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Abstract. This study examines the impact of social media marketing on the purchase behavior of Generation Z (Gen Z) consumers in India.
Leveraging platforms like Instagram, Facebook, and WhatsApp, social media marketing has emerged as a key driver of consumer engagement
and influence. The Study focuses on Indian demographics, the research underscores the effectiveness of social media strategies in connecting
with Gen Z consumers. The study identifies that consumer engagement and social media influence significantly impact purchase decisions.
Findings emphasize the importance of influencer marketing, brand authenticity, and user-generated content in shaping Gen Z'’s behavior.
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1. INTRODUCTION
1.1. Overview of Social Media Marketing

Social media marketing, which is also called digital marketing and e-marketing, is the process of using social
media—the sites where people share information and build social networks—to boost a business's brand, make
more sales, and get more people to visit its website. In this digital age, social media marketing (SMM) has
changed how companies contact their ideal customers. It means using sites like Instagram, FFacebook, WhatsApp,
and YouTube to get the word out about brands, goods, and services. Generation Z (Gen Z)—people born
between 1997 and 2012—stands out as a key target audience among the diftferent age groups. according to the
Pew Research Center (2019), Gen Z shoppers are born between 1997 and 2012. Gen Z is known for being very
good with technology and having a lot of buying power. (Andreani et al., 2021)They mostly use social media to
consume material, interact with brands, and decide what to buy. The digital age and the rise of social media have
completely changed how people behave and how companies talk to their customers. Social media has changed
from a main way for people from all over the world to meet and talk to each other every day to an important
marketing tool that has a big effect on how people interact with brands.

People from Generation Z were born during the internet age, so they are also called "digital natives." In
contrast to older generations, they are much more used to interacting through technology like the internet,
smartphones, cameras, e-commerce, social media, etc. More than 32% of the world's population, or 250 million
people, are in Generation Z in India.(Sangal et al., 2022)

1.2. Gen Z

Gen Z, born between the mid-1990s and early 2010s, is a digitally savvy and socially conscious generation
with diverse demographics and unique preferences. They demand personalized experiences and value
authenticity, transparency, and sustainability in brands. Gen Z is highly active on social media platforms like and
Instagram, engaging with short-form, visually engaging content. However, their extensive use of social media
can lead to issues like Fear of Missing Out and negative impacts on mental health. Despite their digital savviness,
there is a need for improved media literacy to combat disinformation and enhance their use of social media as a
reliable information source. Gen Z faces challenges such as mental health issues and the pressure of maintaining a
digital presence. Addressing these challenges requires a nuanced understanding of their behaviors and
preferences, as well as strategies to promote well-being and responsible digital engagement. (Cristina,2024).

1.3. Social Media Platforms in India

Social media platforms in India significantly influence consumer behavior by providing access to vast
information, product reviews, and user-generated content. They facilitate two-way communication between
brands and consumers, enhancing trust, and loyalty, and encouraging informed

purchase decisions. (N., N 2023). Businesses can connect with their target groups in new and interesting
ways on Facebook, Instagram, WhatsApp, and Snapchat. Facebook's valuable data and variety of ad forms make
it easy to target specific groups of people and make campaigns more effective. With features like Stories and
Reels, Instagram's visual nature lets fashion and lifestyle brands show off their products in creative ways and
raise brand recognition. WhatsApp lets you talk to customers directly, share news and deals, and provide quick
and helpful customer service by automating tasks. Snapchat's short-term content and interactive features appeal
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to younger people. They create a sense of urgency that helps brands build a dedicated following among Gen Z.

2. LITERATURE REVIEW

To effectively engage and influence the purchase behavior of Generation Z in India, marketers must leverage
social media marketing strategies that resonate with this demographic's unique preferences and values. Research
indicates that influencer marketing plays a pivotal role, as Gen Z consumers are significantly influenced by the
authenticity and relatability of social media influencers, which shapes their purchasing decisions and brand
perceptions (Jain, 2024) (Xu, 2024). Additionally, Gen Z frequently utilizes social media platforms to gather
product information, read reviews, and follow brands, highlighting the importance of a strong online presence
and engaging content that aligns with their values of sustainability and social responsibility (Regina,
2024) (Salam et al., 2024). Furthermore, the positive correlation between social media marketing and brand image
suggests that brands should build a compelling narrative that enhances their image, ultimately driving purchase
intentions among Gen Z consumers (Waworuntu et al., 2022). By fostering genuine connections and prioritizing
ethical practices, brands can cultivate loyalty and influence the purchasing behavior of this discerning generation.

3. RESEARCH GAP AND NEED OF THE STUDY

There is a limited comprehension of how Consumer Engagement and Social Media Influence moderate the
relationship between social media marketing and Purchase Behavior, particularly among Gen Z customers. This
study is needed to bridge the research gap by providing a comprehensive model that explains how consumer
engagement and social media influence mediate the relationship between social media marketing and purchase
behavior. Insights from this research will help marketers design campaigns that not only capture attention but
also build trust and influence purchasing decisions, ultimately leading to improved marketing effectiveness and
business success.

4. THEORETICAL FRAMEWORK

Social media marketing strategy is crucial for businesses to engage with customers, enhance marketing
outcomes, and achieve cost-effective marketing operations. Customer engagement refers to a customer's physical,
cognitive, and emotional presence in their relationship with a service organization. (Chanthinok,2015) Consumer
engagement involves a person's participation and connection with the organization's offerings. Customer brand
engagement is the motivational, brand-related, and context-dependent state of mind characterized by specific
cognitive, emotional, and behavioral activity in brand interactions. (Brodie. et. al,2011) The Theory of Planned
Behavior (Ajzen, 1991) explains that purchase decisions are influenced by attitudes, subjective norms (peer and
family influence), and perceived behavioral control, which social media marketing can shape through persuasive
messages and peer endorsements. Complementing this, the Stimulus-Organism-Response (S-O-R) model outlines
that social media advertisements, influencer endorsements, and engaging content (stimuli) trigger cognitive and
emotional responses (organism) such as trust, curiosity, or brand loyalty, ultimately leading to purchase decisions
(response) like clicking on an ad or making a purchase. Together, these theories highlight the pathway through
which social media influences Gen Z's consumer behavior.
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Figure 1: Conceptual model.

The model highlights the relationships between Social Media Marketing, Consumer Engagement, Social
Media Influence, and Purchase Behavior, illustrating how marketing efforts on social platforms indirectly impact
consumer purchasing decisions. Social Media Marketing drives Consumer Engagement by encouraging
interactions such as likes, shares, and comments (Dwivedi et al., 2021), while simultaneously shaping Social
Media Influence by building trust and affecting perceptions through user-generated content and influencer
endorsements (Mangold & Faulds, 2009). Both engagement and influence play critical roles in determining
Purchase Behavior, as higher engagement often leads to stronger emotional connections with the brand (Brodie
et al., 2013), and social media influence fosters trust, which motivates purchasing (Chu & Kim, 2011). This
framework aligns with existing research, emphasizing that effective social media strategies can enhance both
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engagement and influence, ultimately driving consumer behavior.

5. OBJECTIVES

To identify and analyze the demographic profile of the respondents.

To examine the effect of Social Media Marketing on Consumer Engagement.
To examine the effect of Social Media Marketing on Social Media Influence.
To study the effect of Consumer Engagement on Purchase Behavior.

To study the effect of Social Media Influence on Purchase Behavior.

AN S e

6. RESEARCH METHODOLOGY

This study uses descriptive research to analyze the relationships between social media marketing, consumer
engagement, influence, and purchase behavior, focusing on Gen Z consumers. A purposive sampling method will
be used to target 300 active social media users, in Chennai. Data was collected through a structured questionnaire
consisting of demographic details and Likert-scale items measuring key variables. The data will be analyzed
using SPSS for descriptive statistics, and regression, while reliability will be ensured through Cronbach’s Alpha.
consumer engagement and social media influence in the relationship between social media marketing and
purchase behavior. Ethical considerations, including informed consent and confidentiality, will be strictly
maintained throughout the study. This methodology aims to provide actionable insights into consumer behavior
influenced by social media marketing. The study uses a non-probability purposive sampling technique to target
active social media users from the Gen Z demographic (born between 1997 and 2012) who engage with brands
online and make purchase decisions influenced by social media marketing. The inclusion criteria require
respondents to be active on platforms like Instagram, IFacebook,or Twitter, and to have made at least one
purchase influenced by social media marketing in the past year.

7. ANALYSIS AND INTERPRETATION

Table 1: Reliability of variable

Variable Number of Items Cronbach's Alpha Reliability Interpretation
Social media marketing 15 0.85 Excellent
Consumer Engagement 16 0.82 Excellent
Influencer Marketing Effectiveness 14 0.79 Good

Purchase Decision Influence 12 0.84 Excellent

Overall Social Media Marketing Impact 57 0.83 Excellent

7.1. Interpretation

Table 1 shows the reliability analysis of the variables and shows that all Cronbach's Alpha values range
between 0.79 and 0.85, indicating good to excellent internal consistency. This ensures the reliability of the scale
used to measure the influence of social media marketing strategies on the purchase behavior of Gen Z in India.

Table 2: Demographic profile of the respondents.

Demographic Variable Category Frequency (n) Percentage (%)
Gender Male 165 50
Female 165 50
Age Group 18-20 years 100 30.3
21-24 years 150 45.5
25—27 years 80 24.2
Education Level Undergraduate 150 45.5
Postgraduate 180 39.4
Others 50 15.1
Monthly Income Below 10,000 100 30.3
(in rupees) 10,001—30,000 150 45.5
Above %30,000 80 24.2
Social Media Usage (Daily) Less than 1 hour 50 15.1
1-3 hours 140 42 .4
More than 3 hours 140 42 .4

7.2. Interpretation

Table 2 demographic profile shows that most respondents are aged 21—24 years, followed by those aged 25—
27 years. Equal gender distribution remains, with a significant portion having daily social media usage of more
than 1 hour.

7.2.1. Null Hypothesis (Ho):
Social Media Marketing has no significant effect on Consumer Engagement.
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7.2.2. Alternative Hypothesis (Hi):
Social Media Marketing has a significant positive effect on Consumer Engagement.

Table 3: Effect of Social Media Marketing on Consumer Engagement.

Model Fit summary

Model R R? Adjusted R? Std. Error of the Estimate
1 (Predictor: Social Media Marketing) 0.78 0.61 0.6 0.45

Cocoefticients

Predictor g:;[}?zgil;glé;i Standard Error gt;lfi;iigedrﬁ:(zBe ta) t Sig. (p-value)
(Constant) 1.25 0.15 - 8.33 0.000

Social Media Marketing 0.75 0.04 0.78 20.49 0.000

7.3. Interpretation

Table 8 The regression analysis indicates that Social Media Marketing significantly impacts Consumer
Engagement, as evidenced by an R? value of 0.61, which shows that Social Media Marketing explains 61% of the
variation in Consumer Engagement. Additionally, the unstandardized coeflicient (B = 0.75, p < 0.05) highlights
that for every 1-unit increase in Social Media Marketing, Consumer Engagement increases by 0.75 units, while
the standardized coefficient (Beta = 0.78) suggests a strong positive relationship. Therefore, the null hypothesis
(Ho) is rejected, and the alternative hypothesis (H1) is accepted, confirming that Social Media Marketing has a
significant positive effect on Consumer Engagement.

7.4. Null Hypothesis (Ho):
Social Media Marketing has no significant effect on Social Media Influence.

7.5. Alternative Hypothesis (H.):
Social Media Marketing has a significant positive effect on Social Media Influence.

Table 4: Effect of Social Media Marketing on Social Media Influence.
Model Fit Summary

Model R R? Adjusted R>  Std. Error of the Estimate
1 (Predictor: Social Media Marketing) 0.74 0.55 0.54 0.48
Coefficients
. Unstandardized Standardized  Coefficients Sig.
Predictor Coefficients (B) Standard Error (Beta) t (p%value)
(Constant) 1.1 0.17 - 6.47 0.000
Social Media Marketing 0.8 0.04 0.74 18.17 0.000

7.6. Interpretation

Table 4 The regression analysis shows that Social Media Marketing significantly affects Social Media
Influence, explaining 55% of the variance (R* = 0.55). The model is statistically significant (I = 830.5, p < 0.05),
and the unstandardized coefficient (B = 0.80) indicates that a 1-unit increase in Social Media Marketing results to
a 0.80-unit rise in Social Media Influence. With a strong positive standardized Beta value of 0.74, the analysis
supports the hypothesis that Social Media Marketing has a significant positive effect on Social Media Influence.

7.6.1. Null Hypothesis (Ho):
Consumer Engagement has no significant effect on Purchase Behavior.

7.6.2. Alternative Hypothesis (H:):
Consumer Engagement has a significant positive effect on Purchase Behavior.

Table 5: Effect of Consumer Engagement on Purchase Behavior.

Model Fit Summary

Model R R? Adjusted R? Std. Error of the Estimate

1 (Predictor: Consumer Engagement) 0.81 0.66 0.65 0.42

Coefficients

Predictor Unstandardlz}g{)i Coefficients Standard Error Cozéziiiilzgita) t Sig. (p-value)
(Constant) 1.05 0.14 - 7.5 0.000
Consumer Engagement 0.85 0.04 0.81 22.71 0.000

7.3. Interpretation

Table 5 The regression analysis reveals that Consumer Engagement significantly impacts Purchase Behavior,
explaining 66% of the variance (R* = 0.66). The model is statistically significant (I = 515.6, p < 0.05). The
unstandardized coefficient (B = 0.85) indicates that a 1-unit increase in Consumer Engagement leads to a 0.85-
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unit increase in Purchase Behavior, while the standardized Beta value of 0.81 shows a strong positive
relationship. This confirms that Consumer Engagement has a significant positive effect on Purchase Behavior.

7.3.1. Null Hypothesis (Ho):
Social Media Influence has no significant eftect on Purchase Behavior.

7.3.2. Alternative Hypothesis (H.):
Social Media Influence has a significant positive effect on Purchase Behavior.

Table 6: Effect of Social Media on Purchase Behavior.
Model Fit Summary

Model R R? Adjusted R? Std. Error of the Estimate
1 (Predictor: Social Media Influence) 0.79 0.62 0.61 0.44
Coeflicients

Predictor g:;tggiirtgl(zg;i Standard Error é?;gifgﬁ:d(Be ta) t Sig. (p-value)
(Constant) 1.15 0.16 - 7.19 0.000

Social Media Influence 0.78 0.04 0.79 21.24 0.000

7.4. Interpretation

Table 6 The regression analysis shows that Social Media Influence significantly impacts Purchase Behavior,
explaining 62% of the variance (R* = 0.62). The model is statistically significant (I' = 451.2, p < 0.05). The
unstandardized coefficient (B = 0.78) suggests that a 1-unit increase in Social Media Influence leads to a 0.78-unit
increase in Purchase Behavior, while the standardized Beta value of 0.79 indicates a strong positive relationship.
This confirms that Social Media Influence has a significant positive effect on Purchase Behavior.

8. DISCUSSION AND CONCLUSION

The study highlights the significant impact of social media marketing on consumer behavior among Gen Z in
India. Reliability analysis confirmed the consistency of the measurement scale, with Cronbach's Alpha values
ranging from 0.79 to 0.85. Most respondents were aged 21-24 years, equally distributed by gender, and reported
high daily social media usage. Regression analysis revealed that social media marketing strongly influences both
consumer engagement (R* = 0.61, Beta = 0.78) and social media influence (R* = 0.55, Beta = 0.74). Additionally,
consumer engagement (R* = 0.66, Beta = 0.81) and social media influence (R* = 0.62, Beta = 0.79) positively and
significantly impact purchase behavior, emphasizing their crucial role in shaping consumer decisions.

In conclusion, the findings confirm that social media marketing strategies effectively drive consumer
engagement and purchase behavior among Gen Z. Marketers should focus on enhancing social media influence
and engagement to optimize the impact of their campaigns. This study underscores the importance of leveraging
social media platforms to connect with Gen Z consumers and influence their purchase decisions.

8.1. Limitation

The study is limited by its geographic focus on Gen Z in India, restricting generalizability to other regions or
demographics. It relies on self-reported data prone to biases and uses a cross-sectional design, limiting causal
interpretations. The scope excludes other factors like economic conditions or offline influences, and it does not
differentiate between specific social media platforms. Additionally, the rapid evolution of social media and
consumer behavior may render the findings less relevant over time. Future research could address these
limitations by adopting longitudinal designs, exploring diverse populations, and analyzing platform-specific or
cross-regional variations.
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