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INTRODUCTION

Social media has literally come to be a way of life for people in the new
age of digitalism (Vidani & Solanki, 2015). How the social media world came
about is revolutionary enough that it has transformed how people
communicate, connect and even consume information. Most importantly, this
change leads to the emergence of social media influencers (Vidani, 2015).
Influencers refer to personalities who have significant followings through
Instagram, TikTok, YouTube, and Twitter and have big influence over their
audience (Vidani, 2015). Their endorsements, recommendations, and lifestyles
influence the consumer behavior of Generation Z, which is born approximately
between 1997 and 2012(Vidani, 2015).

Generation Z, more popularly known as "digital natives," have grown up
in a technologically and socially saturated world. Unlike other generations,
what they see online has a deep influence on their buying decisions(Solanki &
Vidani, 2016). Their attention span cannot be captured through conventional
advertisement means, like tele ads or print advertisements (Vidani,
2016).However, they tend to go for content that is more real, relatable, and
engaging. Often these characteristics are found in the persons who are called
social media influencers(Bhatt, Patel, & Vidani, 2017). Influencer marketing,
therefore, is one such area which is valued at a billion-dollar industry. (Niyati &
Vidani, 2016).

Also, one cannot understand how influencers drive consumer behavior by
leveraging storytelling, aesthetics, and community engagement (Pradhan,
Tshogay, & Vidani, 2016). It's these dynamics between these elements that
explain how influencers have come to have such strong agency in how this
group buys (Modi, Harkani, Radadiya, & Vidani, 2016).

The mystique of the social media influencer lies in that they bridge a gap
that brands had otherwise not managed to do before-between brands and the
consumers(Vidani, 2016). Unlike typical celebrities, these are influencers whom
one perceives as being relatively more reachable and accessible (Sukhanandi,
Tank, & Vidani, 2018). They will share little aspects of their lives, connect with
the followers, and create an atmosphere of belonging. That much engagement
breeds trust, and trust is critical in winning decisions to buy (Singh, Vidani, &
Nagoria, 2016). Because Gen Z values transparency and authenticity, such trust
translates to action on influencer suggestions to try a new skin product, buy the
latest fashion trend, or join a niche hobby. (Mala, Vidani, & Solanki, 2016)

This introduction will attempt to provide an all-rounded view of the
subject with a view towards deeper probing into the factors and dynamics of
the issue (Vidani, Chack, & Rathod, 2017). When we demask the influencers
and lay bare their influence on buying decisions by Gen Z, we get valuable
insights into the evolving landscape of consumer behavior in the digital age
(Vidani, 2018) With this in view, there is the chance of knowing the strength of
an influencer as well as its far-reaching implications towards marketing
strategy, consumer control, and future directions of social commerce (Biharani
& Vidani, 2018).
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Research Objectivies

1. Exploring the percentage of Generation z who expose themselves regularly
to social media influencer content

2. Determining the most influential social media for GenZ in consuming
influencer

3. Determine the sorts of influencer content in which GenZ is really attracted
toit.

4. Checking the influence of social media influencer on the Purchasing
decision of Gen z.

5. To evaluate Gen Z's satisfaction with purchases made were based on
influencer recommendations

6. To investigate Gen Z's preferences for different types of influencers.

LITERATURE REVIEW

The influence of the social media influencer on generation Z's buying
behaviour becomes a growing interest at not only academic but also an
industrial level. Much of this literature spans vast territories with marketing,
psychology, and even communication studies to reflect a multi-face of this issue
(Vidani, 2018). This literature synthesis aims to synthesize and syncretize key
findings and frameworks, as well as debates to facilitate a rich understanding
(Odedra, Rabadiya, & Vidani, 2018).

Influence Theoretical Underpinnings

The concept of influence in marketing and consumer behaviour, then, is
deeply entrenched in psychological theories (Vasveliya & Vidani, 2019). one of
the most foundational frameworks related to how influencers affect decision-
making processes is Cialdini’s principles of persuasion, which were first
published in 1984 (Sachaniya, Vora, & Vidani, 2019). Among these principles,
notions of social proof, authority, and liking are particularly important for the
dynamics of influence in social media.

The influence impact is further based on Bandura’s Social Learning
Theory, which he published in 1977. In this theory, the learned behaviour and
attitude by a person can be through others, such as role models. These are social
media influencers that mostly showcase idealized lifestyles for Generation Z
(Vidani, 2019). These role models indicate what a Generation Z user might do
and even purchase because of such influences (Vidani, Jacob, & Patel, 2019).
Generation Z’s Digital Behaviour

Several research works have been conducted to study the unique
characteristics of Gen Z's digital behaviour and the effects on consumer
influence. According to a McKinsey & Company report from 2018, Gen Z is the
tirst generation to grow up completely in the digital world with unprecedented
comfort and dependency on technology (Vidani, Jacob, & Patel, 2019). Such
nativity in the digital world determines how they consume content and
purchase products.

Authenticity and immediacy are Gen Z. According to Turner (2021), this
generation is looking for authenticity in relation to marketing, as well as for a
more relatable approach. They tend to respond less than others to traditional
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advertising polished with aspirational imagery (Vidani & Pathak, 2016).For
example, influencer-generated content is more personal and authentic.
Furthermore, because of this generation's shortened attention span due to
exposure to digital content that is moving rapidly, they prefer to digest bite-
sized visually appealing and interactive formats that include TikTok videos,
Instagram Reels, etc (Vidani & Singh, 2017).

Trust and Authenticity

A key determinant of whether an influencer on social media is effective
is the trust that the influencer can achieve with the audience. According to
Hwang and Zhang (2018), perceived authenticity is one of the most important
determinant factors in the persuasiveness of an influencer (Pathak & Vidani,
2016). Authenticity, in this case, refers to how genuine, transparent, and
consistent the influencers are (Vidani & Plaha, 2017).

However, monetarization of influencer content raises the question of
dilution of authenticity. Sponsored content is an issue that researches by
Audrezet et al. (2020) and Boerman et al. (2017) raise. In many countries,
regulations require disclosure of paid partnerships, but in doing so,
transparency may sometimes reduce the perceived authenticity of the
endorsement. The paradox is what makes this delicate balance that influencers
have to maintain in order to continue being credible.

Parasocial Relationships and the Effects

Parasocial relationships (PSRs) provide a fascinating window into the
psychological processes of influencer impact. Social media influencers maintain
these relationships through frequent interaction and communication with their
fans (Vidani J. N., 2020).

Chung and Cho (2017) found a study that stated PSRs greatly improve
the efficacy of influencer marketing. Such followers are most likely to assume
that the influencer recommended it and copy his behaviours (Vidani J. N.,
2018). For Gen Z, who mostly treat influencers as equals or even mentors, such
relationships make personal and marketing relationships not distinct from one
another (Vidani & Dholakia, 2020).

Visual Aesthetics and Storytelling

With their visual nature, social media networks increase the role of
aesthetics in influencer marketing. Influencers create beautiful images that are
aligned with the personality of the influencer, engaging the audience (Vidani,
Meghrajani, & Siddarth, 2023). According to Sharma and De Choudhury (2020),
storytelling through visuals is of the greatest role played in engaging followers
and, most importantly, driving consumer actions. Influencers create
connections with products or experiences based on the narratives woven out of
them (Rathod, Meghrajani, & Vidani, 2022).

Such stories resonate quite powerfully with Gen Z; they have begun to
attach experiential value greater than material possession (Vidani & Das, 2021).
That is precisely what the experience economy research of Pine and Gilmore
(1999) supports such observations: consumers increasingly gravitate toward
brands and products that offer meaning and memorable experiences, that is
qualities often highlighted in influence content (Vidani J. N., 2022).
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Research Gap

Even though there has been a lot of attention to the impact of social
media influencers on consumer behavior over the years, there is still an evident
gap in the current literature that focuses particularly on the buying behavior of
Gen Z in response to influencer marketing. Most of the current literature has
focused on the broad demographics and ignored the peculiar features and
behaviors of Gen Z, who are growing up in a completely digital environment.
There is limited research exploring how various factors such as authenticity,
content type, platform choice, and the perceived credibility of influencers
impact Generation Z's decision-making processes. Additionally, while studies
have addressed the general impact of influencer marketing, few have
investigated the nuanced role of different types of influencers (e.g., micro,
macro, and celebrity influencers) on Gen Z's trust and purchasing behavior.
Furthermore, most studies up to date are cross-sectional, which gives only a
small amount of information regarding how Gen Z changes over time in its
interaction with influencers. This gap creates the research need to understand in
depth how Gen Z interacts with influencer-driven content, how age, values, and
personal preferences influence their purchase decisions, and how these
dynamics are different across platforms and categories. These gaps will fill in
the more comprehensive understanding of how these social media influencers
shape buying behavior in this highly influential consumer group.

Hypothesis

1. There is a significant difference between age and the frequency of seeing
content created by social media influencers.

2. There is a significant difference between age and the frequency of using
different social media platforms

3. There is a significant difference between age and the type of influencer
content that attracts the most.

4. There is a significant difference between age and the frequency of
purchasing products or services based on influencer recommendations.

5. There is a significant difference between age and satisfaction with
influencer-driven purchases.

6. There is a significant difference between age and the belief in the
authenticity of influencers promoting products or services.

7. There is a significant difference between age and preference for different
types of influencers.

Table 1. Validation of Questionnaire

Statements Citation

How often do you see content created by social (Vidani, 2015)

media influencers?

Which social media platform do you use most (Vidani& Solanki, 2015)
frequently?

What type of content from influencers attract you the | (Vidani, 2015)

most?
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Have you ever purchased a product or service based | (Vidani, 2015)

on an influencer’s recommendation?

How satisfied were you with the purchase? (Vidani, 2015)

Do you believe influencers are authentic in (Solanki &Vidani, 2016)
promoting products/services?

Do you prefer recommendations from (mega (Vidani, 2016)
influencers, micro influencers, nano influencers)

METHODOLOGY
Table 2. Research Methodology

Research Design Descriptive

Sample Method Non-Probability - Convenient Sampling method

Data Collection Method | Primary method

Data Collection Method | Structured Questionnaire

Type of Questions Close ended

Data Collection mode Online through Google Form

Data Analysis methods | Tables

Data Analysis Tools SPSS and Excel

Sampling Size 183

Survey Area Ahmedabad

Sampling Unit Students, Private and government Job employees,
Businessmen, Home maker, Professionals like CA,
Doctor etc.

Source: Author’s Compilation

Demographic Summary

The demographic summary of the sample reveals a diverse group of
participants. Regarding gender, 45.9% of respondents were male, while 54.1%
were female. In terms of age, the majority (68.9%) were between 18-25 years old,
followed by 19.7% in the 25-32 age group. A smaller proportion, 6.6%, were
between 32-38 years, and 4.9% were below 18. As for occupation, the majority
of respondents were students (72.1%), followed by 9.8% each in jobs and
business. Professionals and homemakers comprised 4.9% and 3.3% of the
sample, respectively. This demographic breakdown provides a broad
representation of age, gender, and occupation within the sample.

Table 3. Cronbach Alpha
Cronbach Alpha Value | No. of items
0.874 18

Source: SPSS Software

A Cronbach’s alpha value of 0.874 for a scale with 18 items indicates a
high level of internal consistency and reliability. This suggests that the items in
the scale are well-correlated, providing confidence that they measure the same
underlying construct. Values above 0.7 are generally considered acceptable,
with values closer to 1.0 reflecting stronger reliability. Therefore, the alpha
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value of 0.874 indicates that the scale is highly reliable for use in the research

context.
RESULTS AND DISCUSSION
Table 4. Results of Hypothesis Testing
Sr. | Alternate Result | >/< | Accept/ Reject | R Relationship
No | Hypothesis p= 0.05 | Null value
hypothesis
HO1 | There is a 0.028 | < HO1 Rejected | .315 | Weak
significant (Null
difference between hypothesis
age and the accepted)
frequency of seeing
content created by
social media
influencers.
HO2 | There is a 0.023 |< HO02 Rejected | .018 | Weak
significant (Null
difference between Hypothesis
age and the Accepted)
frequency of using
different social
media platforms
HO3 | There is a 1.69 > HO03 066 | Weak
significant Accepted(Null
difference between Hypothesis
age and the type of Accepted)
influencer content
that attracts the
most.
HO04 | There is a 0.015 |< HO04 Rejected | 421 | Weak
significant (Null
difference between Hypothesis
age and the Accepted)
frequency of
purchasing
products or
services based on
influencer
recommendations.
HO5 | Thereis a 0.081 |> HO5 Accepted | .142 | Weak
significant (Null
difference between Hypothesis
age and satisfaction Accepted)
with influencer-
driven purchases.
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HO06 | There is a 0.025 |< HO06 Rejected | .225 | Weak
significant (Null
difference between Hypothesis
age and the belief Accepted)

in the authenticity
of influencers

promoting
products or
services.
HO7 | There is a 0.018 |< HO7 Rejected | .086 | Weak
significant (Null
difference between Hypothesis
age and preference Accepted)

for different types
of influencers.

The paper looks into how social media influencers impact the buying
behaviours of Generation Z. There is a set of hypotheses in the study that tested
age differences in engagement with the contents created by influencers, how
frequently they use platforms and look at the content, buy preferences, and
perceptions of purchase behaviour and authenticity. Important insights were
revealed about Generation Z's interaction with the influencer on social media
and how this interaction influences their buying behaviours.

Age versus how frequently users view influencer content on social media
was first looked into by testing HO1. With a p-value of 0.028, it indicated that
the null hypothesis was rejected and therefore it has a role for age to have a say
in the frequent viewing of influencer contents. However, the R value was 0.315,
which is weak. It means that even though there is a significant relationship, it is
not too strong; hence, factors like how the platform is being used and the type
of content might actually be more decisive in determining influencer exposure
than age alone.

Similarly, HO2 which tested interaction of age and frequency of use of
other social networking sites, had a p-value of 0.023 that negated the null
hypothesis. However, a very poor R value of 0.018 at the same level of
significance means that although there is a statistical difference, the effect of age
on usage is slight. This could imply that the usage of social media by Gen Z is a
result of preference or a feature of certain platforms more than age-related
strong trends.

Looking at the types of influencer content that could attract Gen Z the
most, HO3 had a p-value above 0.05 at 1.69, which suggests that the null
hypothesis was accepted. This means that age would not actually affect what
type of influencer content would appeal to Gen Z consumers. That is, with a
weak R wvalue of 0.066, further evidence that what would more affect
preferences for those content types would be related to something like the
relevance of the content or the appeal of the influencer itself rather than the age.
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Based on buying behaviour, the study of H04 on age and frequency of
product buying based on influencer opinions showed a p-value at 0.015 such
that the null hypothesis was rejected. The low R value, however, was 0.421,
meaning that a low correlation existed between age and buying decisions, in
that age influences buying behaviours but is not the underlying reason for Gen
Z making purchasing decisions based on an influencer's opinion about the
product.

The hypothesis HO05, concerning the association of age with satisfaction
toward influencer-driven purchases, yielded a p-value of 0.081. Thus, the null
hypothesis is accepted. That means that the influence of age on satisfaction
toward influencer-driven purchases is not statistically significant, and the poor
R value of 0.142 only adds weight to the idea that factors like product quality or
influencer credibility play more of a role in the satisfaction level.

Similarly, HO6 tested the difference of age and belief in the authenticity
of influencers promoting products. Its p-value is 0.025; therefore, the null
hypothesis is rejected; hence, age has a statistically significant relationship with
belief in authenticity. However, the weak R value of 0.225 would suggest that
there is a relationship between variables under study, which is fairly weak,
such that perhaps Generation Z's authenticity perception depends more on an
individual’s experience and the reliability of influence rather than age.

Finally, HO7 evaluated the preference for various influencer types by age,
p = 0.018 and R = 0.086. This is an indication of a weak association of age with
influencer type preferences. Therefore, Gen Z would pick their influencers in
ways that do not majorly depend on age, such as personality, area of expertise,
and how well it fits the relevance.

In conclusion, although there is statistically significant correlation
between age and several behaviours or attitudes toward social media
influencers, the low strength of correlations across most variables indicates that
other factors like the features of the platforms used, authenticity of the
influencers, and relevance of the content used may be more instrumental in
determining the purchasing behaviours among Gen Z. Such a finding indicates
that there may be more complexity behind how social media influences Gen Z,
where age cannot play a dominant role in any way.

These study findings have important theoretical implications in
understanding the relationship between social media influencers and the
buying behaviour of Generation Z. Results have come to show that age, though
significant at times in different areas, does not function as a robust predictor for
major behaviours such as exposure to influencer content, usage of platforms, or
buying decisions. This questions some of the traditional models that might
assume age directly influences consumer behaviour in the context of social
media and influencer marketing.

One of the important implications is that it is a revisit to the role of age in
digital consumer behaviour theories. Even though generational differences
have been emphasized, especially concerning the ways in which different age
groups interact with media and make decisions regarding purchases, this study
argues that age is unlikely to be the leading variable influencing these
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behaviours. This means that the influence of other variables may be much
greater on how Generation Z interacts with influencer content and makes
purchasing decisions, such as the relevance of the influencer, authenticity of
content, and the specific character of the social media platform used.

In addition, weak associations between age and key behaviours question
the prevailing theoretical models largely based on demographic segmentation.
For instance, consumer behaviour models based on broad generational
distinctions may need to be reoriented to reflect the subtle and multilevel ways
Generation Z engages with social media influencers. This may mean that
personal preferences and individual perceptions of influencer authenticity as
well as features inherent in specific platforms may outweigh the importance of
age in how a consumer will interact with influencer-driven content.

In the paper, it is also demonstrated how the authenticity and credibility
of an influencer are more important than the demographic appeal. Given that
age did not have an influence on the belief in authenticity, this may indicate
that the theoretical models of influencer marketing and trust need to be further
modified. Future theoretical models need to consider how individual factors,
such as trust in the influencer or content relatability, impact consumer attitudes
toward influencer-driven purchases.

Conclusion In a nutshell, this study presents a subtle perspective toward
theoretical understanding of the social influence of media. The conclusion
draws that the role of age as a decisive variable in Generation Z's buying
behaviour may not be as strong as thought of until now. Thus, a revised
approach in marketing theories to understand a comprehensive mix of factors
leading to the choice of the consumer in a digital age is necessary.

This study's findings will thus provide useful practical insights to
marketers, influencers, and brands who would want to reach Generation Z
effectively using social media. Since age has always been the prominent
demographic variable in most marketing strategies, it might not have the
significance of playing out the roles in consumer behaviors associated with
influencer content and purchasing decisions by Gen Z. This may thus make
marketers think about more bespoke campaigns that can reach out to Gen Z.

One of the key practical implications is that brands and marketers ought
not to focus solely on the age-based segmentation. Marketers should focus more
on understanding the specific interests, values, and media consumption habits
of their target audience because the study found weak correlations between age
and behaviours in terms of platform usage, content preferences, and actual
purchase decisions. This might include doing deeper psychographic
segmentation to understand what content types, influencers, and platforms best
resonate with Gen Z consumers at an individual level.

Another key implication is that influencer authenticity is becoming
increasingly important. According to the study, Generation Z's belief in the
authenticity of influencers was not affected by age. This means that brands and
influencers must focus on establishing trust and credibility with their audience,
since the perceived authenticity of content as well as the influencer's genuine
connection with the product or service is going to influence Gen Z consumers.
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This will increase product visibility since marketers can strategize influencer
content so that it is posted frequently enough to impact purchasing decisions.
They can do this by working with influencers who are engaging their followers
on a daily basis through sponsored posts, stories, or videos.

All things considered, the practical implications of understanding
Generation Z for brands and marketers highlight the significance of the
heterogeneity and uniqueness of the preferences for the generation. In their
campaigns, authenticity, platform relevance, and exposure to influencers on a
frequent basis will guide the direction, with minimal dependency on age-based
segmentation. Such a shift in strategy will be sure to make brands unlock better
market leverage over the competitive landscape of social media for Generation
Z's purchase.

CONCLUSIONS AND RECOMMENDATIONS

This research brings out the comparison between social media
influencers and the buying decisions of Gen Z, highlighting that age does
indeed play a role in a few behaviours but is not a strong determinant in
involvement with influencer content or buying.

The theoretical implications for the study are that consumer behaviour
models may not be quite as age-dependent as prior research had assumed, and
consequently, there is a shifting focus toward psychographic and behavioural
segmentation in influencer marketing. Practically speaking, this means that
authentic, credible, and meaningful content is a priority among brands and
marketers when working through influencers to connect with Generation Z.
That understanding of the unique dynamics of the social media platforms and
steady exposure to the right influencer content will influence Gen Z in their
purchasing decisions.

This study, in conclusion, helps in gaining a deeper insight into the social
media influencer impact on Generation Z consumer behaviour and motivates
marketers to focus more on the themes of trust, engagement, and content, and
more importantly, platform-specific strategies, rather than just being age-based
segmented.

Based on the findings of this study, several directions for future research
and the broader scope of understanding the impact of social media influencers
on Generation Z's purchasing decisions can be explored.

1. Exploring Other Demographic Variables: While this study focused on age
as a key demographic variable, future research could examine other
demographic factors, such as income, education, location, or ethnicity, to
understand their impact on consumer behaviour in the context of influencer
marketing. This would provide a more comprehensive understanding of
how different segments of Generation Z engage with influencer content and
make purchasing decisions.

2. Psychographic Segmentation and Consumer Behaviour: Given the weak
correlations found between age and purchasing decisions, future studies
could delve deeper into psychographic factors such as values, interests,
personality traits, and lifestyle. Understanding these elements can help

23



Patel, Sanghvi, Vidani

marketers better tailor their content and influencer collaborations to
resonate more effectively with individual consumers.

3. Longitudinal Studies: A longitudinal approach could be valuable to assess
how Generation Z’s interaction with influencers and their buying
behaviours evolve over time. This would help capture changes in trends,
preferences, and attitudes as the generation matures and their social media
habits develop further.

4. Impact of Influencer Type: Future research could investigate the impact of
different types of influencers (e.g., micro-influencers vs. macro-influencers,
or celebrity influencers vs. niche influencers) on Generation Z's trust and
purchasing decisions. This could provide deeper insights into how the
scale, credibility, and expertise of an influencer affect consumer behaviour.

5. Cross-Platform Influence: Since different social media platforms have
unique features and user experiences, future research could explore how
Generation Z interacts with influencer content across multiple platforms
(e.g., Instagram, TikTok, YouTube, etc.) and whether platform-specific
content (e.g., videos vs. posts) has varying impacts on consumer decisions.

6. Content Types and Product Categories: Another valuable area for future
research would be to examine how different types of content (e.g., product
reviews, unboxing videos, sponsored posts, lifestyle endorsements) affect
purchasing behaviour. Additionally, the influence of specific product
categories (e.g., fashion, technology, beauty products) could be explored to
determine if Gen Z responds differently based on the type of product being
promoted.

7. Cross-Cultural Comparisons: As Generation Z is a global cohort, future
studies could investigate how cultural differences influence the way social
media influencers impact consumer decisions. Comparing Gen Z in
different countries or regions could uncover cultural nuances that
marketers can leverage when designing global influencer campaigns.

8. Perceived Authenticity and Trust: Given the emphasis on authenticity in
influencer-driven purchasing decisions, further research could explore the
factors that contribute to the perception of authenticity. This could include
factors such as influencer transparency, content quality, engagement with
followers, and alignment with consumer values.

In conclusion, future research in the area of social media influencers and
Generation Z can explore a broader set of variables and methodologies to build
upon the insights provided in this study. Understanding these dynamics will
enable marketers and influencers to develop more effective, data-driven
strategies to engage Generation Z and influence their purchasing behaviours.

FURTHER STUDY

This research still has limitations so further research is still needed
regarding the next stage “Unmasking the Influencers Impact of Social Media
Personalities on Gen Z Buying Decisions”.
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