Z is crucial for marketers’ success.
Generation Z, often referred to as "digital natives,” has influenced the marketing landscape in
unprecedented ways. They are not only accustomed to technology but also leverage it in every aspect
of their daily lives, including shopping experiences. This phenomenon has created new challenges for
companies in crafting effective marketing strategies to attract and retain the attention of Generation Z.
To gain an in-depth understanding of Generation Z's consumer preferences and the factors influencing
their purchasing decisions, comprehensive and detailed research is required. This study will conduct a
thorough analysis of Generation Z's consumer preferences and the effective marketing strategies for
building sustainable relationships with them, enabling companies to remain relevant and competitive
in the ever-changing market. Generation Z, a highly influential and tech-savvy consumer group, is
characterized by a strong preference for sustainable products and a positive perception of retailers’
sustainability efforts (Dragolea 2023, Dabija 2020). They are also heavily influenced by social media
and corporate social responsibility, which significantly impact their purchase intentions (Raza 2023).
The implementation of an omnichannel marketing strategy is crucial in meeting their digital
expectations and needs (ITPOBJIeMbI 2020). Brands must understand and cater to their unique needs
and behaviors, such as their reliance on social media influencers and their risk-averse nature (Budac
2014, Ameen 2020). Lastly, their purchasing habits are influenced by factors such as product features,
price consciousness, and social media identity (Kahawandala 2020).

One relevant phenomenon in this study is the shift in Generation Z's consumer preferences from
physical products to experiences and added value provided by brands. Generation Z tends to gravitate
towards brands that prioritize social values, environmental concerns, and sustainability. They also
prefer brands offering unique experiences and personalization that cater to their individual needs and
preferences. Therefore, marketing strategies focusing on creating positive experiences and highlighting
the added value provided by brands are crucial in capturing attention and winning the hearts of
Generation Z. The primary objective of this research is to identify Generation Z's consumer preferences
in-depth and uncover the factors influencing their purchasing decisions. Through a quantitative
approach, data will be collected from various relevant previous studies. This data will then be analyzed
and interpreted to gain a better understanding of Generation Z's consumer preferences and behaviors.
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Thus, the findings of this research are expected to provide valuable insights for companies in designing
more effec To elucidate the research methodology employing a qualitative approach, a systematic
review of prior research spanning from 2010 to 2024 will be conducted. The qualitative method aims
to delve into the nuanced aspects of Generation Z's consumer preferences and behavior, offering a
comprehensive understanding beyond numerical data. This approach involves the analysis of textual
data, thematic patterns, and underlying meanings extracted from previous studies.

The systematic review will commence with the identification of relevant academic literature
through reputable databases such as PubMed, Scopus, and Web of Science. Keywords pertaining to
Generation Z, consumer behavior, marketing strategies, and related themes will be utilized to refine the
search results. Inclusion criteria will be established to select studies that directly contribute to
understanding Generation Z's preferences and relationships with brands. Upon identifying potential
studies, a rigorous screening process will be employed to ensure the inclusion of high-quality research.
Studies will be assessed based on their relevance to the research topic, methodological rigor, and
credibility of findings. Articles meeting the inclusion criteria will be thoroughly examined to extract
pertinent information regarding Generation Z's consumer preferences, behaviors, and marketing
strategies.

Data extraction will involve systematically organizing and categorizing key findings, themes, and
insights derived from the selected studies. This process will enable the synthesis of qualitative data,
facilitating the identification of recurring patterns, emerging trends, and discrepancies across different
studies. Through a comparative analysis, common themes and divergent viewpoints regarding
Generation Z's preferences and brand relationships will be elucidated. Furthermore, thematic analysis
will be employed to uncover underlying meanings and interpretive frameworks embedded within the
qualitative data. By scrutinizing textual data for recurring themes, implicit messages, and socio-cultural
influences, a nuanced understanding of Generation Z's consumer behavior will be attained. This
qualitative approach emphasizes the exploration of subjective experiences, motivations, and
perceptions, providing rich insights into the complexities of generational dynamics in the consumer
market. The qualitative methodology employed in this research entails a systematic review of prior
literature, rigorous screening of relevant studies, data extraction, thematic analysis, and interpretation
of qualitative findings. By synthesizing insights from a diverse range of qualitative studies, this approach
aims to offer a comprehensive understanding of Generation Z's consumer preferences and facilitate the
development of effective marketing strategies tailored to this demographic cohort.

3. CONCLUSION AND PROPOSITION

Hypothesis 1: There is a positive relationship between the prioritization of social values, environmental
concern, and sustainability, and Generation Z consumers’ preferences towards brands
promoting these values.

Hypothesis 2: The influence of social media on the purchasing behavior of Generation Z will enhance
their inclination towards brands endorsed by social media influencers they follow.

Hypothesis 3: Personalization of shopping experiences will increase engagement and loyalty among
Generation Z consumers towards brands capable of providing tailored shopping
experiences based on their individual preferences.

Hypothesis 4: The shift in Generation Z consumer preferences from physical products towards
experiences and added value offered by brands will drive companies to adapt marketing
strategies more focused on creating positive experiences and highlighting their added

value.
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tendencies, and preferences, and in orientation but show
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engagement with
brands via digital
platforms. It also
discusses the need
for effective
marketing strategies
and work-related

work-related
implications for
Generation Z in
Pakistan.

strong individualistic
tendencies.

- There is a need for
providing transformational
leadership and training
programs to harness the

implications. intellectual skills of

Generation Z in Pakistan,
along with effective
marketing strategies for
handling Generation
consumers in Pakistan.

The methodology The measurement in

used in the stud . Ljupka Naumovska

. Y . The paper provides Jup .

involved conducting . (2017) involves a

o a comprehensive T
a quantitative survey . quantitative research
. . overview of the
of 172 Millennials L method and a survey
. distinctive
from Macedonia, h istl d conducted among
. characteristics an . . . .

Bulgaria, and Greece . 172 Millennials from Millennials prefer web

. consumer behavior . . ]

in the summer of . Macedonia, Bulgaria, | portals and social platforms

of Generation Y,

2016. The

emphasizing their

and Greece, focusing

for advertising and

Marketing respondents were ) on individuals messaging, with the use of
> Marketers are heavy reliance on ¢ .
Communication Liuok eerested in th between the ages of dicital media f between the ages of graphics and strong visuals
upka interested in the igital media for
Strategies for Jup 25 2017 . 25 and 34, with a g, . . 25 and 34. The survey | being the most effective
] Naumovska characteristics of T social interactions . ] .
Generation Y — . distribution of 44% . included questions marketing strategy.
- ) Generation Y. and purchasing . .. .
Millennials males and 56% related to indicators Additionally, honesty is a
goods, and the need ) o ;
females. The survey and main hypotheses, | driving concept in
o . for a deeper ) ] ;
was distributed via . centered around given | packaging, design, PR, and
. understanding of .
email to 330 . . . variables such as slogans.
o their buying habits
individuals, out of . preferred types of
. and media .
which 172 advertising and
preferences for . .
responded. The . . creative solutions that
effective marketing .
research method was rrateoi grab the attention of
strategies.
presented with g Millennials. The
histograms in the measurement also
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result section, and
the questions from
the survey were
related to indicators
with the main

involved analyzing
respondents’
preferences for
different forms of
media and their

hypothesis and choices related to
centered around packaging, design,
given variables. PR, and slogans.

Marketing
Learning
Communities to
Generation Z: The
Importance of
Face-to-Face
Interaction in a
Digitally Driven
World.

Zobac, A.
Spillane,
Shannon J.
Thomas

Julia Spears, S.

12

2015

The use of digital
media coupled with
face-to-face interaction
is identified as an
effective method of
marketing learning
communities to the
newest population of
incoming college
students.

Qualitative research
involving
identification of
marketing strategies
used by Learning
Community
administrators at
two large
universities, with a
focus on digital
media and face-to-
face interaction as
effective methods for
marketing to
Generation Z
students.

The paper discusses
the marketing
strategies utilized by
Learning
Community
administrators at
two large
universities in the
Midwest,
emphasizing the
effectiveness of
using digital media
and face-to-face
interaction to
market to
Generation Z
students, who are
technologically
savvy and expect to
receive information
through digital
media. The findings
suggest that current
trends of conveying
information
through digital
marketing strategies
should be utilized to

The "Measurement”
in Julia Spears, S.
Zobac, A. Spillane,
Shannon J. Thomas
(2015) is the
effectiveness of
marketing strategies,
particularly the use of
digital media and face-
to-face interaction, in
recruiting Generation
Z students into
Learning Community
programs. The
variables include
marketing strategies,
digital media usage,
face-to-face
interaction, and
recruitment success.

- The combination of
digital media and face-to-
face interaction is an
effective marketing strategy
for Learning Communities
targeting Generation Z
students.

- Generation Z students are
technologically savvy and
expect to receive
information through digital
media.

- LC administrators should
utilize current trends of
conveying information
through digital marketing
strategies to recruit
Generation Z students into
LC programs.
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recruit Generation
Z students into LC
programs.
The paper discusses
the increased
demand for
effective marketing
techniques to reach
millennials, the
o The study explores the
changes in the . o
. effectiveness of traditional
advertising world . .
marketing tactics and the
) due to the .
Marketing to . demand for digital
‘ ) complexity of the . .
Millennials: : ) marketing in reaching
) The methodology millennial . . ) ¢
Improving . ) ) ) Not applicable (the millennials. Conclusions
. . . . . involves interviews population, and .
Relationships with The millennial o . . paper does not discuss | drawn from current
] . o with industry experts | aims to examine the . ] . .
Millennial demographic isa . ; . a specific literature and interviews
S. Brown - 6 2016 . and millennial effectiveness of . o
Consumers difficult group for . measurement with with industry experts and
. consumers, as well as | traditional . . ] )
Through Online marketers. ) . . . variables and millennial consumers aim
> investigation of marketing tactics . ]
Adpvertising and . dimensions) to help brands and
) > current literature. and the demand for . i
Social Media o L. marketing professionals
j digital marketing in ) . .
Networking . improve their strategies for
reaching e oo
. ’ building and maintaining
millennials, as well ) )
. profitable relationships
as marketing and . . )
. with millennial consumers.
advertising
strategies for
building stronger
relationships with
millennial
consumers.
Generation Z Constantinos- Smart technologies o The paper explores The "Measurement” - Generation Z consumers
. o . Qualitative approach ) . . o )
consumers Vasilios have a significant o Generation Z in Constantinos- are significantly influenced
} ) Comput. . using in-depth . S . o
expectations of Priporas, influence on . . . consumers Vasilios Priporas, by smart technologies in
. o . Hum. 250 2017 . interviews with a . . . . .
interactions in Nikolaos generation Z o perceptions, Nikolaos Stylos, their shopping experiences.
o . Behav. . non-probability . . o
smart retailing: A Stylos, Anestis consumers . le of expectations, and Anestis K. Fotiadis
o . urposive sample o . . .
future agenda K. Fotiadis experiences. burp P recommendations (2017) is the use of a - They expect new devices
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38 university
students in the UK

in terms of their
future interactions
in smart retailing
contexts,
highlighting their
significant influence
on consumer
experiences and
expectations for
new devices and
electronic processes.
It also defines smart
retailing as an
interactive and
connected retail
system that
supports
personalized
customer
experiences.

semi-structured
interview guide
consisting of 10
questions designed to
gather information on
the participants’
personal experiences
with smart retailing
and their expectations
for the future of
smart retailing. The
dimensions include
years of smartphone
use, shopping
purposes, and use of
smart technologies in
stores.

and electronic processes to
be widely available,
providing more autonomy
and faster transactions, as
well as enabling more
informed shopping

decisions.

- There is a concern among
some participants about the
potential effects of further
advancing smart retailing
on the job market.

Understanding
Generation Z
Perceptions of
Artificial
Intelligence in
Marketing and
Advertising

Thomas R.
Jeffrey

Advertising
& Society

Quarterly

2022

Al in marketing is
generally perceived by

young people.

Not mentioned (the
paper does not
provide a clear
methodology or
description of the
methods used in the
study)

The paper
investigates
Generation Z
perceptions of Al in
marketing, finding a
contradiction in
how Al in
marketing is
generally perceived
versus how specific
issues are perceived
among Generation
Z. Generation Z
shows a low level of
concern about the
use of Al in

Awareness and
understanding of Al
in marketing, concern
about data privacy,
concern about
psychological
profiling,
stereotyping, and
manipulation

- The study highlights the
lack of understanding of the
potential negative impact of
Al in marketing on
individuals and society.

- It reveals a contradiction
in the perception of Al in
marketing, with a low level
of general concern but
higher levels of concern for
specific issues related to
personal data, psychological
profiling, stereotyping, and
manipulation.
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marketing but
higher levels of
concern for specific
issues regarding
personal data,
psychological
profiling,
stereotyping, and
manipulation.

Informative branded
content videos have a

The methodology
used in the study

Branded content
videos are perceived
as an effective form
of communication

Branded content

Branded content videos
have a significant effect on
brand attitude, leading to
purchase intentions and

in these habits.

members of

L includes a descriptive | to reach the Gen Z videos (BCVs), Gen . .
more significant effect ) . N resilience towards negative
. ] research design, generation, and Z’s attitude towards . ]
Branded Content: Vision: on brand attitude o ; ¢ . information about the
) s . . administration of a informative BCV's the brand (AB), .
A Bridge Building | Subhalakshmi | The which further results . . . advertised product among
, . structured have a significant Purchase intention .
GenZ’s Bezbaruah, Jay | Journal of 8 2020 | into purchase ] . o consumers. Informative
L . . . questionnaire on effect on brand (PI), Resilience
Consumer—Brand | Trivedi Business intentions and . . . BCVs have a more
. . . o . Facebook with 470 attitude, purchase towards the negative L
Relationship Perspective negative information . ] . ] significant effect on brand
responses, and data intentions, and information (RNI), . .
about the marketed o . . . attitude. Celebrity
analysis involving resilience towards Celebrity
product among . . . endorsements do not
various statistical negative endorsement (CE) . .
consumers. . . . moderate the relationship
techniques. information about
between BCVs and brand
the marketed j
attitude.
product.
The paper discusses | The measurement in
Generation Z - The methodology bap . The study focuses on the
. the changing Asst. Prof. PhD. .
The Global used in the study . changing general
s . . consumer structure | Mustafa Ozkan > .
Market’s New . involved applying . consumption habits and the
The shopping mall ) . and the (2017) is the ] R
Consumers- And questionnaires to . o ) role of the Generation Z’s
. Asst. Prof. culture that emerged differentiation of Generation Z . .
Their . e 200 members of ] ) profile in these habits,
. PhD. Mustafa - 38 2017 | with globalization is . consumption Consumption Scale, . .
Consumption .. o Generation Z and ) ] . emphasizing the shift from
. Ozkan now taking its place to . habits, particularly which was developed .
Habits: . ! evaluating the data ] shopping mall culture to
. internet shopping. i focusing on the based on . .
Generation Z obtained through S . . internet shopping and the
. o Generation Z's questionnaires ]
Consumption reliability and factor . . preference for ads made via
. profile and its role applied to 200 . .
Scale analysis. social media.
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Generation Z and
evaluated using
reliability and factor
analysis.

The methodology
used in the study
involved
investigating the
determinants of
advertising

. avoidance amon
Understanding the &

Attitude of
Generation Z

. . Generation Z
Goal impediment, .
consumers in

Bangladesh. The

privacy concern, and

The paper
investigates
advertising
avoidance among
Generation Z
consumers in

Bangladesh and

The "Measurement”
in Madhobi Hossain
(2018) includes the

The study fills a gap in the
literature by investigating
the reasons for Generation
Z consumers in Bangladesh
to avoid online
advertisements. The

brands in earning

their loyalty.

preferences for real
advertising and
personalized customer

Consumers Madhobi negative experiences variables: goal
) - 4 2018 & o P data from 280 identifies goal ) ) 8 . findings suggest that goal
Towards Hossain are positively related to . . impediment, privacy . c ]
o . ] respondents were impediment, impediment, privacy
Adpvertising advertising avoidance . : concern, ad clutter,
Avoid " . analyzed using privacy concern, ad J " concern, ad clutter, and
voidance on the online. o . . and negative i .
Internet descriptive statistics, | clutter, and negative . & negative experiences are
nterne . experiences. o
confirmatory factor experiences as P positively related to
analysis (CFA),and | determinants of advertising avoidance
structural equation online advertising online.
modeling (SEM) avoidance.
with the help of
SPSS.24 and
AMOS.17.
The "Measurement” The paper discusses the
The paper provides | in J. Gutfreund characteristics and
M abrief summary of | (2016) is the preferences of Generation
ove over. . o S .
Millenni 1’ Generation Z, characteristics and Z, highlighting their
illennials: . . . .
G dion Zi Gen Z consumers are discussing their preferences of distrust of brands,
eneration Z is > .
haneine th J. Gutfreund - 24 2016 | savvy consumers and Answer not found characteristics, Generation Z, preference for real
changing the . . ; o
&g do not trust brands. preferences, and the | including their values, | advertising, and the
consumer . . .
land challenges for distrust of brands, expectation of personalized
andscape

and efficient customer
service. It also emphasizes
the need for companies to
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service, and their
expectation for
companies to use up-
to-the-minute data to
customize their
shopping and buying

experience.

use up-to-the-minute data
to customize the shopping
and buying experience for
this generation.

Generation X
versus Millennials

communication -
Dan-Cristian

Dabija, B. - 94
Bejan, N. Tipi

behaviour on
social media when
purchasing food
versus tourist
services

2018

Social media plays an
increasingly important
part in infl uence
consumers and their
consumption
behavior.

The methodology
involved conducting
an empirical and
exploratory study in
Romania overa
period of five
months in 2016,
using a
questionnaire as a
statistical tool. The
results were validated
using structural
equation modeling
in AMOS.

The paper
emphasizes the
importance of
understanding the
needs and
preferences of
Generation X and
Millennials for
companies, the
increasing
importance of
online presence for
retailers, and the
reliance of
Millennials on
online information.
It also discusses the
role of social media
in influencing the
purchasing behavior
of both generations.

The "Measurement”
in Dan-Cristian
Dabija, B. Bejan, N.
Tipi (2018) involves
statistical tests such as
Cronbach's &
coefficient, the KMO
criterion, Bartlett's
sphericity test,
exploratory factor
analysis, Eigen value,
% variance, y 2, and df
to establish the
stability and validity
of the dimensions
used to characterize
each dimension. The
measurement also
includes the
assessment of the
respondents’ use of
social media to
communicate
information about
food and tourist
services, with a focus
on the influence of
online information,
desire to be informed,

Answer not found
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and characteristics

and advertising
effectiveness: A
qualitative
exploration

consumer behavior is a
challenge for
marketers in the
United States.

online bulletin
board, and one-on-
one in-depth
interviews.

their attention, and
the positive impact
of short digital
marketing/advertisi
ng with music,
humor, and social
media influencers
on both Millennials
and Generation Z.

(short, with music,
humor, and social
media influencers)
and the age cohorts
(Millennials and
Generation Z).
Dimension: the
impact or
effectiveness of the
digital

expected from
information.
The paper provides
an overview of
. Generation Z's .
. , Not applicable (the The proportion of
Generation Z's . consumer ! .
hol nd Nisreen paper does not hol nd Generation Z in the
sychology aj sychology a;
psy &y Ameen, Psychology Gen Z consumers and | provide a P Z’ " &y ith world's population, Not applicable (the paper
new- interactions wi
" ez agle . Sameer &amp; 1 2023 | global issues are areas methodology or a eractions w Gen Z's consumer does not present specific
nologies: new-
e .O O,g s Hosany, Babak | Marketing for future research. brief description of ewage . psychology, and their | findings or conclusions)
Implications for . . technologies, ! . .
Taheri the methods used in o . interactions with
future research highlighting gaps in .
the study) > new-age technologies
understanding and
proposing future
research areas.
The impact of digital
The paper discusses | marketing/advertising
the challenges of on Millennials and
developing effective | Generation Z, with a
digital advertising focus on the Millennials are likely to use
strategies for characteristics of dicital distractions durin
Millennial and Digital The methodology Millennials, their effective digital dg d rsand J
illennial an advertisements and are
don Z marketing/advertising | used in the study avoidance of digital | marketing/advertising ‘ll'k v ch
eneration unlikely to engage wi
i, ical et that is engaging, involved qualitative advertisements, the . Variables: content of dicital y g t'g 8 Wt .
igital marketin igital advertisements in
& cati & informative and methods such as need for new the digital thg' t_V ov. Short dicital
communication eir entirety. Short digita
Alison Munsch | - 76 2021 | influential to their focus groups, an insights to hold marketing/advertising Y &

marketing/advertising with
music, humor, and the use
of social media influencers
hasa positive impact on
both Millennials and
Generation Z.
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marketing/advertising
on consumer
behavior for these age
cohorts.

The summary is

The measurement in
Duncan Southgate
(2017) is the

Generation Z

information to a
young audience.

people, with a focus
on Generation Z
respondents.

tablets for
information and
purchases, and
inclination towards
co-creation with
brands,
collaboration, and
innovation.

and personalization,
low cost and language
support, expansion of
reach to links and
resources, and the role
of social media as a
sensory extension for

consumers.

that the paper . .
The Emergence of . L bap understanding and Not applicable (the paper
. Journal of Effective advertising is focuses on . .
Generation Z And | Duncan o . . . analysis of the does not present specific
) Advertising 41 2017 | understanding the Not applicable Generation Z as the o ] .
Its Impact in Southgate . . characteristics, main findings or a summary
. Research changing consumer. next generational .
Advertising . . behaviors, and of results)
focus in advertising
preferences of
research. )
Generation Z as a
consumer group.
Generation Z is
. characterized as digital
The paper examines | The "Measurement” &
. . consumers who are
the features of in E. Grigoreva, L. . .
. ; comfortable with online
consumer behavior Garifova, E. hobDi d 4
. . shopping and spend a
of Generation Z, Polovkina (2021) . Ii"P & p .
o ’ ) ) significant amount of time
emphasizing their includes the influence . . L
o . . . online for various activities.
The methodology digital consumption | of social media on .
. . . . They expect co-creation
Social networks are used in the study habits, preference consumer behavior, ! .
Consumer . . . . . ) o and innovation from
. . becoming the main involved conducting | for online shopping, | such as the ability to
Behavior in the E. Grigoreva, o . ] brands and employers,
. ? channel for delivering a social survey and reliance on create and share o . .
Information L. Garifova, E. | - 5 2021 . . o indicating a desire for active
. advertising interviewing 2,810 smartphones and content, ease of use o °
Economy: Polovkina participation and

collaboration. Social media
plays a crucial role in
delivering advertising
information to Generation
Z, with a focus on visual
content and short formats,
reflecting their fragmented
consumption of
information.
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The "Measurement”

- Generation Z's extensive
use of the internet presents
signiﬁcant opportunities
for sellers to reach them

through digital platforms.

- Digital marketing can
effectively attract the

Indian consumers

each generational
cohort.

components factor
analysis with promax
rotation, and
running ANOVA to

examine mean

differences in
dominant shopping
orientations and
enthusiasm for
online shopping,

(decision-styles)

in Ayu Alf
Analsis of the Ava Alf o Sellers can share ;nth}.'u ny_aI attention of Generation Z,
u a en athinasari, He .
Study of Digital F yth' WY Ap content, conduct paid P P Y help them make buying
athinasari, ccess o ' urnomo, Poniran -
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