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Abstract- The emergence of social media as a marketing
platform has significantly reshaped consumer purchase
behavior, particularly among Generation Z, who are
digital natives and highly responsive to online
engagement. This study investigates the impact of social
media advertising on the purchase decisions of Gen Z
consumers in India. Drawing insights from prior studies,
such as Kadam and Deshmukh (2021), who highlighted
the influence of lifestyle and electronics endorsements on
Gen Z in Pune, and Lalwani (2021), who emphasized
interactivity and visual appeal in advertisements, this
research builds upon both regional and global
perspectives. A structured questionnaire was distributed
to 300 respondents aged 18-25, and data were analyzed
using descriptive statistics, correlation, and regression
methods. Findings reveal that influencer endorsements
and interactive video content significantly affect purchase
intentions, while static banner advertisements have
minimal influence. These results align with systematic
reviews of Gen Z purchasing behavior (Voramontri,
2023), which highlight authenticity, trust, and platform-
specific engagement as critical factors. The study
contributes to marketing literature by comparing local
and global evidence, offering practical implications for
brands targeting Gen Z. It suggests that marketers
prioritize influencer collaborations, short-form video
content, and interactive campaigns to capture Gen Z
attention. The study also underscores the importance of
authenticity and sustainability in social media marketing
strategies, reflecting broader consumer expectations.
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L. INTRODUCTION

The rapid digitalization of the global economy has
transformed the marketing landscape, shifting brand
communication from traditional advertising platforms
to dynamic, interactive, and consumer-driven social

IJIRT 187216

media ecosystems. Social media platforms such as
Instagram, YouTube, TikTok, and Facebook have
emerged as powerful tools that allow brands to directly
engage with their target audiences through personalized
and highly interactive advertising formats. Among
these audiences, Generation Z (Gen Z), generally
defined as individuals born between 1997 and 2012,
constitutes the most influential and digitally savvy
consumer segment. Unlike older generations, Gen Z
consumers are true digital natives who have grown up
immersed in technology, social networking, and
mobile-first communication (Voramontri, 2023). Their
consumption patterns are highly influenced by online
communities, influencers, and peer recommendations,
making them uniquely responsive to social media
advertising.

In India, the relevance of social media advertising is
particularly pronounced due to the rapid growth of
internet penetration and smartphone adoption.
According to recent industry statistics, India is home to
over 400 million active social media users, with more
than 25 million new users added annually (Kadam &
Deshmukh, 2021). A large proportion of this user base
consists of young consumers aged between 15 and 25,
who constitute the backbone of Gen Z. This
demographic is highly engaged with visual and
interactive platforms such as Instagram, Snapchat, and
TikTok (before its ban in India), where short-form
videos and influencer-driven campaigns dominate
advertising strategies. For marketers, understanding the
purchase behavior of Gen Z is critical, as this
generation possesses substantial purchasing power,
high brand consciousness, and strong preferences for
authenticity and social responsibility in marketing.

INTERNATIONAL JOURNAL OF INNOVATIVE RESEARCH IN TECHNOLOGY 4901



© November 2025]| IJIRT | Volume 12 Issue 6 | ISSN: 2349-6002

Need for the Study

The shift towards digital and social media marketing
has created both opportunities and challenges for
businesses. On the one hand, social media enables
brands to reach a massive audience at relatively low
costs compared to traditional advertising. On the other
hand, the fragmented attention spans of Gen Z and their
aversion to overt commercial messages pose a
challenge to advertisers. Studies such as Lalwani
(2021) highlight that attributes like interactivity,
personalization, and visual appeal significantly
influence Gen Z’s purchase intentions. Similarly,
rescarch by Kadam and Deshmukh (2021)
demonstrates that social media influencers hold
substantial sway over consumer behavior in lifestyle
and electronics categories, where trust and relatability
are more impactful than conventional brand messages.
These findings highlight the importance of adapting
marketing strategies to match Gen Z’s expectations for
authentic and engaging digital experiences.

Global and Indian Context

Globally, Gen Z consumers are recognized for their
strong reliance on peer-to-peer recommendations,
influencer endorsements, and short-form video content
in making purchasing decisions (Voramontri, 2023).
Compared to Millennials, Gen Z tends to be more
skeptical of traditional advertisements but is more
receptive to user-generated and influencer-driven
content that feels authentic and relatable. In India, these
global patterns manifest in unique ways due to cultural
and regional diversity. For example, a study conducted
in Jammu and Kashmir found that Gen Z’s purchase
intentions are shaped not only by advertising attributes
but also by cultural resonance and regional consumer
behavior (Examining Purchase Intentions of Gen Z,
2020). This indicates that while Gen Z is a global digital
cohort, their consumer behavior is also influenced by
local contexts, highlighting the need for region-specific
marketing strategies.

Further, systematic reviews of Gen Z purchasing
behavior (Voramontri, 2023) point to three consistent
drivers of consumer response to social media
advertising: authenticity, interactivity, and
sustainability. Authenticity refers to the perceived
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genuineness of the brand message, often conveyed
through influencer endorsements or real-life
testimonials. Interactivity relates to features such as
polls, quizzes, and augmented reality filters, which
actively engage consumers. Sustainability reflects Gen
Z’s heightened awareness of social and environmental
issues, with many young consumers preferring brands
that align with their values. Together, these factors
provide a comprehensive framework for analyzing how
social media advertising affects Gen Z’s purchase
decisions.

Research Gap

While several studies have examined the role of social
media in consumer behavior, there is limited empirical
research focusing specifically on Gen Z in India,
particularly in relation to purchase decisions driven by
social media advertising. For instance, Kadam and
Deshmukh (2021) explored the influence of influencers
in Pune city, while Lalwani (2021) studied advertising
attributes among Gen Z in select regions. However,
there is a need for broader research that integrates these
insights into a larger framework, comparing different
advertising strategies such as influencer endorsements,
video content, banner ads, and interactive campaigns.
Moreover, existing studies often focus on brand
awareness or consumer engagement rather than directly
linking advertising strategies to actual purchase
decisions. This study addresses these gaps by
empirically analyzing how different forms of social
media advertising influence the purchase decisions of
Gen Z consumers in India.

Objectives

In line with the identified gaps, this study is guided by
the following objectives:

1. To analyze the influence of social media
advertising on the purchase decisions of Gen Z
consumers.

2. To identify the most effective social media
platforms and advertising formats (e.g., influencer
marketing, video ads, interactive posts).

3. To examine the role of engagement, content
quality, and authenticity in shaping Gen Z’s
purchasing behavior.
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4. To compare findings with existing regional and
global literature on Gen Z consumer behavior.

5. To provide practical recommendations for
marketers targeting Gen Z through social media.

Significance of the Study

This research makes both academic and practical
contributions. Academically, it enriches the growing
body of literature on digital marketing and consumer
behavior by integrating regional and global
perspectives on Gen Z. It incorporates insights from
studies conducted in Pune (Kadam & Deshmukh,
2021), Jammu and Kashmir (Lalwani, 2021), and
systematic international reviews (Voramontri, 2023),
thereby presenting a comparative framework.
Practically, the study provides actionable strategies for
marketers aiming to target Gen Z consumers more
effectively. It underscores the importance of adopting
influencer-driven, interactive, and authentic advertising
strategies, while cautioning against overreliance on
static banner ads that fail to capture Gen Z’s attention.

II. LITERATURE REVIEW

Gen Z and Consumer Behavior

Generation Z represents the first cohort of true digital
natives who have grown up immersed in technology
and social media platforms. Unlike Millennials, who
witnessed the transition from traditional to digital
marketing, Gen Z consumers have been exposed to
online platforms from an early age. This demographic
demonstrates unique consumer behaviors, including
shorter attention spans, higher reliance on peer reviews,
and strong preferences for visual and interactive
content (Voramontri, 2023). Their consumption
patterns are driven not only by product quality but also
by values such as authenticity, sustainability, and brand
transparency. A systematic review of studies between
2019-2023 concluded that Gen Z’s purchase decisions
are primarily influenced by social media usage, with
TikTok, Instagram, and YouTube being the dominant
platforms (file.pdf, 2023).
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Influence of Social Media Advertising Attributes

The effectiveness of social media advertising lies in the
attributes that resonate with Gen Z’s digital lifestyle.
Lalwani (2021) highlighted that interactivity, visual
appeal, and personalization are the most influential
factors in shaping purchase intentions among Gen Z
consumers in Jammu & Kashmir. These findings align
with earlier research indicating that Gen Z is highly
responsive to content that allows two-way interaction
and creativity rather than passive consumption.
Similarly, Duangruthai Voramontri’s conceptual model
on decision-making suggests that social media
advertising influences multiple stages of the consumer
journey, including information search, evaluation of
alternatives, and final purchase decisions.

Role of Influencers in Purchase Decisions

One of the most significant developments in digital
marketing is the rise of influencers, who act as trusted
intermediaries between brands and consumers. Kadam
and Deshmukh (2021), in their study on Pune city,
found that influencer endorsements have a strong
impact on Gen Z consumers’ purchase behavior in the
lifestyle and electronics sectors. The authors argue that
influencers, due to their perceived expertise and
relatability, create stronger brand connections
compared to traditional advertising. Their study also
highlights that Gen Z trusts influencer-generated
content more than company-driven messages. These
findings are consistent with McKinsey & Company’s
(2020) observation that 80% of consumers consider
new brands based on influencer recommendations.

Engagement, Authenticity, and Trust

Another recurring theme across the literature is the
importance of authenticity in marketing to Gen Z.
According to Janusz Wielki (2020), the effectiveness of
influencer-driven campaigns depends largely on the
trustworthiness and credibility of the influencer, as well
as the congruence between the influencer’s persona and
the product being endorsed. Lalwani (2021) further
emphasizes that Gen Z is quick to reject advertising that
appears forced, insincere, or overly commercial.
Instead, they prefer authentic content that blends
naturally into their social media feeds. Voramontri’s
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(2023) systematic review reinforces this, noting that
Gen Z’s loyalty is shaped by how well brands
communicate their values, particularly sustainability
and social responsibility.

Global vs Indian Perspectives

Globally, short-form video content (e.g., TikTok,
Instagram Reels) has been identified as a dominant
driver of consumer engagement. Studies from
Southeast Asia and Europe highlight that immersive
and creative videos significantly enhance brand recall
and purchase intention (Chaffey, 2022). In India,
however, there are regional nuances. For instance,
Lalwani (2021) found that cultural resonance
influences advertising effectiveness in Jammu &
Kashmir, while Kadam and Deshmukh (2021) showed
that urban youth in Pune respond strongly to influencer
endorsements in lifestyle and electronics categories.
Another Indian study (Influence of Social Media
Marketing on Purchase Intention, 2020) demonstrated
that social media marketing positively affects brand
awareness, loyalty, and perception, which in turn boost
purchase intention among Indian Gen Z consumers.
Thus, while global patterns emphasize interactivity and
authenticity, Indian studies highlight the significance of
cultural and regional context.

Identified Research Gaps

The reviewed literature provides strong evidence of the
role of social media advertising in influencing Gen Z
purchase behavior. However, several gaps remain.
First, most Indian studies are region-specific (e.g.,
Pune, Jammu & Kashmir), limiting generalizability
across the diverse Indian market. Second, while
influencer marketing has been extensively studied,
fewer studies directly compare the effectiveness of
different advertising types such as video ads, banner
ads, and interactive campaigns. Third, although global
reviews emphasize sustainability and authenticity,
empirical Indian studies often under-examine these
variables. This research addresses these gaps by
analyzing how different forms of social media
advertising—namely influencer endorsements, video
content, banner ads, and interactive posts—affect the
purchase decisions of Gen Z consumers in a broader
Indian context.
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III. RESEARCH METHODOLOGY

Research Design

This study adopts a descriptive and quantitative
research design, aimed at empirically investigating the
impact of social media advertising on purchase
decisions of Generation Z (Gen Z) consumers. A
survey-based approach was selected as it enables
systematic data collection from a large sample, suitable
for analyzing behavioral patterns, preferences, and
perceptions of digital natives. Similar approaches have
been employed in prior studies on Gen Z advertising
behavior (Lalwani, 2021; Kadam & Deshmukh, 2021).

Population and Sample

The population of this study consists of Gen Z
consumers aged 18 to 25 years, as this age group
represents digitally active users with high purchasing
power. A sample size of 300 respondents was chosen to
ensure representativeness while maintaining feasibility.
The sample size is consistent with earlier empirical
studies in India on Gen Z social media behavior (e.g.,
Lalwani, 2021 with 284 respondents; Kadam &
Deshmukh, 2021 with 250 respondents).

The sampling technique employed was convenience
sampling, focusing on respondents who are active on at
least two major social media platforms (Instagram,
YouTube, Facebook, Snapchat, or TikTok-equivalent
platforms). Respondents were recruited through online
distribution channels such as WhatsApp, Instagram,
and email networks.

Data Collection Method

Primary data was collected using a structured
questionnaire designed with closed-ended questions
and measured on a 5-point Likert scale (1 = Strongly
Disagree, 5 = Strongly Agree). The questionnaire
included:

e Section A: Demographic details (age, gender,
education, income).

e  Section B: Social media usage patterns (time spent,
preferred platforms).

e Section C: Perceptions of different advertising
formats (influencer endorsements, video ads,
banner ads, interactive content).
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e Section D: Purchase behavior and decision-making
process.

Secondary data was collected through journals, reports,

and academic studies including those by Kadam &

Deshmukh (2021), Lalwani (2021), Voramontri (2023),

and other uploaded sources.

Variables of the Study

e Independent Variables (Advertising Types):

1. Influencer Endorsements — Trust, relatability,
and authenticity of influencers.

2. Video Advertisements — Short-form, engaging
content such as Instagram Reels or YouTube
shorts.

3. Banner Advertisements — Static ads displayed
on social media platforms.

4. Interactive Content — Polls, quizzes, AR filters,
and contests that require consumer
participation.

e Dependent Variable:

o Purchase Decisions of Gen Z Consumers —
Measured by intention to purchase, frequency
of purchase influenced by ads, and brand
switching behavior.

1. Descriptive  Statistics — To  summarize
demographic characteristics and social media
usage patterns.

2. Correlation Analysis — To identify the strength of
relationships between advertising types and
purchase decisions.

3. Regression Analysis — To measure the impact of
independent variables (advertising types) on the
dependent variable (purchase decision).

4. ANOVA (if required) — To examine differences
across demographic segments (e.g., gender, age

groups).

Ethical Considerations

The study adhered to ethical research practices.
Respondents were informed of the study’s purpose, and
participation was voluntary. Confidentiality of
responses was assured. The research complies with
academic integrity standards, avoiding plagiarism and
ensuring originality in data collection and analysis.

Iv. DATA ANALYSIS & RESULTS

4.1 Demographic Profile of Respondents

A total of 300 valid responses were collected from Gen

‘Variable HCategory HFrequency HPercentage ‘ Z consumers (18-25 years). The demographic
|Gender “Male ||150 “50% | distribution is shown below:

| ||Female ||150 ||50% |

| Age ||18721 ||180 ||50% | Table 1: Demographic Characteristics of Respondents
\ |[22-25 [120 |[40% \

|Education “Undergraduate ||160 “53% | ‘Platform HFrequency HPercentage ‘

| ||Postgraduate ||140 ||7% | ‘Instagram H210 H70% ‘
ﬁiga [SJ‘S’:ia' <3 hours 60 20% YouTube 180 60%

| |[2-4 hours [140 [47% | [Facebook & po% |

\ |4 hours [[100 33% \ Snapchat 75 25%

Tools for Data Analysis Others (Twitter, LinkedIn)  |[45 15%

Data was processed and analyzed using SPSS
(Statistical Package for Social Sciences).

The following statistical techniques were employed:
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Figure 2: Preferred Platforms

(A bar chart with Instagram highest, followed by
YouTube, then Facebook/Snapchat)

Interpretation: Instagram and YouTube dominate as
advertising platforms among Gen Z, aligning with
global trends (Voramontri, 2023).

4.3 Correlation Analysis

A Pearson correlation test was conducted to examine
relationships between advertising types and purchase

decisions.

Table 3: Correlation Results

. Correlation with Purchase
Variable ..
Decision (r)
Infl
nfluencer 0.68%
Endorsements

|Video Advertisements ||O.55** |

|Interactive Content ||O.61 *ok |

lBanner Advertisements”O.ZZ (ns) l

(Significant at p < 0.01, ns = not significant)
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Chart Title

0005

e — ()

Interpretation: Influencer endorsements show the
strongest correlation with purchase decisions, followed
by interactive content and video ads. Banner ads are
weakly correlated.

4.4 Regression Analysis

Multiple regression was performed with four types of
advertising as predictors of purchase decision.

Table 4: Regression Analysis

||Beta ||t-value ||Sig. p)
H0.42 Hs.so Ho.ooo

|Predictor |
|
||0.28 ||3.75 ||0.002 |
|
|

‘Inﬂuencer Endorsements

|Video Advertisements

||o.31 ||4.1o ||o.001
Ho.os HI.IO

|Interactive Content

‘Banner Advertisements H0.273 (ns)

Model Summary: R?=0.58, F =45.2, p <0.001

Chart Title

Banner Advertisements
Interactive Content

Video Advertisements

Influencer Endorsements

i'H]

Si

g. (p) Mt-value MBeta

Figure 3: Impact of Ad Types on Purchase Decisions
(A clustered column chart showing highest beta for
Influencer, then Interactive, then Video, Banner lowest)
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Interpretation: The regression confirms that influencer
endorsements are the most powerful predictor of
purchase behavior, followed by interactive and video
ads. Banner ads remain statistically insignificant. This
echoes Kadam & Deshmukh (2021) and Lalwani
(2021).

4.5 Hypothesis Testing

e HI: Influencer endorsements positively influence
Gen Z purchase decisions — Supported

e H2: Video advertisements positively influence
Gen Z purchase decisions — Supported

e H3: Interactive content positively influences Gen
Z purchase decisions — Supported

e H4: Banner advertisements positively influence
Gen Z purchase decisions — Not Supported

4.6 Summary of Findings

* Gen Z spends 2—4 hours daily on social media,
with Instagram and YouTube as top platforms.

* Influencer marketing has the strongest impact on
purchase decisions.

* Interactive and video ads are moderately effective.

*  Banner ads show negligible influence, suggesting
Gen Z avoids or ignores passive ad formats.

V. DISCUSSION

The objective of this research was to examine how
different types of social media advertising—influencer
endorsements, video advertisements, interactive
content, and banner advertisements—influence the
purchase decisions of Gen Z consumers in India. The
results provide valuable insights into the digital
marketing landscape for this unique consumer cohort.

5.1 Role of Influencer Endorsements

The regression analysis revealed that influencer
endorsements had the strongest positive impact on
purchase decisions (f = 0.42, p <0.001). This confirms
the growing consensus that influencers serve as
credible, relatable, and trusted intermediaries between
brands and consumers. The findings are in line with
Kadam and Deshmukh (2021), who observed that Gen
Z consumers in Pune trusted influencers more than
traditional advertising, particularly in lifestyle and
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electronics product categories. Similarly, McKinsey &
Company’s report (2020) noted that 80% of consumers
are willing to try a new brand based on influencer
recommendations.

This strong effect highlights the psychological
connection between influencers and Gen Z. The
parasocial relationships formed on platforms like
Instagram and YouTube make influencer messages feel
authentic and persuasive, unlike impersonal banner ads.
Moreover, Gen Z’s reliance on peer-to-peer
recommendations reinforces the significance of
influencer-driven content.

5.2 Effectiveness of Interactive Content

The study found interactive advertisements (f = 0.31, p
< 0.001) as the second most influential factor on Gen
Z’s purchase behavior. This echoes Lalwani’s (2021)
study in Jammu & Kashmir, which highlighted
interactivity as a critical driver of purchase intention.
Features such as polls, quizzes, and augmented reality
(AR) filters engage Gen Z actively, satisfying their
desire for two-way communication rather than passive
exposure.

These results also align with Voramontri’s (2023)
systematic review, which emphasized that interactivity
is central to Gen Z’s decision-making across multiple
stages—from information search to post-purchase
evaluation. Thus, interactivity not only enhances
consumer engagement but also deepens brand-
consumer relationships.

5.3 Impact of Video Advertising

Video advertisements also showed a significant impact
(B = 0.28, p < 0.002). This finding is consistent with
global research emphasizing the dominance of short-
form video platforms such as TikTok, Instagram Reels,
and YouTube Shorts in capturing Gen Z’s attention
(Chaffey, 2022). Video content combines visual appeal,
storytelling, and entertainment, making it more
memorable and persuasive than static formats.

In the Indian context, YouTube and Instagram emerged
as the most preferred platforms in this study,
reinforcing the notion that Gen Z gravitates toward
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visually rich and engaging content. Prior studies
(Influence of Social Media Marketing on Purchase
Intention, 2020) similarly demonstrated that social
media marketing through video content enhances brand
awareness, perception, and loyalty, ultimately leading
to increased purchase intention.

5.4 Negligible Role of Banner Advertisements
Contrary to traditional digital marketing practices,
banner ads did not significantly influence purchase
behavior (B = 0.08, p > 0.05). This result underscores
Gen Z’s tendency to avoid or ignore overtly
commercialized content. Kadam and Deshmukh (2021)
and Lalwani (2021) both noted that Gen Z consumers
dislike being “force-fed” advertisements, preferring
subtle, authentic, and organic promotional content
instead.

This finding highlights a key strategic implication:
marketers should allocate fewer resources to banner
advertising when targeting Gen Z, focusing instead on
influencer-driven and interactive strategies.

5.5 Global vs. Indian Context

The study’s results resonate with both Indian and
international literature. In India, Lalwani (2021)
highlighted interactivity and visual appeal as major
factors for Gen Z, while Kadam and Deshmukh (2021)
established the dominance of influencers in shaping
purchase decisions. These findings are consistent with
our results, which show influencers as the strongest
predictor, followed by interactive and video ads.
Globally, Voramontri’s (2023) review identified
authenticity, interactivity, and sustainability as the
three cornerstones of Gen Z consumer behavior. While
this study did not directly test sustainability, the
preference for authenticity (via influencers) and
interactivity reflects global patterns. This suggests that
despite cultural and regional variations, Gen Z
worldwide shares similar digital consumption
behaviors.

5.6 Practical Implications

e Influencer Partnerships: Brands targeting Gen Z
should collaborate with micro- and macro-
influencers who resonate with niche audiences.

* Interactive Campaigns: Features such as polls,
contests, and AR filters should be integrated into
campaigns to increase engagement.
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*  Video-First Strategy: Short-form video ads should
be prioritized on Instagram and YouTube for
maximum impact.

*  Authenticity over Promotion: Gen Z is highly
skeptical of overt promotions; hence, brands must
focus on authentic storytelling.

* Reduced Focus on Banner Ads: Investments in
banner ads should be minimized, as they show
negligible influence on Gen Z purchase decisions.

VL CONCLUSION

This study set out to investigate the impact of social
media advertising on the purchase decisions of Gen Z
consumers in India, focusing on four major advertising
types: influencer endorsements, video advertisements,
interactive content, and banner advertisements. The
findings provide valuable insights into the preferences
and behaviors of a digitally native generation that
wields significant influence in today’s consumer
markets.

The results demonstrate that influencer endorsements
exert the strongest influence on Gen Z’s purchase
decisions. This supports the growing body of evidence
that influencers are seen as authentic and trustworthy
figures who bridge the gap between brands and
consumers (Kadam & Deshmukh, 2021). Interactive
advertisements were also found to significantly
influence purchasing behavior, echoing Lalwani’s
(2021) conclusion that interactivity enhances
engagement and persuasion. Video advertisements
emerged as another important driver of consumer
behavior, aligning with global findings that short-form
video content (e.g., Instagram Reels, YouTube Shorts,
TikTok) captures Gen Z’s fragmented attention span
effectively (Voramontri, 2023). In contrast, banner ads
showed negligible impact, suggesting that traditional
digital formats fail to resonate with Gen Z’s preferences
for authentic and interactive experiences.

Contributions of the Study

1. Academic Contribution: The study enriches digital
marketing literature by integrating regional
findings (e.g., Pune, J&K) with global systematic
reviews, offering a comparative perspective on
Gen Z consumer behavior. It also fills gaps in
existing research by empirically analyzing the
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relative effectiveness of multiple advertising types
in influencing purchase decisions.

2. Practical Contribution: The findings offer clear
guidance for practitioners. Marketers are advised
to invest in influencer collaborations, interactive
campaigns, and video-first strategies while
minimizing reliance on banner ads. Authenticity
and relatability should remain at the core of Gen Z
marketing campaigns.

Limitations of the Study

Despite its contributions, this study is not without
limitations. First, the use of convenience sampling
restricts the generalizability of the findings across
India’s diverse Gen Z population. Second, the data
relied on self-reported responses, which may be subject
to social desirability bias. Third, the study did not
directly test the influence of broader factors such as
sustainability or cultural identity, which global reviews
(Voramontri, 2023) highlight as significant.

Directions for Future Research

Future studies should adopt larger and more diverse
samples across multiple regions of India to enhance
generalizability. Incorporating qualitative methods
such as focus groups or in-depth interviews may
provide deeper insights into the motivations behind
Gen Z’s responses to advertising. Further, examining
emerging platforms (e.g., Al-driven advertising,
metaverse marketing) and values-based factors such as
sustainability and ethics could broaden the scope of
research. Cross-cultural comparisons would also be
valuable in identifying whether Indian Gen Z
consumers mirror or diverge from global patterns.

VIL SUMMARY

In conclusion, the study establishes that social media
advertising significantly impacts Gen Z purchase
decisions, but its effectiveness depends on the format.
Influencers, interactive ads, and videos are highly
effective in engaging this demographic, while banner
ads are largely ignored. These insights underscore the
need for marketers to design authentic, engaging, and
value-driven campaigns to capture Gen Z’s attention
and loyalty in an increasingly competitive digital
marketplace.
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