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Abstract  
 

This researchlaims to investigate the influence of social media marketing on purchasing decisions of 
generationlZlconsumers. Generation Z, born between mid-1990 and 2010, has grown up in an 
environment influenced by technology and social media. Using qualitative descriptive methods to 
describe the impact of social media onldecisions Generation Z consumer purchases. Data was collected 
through an online survey involving Generation Z respondents who actively use social media as a source 
of information and means of purchasing. Thel research results show that social medial has al 
significant impactlon thelpurchasing decisions of Generation Z consumers. They tend to use social 
medial to search for information about productslby following influencers they like, and reading product 
reviews with high ratings. Content uploaded by brands and influencers can influence Generation Z 
consumers' perceptions of a product. Additionally, social media can create strong connections between 
brands and Generation Z consumers. 
 
Keywords: social media, purchasing decisions, generation z 
 
 
Introduction  

Social media is a platform used to facilitate communication between users and build personal profiles. 
Social media can also be used by businesses as a marketing medium and is often used to build a person's 
profile (Levrant & Wulansari, 2024). 

The influence of Social Media Marketing on generation Z purchasing decisions is very important 
today. Generation Z is a generation born between the mid-1990s and 2010s and is known as a generation 
that grew up in an environment that was heavily influenced by technology. According to Halim et al, 
(2024), Generation Z spends more than 11 hours a day viewing and sharing content on various social 
media platforms. For a brand, this can provide a great opportunity to use social media as an effective 
marketing tool. 

Marketing via social media can help strengthen brand relationships with consumers. 
Recommendations from friends and influencers on social media are the reason for making decisions for 
generation Z. Generation Z appreciates the existence of brands on social media and the way these brands 
interact with their followers (Halim et al, 2024). This means that interaction on social media can influence 
purchasing decisions. 

Another factor is trust in brands and the interactivity of generation Z in seeking information on 
interesting content. Therefore, a good marketing strategy needs to pay attention to factors that aim to 
attract the attention and build loyalty of generation Z consumers by making good use of social media 
marketing, so companies can increase generation Z's buying interest and can build good relationships in 
the long term. 

Social Media Marketing is a type of marketing that utilizes various social media platforms to interact 
with consumers, build a brand image, and promote products or services. According to Kotler and Keller 
(2020), Social Media Marketing involves the use of various platforms such as Facebook, Instagram, Tik 
Tok and YouTube to create interesting content and build closer relationships with consumers. With Social 
Media Marketing, companies can interact directly with consumers and receive feedback quickly. 

Social Media Marketing has several components, namely: (1) Content: creating interesting content is a 
marketing strategy to attract consumer interest. This content can include images and videos; (2) 
Interaction: Consumer involvement through comments, messages and likes from various content aimed at 
building community; (3) Analysis: Assessing the effectiveness of content and campaigns and 
understanding consumer behavior on social media platforms (Kotler and Keller, 2020). 
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Digital Marketing is a marketing activity carried out via digital and internet platforms to achieve 

business goals. According to Chaffey and Ellis-Chadwick (2019), Digital Marketing is not only limited to 
online marketing activities, but also includes the application of digital technology in offline marketing. 
Digital marketing focuses on creating significant interactions between companies and consumers through 
digital channels. 

According to Hamirul et al, (2022) social media has the following characteristics: (1) Connectedness: 
Social media allows users to connect with other people, be they friends, family or strangers; (2) 
Interactivity: Using social media allows you to interact with other people in various ways, such as 
comments, messages, and so on; (3) Content Uploaded by Users: The majority of content on social media 
is created by users themselves, not by the platform; (4) Sharing: The use of social media can produce 
various types of content, including text, images, videos, and audio; (5) Openness: Social media is 
generally open, everyone can see the information shared. 6) Speed: Information can be shared quickly and 
easily via social media. 
 
Methods 

This research uses descriptive qualitative methods to describe the impact of social media on the 
purchasing decisions of Generation IZ consumers. Data was collected through an online survey of 15 
Generation Z respondents who used social media to search for information and buy goods. The aim of 
qualitative methods is to understand social phenomena comprehensively and thoroughly. In this regard, 
the impact of social media on purchasing decisions of Generation Z consumers will be studied. The aim 
of the descriptive method is to describe and describe in detail the phenomenon in question and whether 
this phenomenon exists (Sugiyono, 2021).  

The research subjects were 15 Generation Z respondents who actively used social media to obtain 
information and carry out the process of purchasing goods. The respondent criteria are as follows: 

1. Age range 15 to 25 years 
2. Use social media at least 5 hours in a day 
3. Actively upload content and have shopped via social media 
 
The following is a list of questions asked to respondents 

1. Criteria for Using Social Media 
a) What social media platforms do you frequently use? 
b) How many hours do you spend using social media every day? 
c) What is your purpose for using social media? 

2. Social Media Activities 
a) Do you often upload content on social media? 
b) What type of content do you upload? 
c) Have you ever purchased goods via social media?  

3. Important Criteria for Social Media Content: 
a) Have you ever received feedback or information regarding your purchase on social media? 
b) lWhat type of social media content most influences your purchasing decision? 
c) What are the significant influences that product reviews, influencer recommendations, and social 

media advertising have on your purchasing decision? 
4. Perception and Experience Criteria:  

a) What positive experiences have you had regarding purchasing via social media? 
b) Have you had any negative experiences with purchasing via social media? 
c) What are your likes and dislikes about social media related to purchasing a product? 

 
Results and Discussions 

This research uses a qualitative method to describe the impact of social media on the purchasing 
decisions of Gen Z consumers. Data was collected through a survey of 15 respondents who actively use 
social media as a source of information and purchase a product. 
1. Criteria for Using Social Media 

a) What social media platforms do you frequently use? 
Most respondents chose Tik Tok and Instagram, because these social media platforms display 
interesting and interactive visual content, both videos and photos. For example, "I often open 
Instagram, because there are lots of interesting photos and videos". 

b) How many hours do you spend using social media every day? 

6 | SI-ISCEBE 
 



 
 

 
The 1st International Student Conference on Economics and Business Excellence (ISCEBE) 2024 

 e-ISSN: xxxx-xxxx/Vol.1/SI-DigitalTransformation (2024) 
                                   

 
On average, respondents spend around 3 to 5 hours in a day. One respondent said "I can scroll 
through Tik Tok videos for hours, just to look for reviews of the product I want to buy". Another 
respondent also said, "Usually I'm active on social media like IG and Tik Tok when I get home 
from work, so I only take a short time, at most 3 hours". 

c) What is your purpose for using social media? 
The majority of respondents use social media for entertainment, interacting with friends, and 
looking for information about a product. According to respondents, "I often scroll videos on 
Instagram as entertainment, especially watching funny videos". Another respondent also 
answered "Usually I communicate with my friends via WhatsApp".  

2. Social Media Activities 
a) Do you often upload content on social media? 

Most respondents often upload content on social media, especially on WhatsApp and Instagram. 
Uploaded content such as photos and videos. For example, "I rarely upload, upload stories when 
I have an event with friends or family". Another respondent also answered, "Occasionally upload 
stories on Instagram, such as reposting videos from Instagram reels".  

b) What type of content do you upload? 
The types of content uploaded are very diverse, including personal photos, food photos and 
funny videos. "I like making videos that are trending on Tik Tok", said one respondent.  

c) Have you ever purchased goods via social media? 
Most respondents admitted to having purchased goods or products via social media, but there 
were also respondents who only looked for product reviews on social media to consider 
purchasing directly, not via online social media. One respondent said, “Yes, I have. I once bought 
clothes on Shopee with high review ratings. Because the rating is high, the product is definitely 
good". Another respondent stated, "Never before, I just look for product reviews on Tik Tok, if the 
reviews are good, I usually buy them directly at  the nearest shop".  

3. Important Criteria for Social Media Content: 
a) Have you ever received feedback or information regarding purchases on social media? 

Most respondents stated that they had received feedback or information regarding product 
purchases on social media such as product reviews and comments. One respondent said, "My 
friends always tell me that the product they bought is good after they try the product. So I know 
the product is really good”. The most feedback comes from friends and influencers they like, "I 
trust friends' recommendations more than excessive advertising", said one respondent. 

b) What type of social media content most influences your purchasing decision? 
Many respondents stated that visual content, especially videos and images attracts their attention 
more. Respondents said "Before buying a product, I often look at reviews, especially unboxing 
videos from other customers. Because I can see the product directly”. Another respondent stated, 
"I often scroll quickly through product text reviews on Shopee, I stop if a customer includes 
unboxing pictures and videos". 

c) What are the significant influences that product reviews, influencer recommendations, and social 
media advertising have on your decision to purchase? 
Respondents admitted that product reviews and recommendations from influencers and friends 
greatly 
influenced their decision to buy a product. Respondents said “I follow my favorite influencer 
accounts. If they recommend something, I would definitely be interested in buying it”. Reviews 
from other users are very influential, "I trust reviews from customers who have purchased more 
than advertisements", stated one respondent. 

4. Perception and Experience Criteria:  
a) What positive experiences have you had regarding purchasing via social media? 

Many respondents had positive experiences in purchasing on social media, such as easy access to 
search for and purchase a product, fast delivery and affordable prices compared to offline 
markets. Respondents stated, "The purchasing process is very easy and you don't have to wait a 
long time for the product to arrive at your home". Several respondents felt the benefits of 
shopping via social media, "I often shop at Shopee, there are lots of discounts or promos 
offered", stated one respondent. 

b) Have you had any negative experiences with purchasing via social media? 
There were respondents who had negative experiences related to purchasing via social media, 
such as product quality and delivery time. The respondent said, "I once bought clothes on 
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Facebook Marketplace, I was disappointed because the item that arrived did not match the 
photo". Several respondents also complained about slow delivery, "I once waited almost 2 weeks 
for an item to arrive, even though the delivery estimate stated it would take 2 days to arrive", 
said one respondent. 

c) What do you like and dislike about social media related to purchasing a product? 
There are many respondents who like the ability of social media to display a product with 
attractive visuals. Respondents said, "I like seeing product photos and videos, especially other 
customer reviews". On the other hand, there are things that respondents don't like, such as 
annoying advertising and product quality. "Sometimes advertisements appear suddenly, I am 
very annoyed with that", stated the respondent. Respondents also stated about product quality, "I 
once bought Skincare, because the advertisement said the quality was good. And after I tried it, 
it turned out to be normal, the advertising was too excessive". 

 
Based on the results of this research, social media shows a significant influence on the purchasing 

decisions of Generation Z consumers. This influence can be categorized into several aspects, as follows: 
1. Social media functions as the main source of information for Generation Z in looking for 

product-related information before making a purchase. They utilize various social media 
platforms, such as TikTok, YouTube, and Instagram, to find product reviews. Apart from that, 
they also utilize marketplace platforms such as Shopee, TikTok and Shop. 

2. Social media is an effective promotional tool in attracting the attention of Gen Z consumers. 
Sellers use various digital marketing strategies, such as advertising, content from influencers, 
discounts and promos to attract their interest in buying the products on offer. 

3. Social media provides a personal and interactive experience for GenZ consumers. They are 
comfortable shopping with the easy access provided by social media platforms such as Shopee, 
Instagram and TikTok Shop. 

4. Purchasing decisions are highly influenced by social media for Gen Z consumers. Gen Z 
consumers are more likely to buy products recommended by their friends and favorite 
influencers. And they buy a product considering the high review rating and positive reviews. 

The results of the research show that social media has a significant impact on the purchasing decisions 
of Generation lZ consumers. Social media influences Gen lZ consumers at several stages of the 
purchasing process, from searching for product information, influencing their choices, and creating 
purchasing opinions. 

1. Information search: Social media is the main source of information for Gen Z consumers when 
they 
search for information about a product. They use social media to find out product descriptions, 
watch product videos, and follow influencers they like. 

2. Choice considerations: social media plays a role in helping Gen Z consumers understand the 
various 
product options available. Gen Z consumers can compare prices, quality and usability of 
products. They can read comments and product reviews from other users to help them make 
purchasing decisions. 

3. Purchasing decisions: Social media can influence the purchasing decisions of Generation Z 
consumers. 
Recommendations from friends and trusted influencers have the potential to influence their 
purchasing decisions, especially products that attract their attention. 

      Social media plays an important role in helping Generation Z consumers find interesting products. 
Social media is not just a platform for socializing, but also has a significant influence on the purchasing 
decisions of Gen Z consumers. Social media is the main source of information for Gen Z consumers when 
they search for product information, make choices, and form opinions regarding purchasing decisions. 
The following are some of the impacts of this research: 

1. The impact of social media on purchasing considerations, having influencers on social media 
who are followed can be a very useful source of information for Gen Z in choosing products. 
Product reviews, recommendations from influencers, and reviews from other users are also 
important sources of information when making purchasing decisions. 

2. Social media as a platform for interaction and discussion. A company or brand can use social 
media to communicate with Gen Z consumers and share useful knowledge about products. 
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3. The importance of interesting content. Based on the results of this research, using interesting 

content on social media platforms is an effective way to attract the attention of Generation Z 
consumers. Visual content such as images and videos are more attractive to attract the attention 
and interest of Generation Z. 

4. The development of technology and social media continues to change. To remain competitive in 
the Generation Z market, a brand or company must adapt to these changes and always follow the 
latest trends. We must continue to innovate and explore new social media platforms to engage 
Generation Z consumers more effectively. 

5. Utilization of social media for customer service, social media can be used as a platform to 
provide responsive services to customers. Gen Z consumers appreciate easy access to services. 
We need to ensure the necessary skills are available to handle questions from Gen Z consumers 
via social media. 

 
Conclusion 

This research shows that social media has a significant influence on the purchasing decisions of 
Generation Z consumers. Social media influences Generation Z consumers at various stages of the 
purchasing process, starting from product search information, the influence of influencers and friends' 
recommendations on their choices, to the formation of purchasing decisions. 

Follow popular trends, in order to compete in the Generation Z market. Marketers can use social 
media to upload interesting content, and collaborate with influencers, as well as provide relevant content 
and insights for Generation Z consumers.  

There are several conclusions that can be drawn from this research, namely: social media has an 
influence in influencing Generation Z consumer purchasing decisions; medial social platforms provide 
interaction and discussion; social media plays an important role in influencing changes in purchasing 
behavior of Generation Z consumers; and social media provides responsive services to consumers. 
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