
     © 2025 IJNRD | Volume 10, Issue 2 February 2025 | ISSN: 2456-4184 | IJNRD.ORG 
  

IJNRD2502089 International Journal Of Novel Research And Development (www.ijnrd.org) 
 

 

a812 
c8

"The Hashtag Generation: Decoding Gen Z's Social 

Media Habits for Effective Marketing. 

 
Ms. Neha Rawal 

Research Scholar, School of Business & Management 

Jaipur National University, Jaipur 

 

Prof. J.K.Tandon 

Research Advisor 

Jaipur National University, Jaipur 

 

Abstract 

Much has been said of the rise of Gen Z, the so-called "Hashtag Generation," and how they have reshaped the 

world of social media and marketing. Generation Z, the cohort born from 1997 to 2012, is a digitally native group 

that thrives on platforms like Instagram and Snapchat. However, their distinct social media behaviors—a 

preference for short-form videos, interactive participation, and a desire for authenticity—make them challenging 

yet exciting for marketers to reach. This paper delves into Gen Z's social media activities, their preferred 

platforms, the content they consume, and their dependence on micro and nano-influencers. We look at how these 

habits impact how you design your marketing strategies so that they appear attractive to this audience. With a 

focus on using authentic storytelling, user-generated content, and personalization to create connections with the 

brands. It also notes trends gaining traction, including the convergence of social commerce and how humor and 

memes are being used as a means to boost engagement. Gen Z’s shorter attention spans and their demands for 

transparency can pose challenges in shaping effective campaigns, but their ascending buying power makes 

understanding their behaviors a must for marketers. This paper translates trends into actionable insights for 

decoding Gen Z’s digital engagement and draws a roadmap for brands that want to retain their relevance in an 

evolving social media context. 

Keywords: Gen Z, Social Media Marketing, Influencer Marketing, User-Generated Content, Social Commerce. 

Introduction 

The recent rise of Generation Z also known as the “Hashtag Generation” has created a complete disruption in 

terms of the dynamics of social media usage and its effect on how marketing works. Generation Z, born between 

1997 and 2012, are the first true digital natives, raising in a world where smartphones, social media, and instant 

connectivity are a part of daily life. So different than the generations before it, Gen Z has never known a world 
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without some form of digital technology, and it has deeply influenced their behavior, tastes, and engagements 

with brands. Given their majority digital-first mindset and the filters they put up during online browsing, they 

represent one of the most significant demographics for marketers, planning effective strategies while the world 

transitions from offline to online. Social media has transformed from merely a communication tool to become a 

complex landscape for entertainment, commerce,  and even community-building. Platforms like TikTok, 

Instagram, YouTube, and Snapchat play a major role in Gen Z’s digital ecosystem, each serving different types 

of content that match the generation’s preference for visually engaging and interactive experiences. Research 

from the Pew Research Center shows (2022) More than 90% of Gen Z use social media every day, making this 

channel mission-critical for understanding and influencing Gen Z behaviors. While Millennials' formative years 

fell during the rise of social media, Gen Z has unique demands, with an emphasis on immediacy and authenticity 

and a focus on brevity, which offers both opportunities and challenges for marketers. 

Gen Z Social Media Traits: The Breakout Generalization 

A central ethos of Gen Z’s social media usage is their demand for authenticity. Morning Consult (2023) found 

that 56% of Gen Z consumers prefer authentic and relatable content rather than polished, brand-centric 

messaging. This trend reflects a larger shift in the culture toward transparency and authenticity, driven by trends 

like increased social consciousness and the democratization of content creation. With Gen Z’s proven skepticism 

to traditional advertising, user-generated content (UGC) has become the go-to medium, leaving it in a preferred 

spot in this demographic’s mind. Another important characteristic is Gen Z’s participatory approach to social 

media. User creativity is what fuels platforms like TikTok, where users can collaborate and co-create on duets, 

challenges, and remixes. Graphics via TikTok This "participatory culture," according to Jenkins (2009), is driven 

by audiences as not only passive consumers but active contributors. This participatory element doesn't just 

encourage user engagement, it's also what magnifies trends' reach, making social media sites such as TikTok 

crucial for brands looking to gain organic reach. Gen Z use influential marketing as a key component of social 

media interaction. Gen Z is less likely to be swayed by celebrity endorsements than Millennials, and trust micro 

and nano influencers more because they feel they are more authentic and relatable when compared to celebrities. 

According to research from Influencer Marketing Hub (2023), 70% of Gen Z consumers trust recommendations 

from micro-influencers more than from traditional advertising. These influencers tend to work in niche 

communities, which can allow marketers to customize their messaging to very specific audience segments. 

Gen Z's Preferred Platforms and Marketing Takeaways 

Gen Z’s social media habits have far-reaching implications. A significant trend is the rise of social commerce, 

where platforms such as Instagram and TikTok allow for one-click purchasing. Gen Z shoppers — 62% of them 

— say they've purchased products that they discovered on social media, underscoring the necessity of adding 

direct purchasing capabilities as part of marketing strategies (eMarketer, 2023). Social commerce closes the loop 

between discovery and conversion, allowing brands to take advantage of Gen Z’s impulse-driven shopping habits. 

The goal of personalization is an additional cornerstone of successful marketing to Generation Z. Brands that are 

using artificial intelligence (AI) and machine learning (ML) to provide these experiences are best positioned to 
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reap the benefits. But as consumers demand personalized products/services, there are increased expectations of 

data privacy. Perhaps the most alarming statistic comes from Cisco’s Global Privacy Benchmark Study (2023) 

which indicated that 81% of Gen Z respondents expressed concern over how their personal data is collected and 

used; thus, making ethical data practices a pressing issue for marketers. Another big pull factor for Gen Z is 

humor and meme culture, such as brands like Wendy’s and Duolingo using meme culture to create relatable 

online persona. Shifman (2014) we argue that memes act as a kind of cultural artefact which spread ideas at a 

rapid rate makes them a potent medium for engagement. For marketers attempting to connect with Gen Z, the key 

lies in the nuances of meme culture — a social force so powerful that it has become an indispensable weapon in 

marketers' arsenals. 

Challenges in Capturing Gen Z's Attention 

Promoting sustainable practices, addressing cultural sensitivity, and guaranteeing authenticity are obstacles in 

grabbing Gen Z's interest. Given that Gen Z prioritises openness and moral consumption, influencers must manage 

the dangers of parasocial relationships and FOMO-driven marketing. In order to connect with this discriminating 

audience, brands are urged to cultivate sincere, long-term relationships with influencers. In order to gain the trust 

and allegiance of Gen Z consumers—who are becoming more and more critical of marketing strategies—effective 

engagement ultimately necessitates flexibility and responsible messaging (Jain, 2024). While there are 

opportunities to engage Gen Z, it is not without its challenges. The average attention span of this generation, 

which is only at 8 seconds (as per Microsoft Attention Span Re-Search, 2022), requires only very short and highly 

engaging content. Furthermore, their skepticism of overtly promotional content forces brands to find a fine line 

between being creative and authentic. These strategies are complicated further by the fragmented nature of Gen 

Z’s media consumption. Instead of being directed to one or two of the dominant networks of previous generations, 

Gen Z is dispersed across a myriad of platforms, each with its own set of cultural expectations and norms. 

Therefore, it is up to marketers to utilize multiple platforms for their social media activities, ensuring that the 

content is optimized for the different properties that each one has while still maintaining a consistent brand 

identity. Marketers must also think about the importance of social responsibility and authenticity in their 

marketing if they want to connect with Gen Z. In addition to being skilled at spotting authentic material, this 

generation actively looks for companies that share their ideals, such as inclusion and sustainability (Prasanna & -

, 2024). For example, because user-generated content reflects actual experiences rather than staged ads, campaigns 

that employ it can have a deeper impact. Additionally, ephemeral material on Instagram Stories and Snapchat can 

encourage this group to interact and share by establishing a sense of exclusivity and urgency (Salam et al., 2024). 

Understanding the subtleties of Gen Z's digital behaviours will be crucial for marketers navigating these 

complexities in order to build enduring relationships and encourage brand loyalty.Apart from social responsibility 

and genuineness, the quick development of technology is a major factor in determining how Gen Z interacts with 

brands. Being digital natives, they are especially attracted to creative marketing techniques that use interactive 

components like gamified content or augmented reality (AR) experiences, which not only provide entertainment 

but also encourage stronger bonds with products (Prasanna & -, 2024). Brands that successfully include 
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augmented reality (AR) elements into their ads, for example, can offer captivating immersive experiences that 

make this audience feel more than just passive consumers but rather like they are a part of a bigger story.  

Objectives of the study: 

1. To Analyze Gen Z's Social Media Usage Patterns 

2. To Identify Key Factors Influencing Gen Z's Engagement 

3. To Develop Effective Marketing Strategies Targeting Gen Z 

Significance of the study: 

Comprehending the social media behaviors of Generation Z (Gen Z) is imperative for marketers who aspire to 

engage this demographic effectively. Emerging between the mid-1990s and early 2010s, Gen Z has been 

immersed in a digital landscape, rendering them inherently proficient in technology and profoundly connected to 

social media platforms. Their distinctive online habits and preferences exert a considerable influence on their 

purchasing behaviors and perceptions of brands. Empirical research demonstrates that Gen Z employs social 

media not solely for entertainment purposes but also as a principal avenue for product discovery, information 

gathering, and brand interaction. They place a premium on authenticity and exhibit a preference for brands that 

engage their audience through personalized and interactive content. Furthermore, Gen Z displays an increasing 

reliance on influencers and creators, often depending on their endorsements when making decisions regarding 

purchases. Through a thorough examination of these behaviors, marketers can customize their strategies to align 

with Gen Z's anticipations, thereby nurturing brand loyalty and augmenting marketing efficacy. This insight 

facilitates the creation of campaigns that resonate with Gen Z's core values, such as inclusivity, sustainability, and 

social responsibility, ultimately fostering more meaningful and impactful relationships between brands and 

consumers. 

Review of Literature 

Evolution of Social Media Platforms 

As social media platforms have progressed, they have not merely revolutionized personal communication but 

have also significantly altered the operational framework for both commercial enterprises and non-profit 

organizations. The emergence of these platforms has facilitated a paradigm shift in organizational engagement, 

permitting a reciprocal dialogue with their constituencies, and engendering a sense of community and 

transparency that was previously elusive through conventional media channels (Kaplan & Haenlein, 2010). 

Furthermore, this enhanced interactivity provides opportunities for immediate feedback and engagement, which 

can profoundly affect marketing strategies and fundraising endeavors during pivotal moments, such as 

emergencies or public health challenges (Haddow & Haddow, 2014). As we progress, comprehending the 

ramifications of this transformation will be imperative, particularly in relation to how organizations can leverage 

user-generated content to cultivate trust and loyalty among varied demographic segments (Penni, 2015). As 

organizations increasingly depend on social media for outreach initiatives, they must also adeptly navigate the 

intricate issues of user privacy and data security that accompany these platforms. The advancement of algorithms 
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engineered to personalize user experiences has engendered apprehensions regarding the collection and utilization 

of personal information, which may adversely affect public trust (Kavada, 2012) (Zouai et al., 2024). Additionally, 

with younger demographics gravitating towards more visually-oriented platforms such as Instagram and TikTok, 

non-profit entities must recalibrate their strategies to engage effectively with these audiences while maintaining 

transparency concerning their data practices (Hui et al., 2014) . This delicate equilibrium between capitalizing on 

innovative communication instruments and upholding ethical standards will be pivotal in fostering enduring 

relationships with supporters and ensuring the efficacy of fundraising initiatives. As non-profits confront these 

challenges, they may also investigate novel fundraising paradigms that capitalize on the distinctive attributes of 

social media platforms. For example, crowdfunding initiatives have gained prominence by enabling organizations 

to leverage collective giving through viral dissemination and peer influence, which proves particularly effective 

among younger demographics who are more predisposed to support causes via digital channels (Okada et al., 

2017). Moreover, the incorporation of storytelling techniques within social media content can significantly 

enhance emotional bonds with supporters, motivating them not only to contribute financially but also to advocate 

for the cause within their personal networks (Aldwairi & Alwahedi, 2018). By embracing these methodologies 

while remaining vigilant regarding privacy concerns, non-profits can proficiently harness the potential of social 

media to engender a sustainable impact within their communities. As non-profits capitalize on the capabilities of 

social media, they must concurrently remain aware of the ethical considerations associated with digital 

engagement and fundraising practices. The occurrence of "slacktivism," wherein individuals demonstrate support 

for a cause through minimal effort—such as liking or sharing posts without deeper involvement—presents 

challenges to conventional metrics of activism and donor commitment (Bennett & Segerberg, 2012). This trend 

mandates that organizations not only inspire authentic participation but also cultivate sustained engagement 

strategies that promote active advocacy beyond superficial interactions. Additionally, employing analytical tools 

available on these platforms can enhance the understanding of audience behaviors and preferences, thereby 

enabling non-profits to tailor their messaging effectively while fostering substantive connections with their 

supporters (Gao et al., 2011). 

Gen Z Preferred Platforms and Their Features 

In conjunction with their favoured digital platforms, the characteristics that resonate with Generation Z users are 

imperative in influencing their online engagement. This cohort demonstrates a preference for interactive and 

visually engaging content, as evidenced by TikTok's succinct video format and Instagram's focus on stories and 

reels (Prasanna & -, 2024). Additionally, authenticity is of paramount importance; Generation Z seeks brands that 

interact with transparency and present authentic narratives instead of polished promotional materials. As they 

traverse these digital environments, the demand for tailored interactions has intensified, compelling marketers to 

revise their strategies to emphasize user-generated content and immediate engagement (Lakshmi, 2023). 

Therefore, comprehending these platform dynamics not only facilitates businesses in effectively targeting 

Generation Z but also underscores the necessity for ongoing innovation in digital marketing methodologies. 

Furthermore, as brands endeavor to establish connections with Generation Z through these interactive channels, 

they must also contemplate the broader ramifications of social and environmental awareness that this generation 
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advocates. Empirical studies suggest that Generation Z is influenced not merely by aesthetic allure but also by a 

brand’s dedication to sustainability and ethical conduct; they are inclined to favor organizations that embody their 

principles of diversity and inclusivity (Prasanna & -, 2024). This transformation in consumer behavior necessitates 

a more comprehensive marketing strategy in which storytelling is interwoven with authentic commitments to 

societal matters, thereby nurturing deeper connections and loyalty among younger consumers. Consequently, 

brands that adeptly align their messaging with these ideals are likely to experience heightened engagement and 

trust from this discerning demographic. In addition to these principles, the influence of social media influencers 

is critical in shaping Generation Z's purchasing decisions and perceptions of brands. As this generation frequently 

seeks advice from peers rather than relying on conventional advertising, collaborations with influencers who 

resonate with their values can substantially enhance a brand’s credibility and reach (Prasanna & -, 2024). For 

example, micro-influencers—individuals with a smaller yet highly engaged audience—are particularly adept at 

cultivating authentic connections, as they tend to resonate more profoundly with niche demographics through 

relatable content (Salam et al., 2024). Moreover, brands that harness user-generated content not only amplify their 

messaging but also empower consumers by fostering a sense of inclusion within the brand narrative. This 

collaborative strategy is crucial in an era where Generation Z demands active involvement in the narratives 

concerning the products and services they elect to endorse, ultimately fostering loyalty and advocacy within their 

communities. 

Opportunities for Innovation 

Innovative technologies like augmented reality (AR) and virtual reality (VR) promise exciting paths for engaging 

Gen Z: AR filters on social media services like Instagram and Snapchat have shown the potential for engaging, 

immersive experiences, while VR-based campaigns can enable deeper storytelling. As these technologies evolve 

into common strategies to target younger audiences (Gartner, 2023), Moreover, AI-based content creation and 

personalization tools are transforming the marketing space. Tools like ChatGPT, for example, now enable brands 

to produce engaging, even platform-specific social media content at scale, responding to Gen Z’s varied 

preferences. Tapping into these technologies allows marketers to create hyper-relevant experiences that pique 

and retain Gen Z’s attention. As Generation Z reshapes the social media landscape, the implications stretch far 

beyond individual apps and platforms—it is, rather, a transformative force within the digital realm, one that is 

both nuanced and complex. Marketers must know this as these behaviors and trends are critical for developing 

strategies that intentionally target this influential demographic. Looking to Gen Zs unique preferences will pay 

dividends for brands who embrace new technologies and connect with the Hashtag Generation. With social media 

in a constant state of flux, Gen Z as trendsetters and cultural drivers makes their influence undeniable in shaping 

the future of marketing. From their trends all over the world, including India, Generation Z — popularly called 

Gen Z or the “Hashtag Generation” — has transformed the parameters of social media habits and marketing 

tactics. This generation of tech-savvy individuals has unique online habits that shape their outlook on life, 

consumer preferences, content creation and engagement with the digital world around them. The present review 

of literature critically reviews the studies and reports pertaining to Gen Z and social media consumption in India, 
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synthesizing the research insights gathered from 20 or more sources including 10 research papers and 10 other 

credible materials from industry reports, government publications to newspaper articles. 

 

The Social Media Use of Gen Z in India 

India has one of the biggest Gen Z populations in the world, and a large share of them interact with Instagram, 

TikTok (until its ban), and YouTube. Shrivastava et al. (2022), 89% of Indian Gen Z respondents access social 

media daily while 72% spend over three hours of their day online. The (2023) Statista reports show that these 

results were confirmed with Instagram and YouTube held leading POSITIONS for the POST TikTok ban. Also, 

regional players such as Moj and ShareChat are aflare growing fast due to their vernacular players trying to hook 

more users in various languages. Authenticity & relatability defines Gen Z in India. According to research 

conducted by Verma and Singh (2021), two-thirds (68%) of Gen Z respondents identify the recommendations 

made by influencers to be more significant than the advertisements generated by brands, given that they regard 

the content as authentic. Industry reports such like the KPMG Media and Entertainment Report (2022) highlight 

demand for user-generated content and grassroots influencers who connect with regional audiences. These 

preferences are further embedded in heightened consciousness around social issues such as sustainability, 

inclusivity, and mental health. Bringing Indian Gen Z audiences into the fold: Micro-influencers and nano-

influencers have become game changers. A study by Deshmukh et al. (2020) found that influencers with smaller 

but engaged followings are more trusted when compared to celebrities. For example, Mamaearth and Sugar 

Cosmetics run campaigns with the micro-influencers, thereby generating a sense of trust and relatability within 

their Gen Z audience. The Economic Times (2022) article states that with regional influencers, brand penetration 

in Tier 2 and Tier 3 cities has seen effective drive as the influencers tap to dialects and localized needs. Hacktivism 

promotes accountability, and Jenkins’ (2009) participatory culture is not an abstract concept but rather treats 

Indian Gen Z social media usages. “If you have the aptitude, if you can dance, you have roles now on platforms 

like Instagram and YouTube where some trending stuff, could be from Bollywood, could be cricket, cultural 

festivals. According to a report by Deloitte India (2023), campaigns like #ShareTheLoad by Ariel, which 

leveraged Gen Z’s participatory ethos by asking them to share personal stories and experiences, proved to be 

successful in the segment. Humor and meme culture are crucial for Indian Gen Z, who enjoy meme pages across 

platforms like Instagram and Moj. Humor-based content has a 45% higher average engagement than other content 

types with Indian Gen Z (Shah and Patel 2020). Brands like Zomato and Swiggy stood to gain from this trend and 

have done so by creating funny and meme-based campaigns that connect with younger audiences. Personalization: 

Gen Z in India has a key expectation - personalization. According to a survey conducted by PwC India (2023), 

71% of Indian Gen Z consumers are more inclined to interact with brands providing personalized 

recommendations. Yet, over half are worried about how their data is collected and used (62% headlined by 75% 

of respondents in the 25-34 age category), despite benefits for those that do embrace their unique data-generating 

access points. Research by Gupta et al. (2023) emphasizes the need for a balance between personalization and 

ethical data practices to foster consumer trust. 
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Social Commerce:  A Wise Approach For India 

In India, Social commerce which integrate e- commerce with social media platforms have been gaining 

monumental traction. A study by Narayanan et al. (2023), 64% of India's Gen Z consumers prefer to buy products 

featured on social media. For small businesses seeking to reach younger consumers, Instagram Shopping and 

WhatsApp Business have emerged as essential solutions. According to eMarketer (2022),  the popularity of UPI 

(Unified Payments Interface) for online transactions has also helped lift social commerce by making it accessible.  

India needs to know why technology should not also be focused on social commerce. The integration of the 

platforms permitting user interaction like Web 2.0 and cloud computing improves collaborative business 

processes enabling enterprises to interact with the consumers more effectively (Baghdadi, 2013). Furthermore, 

the rise of mobile commerce on social networks is a valuable opportunity for enterprises to attract additional 

customers, especially since younger generations have now grown up dependent on their smartphones for online 

shopping (Turban et al., 2010). Understanding the distinct cultural characteristics that affect customer behaviour 

in this online economy is crucial as India adopts social commerce. Combining contemporary technology with 

regional customs can foster creative marketing approaches and enable companies to interact with clients more 

personally. For example, utilising local celebrations and festivals through focused social media marketing efforts 

not only increases brand awareness but also cultivates customer loyalty and trust (Rubtsova & Solodukhin, 2022). 

Additionally, as social commerce develops further, it will be essential for firms looking to maximise their offers 

and take advantage of this expanding trend to comprehend how user-generated content influences purchasing 

decisions (Marra & Antonelli, 2018) (Turban et al., 2010). 

Important Challenges in Marketing for the Indian Gen Z 

There are opportunities but also challenges in marketing to Indian Gen Z Microsoft India’s Attention Span Report 

(2021) finds the attention span of this audience to be roughly 8 seconds, necessitating extremely entertaining and 

interactive content. As marketing professionals endeavor to engage the Indian Generation Z, an in-depth 

comprehension of their digital behavior is of utmost importance. This demographic not only allocates a substantial 

amount of time online—exceeding four hours weekly for 57% of its members—but also demonstrates specific 

purchasing inclinations that markedly diverge from those of preceding generations (Swazan et al., 2022). For 

instance, they exhibit a greater propensity towards brands that emphasize social responsibility and authenticity, 

frequently preferring organizations that embody their values within their marketing initiatives. Furthermore, in 

light of the anticipated exponential growth of e-commerce, which is expected to elevate the number of online 

consumers from 75 million in 2017 to surpass 220 million by 2025, it is imperative for businesses to adapt 

expeditiously or risk diminishing their relevance in an increasingly competitive environment (Swazan et al., 

2022). Consequently, the strategic utilization of data analytics to customize marketing approaches may prove 

essential in securing the attention and allegiance of this influential demographic. In addition to ascertaining their 

purchasing preferences, marketers must also acknowledge the distinctive media consumption patterns of Indian 

Generation Z. This generation engages with brands not only through conventional advertising but increasingly 

depends on social media influencers and peer endorsements, which considerably influence their purchasing 

choices. For instance, research indicates that 76.7% of active internet users in India engage in online shopping, 
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highlighting the significance of digital platforms for effectively reaching this audience (Swazan et al., 2022). 

Moreover, as they exhibit a preference for experiences over tangible products, brands capable of developing 

immersive and interactive campaigns are likely to resonate more profoundly with them. Thus, the integration of 

experiential marketing strategies alongside data-driven insights could bolster brand loyalty among this 

technologically adept demographic, thereby ensuring sustained relevance in a rapidly transforming marketplace. 

To further engage Indian Generation Z, brands must also contemplate the growing significance of sustainability 

within their marketing narratives. This generation is characterized not only by its technological proficiency but 

also by its social consciousness; they are attracted to organizations that actively showcase environmental 

stewardship and ethical conduct (Jain, 2024). For example, initiatives aimed at ecological sustainability or 

transparent supply chains can substantially impact their purchasing choices, as 62% of this demographic favors 

brands that resonate with their values concerning social and environmental matters (Salam et al., 2024). 

Additionally, the incorporation of user-generated content within campaigns facilitates authentic storytelling that 

aligns with their aspiration for relatability and connection, potentially transforming casual consumers into fervent 

brand advocates. Thus, marketers who emphasize genuine engagement while promoting sustainable practices are 

likely to cultivate a loyal customer base within this discerning segment, ultimately enhancing their competitive 

advantage in the marketplace. 

New Technologies and Trends 

Besides this, new technologies such as augmented reality (AR) and virtual reality (VR) are attracting Indian Gen 

Z. According to a study conducted by Bose et al. (2022) identified impressive evidence that AR filters on 

Instagram and Snapchat can improve brand engagement. Furthermore, the integration of artificial intelligence is 

preventing subpar content from proliferating in a world not already inundated with it. There are predictions for 

increased adoption of these technologies in upcoming years (2023 Garter India). As Gen Z continues to influence 

and be influenced by the digital world, their use of social media is a response to new technology as well as a 

reflection of their own preferences. Younger users, for example, are increasingly using platforms with augmented 

reality (AR) features because they enable them to participate in immersive experiences that combine the real and 

virtual worlds. This change demonstrates how creative content forms, which can improve narrative and create 

stronger bonds between businesses and viewers, are having an increasing impact on Gen Z's consumption patterns 

(Kim, 2023).  Additionally, as they use these platforms, the idea that "news finds me" becomes crucial; instead of 

actively looking for information, this generation frequently comes across it by chance through carefully curated 

feeds, which raises concerns about the implications for their comprehension of social issues and world events 

(Chen & Ha, 2023).A critical analysis of how Gen Z's dependence on algorithm-driven material impacts their 

worldview is prompted by the ongoing evolution of the "news finds me" phenomena. This generation, who have 

access to a wealth of information, must learn to distinguish reliable sources from false information, which could 

distort their views on significant international issues (Chen & Ha, 2023). Furthermore, the incorporation of 

interactive technologies, such personalised news feeds and AI chatbots, makes their interaction with media even 

more difficult; these tools affect how users understand events in real time in addition to influencing what they see 

(Zhu, 2023). Therefore, in order to give Gen Z the tools they need to successfully navigate this complex 
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information world, educators and politicians must comprehend the ramifications of these technological 

breakthroughs. Recognising social media's dual role in influencing Gen Z's perception of reality is critical as 

educators and legislators work to provide them the fundamental media literacy skills they need. Platforms can be 

effective instruments for bringing attention to important global issues, but they also frequently create echo 

chambers that reinforce preexisting biases and restrict exposure to different viewpoints (Chen & Ha, 2023). The 

difficulty is not just avoiding false information but also creating an atmosphere where productive discussion may 

flourish in the face of divergent viewpoints. Furthermore, because technology is developing so quickly, 

conventional teaching strategies might not be able to adequately handle these complexity, calling for creative 

ways that prioritise digital citizenship and critical thinking (Larasati, 2023). We can better equip students to 

critically analyse knowledge and carefully contribute to societal discourse by embracing interactive learning 

experiences that immerse them in real-world circumstances. The Examination of the literature pointed out that 

Gen Z’s social media habits are complex and dynamic in Indian perspective. The desire for authenticity, 

preference for regional content, and participation in trends enable marketers to think outside the box. Drawing on 

insights from 20 disparate sources, this review sheds light on this generation’s behaviors and expectations in a 

way that sets the stage for more effective and culturally relevant marketing approaches. 

Research Design 

This research is mixed-method, as we utilize both quantitative and qualitative methods to give a detailed overview 

of Generation Z's social media usage and its impact on an effective marketing plan. This combination of 

qualitative and quantitative methods opens the possibility for triangulation of data to confirm the reliability and 

validity of findings. 

Data Collection Methods 

Quantitative Data Collection 

Data was collected through a quantitative structured online survey from Generation Z respondents aged 18–26 

years. The questionnaire had closed-ended questions to gain insights on their social media usage patterns, content 

preferences, and involvement in brand marketing. Since the focus was on active social media users, the survey 

was shared through convenience sampling across platforms such as Instagram, TikTok and Facebook. 

Goal Sample Size: Set to 500 Respondents for Representational Dataset 

Survey Tool: A Google Forms tool was used for data collection which would be anonymous and easily accessible 

for the participants. 

Key Metrics: Platform usage frequency, content types of interest, influencer trust, and social media purchasing 

behaviour. 
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Qualitative Data Collection 

Qualitative data were collected by conducting semi-structured interviews with a subset of 20 respondents from 

the survey. Doing so delivered a more profound understanding of the underlying motivations, perceptions, and 

attitudes that drove their social media behavior and marketing preference. 

Interview Method: Interviews lasting approximately 30-45 minutes 

Main Themes Discussed: Genuine representation and messaging, responsive participation, guideline consumer 

behavior, the efficacy of social commerce 

Data Analysis Methods 

Quantitative Data Analysis 

These survey data were analyzed using descriptive and inferential statistics to identify trends and correlations. 

Software: Data were analyzed using SPSS (Statistical Package for the Social Sciences). 

Data analysis: Frequency analysis with cross-tabulations and regression analysis. 

Qualitative Data Analysis 

Interview data were analysed using thematic analysis to identify themes and patterns in responses. 

Findings of the study: 

The research elucidated that Generation Z demonstrates unique social media behaviors that have a profound 

impact on their consumer decision-making processes. A significant segment of Gen Z employs social media 

platforms not solely for recreational purposes but also as primary avenues for the discovery of novel products and 

interaction with various brands. Visual-oriented platforms such as Instagram is particularly preferred, with short-

form video content facilitating elevated engagement metrics. Authenticity has surfaced as an essential 

determinant; Gen Z consumers exhibit a greater propensity to trust and interact with brands that communicate 

sincere and relatable narratives. Furthermore, collaborations with influencers play a crucial role in influencing 

purchasing choices, particularly when such influencers are regarded as credible and genuine. Interactive content, 

including polls, quizzes, and live broadcasts, further enhances engagement, nurturing a sense of community and 

direct affiliation with brands. Nonetheless, the research indicated a rising skepticism towards explicit advertising, 

with an inclination towards more nuanced and value-centric marketing strategies. Privacy apprehensions were 

also underscored, suggesting that brands must approach data utilization with transparency in order to sustain trust.  

Conclusion 

Comprehending the social media behaviors of Generation Z is paramount for the formulation of efficacious 

marketing strategies. The proclivity of this generation towards authentic, visual, and interactive content 

necessitates that brands evolve by constructing credible narratives and immersive experiences. Capitalizing on 

platforms that emphasize short-form and visual content, alongside partnerships with influencers who align with 

Gen Z's value system, can significantly bolster brand loyalty and influence purchasing behaviors. Furthermore, 
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addressing privacy apprehensions with transparency can serve to fortify trust and enhance brand credibility. As 

Generation Z progresses into a preeminent consumer demographic, brands that synchronize their marketing 

approaches with these insights will be more adept at effectively engaging this pivotal audience. 
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