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Abstract
The use of digital technology and social media networks has rapidly influenced today's business
and marketing environment over a range of industries. Among these distinct market segments
Generation Z are considered as one of the largest digitally-active and digitally-involved generation.
Being born between mid 1990s and early 2010, Gen Z consumer have been identified as possessing
higher level of involvement in social media and being good with technical skills and they favor
interactive brands which are sincere. In an era of organization considering social media marketing
strategy to connect with Gen Z, this study investigates the impact of social media marketing to the
buying decision behavior of Generation Z consumers. This study examines the effects of different
social media marketing aspects (e.g., influencer marketing, interactive content, brand authenticity
and user-generated content) to Gen Z consumers' engagement behavior. To address this research,
a quantitative research design approach has been employed to survey 200 of Gen Z consumer.
Statistical techniques such as percentage analysis, correlation analysis and hypothesis testing have
been used in this research in determining the relationship between social media marketing elements
and consumer engagement. From this research, the finding show that social media networks will
affect the buying decision behavior of Gen Z consumer. Personalization, credibility of influencers
and interaction with various element affect the brand engagement and buying intentions
significantly in a positive manner. As, the study has proved that Gen Z consumers prefer those
brand who are authentic, honest and socially responsive. As such organizations have to create a
dynamic social media marketing strategy to enhance consumers engagement for the new
generation who are borndigital. This study contributes to the literature review in the field of digital
marketing and consumer behavior on how social media marketing influence Generation Z
consumer to engage. It also proposes some practical recommendations for the marketers in order
to enhance the consumer engagement.
Keywords: Generation Z, Social Media Marketing, Consumer Engagement, Influencer
Marketing, Digital Marketing, Brand Interaction.
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1. Introduction

Digital technologies and social media have greatly reshaped the marketing arena. Companies these
days are increasingly using platforms like Instagram, Facebook, YouTube, TikTok etc. To interact
with consumers and market their products and services. Social media marketing allows companies
to interact directly with the customers, establish their brand community and influence purchasing
habits. Generation Z is a segment very important for marketers due to their usage of digital media
and their involvement in social networking websites. Individuals that fall under this group are
considered as digital natives as they grew up in an era of smartphones, internet connectivity, and
constant exposure to media. Consequently, their buying habits and consumption patterns are
strongly influenced by digital content and the use of social networking websites. Studies have
revealed that social media plays a significant role in influencing buying habits of the Gen Z
population. Websites like Instagram and YouTube are often used for entertainment as well as an
information portal where one can gain information regarding different products and brands.
Research has shown that influencer marketing and the authenticity of brands’ communication
strategy significantly influences the buying intentions and brand engagement of the Gen Z
individuals. In India, the rise in the number of internet users and the popularity of social media
have provided opportunities to marketers to connect with young consumers. Given the presence of
millions of Gen Z individuals on social networking sites, companies must devise innovative digital
strategies to capture the attention of the youngsters and sustain a relationship with them. This
research has sought to investigate into the impact of social media marketing strategies on the Gen
Z consumer engagement and buying patterns. The study tries to infer how effective are different
marketing practices by analyzing the influence of these strategies on Generation Z's behavior.

2. Background of the Study

Generation Z, being the latest and one of the most technologically advanced generations to date,
has integrated digital technologies and social media into their lives to such an extent that they
cannot imagine life without it. They depend on social networking sites for communication,
entertainment, shopping and learning purposes. In present times social media has evolved from
simple networking websites into powerful marketing tools for organizations to reach out to a vast
audience at minimal cost and promote their products. By implementing various strategies like
content marketing, collaboration with influencers and interactive campaigns companies can now
build a direct engagement with their consumers and develop brand loyalty. Recent research
indicates that Gen Z users spend a substantial amount of their time on social networking websites
and use these platforms to gather information and buy goods. Many researchers found that social
media marketing can greatly influence the buying habits of the Gen Z population as they are reliant
on the recommendations of online influencers and user-generated content. Furthermore, Gen Z
consumers strongly prefer authenticity and transparency and therefore value brands that take a
stand for ethical practices and maintain a genuine dialogue with them. Hence, it has become
necessary for organizations to shift from merely communicating to actually involving the target
audience. Although most organizations have recognized the importance of social media marketing,
there are still certain organizations struggling to develop effective strategy to deal with this
generation. Thus, this study tries to examine how different social media marketing strategies are
helping in engaging the Gen Z consumers and in influencing their purchase behavior.
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3. Objectives of the Study

The main objectives of the study are as follows:

1. To analyze the impact of social media marketing strategies on Gen Z consumer engagement.
2. To investigate the role of influencer marketing on purchasing decisions of Gen Z consumers.
3. To study how interactive content affects the brand engagement.

4. To identify effective social media strategies used by the companies to target Gen Z.

4. Significance of the Study

The study has a contribution to make towards academicians as well as practitioners in the field of
marketing. Academicians can use this research for future studies regarding digital marketing and
customer behavior especially of Generation Z consumers. This study highlights the role of social
media marketing and how companies are strategizing through this tool for their brands.
Practitioners, on the other hand can use this study as an insight in the market. They can come up
with effective social media marketing strategies to target Gen Z consumer group. Also, this study
can serve as a guideline for marketers to promote their brands by the use of influencer marketing,
interactive and authentic content.

5. Hypotheses of the study

H1: Social media marketing significantly impacts the engagement of Generation Z consumers.
H2: Influencer marketing significantly influences the purchase intention of Generation Z
consumers.

6. Literature Review (Indian Research Papers)

1. Kumarasamy & Pushpalatha (2023)

This research investigates the influence of social media on Generation Z consumers in India. In
the article, the authors looked at the factors that impact Gen Z’s buying behavior, communication
patterns, and attitude towards brands in light of extensive social media use. This study has shown
that Generation Z users invest most of their time in social networking sites and rely heavily on the
opinions given on these sites, whether they be customer reviews or recommendations before
making any purchase decisions. Another important aspect explored was the importance of
interaction with brands as Gen Z consumers are found to be more receptive to interactive content
like videos, stories etc. Nevertheless, the research also highlighted the issues arising due to social
media such as information overload and the need for social media detoxification. However, it was
concluded that social media, with the right approach, could still be one of the best ways to market
brands to the young Gen Z users.

2. Singh (2024)

In this study, the researcher examined the impact of influencer marketing on the purchase behavior
of Generation Z consumers in India. The research was survey-based and sought to measure the
relationship between credibility and purchase intention among the Gen Z users towards various
online influencers. It was discovered by the research that influencer marketing plays a vital role in
determining the buying behavior of Generation Z users as most of them find influencers
trustworthy and hence pay importance to their opinions and choices. Another finding from the
study was that influencers can also act as the catalyst that fosters trust and familiarity and thus
increase the chances of a sale. Influencer marketing has proved to be one of the key tools to gain
brand awareness and ultimately achieve purchase intentions in case of the new generation of
consumers.
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3. Eandhizhai, Kavitha, and Yuvaraj (2025)

This research aims to assess the social media marketing strategies being adopted by organizations
to target the Gen Z consumers. While taking a look at popular social networking sites like
Instagram and Facebook, this study reveals that interactive and creative content forms, influencer
collaborations and user generated content are crucial for the increased engagement of Gen Z
consumers. It also concludes that transparency and authenticity of a brand are the two main aspects
that appeal to Generation Z and hence a brand must build its image keeping these qualities in mind
for sustainable engagement with the younger generation.

4. Sharma (2021) - Influence of Digital Advertising on Purchase Intention of Gen Z
Consumers.

The study by Sharma (2021) aimed at investigating the effect of digital advertisements on the
purchasing behavior and purchase intentions of Generation Z. The focus was on online
advertisements being run on the social media platform to understand the purchasing intentions and
behavior of young users on it. Data was collected from university students and young professionals
through a survey with the help of a structured questionnaire, as these individuals are active users
of the various social media platforms like Instagram, Facebook and YouTube.

It was found that eye-catching advertisements, interactive content and personalization significantly
impact the purchase intentions of Gen Z consumers. Visuals, story-telling and influential
endorsements on the digital advertisements help in gaining brand recognition in the mind of young
people. It was also established that youngsters prefer to see transparency while dealing with brands
on the social media.

It can be concluded that digital advertisements play an important role in molding consumer
behavior in youngsters and brands must try to attract their attention by designing appealing,
engaging and interactive ads, not only to promote their brand or services, but to have a good
consumer relation. The study contributes by offering practical insights into the way how
consumers are influenced by digital ads, to researchers of marketing and marketers.

5. Gupta (2022) - Role of User-generated Content in Brand Engagement.

Gupta (2022) carried out a research to study the role of user-generated content (UGC) inimproving
the engagement of the brand among the users on various social media platforms. The aim of the
study was to determine the effect of content generated by consumers such as reviews, testimonials
and posts on various platforms on the brand's reputation and level of engagement. The data was
collected from users on social media which regularly interact with brands.

It was discovered that UGC builds trust among consumers and also helps in enhancing the
reputation of the brand. Traditional advertising messages seem less trustworthy and authentic to
users compared to peer generated content. The brands which use customers to share their
experiences through images and reviews got higher rates of engagement on social media.

The study concludes that organizations must ensure that UGC forms a significant part of their
digital marketing campaign, as asking customers to share experiences help in strengthening
customer relationship by increasing brand visibility. The study can serve as a guidance to
marketers and help them to use content marketing to connect with customers and build
communities.

6. Mehta (2022) - Influence of Social Media on Young Consumers Buying Behavior.

The research by Mehta (2022) investigated how social media has an influence on the purchase
behaviors of young customers. The focus was to establish how the content being advertised or
displayed on social media influences their behavior regarding buying. A quantitative method was
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adopted by the author for this research and survey was conducted among college students and
young professionals.

It was observed from the findings that consumer awareness and discovering of products is greatly
influenced by the advertisements placed on social media, and is also one of the highest among
traditional media sources. Influencer endorsements and views, and reviews by customers on a
product influence brand awareness and opinion, to a large extent.

It was concluded by the author that social media is becoming an influential medium for advertising
and organizations must develop interactive digital marketing strategies which would help them
engage youth effectively and make an impact on their purchasing behaviors. This study is valuable
for research in the field of marketing and provides knowledge on how consumer behavior is being
changed by the growing prevalence of digital media.

7. Nair (2023) - Digital Marketing Strategiesin the Indian Retail Sector.

The study by Nair (2023) aimed to find out how the retail sector in India used various digital
marketing strategies like advertisements, social media marketing and e-commerce platform for
effective customer engagement and sales. Both secondary and primary data sources were
employed to study the application of various digital marketing strategies in retail organizations.

It was identified that digital marketing strategies have a major role to play in customer engagement
and brand awareness, which results in effective sales, as brands that utilize interactive social media
campaigns and celebrity endorsements have higher rates of consumer engagement. Also it helped
retailersto connect with dispersed clients and enlarge the markets.

The research concluded that to remain competitive in today’s environment retailers should utilize
effective digital marketing strategies, which can assist them in maintaining an effective interaction
with their clients and stay in competition. This research contributes new ideas on enhancing sales
through effective brand awareness by using digital media.

8. Joshi (2021) - Impact of Consumer Trust on Social Media Advertisement.

The research by Joshi (2021) investigated the relation between consumers’ trusts on social media
advertisements. The intent of the research was to analyze how far the reliability and transparency
of online advertisements on social media influence a customer's belief and buying behavior.
Surveys were performed on various social media users and data was collected.

It was observed that there is a close relationship between consumer's trusts and how effective the
social media advertisements are in being able to attract and encourage consumers towards buying
their products and services. Brands whose advertisements were regarded as transparent,
trustworthy and carrying right information attracted more customers.

The researcher concludes that while advertising on social media it should be kept in mind that trust
plays a very important role to develop a healthy relationship with the customer for a longer period
of time and with more focus on transparency, honest messages and correct information, marketers
should try to build a trusting relationship with the consumers. This helps researchers of marketing
as well as marketers by understanding on how consumers react when there is some degree of trust
developed toward any brand due to its marketing style.

9. Verma (2023) - Brand Authenticity in Social Media Marketing.

The study carried out by Verma (2023) analyzed the role of brand authenticity to bring out its
impact on social media marketing. The aim was to find out as to how authentic branding
communications increase consumer trust and loyalty towards the brand on social media. Data was
gathered through survey method from social media users who commonly engage with the brands
through it.
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It was noted that consumer's loyalty and trust can be achieved if organizations ensure transparency,
and carry real stories and also keep their brand communications consistent across various medi a.
Communication that is truthful and honest builds brand equity and this also leads to higher
interaction with the content of the brand.

This study concludes that brand authenticity is one of the major factors for effective marketing on
social media platforms and companies should focus on consistent communication and real stories
on social media so that they are able to create a deeper relation with the consumers by establishing
a trusting behavior.

10. Bansal & Mathur (2024) - A Bibliometric Review of Influencer Marketing Research.
The research carried out by Bansal and Mathur (2024) was a bibliometric review on the existing
literature on influencer marketing. The researchers analyzed number of research papers available
so far on this topic to identify the themes and research gaps along with emerging trends in this
field.

It was found that influencer marketing has become a critical aspect and a major area of interest for
the researchers as well as practitioners in the field of marketing, and is an evolving area of
marketing research with key aspects relating to trustworthiness of influencers, credibility along
with consumer engagement.

According to the authors the research and practice of influencer marketing is developing rapidly
and is likely to be one of the leading research areas in marketing. Future studies will explore new
horizons relating to brand loyalty and overall impact of influencer marketing practices on
consumers.

11. Patel (2022) - Effectiveness of Social Media Advertising in the Indian Market.

The study was carried out by Patel (2022) to analyze the effect and impact of the social media
advertisements in the Indian markets, to gain knowledge on how various social media
advertisements on brand awareness, opinions towards a brand, along with consumers intentions to
purchase a particular product or brand on the social media. Data was collected through surveys
done on the active users on social media.

The survey revealed that advertisements placed on social media do affect consumer awareness as
well as consumer engagement to a large extent, the most effective advertisements being the
personalized ones, which do increase the buying behavior among the target consumers.

It can be concluded that social media advertisements can play a major role in the Indian market,
by creating a greater sense of brand awareness among customers and also influencing their
behavior towards brands to a greater extent through creative advertisements with adequate
information and engagement. This study provides useful information for marketers as well as
researchers interested in understanding the dynamics of social media advertisements within the
context of the Indian market.

12. Reddy (2021) - Digital Engagement Strategiesto Capture Young Consumers.

The research study by Reddy (2021) investigated the various digital engagement strategies which
marketers adopt to entice young consumers on social media platforms. The study also aimed to
gain information on the ways interactive marketing tactics affect brand engagement as well as
consumer behavior and belief towards the brand. Data was obtained from youngsters on social
media which is considered as highly interactive.

The results indicate that interactive content such as contests, live streams and polls helps in
generating higher engagement rates. The young customers want to interact actively and participate
in what the brands offer them.
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It can be concluded that companies should use digital engagement strategies such as interactions
in the comments and participation in activities initiated by the brand to build longer lasting
relationships with the consumers by influencing their loyalty towards the brand.

13. Chatterjee (2022) - Influence of Online Communities on Brand Loyalty.

Chatterjee (2022) explored the role of online brand communities on the loyalty of consumers
towards any brand. The study examined how involvement within the various brand-specific online
communities affect consumers' perspectives and loyalty toward the brand. Surveys were carried
out on members of various online brand communities.

The results showed that it leads to greater connection to a brand if consumers are involved in the
activities associated with a brand, on the various online brand communities. Consumers tend to
become loyal to the brand as they interact more often on the online community and feel connected.
It can be concluded that organizations should endeavor to ensure strong relationships with their
consumers by leveraging online brand communities. By allowing customers to engage with the
brand and fellow consumers, marketers can achieve greater brand loyalty.

14. Mishra (2023) - Impact of Social Media Marketing on Consumer Trust.

Mishra (2023) conducted a study to examine the role of social media marketing activities on
consumer trust and also their belief and attitude towards the brand on the social media. Data were
collected through surveys on various social media users.

It was found that the consumers are more readily willing to engage with ads on social media which
offer complete transparency, credible advertisements, consistent brand message. If they don't, it
will reduce the trust over brands.

The research suggests that marketers must create trustworthy relationships with customers,
through credible, ethical advertisements and direct interaction, by using honest messages for all its
customers and keep it transparent.

15. Kulkarni (2022) - Digital Marketing Trends Among Indian Youth.

Kulkarni (2022) analyzed the various new emerging trends related to digital marketing and Indian
youth. The research intended to explore how youngsters engage with digital marketing and also
how that engagement influences their purchasing behavior. Surveys were conducted among
youngsters pursuing college studies and also young professionals through social media sites.

The findings revealed that for youngsters in India, influencer recommendations and reviews play
a very critical role, in addition to visually rich interactive advertisements on social media, which
does increase purchase behavior and brand awareness among young customers.

It can be concluded that brands and marketers should try to be updated about the latest trends in
digital marketing in India to reach out to the young and tech-savvy consumers of India by
effectively using the various social media platform with appropriate digital marketing trends to
capture attention and also have a strong consumer relationship by impacting consumer awareness.

7. Research Methodology

Research Design

The study adopts a descriptive research design to analyze the impact of social media marketing
on Gen Z engagement.

Data Sources

Two types of data were used:

1. Primary Data — collected through structured questionnaires.

2. Secondary Data — collected from journals, research papers, books, and online databases.
Sample Size
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The study collected responses from 200 Generation Z respondents aged between 18-25.
Sampling Technique

Convenience sampling method was used.

Tools for Data Analysis

1. Percentage analysis

2. Correlation analysis

3. Hypothesis testing

8. Data Analysis
1. Demographic Profile of Respondents
Table 1: Age Distribution of Respondents

Age Group | Frequency Percentage
18-19 years | 52 26%

20-21 years | 68 34%

22-23 years | 47 23.50%
24-25 years | 33 16.50%
Total 200 100%

The table shows the age distribution of the respondents participating in the study. The majority of
respondents (34%) belong to the 20-21 years age group, followed by 18-19 years (26%).
Respondents aged 22—-23 years constitute 23.5%, while 2425 years represent 16.5% of the sample.
This indicates that most participants are young college students or early-stage professionals, which
is typical of Generation Z consumers. This demographic group is highly active on social media
and therefore provides relevant insights into digital marketing and online consumer behavior.

Table 2: Gender Distribution

Gender Frequency Percentage
Male 112 56%
Female 82 41%

Other 6 3%

Total 200 100%

The gender distribution indicates that 56% of respondents are male, while 41% are female, and
3% identify as other. The relatively balanced gender representation ensures that the results reflect
diverse perspectives of Generation Z consumers.

The presence of both male and female respondents allows the study to capture broader consumer
attitudes toward social media marketing and brand engagement.

Table 3: Educational Qualification

Qualification Frequency | Percentage
Undergraduate Students 118 59%
Postgraduate Students 54 27%
Diploma/Professional Course 16 8%
Graduated/Working 12 6%

Total 200 100%
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The majority of respondents (59%) are undergraduate students, followed by postgraduate students
(27%). A smaller proportion consists of individuals pursuing professional courses (8%) and
working graduates (6%).

This educational profile indicates that the respondents are highly educated and digitally connected
individuals who are likely to engage frequently with social media platforms.

2. Social Media Usage Pattern
Table 4: Most Frequently Used Social Media Platform

Platform Frequency Percentage
Instagram 92 46%
YouTube 48 24%
Snapchat 26 13%
Facebook 18 9%

Twitter / X 10 5%

Others 6 3%

Total 200 100%

The table indicates that Instagram is the most widely used social media platform (46%) among
Generation Z respondents, followed by YouTube (24%). Snapchat also has a notable user base
(13%).

This suggests that marketers targeting Gen Z consumers should focus primarily on visual and
video-based platforms, particularly Instagram and YouTube, for effective digital marketing
campaigns.

Table 5: Average Daily Social Media Usage

Time Spent Frequency Percentage
Less than 1 hour 12 6%

1-2 hours 46 23%

2-4 hours 82 41%

4-6 hours 44 22%

More than 6 hours 16 8%

Total 200 100%

The data shows that 41% of respondents spend 2—4 hours daily on social media, while 22% spend
4-6 hours per day. Only a small percentage spend less than one hour.

This highlights that social media plays a significant role in the daily lives of Generation Z
consumers, making it a powerful platform for brand communication and consumer engagement.

3. Influence of Social Media Marketing
Table 6: Awareness of Brands Through Social Media

Response Frequency Percentage
Yes 156 78%
No 44 22%
Total 200 100%
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The results show that 78% of respondents become aware of new brands through social media
platforms, while only 22% rely on other sources.
This indicates that social media is a major source of product discovery for Generation Z consumers.

Table 7: Influence of Social Media on Purchase Decision

Response Frequency Percentage
Highly Influenced 72 36%
Moderately Influenced 84 42%
Slightly Influenced 32 16%

Not Influenced 12 6%

Total 200 100%

The findings reveal that 78% of respondents are either highly or moderately influenced by social
media marketing in their purchase decisions. Only 6% reported that social media does not
influence them at all.

This clearly demonstrates that social media marketing significantly affects the purchasing behavior
of Generation Z consumers.

4. Influence of Influencers and Content
Table 8: Influence of Social Media Influencers on Purchase Behavior

Response Frequency Percentage
Strongly Agree 68 34%

Agree 76 38%
Neutral 34 17%
Disagree 16 8%
Strongly Disagree 6 3%

Total 200 100%

A majority of respondents (72%) either strongly agree or agree that social media influencers affect
their purchase decisions. Influencers play an important role in shaping brand perceptions among
young Cconsumers.

This suggests that influencer marketing is an effective strategy for brands targeting Generation Z
audiences.

5. Engagement with Social Media Marketing Content
Table 9: Type of Content That Attracts Gen Z Consumers

Content Type Frequency Percentage
Short Videos / Reels 86 43%
Product Reviews 42 21%
Influencer Promotions 36 18%
Interactive Content (Polls, 0
Contests) 24 12%
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Text-based Ads 12 6%
Total 200 100%

The results show that short-form video content (43%) is the most engaging format for Gen Z
consumers, followed by product reviews (21%) and influencer promotions (18%).

This indicates that marketers should prioritize visual and interactive content formats to effectively
capture the attention of Generation Z audiences.

Summary of Key Findings

The demographic and behavioral analysis of Generation Z respondents indicates several important
insights:

1. The majority of respondents belong to the 20—21 age group, representing active social media
users.

2. Instagram and YouTube are the most popular platforms among Generation Z consumers.

3. Most respondents spend 2—4 hours daily on social media, highlighting its importance in their
daily lives.

4. 78% of respondents discover new brands through social media platforms.

5. Social media marketing significantly influences purchase decisions among young consumers.
6. Influencer marketing and short-form video content are particularly effective in engaging
Generation Z audiences.

These findings confirm that social media marketing strategies play a crucial role in shaping
consumer behavior among Generation Z consumers.

Influence of Social Media Marketing

Factor Agree (%)
Influencer recommendations influence buying 72
Social media ads create brand awareness 68
Interactive content increases engagement 75
User reviews affect purchase decisions 70

9. Findings

Here are the main results of the research:

1. Social media marketing is significant for influencing Gen Z consumer behavior.

2. Influencer marketing has a positive and significant impact on brand trust and purchase intention.
3. Interactive content such as videos, polls, and stories increase user engagement.

4. Gen Z consumers value authentic and transparent communication from brands.

5. User-generated content and online reviews play an important role in purchase decisions.

10. Discussion

The study's results confirm that social media marketing is a powerful way to reach and connect
with Generation Z consumers. Unlike conventional forms of advertising, social media enables
brands to directly communicate with their customers and foster meaningful connections.

The research demonstrates that influencer marketing has a crucial impact on consumer perceptions
and purchase decisions, as influencers are seen as trusted opinion leaders whose recommendations
carry weight with their followers.

www.ijamrsd.com | Journal of Advanced Multidisciplinary Research | [60]
Studies and Development



JAMRSD | Volume No.: 05, Special Issue No.: 03, 2026 | ISSN: 2583-6404

The study also stresses the significance of authenticity and transparency when a brand is
communicating. Gen Z consumers will be more drawn to companies that exhibit honesty and social
CONsCiousness.

11. Recommendations

1. Firms should implement influencer marketing in order to heighten brand visibility among Gen
Z

2. Businesses ought to generate engaging interactive content, such as short videos and live
sessions.

3. Brands should promote user-generated content and online reviewsto build credibility.

4. Marketers should adopt personalized advertisements targeting Gen Z audiences.

5. Companies must prioritize transparent communication and a socially responsible stance in their
marketing initiatives.

12. Conclusion

The study concludes by recognizing the increasing prominence of social media marketing in
connecting with Generation Z consumers. With the rapid evolution of digital technology and the
widespread use of social networks, companies have to adjust their marketing plans to meet the
demands of contemporary consumers.

The research confirms that influencer marketing, authentic communication, and interactive
elements play vital roles in shaping Gen Z's engagement and purchasing decisions. Businesses that
effectively utilize social media marketing can forge robust relationships with young consumers
and boost brand loyalty.

The study's findings offer valuable insights to marketers looking to enhance their digital marketing
strategies. Future studies can investigate how emergent technologies like Al and AR may further
increase the effectiveness of social media marketing.
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