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MARKETING TO GEN Z: UNDERSTANDING A NEW GENERATION 

AUTHOR- SHIVAM DIXIT, PGDM STUDENT AT GIBS BUSINESS SCHOOL, BANGALORE. 

BEST CITATION - SHIVAM DIXIT, MARKETING TO GEN Z: UNDERSTANDING A NEW GENERATION, ILE 
MULTIDISCIPLINARY JOURNAL, 4 (1) OF 2025, PG. 181-189, APIS – 3920-0007 | ISSN - 2583-7230. 

ABSTRACT 

The emergence of Generation Z (Gen Z), comprising individuals born between 1997 and 2012, has 
introduced a new dynamic in consumer behavior and marketing strategies. As the first generation to 
grow up with ubiquitous internet access and social media, Gen Z exhibits distinct characteristics, 
preferences, and values that differentiate them from previous generations. This research report delves 
into the nuances of marketing to Gen Z, exploring their consumption patterns, brand engagement 
preferences, and the critical role of authenticity and inclusivity in capturing their attention. 

The study leverages primary and secondary data sources to provide a comprehensive understanding 
of Gen Z’s digital-first approach to information, entertainment, and purchasing decisions. It 
investigates key factors such as the influence of social media platforms like TikTok, Instagram, and 
YouTube; the rise of influencer marketing; and the growing demand for purpose-driven brands. 
Additionally, the research examines how technological advancements like artificial intelligence, virtual 
reality, and personalized marketing shape Gen Z’s consumer journey. 

A notable focus is placed on the ethical considerations and challenges in marketing to this 
generation, including data privacy concerns, the authenticity of brand messaging, and the potential 
for misinformation. By identifying actionable insights and best practices, this research aims to guide 
marketers and businesses in crafting strategies that resonate with Gen Z while fostering trust and 
long-term loyalty. 

Through this exploration, the report highlights the implications of Gen Z’s preferences for the future of 
marketing and underscores the need for businesses to adapt and innovate continuously. As Gen Z’s 
purchasing power expands, understanding and effectively engaging this demographic becomes not 
just advantageous but essential for sustained growth and competitiveness in the digital age. 

Keywords - Generation Z (Gen Z), Consumer behaviour, Marketing strategies, Digital natives, Social 
media platforms, TikTok, Instagram, YouTube, Influencer marketing, uthenticity, Inclusivity, Purpose-
driven brands. 

 

Introduction 

Marketing to Generation Z represents a critical 
frontier for businesses and marketers 
worldwide. With an estimated purchasing power 
of over $140 billion annually and significant 
influence over household spending, Gen Z’s 
economic impact cannot be understated. 
However, what sets this generation apart is not 
merely their financial clout but their unique 
worldview, shaped by a digitally saturated 
upbringing, social and environmental 

consciousness, and a preference for 
authenticity and personalization. 

Research in this area is of paramount 
importance for several reasons. First, as digital 
natives, Gen Z interacts with brands and 
products in ways fundamentally different from 
older generations. Their preference for quick, 
visually engaging content and reliance on peer 
recommendations and influencer 
endorsements demand a revaluation of 
traditional marketing strategies. Second, this 
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generation prioritizes ethical consumption, 
inclusivity, and sustainability, challenging 
businesses to align their practices with these 
values to remain relevant. 

Furthermore, Gen Z’s intricate relationship with 
technology—marked by a proclivity for mobile-
first experiences, social commerce, and real-
time engagement—necessitates a deeper 
understanding of how emerging technologies 
can be harnessed to meet their expectations. 
Simultaneously, the generation’s concerns 
about data privacy and digital well-being 
compel marketers to adopt transparent and 
responsible approaches. 

By focusing on Gen Z’s distinct traits and 
preferences, this research aims to equip 
marketers with actionable strategies that 
transcend generational stereotypes and 
address the complexities of engaging a diverse 
and discerning audience. The insights derived 
from this study hold the potential to inform not 
only marketing practices but also broader 
business strategies, ensuring organizations are 
well-positioned to thrive in an evolving 
consumer landscape. 

Literature Review 

The literature on marketing to Generation Z 
underscores the distinctive characteristics and 
preferences of this demographic, shaped by 
their digital-native upbringing. Scholars like 
Priporas et al. (2017) highlight the importance of 
understanding Gen Z’s reliance on digital 
platforms for information and entertainment, 
emphasizing the role of social media in shaping 
their purchasing decisions. Studies by Turner 
(2015) and Singh (2020) indicate that Gen Z 
values authenticity and transparency, 
expecting brands to align with their social and 
environmental ideals. 

Research on social media platforms such as 
Instagram, TikTok, and YouTube has 
demonstrated their significant influence on Gen 
Z’s brand perceptions. For instance, Alalwan et 
al. (2017) discuss the effectiveness of influencer 
marketing in fostering trust and engagement, a 

sentiment echoed by more recent studies 
examining the role of micro-influencers in 
reaching niche audiences. 

Another critical area of focus is the integration 
of technology in marketing strategies. Articles 
by Kotler et al. (2019) and Kaplan (2020) delve 
into the use of artificial intelligence, virtual 
reality, and personalized marketing to enhance 
the consumer experience for Gen Z. These 
technologies enable real-time interaction and 
tailored content delivery, aligning with Gen Z’s 
expectations for immediacy and customization. 

Ethical considerations also feature prominently 
in the literature. Scholars such as Martin and 
Todorov (2010) and Moreira et al. (2021) address 
Gen Z’s concerns about data privacy and the 
authenticity of brand messaging. Their findings 
suggest that businesses must adopt 
transparent practices and prioritize ethical 
communication to build trust and long-term 
loyalty. 

In addition, Gen Z’s preference for purpose-
driven brands has been explored extensively. 
Research by Shetty et al. (2019) indicates that 
this generation gravitates toward companies 
that demonstrate a commitment to inclusivity, 
sustainability, and social responsibility. Such 
alignment fosters deeper emotional 
connections and strengthens brand loyalty. 

Overall, the existing body of literature provides a 
robust foundation for understanding the unique 
attributes and expectations of Generation Z. 
However, gaps remain in exploring the long-
term implications of their preferences on 
marketing strategies, particularly in the context 
of rapidly evolving digital technologies. This 
research seeks to address these gaps by 
integrating contemporary insights and practical 
applications to inform future marketing 
practices. 

Research Methodology 

This research adopts a mixed-methods 
approach, integrating both qualitative and 
quantitative methodologies to provide a holistic 

https://mj.iledu.in/
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understanding of Generation Z’s consumer 
behavior and marketing preferences. 

1. Research Design: The study is exploratory and 
descriptive, aimed at identifying and analysing 
key factors influencing Gen Z’s engagement 
with brands. By combining primary and 
secondary data sources, the research seeks to 
validate theoretical frameworks while 
uncovering actionable insights. 

2. Data Collection: 

 Primary Data: Surveys and structured 
interviews were conducted with a 
sample of 500 Gen Z individuals aged 
18-25 from diverse geographic and 
socio-economic backgrounds. The 
surveys focused on their media 
consumption habits, purchasing 
decisions, and brand loyalty drivers. The 
interviews delved deeper into qualitative 
aspects, such as perceptions of 
authenticity and inclusivity in marketing. 

 Secondary Data: A review of existing 
academic literature, industry reports, 
and case studies on Gen Z marketing 
was undertaken to provide context and 
support for the primary findings. 

3. Sampling Technique: A purposive sampling 
method was employed to ensure 
representation from key demographic 
segments within Generation Z. This approach 
allowed for the inclusion of individuals with 
varied cultural, educational, and professional 
backgrounds. 

4. Data Analysis: 

 Quantitative Analysis: Statistical tools 
such as SPSS were utilized to analyse 
survey responses, identifying patterns 
and correlations in Gen Z’s behaviours 
and preferences. 

 Qualitative Analysis: Thematic analysis 
was applied to interview transcripts, 
enabling the identification of recurring 
themes and nuanced insights. 

5. Ethical Considerations: The research 
adhered to ethical guidelines, ensuring 
informed consent from all participants and 
maintaining anonymity and confidentiality 
throughout the study. Data usage was 
transparent, addressing Gen Z’s heightened 
sensitivity to privacy concerns. 

6. Limitations: The study acknowledges 
potential limitations, including the reliance on 
self-reported data and the geographic 
concentration of the sample. These factors may 
influence the generalizability of the findings. 

By employing this methodology, the research 
aims to generate a comprehensive 
understanding of how marketers can effectively 
engage Generation Z, balancing technological 
innovation with ethical and authentic 
communication practices. 

 

Data Analysis and Inferences 

The data collected through surveys and 
interviews provided a comprehensive view of 
Generation Z’s behaviours, preferences, and 
expectations from brands. The key findings and 
inferences drawn from the analysis are outlined 
below: 

31% 

24% 

14% 

11% 

8% 

5% 
2% 

5% 

FOCUS ON GENERATION Z 

YOUTUBE INSTAGRAM SNAPCHAT

FACEBOOK TUMBLR X

PINTEREST OTHERS
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1. Digital Media Dominance: The analysis 
revealed that over 85% of respondents 
preferred consuming content on social media 
platforms, with Instagram (72%), TikTok (68%), 
and YouTube (65%) being the most favoured. 
This underscores the need for brands to 
prioritize these platforms for engagement. 
Short-form video content emerged as the most 
effective medium to capture Gen Z’s attention. 

2. Authenticity and Transparency: Around 78% 
of respondents stated that they are more likely 
to trust brands that communicate transparently 
and authentically. This highlights the 
importance of genuine storytelling and avoiding 
overly polished or insincere messaging. 

3. Social and Environmental Consciousness: 
Nearly 70% of participants indicated that they 
actively seek out brands that demonstrate a 
commitment to sustainability, inclusivity, and 
ethical practices. Gen Z’s preference for 
purpose-driven brands was evident, suggesting 
that businesses must align their values with 
social causes to remain relevant. 

4. Influencer Impact: Thematic analysis of 
interview responses revealed that influencers 
play a pivotal role in shaping Gen Z’s 
purchasing decisions. Micro-influencers, in 
particular, were perceived as relatable and 
trustworthy. Over 60% of respondents reported 

having purchased a product based on 
influencer recommendations. 

5. Personalized Marketing: Quantitative data 
showed that 75% of respondents preferred 
personalized advertisements tailored to their 
interests and browsing history. AI-powered 
personalization tools were seen as effective in 
creating meaningful engagement. 

6. Privacy Concerns: While Gen Z appreciates 
personalized marketing, 65% expressed 
concerns about data privacy and the misuse of 
their information. Transparent data usage 
policies and opt-in features were identified as 
critical in building trust. 

7. Evolving Purchase Journeys: The analysis 
indicated a significant shift toward social 
commerce, with 58% of respondents having 
made purchases directly through social media 
platforms. Seamless integration of e-commerce 
features within these platforms is crucial for 
driving conversions. 

8. Engagement through Innovation: 
Respondents expressed enthusiasm for 
innovative technologies such as augmented 
reality (AR) and virtual reality (VR). These tools 
were seen as enhancing the shopping 
experience, particularly for product trials and 
immersive brand storytelling. 

Data Analysis and 
Inferences 

Key Findings Inferences 

 Digital Media 
Dominance 

Over 85% prefer social media for content, 
with Instagram (72%), TikTok (68%), and 
YouTube (65%) as favourites. 

Brands must prioritize these 
platforms for engagement, 
focusing on short-form video 
content to capture attention. 

Authenticity and 
Transparency 

78% trust brands that communicate 
transparently and authentically. 

Genuine storytelling is crucial; 
brands should avoid overly 
polished messaging. 

Social and 
Environmental 
Consciousness 

70% seek brands committed to 
sustainability and inclusivity. 

Businesses must align with social 
causes to remain relevant and 
foster deeper connections. 

https://mj.iledu.in/
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Data Analysis and 
Inferences 

Key Findings Inferences 

Influencer Impact 

Influencers significantly shape 
purchasing decisions; over 60% 
purchased based on influencer 
recommendations. 

Micro-influencers are perceived 
as relatable and trustworthy, 
offering a valuable marketing 
channel. 

Personalized 
Marketing 

75% prefer personalized ads tailored to 
interests. 

AI-powered personalization tools 
are effective for meaningful 
engagement. 

Privacy Concerns 
65% express concerns about data 
privacy. 

Transparent data usage policies 
are critical for building trust with 
Gen Z consumers. 

Evolving Purchase 
Journeys 

58% made purchases directly through 
social media platforms. 

Seamless integration of e-
commerce features in social 
media is essential for driving 
conversions. 

Engagement 
Through Innovation 

Enthusiasm for AR and VR technologies 
enhancing shopping experiences. 

Brands should explore innovative 
technologies for immersive brand 
storytelling and product trials. 

Inferences: The findings suggest that to 
effectively engage Gen Z, marketers must 
embrace digital-first strategies, prioritize 
authenticity, and align with social values. 
Leveraging emerging technologies while 
addressing privacy concerns is key to building 
trust and fostering loyalty. Additionally, micro-
influencers and social commerce represent 
valuable opportunities for driving brand 
engagement and sales. This comprehensive 
understanding provides actionable insights for 
brands aiming to connect with this influential 
generation. 

 

58% 

42% 

YOUNGER VS ADULT GEN Z 
POPULATION 

ADULT YOUNGER
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Discussion 

The findings of this study highlight a paradigm 
shift in consumer engagement strategies, 
driven by the unique characteristics and 
expectations of Generation Z. The dominance of 
social media platforms like Instagram, TikTok, 
and YouTube in shaping Gen Z’s consumption 
patterns underscores the need for brands to 
adopt a digital-first approach. Traditional 
marketing techniques are no longer sufficient; 
instead, innovative, visually appealing, and 
authentic content is critical for capturing and 
retaining this demographics’ attention. 

The emphasis on authenticity and purpose-
driven branding is particularly noteworthy. Gen 
Z’s preference for transparent communication 
and ethical practices aligns with broader 
societal trends emphasizing inclusivity and 
sustainability. This indicates a growing 
expectation for brands to go beyond profit-
making and actively contribute to social and 
environmental causes. Companies that fail to 
meet these expectations risk alienating a 
generation that values integrity and alignment 
with personal values. 

The role of influencers, especially micro-
influencers, in shaping purchasing decisions 
provides actionable insights for marketers. 
Unlike traditional celebrities, micro-influencers 
are seen as more relatable and trustworthy, 
making them effective conduits for brand 
messaging. By leveraging these individuals, 
brands can create deeper emotional 
connections with their target audience. 

Implications 

The findings of this research carry significant 
implications for marketers and businesses 
aiming to connect with Generation Z effectively. 
As a digitally native and socially conscious 
generation, Gen Z's expectations and 
behaviours demand innovative and thoughtful 
approaches in marketing strategies. 

1. Strategic Digital Engagement: Brands must 
prioritize platforms such as TikTok, Instagram, 
and YouTube, where Gen Z spends a substantial 
amount of their time. Investing in short-form, 
visually engaging, and authentic content is 
essential to capture their attention. Furthermore, 
the rise of social commerce necessitates 
seamless e-commerce integrations within 
these platforms to facilitate instant conversions. 

2. Value-Driven Branding: Purpose-driven 
branding emerges as a cornerstone for 
engaging Gen Z. Companies must demonstrate 
genuine commitments to sustainability, 
inclusivity, and ethical practices, as these align 
with the values of this generation. By actively 
addressing social and environmental issues, 
businesses can foster stronger emotional 
connections and enhance brand loyalty. 

3. Trust through Authenticity and 
Transparency:  To build and sustain trust, 
brands must communicate transparently about 
their products, practices, and values. Gen Z is 
quick to discern inauthenticity and penalize 
brands for misleading or exaggerated claims. 
Thus, maintaining honesty in advertising and 
social media communication is critical. 

4. Leveraging Micro-Influencers:  The influence 
of relatable and niche micro-influencers offers 

21 

19 

22 

13 

20 

5 

POPULATION BY 
GENERATION 

BABY BOOMER GEN X MILLENNIALS

CHILDREN GEN Z SENIORS
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an effective way to resonate with Gen Z. These 
individuals, perceived as authentic and 
trustworthy, can bridge the gap between 
brands and their target audiences, driving 
engagement and conversion rates. 

5. Personalization with Privacy: While 
personalized marketing appeals to Gen Z, data 
privacy concerns cannot be overlooked. 
Marketers must adopt ethical data practices, 
ensuring transparency about data usage and 
providing opt-in options. Balancing 
personalization with privacy will enhance trust 
and loyalty. 

6. Adoption of Emerging Technologies:  Gen Z's 
interest in innovative tools like augmented 
reality (AR) and virtual reality (VR) presents an 
opportunity for brands to elevate their 
marketing strategies. These technologies can 
create immersive experiences that not only 
captivate attention but also facilitate informed 
purchasing decisions. 

7. Redefining Consumer Journeys:  With the 
increasing prevalence of social commerce, 
brands need to adapt their consumer journeys 
to be more integrated, convenient, and 
interactive. Features like in-app purchasing and 
virtual product try-ons can significantly 
enhance user experiences and streamline the 
decision-making process. 

8. Preparing for Long-Term Engagement:  As 
Gen Z matures and their purchasing power 
expands, businesses must view them as a key 
segment for sustained growth. Continuous 
adaptation to their evolving preferences and 
values will be essential for long-term success in 
a competitive market. 

 

In summary, this research underscores the 
necessity for businesses to innovate, adapt, and 
align their strategies with Gen Z’s distinct 

characteristics. By embracing digital-first 
approaches, fostering trust, and remaining 
purpose-driven, marketers can effectively 
navigate the complexities of engaging this 
influential. 

Conclusion 

This research underscores the unique 
characteristics of Generation Z and their 
transformative influence on marketing 
strategies. As digital natives, Gen Z’s 
engagement with brands is profoundly shaped 
by their familiarity with technology, preference 
for authenticity, and commitment to social and 
environmental values. The findings highlight 
several pivotal trends, including their reliance 
on social media, the effectiveness of influencer 
marketing, and the rising importance of 
purpose-driven branding. 

Key insights emphasize the necessity for 
marketers to adopt a digital-first approach, 
utilizing platforms like TikTok, Instagram, and 
YouTube to create engaging, short-form 
content. Gen Z’s demand for authenticity and 
transparency requires brands to communicate 
honestly, align with social causes, and ensure 
their messaging resonates with the values of 
this socially conscious generation. 

The research also reveals an intricate balance 
between personalization and privacy. While Gen 
Z appreciates tailored marketing efforts, they 
remain highly sensitive to data privacy 
concerns, demanding transparent and ethical 
practices from businesses. Furthermore, the 
increasing prevalence of social commerce and 
emerging technologies, such as AR and VR, 
presents new opportunities for immersive and 
interactive consumer experiences. 

In conclusion, marketing to Gen Z demands 
innovation, adaptability, and a deep 
understanding of their preferences and 
expectations. By aligning strategies with Gen Z’s 
digital habits, social consciousness, and trust 
requirements, businesses can build enduring 
relationships with this influential demographic. 
As their purchasing power continues to grow, 
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effectively engaging Gen Z will be essential for 
long-term success in an increasingly 
competitive and dynamic marketplace. 

Limitations & Directions for Future Studies 

The research on "Marketing to Gen Z: 
Understanding a New Generation" offers 
valuable insights into the unique behaviours, 
preferences, and digital consumption patterns 
of this emerging consumer demographic. 
However, like any study, this research is subject 
to certain limitations that should be 
acknowledged for the sake of improving future 
studies in this area. 

Limitations 

1. Sampling Bias: The research primarily relies 
on self-reported data from Gen Z participants, 
which may introduce biases related to 
respondents’ perceptions, preferences, and 
willingness to participate. The study's sample 
may not fully represent the diversity within Gen 
Z, including variations based on geography, 
socio-economic background, and cultural 
influences. 

2. Changing Trends: Gen Z is a highly dynamic 
demographic group, and their preferences and 
behaviours evolve rapidly in response to 
technological innovations, cultural shifts, and 
global events. As a result, research findings 
could become outdated in a relatively short 
period of time. While the study aims to capture 
current trends, the fast-paced nature of digital 
marketing means that consumer behavior 
could shift before the findings are fully analysed 
or implemented. 

3. Technological Variability: Gen Z's interaction 
with digital platforms and technology is 
constantly changing, making it difficult to 
pinpoint long-term patterns. New apps, 
websites, and digital tools emerge regularly, 
influencing the way Gen Z consumes content 
and interacts with brands. The rapid 
advancement of AI, AR/VR, and other 
technologies can also alter consumption habits, 
potentially limiting the relevance of this 
research if not updated regularly. 

4. Lack of Longitudinal Data: Most of the data 
used in the study is cross-sectional, which 
means it reflects Gen Z’s behavior at a single 
point in time. A longitudinal study tracking the 
evolution of their habits, attitudes, and 
responses to marketing messages would 
provide deeper insights into how these 
preferences shift over time and what long-term 
strategies may be effective. 

5. Focus on Digital Platforms: While this study 
primarily focuses on Gen Z's online behavior, it 
overlooks traditional or offline marketing 
methods, which may still play a significant role 
in certain regions or contexts. It’s important to 
consider that some members of Gen Z may 
engage with physical stores or alternative forms 
of media in ways that digital-centric studies 
might not capture fully. 

Directions for Future Studies 

Future research on marketing to Gen Z should 
aim to address these limitations and deepen 
our understanding of this critical demographic 
group. Key directions for future studies include: 

1. Expanding Geographic Scope: Future studies 
should incorporate a broader, more diverse 
sample of Gen Z from various global regions. 
This will ensure that the research accounts for 
regional differences in consumer behavior, 
cultural influences, and access to technology. 
Cross-cultural comparisons will provide 
valuable insights into how marketing strategies 
need to be adapted to cater to the unique 
needs of Gen Z in different contexts. 

2. Longitudinal Research: To understand the 
evolving nature of Gen Z’s preferences, future 
studies should adopt a longitudinal approach. 
This will allow researchers to track changes in 
attitudes, media consumption, and brand 
engagement over time. Such studies would 
enable businesses to predict trends more 
accurately and adjust their marketing 
strategies accordingly. 

3. Incorporating Offline Behavior: Although Gen 
Z is a highly digital-savvy generation, their 
offline behavior is equally important. Future 
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research should explore the intersection of 
online and offline worlds, considering how 
digital marketing influences or complements 
traditional marketing methods. This will provide 
a more holistic view of the consumer journey. 

4. Impact of Emerging Technologies: Future 
studies should also explore how emerging 
technologies like augmented reality (AR), virtual 
reality (VR), and artificial intelligence (AI) are 
influencing Gen Z’s shopping experiences. As 
these technologies become more mainstream, 
understanding their integration with Gen Z's 
digital behaviours will be critical for effective 
marketing strategies. 

5. Psychographics and Emotional Engagement: 
Further research should focus on understanding 
the psychological and emotional aspects of 
Gen Z's purchasing decisions. By exploring 
factors like values, aspirations, and social 
causes, researchers can uncover the deeper 
motivations behind their buying habits and 
develop more personalized, authentic 
marketing strategies that resonate with this 
generation. 

Importance of Research 

 

Given the growing purchasing power of Gen Z 
and their influence on market trends, 
conducting research in this area is of 
paramount importance. Marketers must 
understand the nuances of this generation to 
craft effective campaigns, build lasting brand 
loyalty, and ensure that businesses stay 

competitive in an increasingly digital 
marketplace. By delving into the behaviours 
and preferences of Gen Z, this research can 
contribute significantly to shaping future 
marketing strategies and can help businesses 
make data-driven decisions that align with the 
values and desires of this new generation of 
consumers. Furthermore, such studies will 
contribute to the broader academic 
understanding of digital consumer behavior, 
helping to refine marketing theory and practice 
in an ever-evolving digital landscape. 
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