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ABSTRACT

Online advertising is an essential element of the todays marketing communications. Throughout the
different generations of the world there have been significant trends and tremendous research has been
put into this area especially where Generation Z is concerned. This research evaluates the different
factors that affect the buying decision of individuals of Generation Z and a comparative analysis is
also performed with the individuals of Generation X and Y too. The research explores how online
reviews, sponsored user generated content and brand image has an impact on the buying decisions of
Generation Z and how they act differently towards it when compared to the older generations.
Furthermore interaction of gender and buying decisions of Generation Z is also analysed. A total of
100 responses was completed from individuals across different generations collected through an online
survey. Data collected explores the different aspects of online advertisements and the factors as per
literature which covered areas of online advertisements arena, eWOM, purchase decisions and
intentions, social media background and the role of online communities, online reviews and brand
image on buying behaviour of Generation Z specifically. This knowledge greatly helps the marketer
through varied array of practical implications in today’s world. From the findings it can be concluded
that Generation Z indeed have inclinations though which they decide upon buying a product that other
generations might or might not be affected giving rise to different trends of online purchasing and

behaviour.
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1. INTRODUCTION

Digital media and the technology are no longer new to any individual today it is more than 30 years
when Sir Tim Berners-Lee had created the World Wide Web. Through this time we have seen a huge
transformation in the digital media and the mode of marketing technology providing new ways for the
businesses to communicate across the customer’s life cycle. More than 4.5 billion are active internet
users and 3.8 billion people use the social platforms and online services to find new products,
entertainments, friends, and partners and so the way businesses implement their marketing strategies
have changed dramatically with time. (Internet World Stats, 2020). In today’s continuous dynamic and
changing environment, it is now very important for marketers to clearly understand and predict how
different consumers behave when different products and services that fulfil their needs. Therefore to
establish a competitive advantage in the marketplace, several marketers are focussed on creating a
favourable brand image in the minds of the consumers to influence their purchase behaviour.
Consumer behaviour emphasis on understanding the consumer’s purchase decision and also the way
they utilize their existing resources such as the time, money and efforts to buy a product or services
(Jalal, 2018). Hence, marketers should know consumer’s characteristics and preferences as they play
a very essential role in forming purchase decisions. This information enables the businesses to foster

competitive advantage and ensure long- term survival of the businesses.

Until the 1990°s the internet wasn’t even considered by the marketers as an important platform for
carrying out marketing activities. However, some properties of the internet have immensely
contributed to the development of this kind of online marketing communications and the present online
advertising is one of the most dynamically developed aspects of the field of marketing. Online
advertising is distinguished huge information that is available online. For example, the internet has a
higher degree of accuracy to assess the effectiveness of advertising, interest which led them to the

website, the number of visitors, conduct competitive intelligence, get substantial feedback etc.
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(Gurbanov and Karaduman, 2020). The extraordinary growth of digital technology has impacted every
young consumer’s everyday lives over the past two decades. This new interactive revolution has
resulted in noteworthy achievements. Along with Globalization, social networking has given rise to
innovative information communication technology (ICT) channels. Social media or the web 2.0 has
become an integral part of the modern-day era, especially in the lives of the young consumers
(teenagers and adolescents) which is very well known as Generation Z (also referred to as iGeneration,
Plurals and Generation Next) who have very well adopted the ICT channels (McCrindle and
Wolfinger, 2018). Generation Z are therefore becoming an increasingly important target group for

many companies.

1.1 Background of the research

Marketers and advertisers have since quite a while ago perceived the impact of the marketing exercises
on buyers' choice. Opinions, attitudes and behaviour of others are components that can impressively
influence the decision-making and buyer decision alternatives. Future possibility and willingness of
people for buying a product or services are said to be the buying intention. Social impact has a high
effect in drawing in young buyers for purchasing and the buyers gather brand information from various
sources like friends, families, etc. and afterwards, they will choose about their brand of choice. It is
distinguished by the past research that there are sure connections between brand image, peer impact,
product feature and cost, with purchase intention. Consumer behaviour emphasizes more on
understanding the process of purchase decision to get the desired products and services and also on
utilizing the existing resources such as the time, money and effort (Schiffman and Kanuk, 2007).The
phase that the consumers go through in making a final decision on the purchase can be described as
the consumer decision- making process. Consumers have different experiences before reaching a
conclusion, hence the task of the marketer is to focus on the whole purchasing process instead of the

final purchase decision (Jalal, 2018). The main concerns of the marketers and e-commerce has
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constantly been advertising effectiveness. Advertisers always try to measure the effectiveness of
different types of media so as to maximize the profitability of the customers. One of the approaches to
increase this impact is to draw in the consumer's confidence. Henceforth, perceiving various
approaches to build buyers' trust and reliability have for quite some time been one of the fundamental
concerns of advertising companies and they have consistently made tremendous investments to
discover better approaches for expanding consumer's confidence. (Shekari et al., 2020) There have
been researches that examine the validity and value of online advertising which have been shown to
affect the attitudes of consumers about online advertising. The attitudes towards online advertising has
a mediating role between perceived value of online advertising and the consumer’s buying intent.

(Brahim 2016)

Social networking turned out to be a lot speedier with the emergence of the Internet and the
globalization that went with it, and this contributed to creative information communication technology
(ICT) channels, which were named social media as well as Web 2.0. Be that as it may, social
networking is anything but another wonder, as it has consistently been inside human instinct to convey
and socialize with each other, just as to suggest, remark and caution each other about business content.
There are many such instances, that Generation Z and millennials are considered to be the same, but
they are very different group of individuals. Many marketers and researches have indicated that the
Generation Z is the Generation highly connected with technology. This generations is more brand
conscious than any other generation and hence addressing these generations from a marketing
perspective is of high importance. Generation Z is the one who is highly influenced from social
networking sites, feedback and reviews over products and services and that they use these to connect
with people around the world. Therefore, businesses have to consider their preferences and
requirements of individuals belonging to Generation Z and providing them with tailor-made solutions.
Otherwise such people will switch to other brands to fulfil their requirements. (Thomas, 2018) In this

regard, there are researches that show that online advertising does have an impact on the buying
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decision and so we observe huge advertising with a high cost but least effect on the customers, this
viewpoint has led to different reactions to online advertising. However previous studies have
emphasized linkage between online advertising with brand awareness, purchase intention and purchase
decision on a generic customer base. Furthermore, limited studies have explored the different key
factors that affect the buying decisions but not with respect to a specific generation. Only few scholars
have examined specifically the key factors of online advertising affecting the buyer’s decision
particularly within Generation Z. Limited studies have performed the studies specifically to this
generation which is Generation Z, the main focus of the study and hence this study will also explore
online reviews, brand image and sponsored user generated content have an impact on the buying

decisions of Generation Z.

1.2 Objectives of the study

The proposed study is entitled as “Key factors of online advertising that effect buyer’s decision of
Generation Z . The purpose of this study is to identify the key factors that affect the buying decision
of Generation Z. The different factors that will be further explored in this and the objectives are as

follows

- To identify the factors that affect the buying decisions of Generation Z

- To identify online reviews have an effect on the buying decisions of Generation Z

- To identify brand image does have an impact on the buying decisions of Generation Z

- To identify sponsored User Generated Content (UGC) on social media have an effect on the
buying decisions of Generation Z

- To identify whether gender have an impact on buying decision
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1.3 Hypothesis of the study
This study mainly focusses on the identifying the factors of online advertising that affect the buying
decision of Generation Z. Based on the theoretical framework and existing researches the following

hypothesis have been formulated so as to achieve objectives of the study. The hypothesis is as follows

H1: There are factors of online advertising that affect buying decision of Generation Z

H2: Online reviews does have an impact on the buying decisions of Generation Z

H3: Online brand image does have an impact on the buying decisions of Generation Z

H4: Sponsored User Generated Content (UGC) on social media have an impact on the buying decision

of Generation Z

H5: Gender does have interaction with the buying decision and online advertisements

1.4 Significance of the study

There are many challenges within the strategy that are faced while advertising online some of the very
prominent are that an experimental approach rather than a planned one is undertaken to use the online
communications leading to poor integration with offline marketing activities. Developing deep
understanding of how customers take the decisions on the first place and so for marketers, it is very
difficult to identify the influential touchpoints in the customer journey. Efforts are ideally put on the
brand advertising on the first consideration phase into customers that gain better understanding by

developing internet properties and will help them actively evaluate it (Chaffey, 2019).

The ever increasing complex decision journey of the customers will force most if not all the companies
to adopt new ways of effectiveness, brand performance, expenditures, across the process. Without
realigning these factors, there are two risks faced, right information won’t be out at the right time

despite of enough investment and second by trying to push customers for the purchase rather than
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providing them with the information, support and the experience so as to lead them to a buying
decision. The appropriate response isn't to supplant touchpoint the executives and thinking. In fact, the
ability, efficiencies, and bits of knowledge that functional groups bring to hold up under are significant,
and touchpoints will keep on speaking to important sources of experiences—especially in the quick
changing digital arena. Rather, organizations need to perceive and address the way that—in any event,
much of the time—they are just not wired to normally consider the journeys their customers take
(Court, Elzinga, Mulder, and Vetvik, 2009) The study undertaken will contribute towards identifying
the influential touchpoints that affect customer journey and which will further help in understanding
how customers navigate across the touchpoints until they make a decision on whether to buy or not.
The research will pave way for setting priorities and most importantly gaps and opportunities to make
the customer journey better which will allow to redesign the customer journey for an overall better
customer experience. As per contemporary consumers, conduct/ behaviour examination concentrates
more on online behaviour while buyers are utilizing the internet more. This change in customer
behaviour makes new kinds of consumers. Investigating and seeing new buyer types and their attitudes
towards online advertisements could lead organizations to progress. (Gurbanov and Karaduman, 2020)
Examining factors that can enhance advertisement effectiveness, earlier literature has shown
advertisement reiteration can improve buyers' learning, and influence different communications
measurements, for example, review, positive attitude, and buying intentions. This renders the expanded
recurrence of publicizing exposures a successful digital media planning methodology for firms. In
addition, it has likewise been indicated that advertisement exposures can additionally improve the
adequacy of online advertising efforts due to the increased information over-burden consumer’s

experiences (Todri, V., Ghose, A. and Singh, P.V., 2020)
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1.5 Research questions
On the basis of the background literature about the purchase intentions that are affected by online
advertising, and also the generations that have been studied the following are the research questions

that have been put forward
- What are the key factors of online advertising that affect the buyer’s decision of Generation Z?
The secondary research questions further explored in this study will be as follows

Does online reviews does affect the buying decision of Generation Z?

- Does the online brand image have an impact on the buying decision of Generation Z?
- Does sponsored User Generated Content (UGC) on social media have any role determining the
buying decision of Generation Z?

- Does the gender have any interaction with the buying decision and online advertisements?
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2. LITERATURE REVIEW

2.1 Introduction

The literature of this study is divided into two themes so as to contribute towards the background study
that will be help and formulate the validity of the research questions put in this research. Theme one
will study online advertising and how it affects buying intention and ultimately the buying decisions.
A correlation has also been justified between the brand awareness, buying decision and buying
intention. Theme two will include literature which will focus that how certain age groups react
differently to the schemes of digital marketing in relation to the rise in the use of social media platforms

and hence linking the digital marketing, social media and Generation Z.

2.2 Theme 1

2.2.1 Online advertising

Digital marketing focusses basically looks upon managing the online company presence through
company websites, social media pages and mobile applications. Integration of these with online
communications techniques which includes search engine marketing, social media marketing, online
advertising, email marketing and partnerships with other websites. Objective of acquiring new
customers and providing services to new customers can be achieved by these technigues (Chaffey,
Chadwick, 2019). Online marketing is a set of tools and methodologies used for promoting products
and services through the internet. When compared to the traditional marketing, online advertising can
deliver benefits such as potential in growth, expenses are reduced, elegant communications, better
control of the campaigns, better customer service and a competitive advantage (Priya M, 2018).
Effective online advertising programs leverage customer data along with managing the customer
relationship via CRM systems. Online marketing acts as a connection between the potential prospects

and takes business development to a higher level than the traditional marketing. Online advertising is
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a combination of the internet’s technical tools as well as the creativity. It also includes design,

development, sales and advertising while focussing on primary business models which are

E-commerce
Lead based websites
Affiliate marketing

Local search

2 Online PR
« Publisher outreach
1 Saarch enghe maratng | | Corain vkl 3 Onfo partersis
optlmb:sgn (SEQ) * Nds Sy ¢ Sponsorship
o Pk shach * Brand protection ¢ Co-branding
Pay-per-click (PPC) * Link-building
« Paid-for inclusion feeds @
2 Personal seling Wetale \ 7 Exhibitions
3 Sales promotion E> “"" ”c"' <3 8 Merchandising
4 PR 9 Packaging
5 Sponsorship & % 10 Word-of-mouth
4 Display advertising ﬁ 6 Social media marketing
* Site-specific media buys 5 Opt-in email ¢ Audience participation
:ggm-dm iFicune et e :deca:::ol::
* Sponsorship : mm * Customer feedback
* Behavioural targeting « Ads in third party
e-newsletters

[> Online communications |:> Offline communications

Figure 1: Categories of communications, Source: Chaffey, 2019

Online advertising which is a type of marketing communications based on advertising in the traditional

form but developing communication strategies of its own. In a nutshell online advertising is delivering
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adverts to online users through e-mails, websites, software that supports adverts and internet enabled

users having smart phones (Dr. Parul Deshwal, 2016).

The appearance of the internet, hyper-connectivity, and Web 2.0 has produced a change in perspective.
An exchange rises inside the network of potential customers of a brand rather than essentially being
the beneficiary of a message. This association significantly influences the observation and buying
choices of the people (Benedetti, 2015). Online social platforms are a novel and transformational
marvel in the manner we relate, think and swap encounters as a human society. These days the
penetration and online time committed to the utilization of systems is gigantic and has gotten
naturalized, supported by the omnipresence and variety of technological platforms that help these
systems, the improvement in communications and the technification of society. Facebook, for instance,
has 2.50 billion dynamic consumers around the world, in excess of 90 percent of them associated

through portable platforms.

An ad is an audio or visual form of marketing communications which may use a clearly sponsored,
non- personal message to advertise or promote or sell a product, service or an idea. Online advertising
is a new and fastest growing tool of advertising in the modern age. (Gurbanov and Karaduman, 2020)
Online advertising consists of display and search advertising. Online display advertising includes
banners, plain text, media rich content and video ads. Online search advertising appears along with
organic results on search engines such as Google. Both display and paid search advertising have many
key characteristics include ability to give brand information, a direct response component which then
stimulates immediate response from the customers, individual targeting that helps businesses to
approach the prospect at the right stage of the prospect’s buying decision the directing them to purchase
online. These significantly increases consumers’ response to online advertising. (Bayer. et al, 2020)
The latter two characteristics result to better response system to specific type of online advertising
further allowing to assess individual impact on specific customers. Researches on online advertising
also show that there are short term as well as long term effects on a business too manifesting across
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the two types of online advertising. (Sridhar et al., 2016). This study also documents that there are
relatively more positive effects of paid search and display advertising that is online advertising on sales
from a company’s perspective when compared to the traditional offline advertising. The study also
shows that paid search advertising have stronger effects than the display advertising which over the
period of time helps in consistent targeting abilities hence proving to be better than offline advertising.
Although online display as well as the search share the same characteristics such as tracking,
advertisement placement and enhanced targeting, search advertisements show more positive effects on
sales than display. The latter is better as the searches are initiated by the customer which occurs very
closely to the purchase decision. In such cases, businesses use search is used for performance

marketing which are aimed to generate sales response directly. (Bayer. et al, 2020)

2.2.2 Co-relating Brand awareness, Purchase Intention and Purchase decision

The buying or the purchase decision has a sequence of different choices by a consumer prior to making
the necessary purchase which starts at the readiness or the willingness to make the purchase and fulfil
his/ her need. The consumer should reach at the decision point at the place of purchasing, the brand,
item, quantity, quality, when to buy and the amount of money that the consumer is ready to spend also
keeping in mind the mode of payment that is to be done. This assessment process of the consumer can

be influenced by the marketers by providing information of their products or services.

A study by Schiffman and Kanuk (2007) demonstrates how consumers normally look out for products
based on past experience even before relying on external sources for information. It means that
experience of the past purchase is considered as an internal source of information before making a
decision. In other words, past purchase experience integrated with marketing campaigns and non-
commercial information sources. A study in the past also claimed that the consumers usually would
want to minimize the risk in the purchase decisions (Chaipradermsak, 2007). In addition to it, the

consumers also go through different phases that influence their purchase decision also the post-
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purchase activity. Primarily, the first phase include the problem recognition during which the
consumers satisfy their needs through the purchase. The job of advertisers in this stage develops while
utilizing ads, individual selling and bundling to excite the acknowledgement of wanted needs or needs.
In the subsequent stage, shoppers start to look for data from either interior sources (generally from
their past encounters) about the items or outside sources, for instance, companions, family, family
members, neighbours, yearly reports, productions, sales person, web-based social networking or
packaging mark. At last, customers assess the other options and select from brands that best suit them

and fulfil their necessities.

Perceived Value

Value exists when the worth of buying a product or services are seen to be better than what is spent.
The study showed that customer's apparent value can be resolved through different components, for
example, need fulfilment, worthy item or services at the paid cost, low cost in correlation with
competitors and what customers get for what they give in return. Perceived value alludes to the general
examination of consumers about the advantage of a product or services in association with what is
given and what is gotten in return. In marketing literature, the perceived value was likewise
characterized as the mental assessments and sentiments of consumers about the perceived advantages

of buying a product or services (Ali et al. 2013).

It is crucial to give added values to construct buyers' loyalty and satisfaction. Moreover, certain
analysts suggested that the advantages of consumer loyalty and product quality give better results than
both the organisation and its customers. Various researches likewise indicated that perceived value
implies a significant job in influencing buyer's choice. A research by shows that Brand awareness and
brand intentions have a significant effect on purchase decisions. Variable purchase intention along
with the purchase decision have strong relationship with each other. The intention to buy will have

direct impact on the purchase decision. (M. Sivaram, Agung Hudaya, Hapzi Ali., 2020). Furthermore,
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it was studied that perceived usefulness, economic value, brand image have a direct effect on the
consumer perceived value of the product or services in turn have a directly affect the purchase

intention.

2.2.3 The electronic word of mouth

Regardless, the commitment of a social network consumer through a like, a comment, a share or a
retweet enhances the relationship of the client with the brand. Step by step instructions to expand the
opportunity of online publication to produce commitment and collaboration with the brand has been
concentrated from the viewpoint of communication plan among different systems. The idea of
electronic WOM gets vital. Social systems become centre points in which consumers connect through
remarks and communicating perspectives and emotions that they are eager to share on subjects of
intrigue. This has a basic effect in brand image and familiarity/ awareness with a brand (Jansen et al.,
2009). Apart from the electronic WOM s vital, repeated exposure of online advertising along with
media tends to increase brand awareness and ultimately the purchase intent. This effect can be regarded
as the Halo effect or a mediamultiplier effect of buying online advertisements. In other words, if a
web user have been exposed to online adverts, the response to paid search may also increase and hence
a more chances of the conversion over the website (Chaffey, Chadwick, 2019). Remarks on social
media are turning out to be recycled sources to help the consumer decision-making process since they
need the value of their money. Individuals can see reviews about each great, costly product, modest
goods, cosmetics, books, vehicles, hotels, and even nail polish. These reviews can inspire buys or

bolster purchasers' dynamic by bringing in money more reasonable. (Gurbanov and Karaduman, 2020)

A study conducted to measure the effectiveness of campaigns using digital marketing found out that a
very small portion of 3% out of the total population studied get the information of the new product
releases via newspapers and hence leading to the fact that today, there aren’t many who read the printed

or the physical newspapers. Whereas 8% receive information through their family or friends. The study
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concluded that today not many discuss the latest product launches with their friends or even family
members and to be precise 72% of the people are connected through digital world and receive
information through digital channels that is online advertising, mobile applications, emails etc. (Ghai,

Sneha; Rahman, Osaid., 2018)

Linking eWOM and purchase intention

Another study aimed at comparing the influences of friend’s recommendations on social media and
anonymous reviews on shopping websites in the context of online purchase intentions. It was observed
that eWOM information on the shopping websites in the form of online reviews had a significant
impact on the purchase intention when compared to a friend’s recommendation over the social media.
These eWOM on the company websites are found out to be better in terms of quality as well as the
credibility of information, usefulness and adoption of the information. It was hence inferred in this
study that anonymous reviews are more influential on the buyer’s purchase intentions and ultimately

over they purchase decisions. (Ismail Erkan, Chris Evans., 2016)

2.3 Theme 2

2.3.1 Social media background

The accelerated evolution of social media platforms has forever modified the way that various buyers
interact with one another and organisations. Subsequently, this has changed the way that organisations
pull in and retain forthcoming customers (Leung et al., 2015). Earlier, advertisers would make
enthralling advertising messages and buy space in the mass media with the expectation that buyers/
prospects would get mindful of and build up an inclination to and buy the brand. Social media has
unavoidably adjusted marketing communications by shifting practices by which buyers select, share
and assess information. With the coming of social media, conventional media, for example, TV and
papers have lost continuous viewership and readership, and their impact as marketing channels may

have been incapacitated. The speed of online communication and various information sources make
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promotion through the conventional sources less significant. Also, advertisers quickly perceived the
effect of the social network in regards to the instinct that incorporates modified territories, shopping

experiences no matter how you look at it information search (Chandra et al., 2012)

With more than 3.5 billion consumers worldwide in 2019, social media for all intents and purposes has
around 46 percent of the world's complete population. A normal individual has a record on in excess
of 9 diverse social media organizes and spends an everyday normal of 2 hours and 16 minutes on social
media. 91% of social media consumers are getting to social channels by means of cell phones, making
it imperative to distribute cell phone agreeable substance. Instagram stories are the rising star of social
media. In only two years, Instagram stories expanded from 150 million to 500 million day by day
dynamic watchers. Facebook and Instagram have since a long time back overwhelmed social media as
the most notable platforms. In any case, in the past, scarcely any years, a couple of other strong social
platforms have created just as have immediately climbed to fame. Instagram prevails over every single
other stage for user engagement. Visual content is 40x bound to be shared on platforms like Facebook,

Twitter, and Instagram. Post on Facebook with under 250 characters get 60% greater engagement.

Social media for online advertising and effects on consumer behaviour

Dunlop et.al (2016) in one of his studies on the adoption of social media by the youth argued that social
media have been adopted as a routine activity taken up on daily and rather than hourly basis. The
importance of studying consumer behaviour have been stressed by many other studies in the past as
well. The researcher also stresses upon youth’s behavioural intentions and also the relationship with
its social behaviour in advertisements. The research then also talks about health issues and the way
youth is exposed to promotion and marketing of various products, both good and bad that affect the
health of the consumers and hence a strong need to create interesting contents over the social media

aimed at improving health of the adolescents and young adults. It was debated that the youth do not
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find significance between behavioural intentions and informative content of the online advertisements
which further leads to advertisements scepticism. Therefore there is a need to develop a link between
peripheral route and central theme of online advertisements. (Ghai Sneha, Rahman Osaid., 2018)
Social media advertising activities are important from gaining revenue for the businesses’ perspective
and also in order to reduce the cost of conventional marketing activities. It is because of social media,
it is possible to predict the future and actually prevent any form of crisis and be creative and also track
the competition’s performance. The major use of these kind of activities over the social media helps
the brands to know people’s opinions about the product and build brand reputation. It also find the
voices of the brand’s supporters as well as the haters. This is not possible to achieve through the

conventional or traditional form of marketing.

Social media, such as Facebook, Twitter, LinkedIn, YouTube, WhatsApp, Instagram, Tumblr,
Pinterest, WeChat and Google allow the users to create online pages of their own, communicate and
also interact with friends and followers as well as share content that they have created which is also
known as user-generated content based on information from brands or brand- related sources. In this
research it has been argued that social media has begun to replace the traditional media’s conventional
role on the minds of young consumers and therefore social behaviour and how consumers think have
conventionally been disseminated by media such as television, radio, newspapers and magazines.
Marketers are progressively dependent on social media and ICT channels to online advertise their
brands and products amid the youth. The notion of implementing content that is both relevant to the
current world as well as entertaining would entice young consumers to interact and share the
information with their friends. This is featured as the eWOM which is considered as an important

aspect of social media advertising. (Sarah Silvia, 2019)
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User Generated Content

Among different social media, Twitter, specifically, is a famous venue for spreading sponsored posts
due to its far-reaching power in real-time. Despite the fact that supported brand-related UGC has points
of interest (for example little disturbance to consumers' social media experience), the presence of
money related pay includes dangers, for example, enacting customers' influence information or
expanding the manipulative intent. Shoppers' inferences of manipulative expectation can undermine
the viability of eWOM promotions (Boerman and Kruikemeier 2016). Although paid contents are seen
negatively in general, some research noticed that sponsored posts on social media can be as compelling
as different kinds of marketing strategies (for example search engine marketing) Advantage of UGC
identify with its capacity to limit the disturbance of and suspicious mentalities toward brand-related
content on social media. Since sponsored (paid) posts have a structure like natural (unpaid) posts,
sponsored posts are less troublesome to shoppers'. This organic like arrangement, in any case, raises
the issue of deception. Because of the format, customers might be ignorant that what they are perusing
is paid-for content. Thus, there are rules for sponsored social media content to such an extent that any
sponsored data ought to unveil its association with the sponsored organization. On account of
sponsored promotions, the identifier 'Advertisement:' ought to be incorporated toward the start of a
sponsored post to educate purchasers that the message is compensated by a specific promoter (Kim,

M. and Song, D., 2018)
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Figure 2: User generated content for marketing and advertising, Source iab.com, 2019

Sponsored V/s organic UGC

As paid content saturates the domain of social media, a strain happens on the grounds that the way
WOM marketing works (for example repaying purchasers as an end-result of spreading brand data)
crashes into what shoppers expect on social media. Individuals are probably going to see social media
as their space as opposed to advertisers'. Ordinarily at that point, sponsored UGC may draw more
negative purchaser reactions than its organic counterpart. Reliable with this thinking, past researches
with regards to WOM marketing have demonstrated the constructive outcome of natural content
(versus sponsored) on brand perspectives and conduct aims. Content of natural UGC is seen as
unbiased (Boerman and Kruikemeier 2016) given this condition, experience-driven content, a typical
type of WOM, is probably going to be mixed with natural UGC. The recognizable type of organic
experience-driven UGC is seen as appropriate and natural. In any case, since special data, taking after
conventional marketing messages, has been an exceptional sort in the UGC setting, it might be seen

as improper, and along these lines initiate buyers influence information regardless of whether it is
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natural. This initiated influence information prompts inferences of manipulative aim and unfavourable

purchaser reactions.

Then again, sponsored UGC is probably going to inspire influence information, Together with the
presence of financial rewards, buyers may construe different thought processes in strange UGC
proposed, support derivations of manipulative aim, and lower goal to tap on a URL in the sponsored
UGC. Sponsored brand-related UGC, the degree of brand attitude was similar regardless of content.
This finding demonstrates that content sort (experience-driven or special content) can be a powerful
limited condition in expanding the aim to tap on a URL for the sponsored brand-related UGC, yet its
impacts affect forming brand perspectives. (Kim, M. and Song, D., 2018) The study undertaken will
explore the effects of sponsored user generated content on the buying decision of Generation Z. It has
already been proven that the UGC does have certain sponsored as well as the organic content on the
attitudes of the consumers. Limited studies have focused the effects of sponsored UGC on buying

decisions and to be more specific on Generation Z.

2.3.2 Generation Z

Generations are moulded by the setting in which they developed. Baby boomers, born from 1940 to
1959, were submerged in the post—World War Il scenario and are best spoken to by utilization as an
outflow of belief system. Gen Xers (born from 1960-79) expended status, while millennials (born
from 1980-until 1994) devoured experiences. For Generation Z, as we have seen, the fundamental
spike to utilization is the search for truth, in both an individual and a communal structure. This
generation feels good not having just a single method to act naturally. Its quest for genuineness
produces more prominent opportunity of articulation and more prominent receptiveness to

understanding various types of individuals (Mckinsey & Company, 2018).
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As per an examination by the Pew Research Center, with regards to devouring content, for example,
the news young grown-adults to read instead of watch. This implies long-structure, the composed
material is still liable to speak to Millennials however it must have a human touchpoint. Generation Z
is less disposed to peruse those more extended structure pieces. They're time-tied and they need you
to pass on a message in only a couple of moments. Truth be told, they're devouring as long as 10 hours
of substance consistently which proposes if yours doesn't stick out or catch their consideration quickly
they'll snap or swipe away and stay away forever. Generation Z is excited more by visual substance,
for example, branded images and video. This implies in the event that marketers make content, lead
with the visual design. Details, charts and information passed on in a short-sighted visual configuration

is bound to offer.

Generation Z: a tech savvy generation

Generations Y and Z are said to be technological ‘natives’ or digital integrators compared to the Baby
boomers who are regarded as the ‘digital immigrants’. 2009 has been marked as the end of Generation
Z- the world’s first 21 century generation. This generation is internet savvy, technologically literate
generation and those who have been shaped to multitask. When it comes to marketing and selling
products and services the top five drivers of Generation Z are being socially connected (decisions
based on data and facts), Fun and entertaining (experiential marketing techniques), Socially desirable
(attitudes), new and innovative products. (Mark McCrindle, 2018). A research was done and it was
found that more individuals of the Gen A spend a significant of their time using the mobile devices,
whereas very few of them spend time listening to the radio or even watching the television or even
reading print publications such as the newspapers. Desktop usage is similar across all the generations.
Generation Z consumers are also less receptive to advertisements within these platforms. (Kantar

Millward Brown, 2017)
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Perception about brands

Generation Z buyers are for the most part accomplished about brands and the real factors behind them.
At the point when they are not, they realize how to get to information also, build up a perspective
rapidly. On the off chance that a brand publicizes assorted variety yet needs decent variety inside its
own positions, for instance, that logical inconsistency will be taken note. Indeed, individuals from
different generations share this attitude which is demonstrated by the study done by Mckinsey &
Company. 70% of the respondents state they attempt to buy items from organizations they think about
moral. 80% state they recollect at any rate one embarrassment or debate including an organization.
Around 5 percent attempt to become familiar with the roots of anything they purchase—where it is
made, what it is produced using, and how it is made. Around 80 percent decline to purchase

merchandise from organizations included in scandals.

Focus for marketers

Kantar Millard brown researchers provide a wide range of insights of Generation Z into media and
creative attitudes. The research suggests that investments of media industry should be focussed on
specific platforms where Generation Z are more likely to spend more time and are to be more receptive
of online advertisements. Traditionally media planning have been placing their ads where their target
audience spend more time but at the same time it is also important to also consider how receptive or
open those people to online advertisements or messages conveyed are. Consumers have definite ideas
about the advertising content in different forms of media which is very well established. The receptivity
for mobile advertisements is too low, lower than the online advertisements on desktop which holds
true for Generation Z which proves to be a great challenge for the marketers. The study found out that
online media targeted at Generation Z should be more innovative when compared to the media showed
to older generations. The study also showed that Generation Z’s attitudes are consistently positive

towards advertisement formats that are more innovative and newer. Generation Z would like to see
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advertisements that allow them to co-create, interactive and also would like to see the after effects of
a decision making. Overall, Generation Z are more open to advertisements where a decision making
is needed like a vote for or something that needs a decision (Kantar Miller Brown, 2017). One such
study also addressed the buying behaviour of the youth because of trends keep on changing with time
and so is their pattern. In this study it was showed that culture, lifestyle, wealth, employment statuses
etc. are some of the key factors that are influencing the behaviour of the youth’s buying decisions. All
these factors which changes from time to time pose many challenges for the marketers and so the
marketers need to study the changing behaviour of the youth to capture potential market and also
understand how well accessible the digital platforms are and the youth before launching the product

online. Ghai Sneha, Rahman Osaid., 2018)

Attitudes
A study shows characteristics of advertising messages include personalization and information. The
findings of this research shows that there are basically five main determinants of the attitude towards
online advertisements. Two factors being entertaining and economical had a much positive effect on
the attitude towards those advertising while those with negative effect had a deviance from the values
and was considered as a negative determinant of attitude towards online advertising. Subsequently, it
was observed as an incentive to repeat the purchase via online channels. The other factors include
being informative and the credibility had a negligible effect on creating attitudes that are positive.
Furthermore frequent online purchases are informative and message validating which in turn have a
positive effect whereas interruptions have a negative effect on online advertising. Incentives and
rewards definitely have an attractive effect on the customers. The study pointed a very important
feature about online advertising is that consumers do not show a negative attitude towards online
advertising but it would be preferred if advertisements is done with permission. More the negative
determinant is considered as a deviance from online advertisement. The positive effects have a

motivating effect for repeat purchasing. The research also concluded that being informative and
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believable have a negligible effect on creating positive attitudes for online purchases. Entertainment,
information and message validity are found to have a positive effects towards attitudes of the
individuals when it comes to online advertising. (Shekari et.al, 2020) A research also examined several
attitudinal responses towards online advertising. Today consumers have become originators of their
own brand stories which are unique in its form and the networks that they own with which consumers
are forged via the social media marketing communications, which have both negative and positive
effects. It was observed that eWOM social media campaigns lead to a major increase in cognitive and
behavioural responses towards the brands if consumers who disseminate marketing content have a
major influence over their social media connections. Online advertising communications enabled
consumers to screen customer relationship management messages and advertising and also share
favourable and positive brand communications. The credibility of the eWOM has also been argued to
be less credible than that of the WOM of the traditional media, but online advertising provides
mechanisms to address the situations. Also another study (Murphy, 2014) determined that social media
resulted in user generated content that influenced the purchase intentions (behaviour) among the
Generation Y, but there haven’t been any study specifically to describe the attitudes of Generation Z

which was actually conducted in Ireland. (Rodney Graeme Duffett, 2017)

2.4 Conclusion

In summary, there have been studies relating online advertising having an effect on the purchase
intention and precisely on purchase decision of the buyers. It is very important to know from digital
marketer point of view on the different influential factors that affect the buyer’s decision. Furthermore,
as a part of the secondary research there are studies done in the past as well specific to Generation Z
and this study will be a step into more detail towards primary as well as the secondary research

researches. There are supporting literature of the study undertaken showing a validity of the research
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question that have been put forth relating the buyer’s decision of Generation Z with respect to the

impacts of online reviews, sponsored User Generated Content and online brand image.
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3. RESEARCH METHODOLOGY
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Figure 3: Research onion (Saunders et.al, 2019)

3.1 Introduction

The following chapter will focus on the methods deployed for carrying out the research on identifying
the key factors of online advertising that affect the buying behaviour of Generation Z, with particular
reference to Online marketing. In this chapter the research philosophy, approach, design data collection
methods will be discussed. Furthermore, sampling and population, time horizon, data analysis
techniques, ethical considerations along with the research limitations will be explored. This section

will be able to explain how the entire research will be conducted in a very detailed manner.

3.2 Research philosophy
Research philosophy is an overarching term that relates to the development and the nature of the

knowledge obtained. Considering the role of assumptions, there are different philosophies that
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consider knowledge to be acceptable, guided by values and research paradigm. (Sanders et.al, 2019)
From the two major research philosophies: Ontology and epistemology each that highlights important
differences in the way research process has been given a thought. Epistemology is concerned with the

nature of acceptable reality and will be the approach taken up for this research process.

Epistemology argues human feelings, attitudes can be, and frequently are, measured. The researcher
here emphasizes such data in a table or a statistical data. This will lend more objectivity in the view of
‘resources’ researcher. (Sanders et.al, 2019). Interpretivism will be taken up as a research paradigm
which will be taken up for the research. Crucial to interpretivist philosophy, the research have to adopt
an empathetic stance. Though this research paradigm, the researcher needs to enter the social world of
the research subjects and gain the understanding from the point of view of the subjects. This kind of
perspective is considered to be very appropriate in areas of business and management researches
particularly in fields of marketing, human resources and organizational behaviour. Hence,

Interpretivism can be considered as a social constructivism in the field of management research.

3.3 Research approach

The degree to which you are clear about the hypothesis toward the start of your research brings up a
significant issue concerning the design of your research venture. This is frequently portrayed as two
methodologies dependent on the reasoning adopted Deductive reasoning happens when the end is
gotten logically from a set of premises or facts and figures, the end being genuine when all the premises
are valid. (Ketokivi and Mantere 2010) Depending on the forms of reasoning, literature and research

strategy, a combination of deductive and inductive approaches will be undertaken for the research.

First a deductive approach will be used to list down the different factors of online advertising which
affect the buying behaviour of Generation Z in this study. This approach is undertaken as it will help

and explain the causal relationships between the concepts and the variables of the study. The important
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characteristics of deduction is that the concepts will need to be operationalized in a way that enables
facts to be measured which most of the time is quantitatively meaning the different problems are better
understood if they were to be reduced in the simplest possible way. (Saunders et.al, 2019).
Generalization is one such important characteristic of deduction approach depending on the sample
size and the nature of sample. Later in the analysis of the data received, a themes will be developed
based on the deductive approach of the study. Inductive approach towards research begins with
detailed observations which then moves to abstract generalizations and ideas. (Liu, L., 2016.) Through
inductive approach, the developed generalizations and identified preliminary relationship as the

research progresses. (Shareia, B.F., 2016)

3.4 Research design

A research design is a procedural arrangement that is adopted by the researcher to respond to questions
truly, impartially, precisely and financially. As indicated by (Selltiz, Deutsch and Cook, cited in
Kumar, R., 2011) 'A research design is the arrangements of conditions for assortment and examination
of information in a way that means to consolidate relevance to the research reason with the economy
in practice. The research design has two main functions, identification and/ or development of
procedures of logistical arrangements. Second emphasis is the importance of quality and ensure the
validity, objectivity and accuracy. (Kumar, R., 2019) Through the research design, conceptualizing
and operational plans will be undertaken for the completion of the study and ensure that those
procedures are adequate to obtain valid, objective and accurate answers to research questions. This is

considered as control of variance.

In this study a combination of exploratory and descriptive studies will be undertaken. Firstly, by using
exploratory study will enable open ended questions to be asked through the research data collection

method and help gain insights about the related topic for the research. The main advantage of using
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this design is that it is flexible and adaptable to change. Secondly, by using the explanatory research it
will help in developing themes for data analysis and establish a causal relationships between variables.
The emphasis is on studying the current situation or a problem so as to explain the relationship between

the variables. (Kumar, R., 2019)

3.5 Data collection methods

A survey strategy will be used to collect the data required for the study, which will be followed by a
combination of deductive and inductive approaches for data analysis. Within the survey, open ended
as well as close ended question will be asked. Open ended question will contain ‘what’, ‘who’,
‘where’, ‘how much’ etc. questions whereas the closed ended questions will have ratings and Likert
scale questions. Therefore these will be exploratory and descriptive designs. Surveys utilizing
questionnaires are well known as they permit the collection of standardized information from a
sizeable population in a very practical method, permitting simple examination. Also, the survey
strategy is seen as authorised by individuals when all is easy to explain and is both relatively simple
to disclose and to understand. Every day, news site or paper reports the outcomes of a different survey
that is designed to discover how a population thinks or carries on according to a specific issue. What's
more, information gathered utilizing a survey strategy can be utilized to recommend potential reasons
for specific associations among factors and to deliver models of these relationships. Employing a
survey strategy should give more power over the research procedure. (Saunders et.al, 2019). As pre
requisites for data collection, it is very important that the survey has a clear understanding of the
questions from the respondents’ end, motivation to share the required information and possession of

the required information. (Saunders et.al, 2019)
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3.6 Data collection and procedures

A questionnaire is a composed list of questions, the responses to which are recorded by respondents.
In a questionnaire, respondents read the questions, decipher what is normal and afterwards record the
appropriate responses. Questionnaires have several advantages two of which are being less expensive
and it offers great anonymity of the respondents particularly when it is administered collectively to a
population and also help in obtaining accurate information. An online form of questionnaire will be
made and sent over through the online platforms through connections. Since the data collection method
in this research is an online survey, the general operating guidelines and etiquettes will be followed.
This includes ensuring email postings to user groups are relevant and not regarded as spam, invitations
to participants in targeted user groups and avoid sending invitations multiple times as it is likely to

result in receiving multiple copies of invitations. (Hewson et.al, 2003 cited in Saunders et.al, 2019)

Furthermore, the validity and reliability of the data collection methods will be administered as well.
Assessing internal validity in relation to the survey questions refers to the ability of the questions to
measure what is intended. Apart from the validity, reliability will also be tested. Reliability as referred
to consistency throughout the data collection. Reliability is concerned with robustness of the
questionnaire followed whether the survey will produce consistent results at all times. Although the
analysis of this will be undertaken after the data have been collected. Internal consistency and alternate
form will allow questionnaire to be answered under near equivalent circumstances. (Saunders et.al,

2019)

The questionnaire design that will be adopted here will be all close ended questions and most of them
will have a Likert scale and multiple choice questions. Further research analysis will be based on this
questions. On the basis of hypothesis formulated in the research, questions formed will be such that

support the hypothesis.
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3.7 Sampling and population

The reason for sampling in quantitative research is to draw deductions about the group from which the
sample has been taken, though in qualitative research it is designed either to pick up inside and find
out information about a circumstance/occasion/scene or to know however much as could be expected
about various parts of a person on the assumptions that the individual is typical of the group and
subsequently will give knowledge of the group. (Kumar, R., 2019) The sampling approach that would
be undertaken for this research will be Non probability sampling. Furthermore within this type of
technique, a volunteer technique will be undertaken. A self- reflection. In the self-reflection technique
of sampling, the survey will be publicized through different online means and individuals who have
the desire to take part will respond. Publicity for convenience samples can be in the form of postings
on appropriate internet newsgroups, discussion groups and email of invitation to colleagues or friends.
(Saunders et.al, 2019) Nonprobability sampling techniques are used when the number of elements in
a population cannot be identified individually or is unknown. (Kumar R., 2019) On the other hand with
probability techniques any case can be included in the samples. However in business researches it is
not possible or appropriate answering the research questions due to sampling frame. Non probability
sampling provides a range of alternative techniques to select sample which is suitable for this study.
In the exploratory stages of some research projects, such as a pilot survey, a non-probability sample
may be the most practical, although it will not allow the extent of the problem to be determined
(Saunders et.al, 2019)In accordance to the meaning of randomisation, whereby every component in
the population is given an equivalent and free opportunity of selection. The full order of cases from
which a sample is taken is known as the population. For some research questions, it is understandable
to gather information from a whole population for what it's worth of a reasonable size. In any case, it
ought not to be expected that statistics would fundamentally give more valuable outcomes than
gathering information from a sample which speaks to the whole population. (Saunders et.al, 2019)

Studying the sample gives a substantial benefit in contrast to census when:
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* It would be impracticable to survey the whole population;

* Budget constraints hinder from surveying the whole population

* Time requirements obstructs from surveying the whole population.

The sample that will be chosen from the population would be the Generation Z that is the subject
matter for the research. The age group that will be examined in this study is individuals born between
1995 until 2009 which will be regarded as the group for study and other respondents will be as the
control group for this study. The control group here will be used for reference and comparison.

(McCrindle and Wolfinger, 2018).

3.8 Time Horizon

The snapshot of the time horizon and presenting the research analysis is called as the cross sectional
studies. (Saunders et.al, 2019) whereas the record of all the observations over the period of time or
diary keeping is called the longitudinal studies. The time horizon of the research undertaken will be a
cross sectional one, which is the study of a phenomenon at a particular time. The researches undertaken
for academic courses are time constrained and hence are cross sectional. This kind of studies deploy a
survey that is the data collection method used here. This helps in seeking or describe the incidence of
a phenomenon or to explain how different factors are related in the different organizations. Cross
sectional studies are referred as descriptive research. Some of the key characteristics of cross sectional

studies are as follows that will best suit the research undertaken. (Cherry, 2019)

* The study takes place at a single point of time

* No manipulating of variables

» Allows researcher to look at numerous characteristics at once

» used for looking at prevailing characteristics in the population
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» provides information of the current scenario in the population.

3.9 Data analysis

Quantitative information in a raw structure, that is, before this information has been handled and
investigated, pass on next to no importance to a great many people. This information, in this manner,
should be prepared to make them valuable, that is to transform them into data. Quantitative research
strategies, for example, charts, outlines and analyses permit us to do this, helping us to investigate,
present, portray and look at connections and patterns inside our literature. (Saunders et.al, 2019) In
qualitative information acquired, meanings are basically captured from words, not numbers. Since
words may have different implications just as unclear meanings, it is important to investigate and
explain these with incredible consideration. These no standardized report will probably be enormous
in volume and complex in nature. Along these lines be held up to by a mass of paper or electronic
records that will be expected to investigate, examine, integrate and change so as to address research

goals and answer the research question.

Data analysis will likely to include information where it is important to sum up certain pieces of the
information to group them, arrange information so as to gather them as according to themes that start
to comprehend this information, and afterwards to connect these themes in manners that give structures
to respond to the research question. Without undertaking at least one of these procedures, the most that
may result might be an impressionistic perspective on what the information accumulated mean.
Creating groups and reorganizing the information as indicated by them implies data analysis.
Perceiving relationships and examples in the information, just as reaching conclusions and confirming
these, are helped by the utilization of information displays. A display permits to make observations
between the components of the information and to distinguish any connections, key subjects, examples

and patterns that might be clear. These will be deserving of further investigation and examination.
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Along these lines, the utilization of information presentations can assist with interpreting the
information and to draw meaning from it. The data obtained will be analysed by forming charts and
tables that will help the researcher to analyse the trends across the generations and furthermore the

researcher will take help of software like Tableau so as to create visually creative graphs.

3.10  Ethical considerations

Ethical concerns will develop as research is designed and planned, look for access to associations and
to people, gather, investigate, oversee and report the information. With regards to research, ethics refer
to the standards of conduct that direct the conduct corresponding to the privileges of the individuals
who become the subject of the work, or are influenced by it. Thought of ethical issues ought to stay at
the forefront of consideration over the span of the research project and even past it. Additionally
consider a scope of general issues that are related to Internet-interceded research. Coming up next are

the ethical practices that will be followed really taking shape of this research (Saunders et.al, 2019)

* Integrity and objectivity of the researcher

* Respect for every participant

 Avoidance of harm (no maleficence)

* Privacy of those participating

* Voluntary nature of support and option to drawback

* Informed consent of those participating

* Ensuring the privacy of information and support of anonymity of those participating
* Responsibility in the investigation of information and revealing results

» Compliance in the administration of information

* Ensuring the security of the researcher
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3.11  Research methods Limitations

Although a questionnaire has a few disadvantages, it is critical to take note of that not all data collection
utilizing this technique has these disadvantages. The predominance of a fault relies upon various
elements, however, the researcher should know about them to comprehend their conceivable bearing

on the nature of the information. (Saunders et.al, 2019)

* Application is restricted to a research population that can peruse and compose. It can't be utilized on

a population that is unskilled, extremely young, exceptionally old or disabled.

* There is a self-selecting bias. Not every person who gets a questionnaire returns it, so there is a self-
selecting preference. The individuals who return their questionnaire may have mentalities, attributes

or inspirations that are unique in relation to the individuals who don't

* Questionnaires are infamous for their low response rates; that is, individuals neglect to return them
back. Not every person will respond to the questionnaire, the sample size will basically be decreased.
The response rate relies on various factors: the enthusiasm of the sample in the subject of the research;
the format and length of the questionnaire; the nature of the message clarifying the reason and

importance of the research; and the method used to convey the questionnaire.

« If, for any reason that, in any way, shape or form, respondents don't see a few questions, there is
practically no open door for them to have the significance explained except if they connect with the
researcher (which doesn't occur frequently). Various respondents decipher questions in an unexpected

way, this will influence the nature of the data responses.

« The answer to a question might be affected by the reaction to different questions. As respondents can
peruse all the questions before replying (which typically occurs), the manner in which they answer a

specific question might be influenced by their insight into different questions.

« It is likely to consult others. With sent questionnaires, respondents may consult others before

responding. In circumstances where an agent needs to see just the research population's sentiments,
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this strategy might be unseemly, however mentioning respondents to communicate their own

conclusion may help.

* A reaction can't be enhanced with other data. A meeting can in some cases be enhanced with data
from different strategies for information assortment, for example, perception. Be that as it may, a

questionnaire comes up short on this bit of leeway.

3.12  Research method conclusion

The foundations of the research have been reflected by the need of recognizing the differential impacts
on the purchasing behaviour of Generation Z. In this methodological part, the research attempts to
develop a clear outline of the differential measures and adorns of information obtaining, understanding
and handling used at the appropriate time of the investigation. It has attempted to reveal a fine insight
into three focal points in particular online reviews, brand image and sponsored User-generated content.
The researcher proposes to use a quantitative research approach for breaking down the impacts of
online advertising on Generation Z. The researcher depends vigorously on the validity of data sources
which will strengthen the analytical and reflective methodology of the learner in the course of the

research work.
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4. DATA ANALYSIS

4.1 Introduction

This chapter discusses the results obtained from the data collected though the research study
undertaken. It includes figures and graphical representations of the survey results. There are tables also
to compare different aspects that support the research hypothesis. In the survey, a total of 200 people
were targeted out of which 100 people have responded and filled out the survey form for the research.
The design of the survey questionnaire included a total of 9 closed ended questions. The survey had
multiple choice questions and Likert scale type of questions that enabled the researcher to gain better

understanding of the figures obtained through the survey.

Analysis of data

1. Information in an online advert that acts as a decisive factor

This question of the research survey asks a closed ended question on what acts as a decisive factor
while purchasing online. Here based on the literature gathered that supports the research, three main
factors have been used and asked about in the research. Analysis of this question have been done based
on age groups of the respondents. Out of the total responses where the study is mainly focussed on
how Generation Z acts differently it was observed that across all age groups short product description
is of more importance, followed by product/ service reviews and then ratings. The following graphs

consists of the trends obtained after analysis of responses.

It was observed that Generation Z is the Generation that would rely on ratings and experiences of the
other people more than the reviews of individuals of other purchasers. But to act as a decisive factor,
short product description acts as a major factor. When compared to the respondents of other
generations, where responses from other two generations were obtained clearly shows that product
description primarily acts as a major influencing factor followed by ratings and then the reviews while

buying a product/ service online.
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Figure 4: Factors influencing Generation Z while buying online

Generation Xand Y
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Figure 5: Factors influencing Generation X and Y while buying online

2. Effect of the brand on buying decision

Effects of the brand was also studied when looking at the buying behaviour of the respondents. To

understand the link between brand and buying decision a closed ended- Likert scale question was asked
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to the sample. This question mainly focusses on the effects of online brand image and how well the
individual associates with the brand and the effect of that brand association on the buying decision. It
was observed that in Generation Z, are more likely to buy products/ services and acts as a main decisive
factor when the online brand image and brand association is concerned. When this is compared to the
respondents of the other generations of the study that is Generation Y and X, it was observed that brand
associations of the individuals does not affect much on their buying decision. The data obtained for
brand associations and buying decision is much more towards neutral side from more likely option

provided to the sample.

Brand image perspective throughout different age groups/ generations Brand image perspective throughout different age groups/ generations
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Figure 6: Brand association based buying decision of Generation Z v/s Generation X and Y

When compared the effect of brand image on buying decision, it was observed that for Generation Z,
does not have much of effect when compared to the control group. For the respondents of Generations
X and Y in making the buying decision, the brand image is of very importance when compared to the

Generation Z.

Brand image perspective throughout different age groups/ generations Brand image perspective throughout different age groups/ generations
Brand image Brand image

16 | Agesroups (Q2)

. Age groups (Q2) M 2630
M 1825 Wa1ss
14
-0 1z
10
15
8
10 °
5 I
o o - .

Least likely Less likely Morelikely Most likely Neutral Least likely Lesslikely Morelikely Most likely Neutral

Count
Count

IS

)

Page 45 of 88




Figure 7: Brand image based buying decision of generation Z v/s Generation X and Y

3. Different modes of learning about an online brand

Question three looks upon the different modes of learning about a brand and furthermore it explores
on how differently Generation Z looks upon a brand in comparison to the rest of the sample. Here a
Likert scale was used and five different options were given through which an individual learns about
a brand, the options given were Media, Friend/ family member, offline advertising, online advertising,
user generated content shared socially. Looking at an overview of this question asked, it was observed
that the entire sample set prefer online advertising as a prominent form of mode about looking for a
brand with a total of 81.58% of individuals, followed by media at 79.21%, friend/ family member
contributing to about 74.26%, User generated content shared socially to about 70.50% and lastly the

offline advertising offline advertising with only 55.45%. The figure below clearly indicates the trends.

Media : 3.96 | 79.21%

79.21%
5
50
User generated content shared Friend/family member : 3.71 |
3.52 | 70.5% 70.50 25 T74,26% 74.26%
0
55.45%
81.58%
Online advertising : 4.08 | 81.58% Offline advertising : 2.77 | 55.45%

Figure 8: Spider chart distribution of modes of learning about a brand

The differences between the study sample which is Generation Z and other generations that is
Generation X and Y studying each aspect of all the five modes of learning about an online brand

considered for this study will be evaluated further. Below are the graphs that show the differences
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between the two groups considered for this study. The graphs in blue represent Generation Z whereas

the graphs in orange represent Generation X and Y respectively.

Online advertising: It was observed that Generation Z when compared to respondents of

Generations X and Y that online advertising is more likely to be a mode of learning about a
brand. Generations X and Y do not prefer as much of online advertising for learning about a
brand. About 84% of the respondents of Generation Z prefer online advertising over any other
form, from the group of generations considered in this study which were at a combined average
of 69%. A very significant number of individuals from the Generation X and Y feel neutral

about online advertising.
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Figure 9: Online advertising of as a preferred mode for Generation Z v/s Generations X and Y
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Media: It was observed that across all the generations’ media is preferred as an important factor
when learning about a brand. About 79% of the respondents of Generation Z consider online
media significantly with no or very little opinions ranging from less to least likely. Respondents
from Generations X and Y range from more likely to neutral and also have a significant opinion

of being less likely inclined towards online media being at approximately 19%.

Modes of learning about a brand Modes of learning about a brand

Media Media

Less More
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Figure 10: Media as a preferred mode for Generation Z v/s Generations X and Y
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Friend/ family member: When considered leaning about a brand through friends/ family

member it was observed that Generation Z do not prefer this method but the other generations
which is Generations X and Y, do look up to a brand and gain knowledge about it. It was
observed that about 45% of the respondents are between neutral and less likely compared to
55% being more and most likely. Respondents of Generations X and Y together have 61.5%
of people who prefer friends/ family member to be a source to gain knowledge about a brand
which is a very big percentage of people. Below graph explains the trend of this aspect cross

generation.
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Figure 11: Friend/ family member as a preferred mode for Generation Z v/s Generations X and Y

User generated content shared socially: For User generated content commonly known as UGC

it was observed that Generation Z have more tendency to be inclined towards this mode of

gaining knowledge about a brand online. When compared to the individuals of other

generations that took part in the study do not favour this. It was observed that approximately

75% of the respondents of Generation Z would look up to a brand after looking at a user

generated content shared socially whereas respondents of Generation X and Y do not favour

this. 68% of the individuals of Generation X and Y have pinned their opinions as less likely

and least likely. Which shows a massive differences in the opinions across generations.
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Figure 12: User generated content shared socially as a preferred mode for Generation Z v/s
Generations X and Y

Offline advertising: It was observed that offline advertising still acts a major factor when

advertising to individuals of Generations X and Y when compared to respondents of Generation
Z. It was observed that Offline advertising actually is the least preferred mode of advertising
for respondents of Generation Z but ranges between most likely to neutral for the older
generations. This is one of the major distinguishing factor between the older generation and

Generation Z.
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Figure 13: Offline advertising as a preferred mode for Generation Z v/s Generations X and Y

In a nutshell, it can be concluded that the older Generations are there were certain aspects of learning
about a brand which were consistent throughout the different generations studied in this research such
as online advertising on the contrary when offline advertising is taken into account it seems that the
older generations would still be affected when advertised through offline mode. It was also observed
that Friend/ family member being a source of brand awareness and motivating to look for the products
of that brand didn’t have much of a signification role with respondents of Generation Z whereas
respondents of the other two generations were more inclined towards it which marks a big difference
between the generations. When discussing about user generated content shared socially, it was
observed that respondents of Generation Z coined their opinions favoured towards it and on the

contrary, respondents of Generation X and Y didn’t.
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4. Online advert leading a prospect into a buying customer

During the study undertaken, the researcher observed that respondents of Generation Z are the one
who would have a different buying behaviour when compared to the respondents of Generation X and
Y. It was observed that both the generations do buy exactly what they have intended to when deciding
upon a brand and to be precise a product of the brand. The below graph clearly describes the result
drawn by the researcher. It was also observed that based on the brand, the individuals of Generation Z
are very much keen on buying that they didn’t intend to buy which and also bought things other than
buying the main product/ service of intent. When compared this aspect of the buying intent across
different generations, it was observed that Generation Z is a generation that will become into a buying
customer when targeted by an online advert rather than the older generations that will not be so easily
be converted from a prospect into a buying customer.

Online advert leading a prospect into a buying customer Online advert leading a prospect into a buying customer

The last time you visited an online store, did you... The last time you visited an online store, did you...

- 20
25

~
o

Count of Q4
Count of Q4

ere looking looking for

Figure 14: Online advert leading a prospect to buy- Generation Z v/s Generation X and Y

5. Aspects of online advertising that motivates prospect to visit the brand’s website

In the research undertaken, factors that influence the buyer’s decision were identified based on the
existing literature. The factors that were considered for the study are price, range of products, purchase
procedures, convenience and quality of products. Below are the charts that demonstrates the aspects
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of online advertising that motivates the individuals across different age groups to visit the brand’s

website and buy online.

Purchase procedures: It was observed that across all the generations, purchase procedures have
been more important that motivates any individual to buy online.

Quality of product: Quality of products have also been found to be the most important factor
to buy online which is again consistent across all generations.

Convenience: It was observed that convenience is again a factor with consistent results to be
of utmost importance across all generations.

Range of products: Range of products does matter to the respondents of Generation Z when
compared to the individuals of other generations. It was observed that the individuals of other
generations do not give much of a priority to the range of products.

Price: A same trend with respect to price was observed across all generations. For most of the

individuals price point was one important factor.
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Aspects of online advertising that motivates prospect to visit the brand’s website Aspects of online advertising that motivates prospect to visit the brand’s website
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Figure 15: Aspects of online advertising that motivates prospect to visit brand's website

Trends across generations:

When compared across all the factors considered in this study that motivates the buyer to visit the
brand’s website, for Generation Z the quality and the range of products was a very important factor
when compared to the individuals of Generation X and Y. These are the individuals within the age

range of 18- 25. For these respondents, price and convenience do not play much of an important role
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whereas purchase procedures has the least/ no role to play to make the individuals of the generation Z

to motivate in visiting the company’s website.

Taking into consideration the other two generation, which is the generation X and Y, It was observed
likewise that quality of products acts a major factor for Generation Y followed by range of products
and price. Purchase procedures and convenience have no or very little contribution in motivating the
individual to visit the company’s website after looking at an advertisement. Similarly for respondents
of the generation X have been price sensitive along with the care for range of products that a brand is
providing. For these respondents, the purchase procedure and convenience play a very little role in
determining whether they are keen on looking up to a brand’s website. The following table shows the
trends (percentage distribution of the responses captured) across different generations/ age groups that

were considered in this study.

Convenience : 3.86 | 77.23%

'.7,23%

50
Quality of products : 4.36 | 87.13%  87.13% 25 83.37%  Range of products - 417 | 83.37%

0

74106%
— m3%

Purchase procedure : 3.7 | 74.06% Price - 412 | 82.38%

Figure 16: Spider chart of variables in online advertising that motivate individuals
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Table 1: Variables of online advertising that motivate an individual

Age Variables  Convenience Range of Price Purchase Quality of
group products procedure products
Most likely ~ 30% 46% 38% 25% 61%
More likely  48% 43% 41% 38% 18%
18-25  Neutral 18% 9% 14% 18% 16%
Less likely 2% 2% 7% 16% 5%
least likely 2% 0% 0% 4% 0%
Most likely ~ 22% 25% 39% 19% 64%
More likely  36% 44% 31% 36% 14%
26-40  Neutral 25% 17% 28% 39% 14%
Less likely 3% 11% 3% 3% 6%
least likely  14% 3% 0% 3% 3%
Most likely ~ 38% 88% 75% 38% 63%
More likely  63% 13% 25% 63% 38%
41-55  Neutral 0% 0% 0% 0% 0%
Less likely 0% 0% 0% 0% 0%
least likely 0% 0% 0% 0% 0%

6. What online experience that helps people to buy online

The next important step in a life cycle of the prospect to becoming a buying customer is eventually
when the online advertisement has direct the individual to the website what are the different factors
that compel the prospect to buy the product/ service of a brand and ultimately making them the buying
customer. Base on the literature mentioned in the study, the fur different factors that motivate the
individuals to buy online are the overall website experience, catchy/ innovative online advert, image
of products giving a good sense of the actual product and supplementary information that has been
provided that acts as important factors. All off these factors were studied throughout various

generations and the following results have been formulated.

Overall, it was observed that images of products that gives a good sense of the actual product is the
most agreed upon factor that contributes towards the buying decision across all of the generations.
Secondly supplementary information of the product/ service offering also had an impact on the buying

decision then followed by the overall website experience and then at the end catchy/ innovative
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advertisement placement by the brand. Furthermore, the distribution of each factors across the different
generations will be explored in more detail along with the graphs that explain opinions of respondents
in two groups- the group for the study which is Generation Z and Generation X and Y grouped together

to study the comparison.

The overall website experience is positive was considered as one of the factor and it was
observed that Generation Z inclined more towards this factor when compared to the
respondents belonging to generations X and Y. 77% of the respondents belonging to
Generation Z feel that the website experience is one major factor when compared to 34% of

respondents of Generation X and Y respectively.
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Figure 17: Website experience affecting buying decision of Generation Z v/s Generations X and Y

Images of the products that give a good sense of the actual product/ service was also considered
as a factor determining the buying decision and it was observed that individuals of Generation
Z look up to buying a product/ service when compared to respondents of Generation X and Y,
who responded to be neutral and somewhat agree. Approximately 64% of the individuals of
Generation Z believe that images of the product motivates them whereas Generation X and Y

only have an average of 26% comparatively.
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Figure 18: Product images affecting buying decision of Generation Z v/s Generations X and Y

Innovative online advertisements having a catchy way of delivering the message about the

brand’s product/ service was taken as a key factor that motivates the buyer to decide upon the

purchase. It was observed with a massive difference amongst the respondents of generations

considered here. Generation Z have a very strong inclination towards the brand that deliver

their message in an innovative way with approximately 75% of the respondents whereas

Generations X and Y have only about 35% of the respondents who would agree with it and

majority of the respondents stayed with the answer as neutral and some with disagree as well.
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Figure 19: Online advert affecting buying decision of Generation Z v/s Generations X and Y
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Supplementary information that is provided with the product/ service deliverables of a brand

seems to be a major factor to the respondents of Generation Z with no or very little disagreeing

respondents when compared to Generation X and Y respondents who do have individuals

disagreeing and neutral as well. Generation Z respondents have around 73% respondents who

support this factor whereas 67.5% of the respondents who agree and also have their opinion

more towards disagree.
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Figure 20: Supplementary information affecting buying decision of Generation Z v/s Generations X

and Y

Summarizing the factors of online experience that help a prospect to become a buying customer, it can

be observed that Generation Z have more likely to be the buying customer first from the group of

individuals studied here in terms of being affected by overall website experience, catchy/ innovative

advertisements online, supplementary information and at the end the images of the product giving

good sense of the actual product

7. User generated content related guestions

Based on the literature gathered it can be stated that user generated content is one of the promising

ways to deliver the brand’s message especially when the target audience is present on online platforms.
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Different types of user generated content were selected as a part for the study undertaken such as the

product unboxing/ service review videos, parody videos, blog posts, podcasts and fan fiction. The

following is the detailed analysis of sponsored user generated content shared socially effect across

different generations.

Product unboxing/ review videos as one of the user generated content it was observed that

Respondents of the Generation Z are more interested in such videos that actually make a

difference in their purchase decision. Whereas the respondents of the other generations also are

more likely to have affected their buying decision after watching these sponsored user

generated videos but there are equal number of individuals who are neutral towards such

content. Around 89% of the respondents of Generation Z favour such videos and say that their

decision is altered while buying the product/ service and on the contrary it was observed

respondents of Generation X and Y tend to be 31% on the neutral opinion and 50% respondents

favour such videos. The below graph explains the opinion distribution.
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Figure 21: Effect of product unboxing/ review videos on Generation Z v/s Generations X and Y

Parody videos as a form of sponsored user generated content have been studied across

generations in the research and it was observed that both Generation Z and Generation X along

with Y show a neutral attitude and have coined their opinions that such sponsored user
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generated content does not have much on the buying decision. Generation Z having 41%

neutral opinion as well as the two generation grouped together also have an average of 49%

neutral opinion.

User generated related questions: Generation Z User generated related questions: Generation X and Y

Parody videos Parody videos
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Figure 22: Effect of parody videos on Generation Z v/s Generations X and Y

Blog posts as a kind of user generated content sponsored by the brands was studied. It was
observed that Generation Z when compared to Generations X and Y together does not have
more likelihood to be affected by it on the other hand the latter had more inclination as well as
equally neutral opinions. It was also observed that Generation Z did have neutral opinion but
did not dislike it either. The following graph clearly explain the opinion distribution between

the Generation Z and Generation X and Y together to study the difference.
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User generated related questions: Generation Z User generated related questions: Generation X and Y
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Figure 23: Effect of Blog posts on Generation Z v/s Generations X and Y

Podcast as a mode of communicating to the masses as a form of advertisement from the brand
was studied and it can be stated based on the results obtained that this is a mode that would
least likely affect the buying decision of individuals across all of the generations. It was seen
that all the generations that is Generation Z and Generations X along with Y have highest
neutral opinions of being at 38% and 63% respectively. Hence it can be concluded that podcasts

have very little / no effect on the buyer’s decision at all.
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Figure 24: Effect of Podcasts on Generation Z v/s Generations X and Y
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Fan fiction as a mode of deciding upon the purchase decision was studied across generations
as a part of kinds of user generated content and its effects on buying decision and it was
observed that fan fiction does have a significant impact on the buying decisions of respondents
belonging to Generation Z. When compared to respondents of Generation X and Y it can be
inferred that they do not have their buying decision affected by fan fiction user generated
content. The following graph illustrates the distribution of opinions of different respondents of

the research.
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Figure 25: Effect of Fan fiction on Generation Z v/s Generations X and Y

As per the results obtained it can be stated that product unboxing videos and fan fiction videos are the
topmost user generated content- sponsored that the respondents of Generation Z would be affected.
Followed by Parody videos and Blog posts. On the other hand it was also observed that Podcasts do
not have much of an effect on the buying decision across all the generations. Summarizing up, it can
be said that the older generations here which are Generation X and Y have very little or neutral effect
throughout all the user generated content types used to determine the effects except the product

unboxing/ product review videos.
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8. Age group

The main focus of this study was the Generation Z hence the respondents between the age groups of
18-25 were provided with the survey form. Apart from the group for study, individuals belonging to
Generation Y and X were also shared the survey form. The main idea behind this was to study the
difference between the generations and How Generation Z stands out from the rest of the respondents.

The following table has a clear distribution of the age groups on the bases of gender.

Table 2: Gender distribution of the respondents of the research

Generation Z Generation Y Generation X
Gender 18-25 26-40 41-55
Male 34% 64% 63%
Female 63% 36% 38%
Do not wish to be ,, 0 0
identified 4% 0% 0%
9. Gender

In the study it was observed that a total of 56 respondents between the age group of 18-25 that took
part in the survey out of the total 100 respondents. On the contrary only 36 respondents where

belonging to Generation Y and 8 respondents belonging to Generation X took part in the survey making
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Generation X and Y at 8% and 36% respectively. The following graph explains the distribution of the

respondents’ age groups as per generations.

Percentage distribution of respondents
from different generations

M Generation Z 18-25 M Generation Y 26-40 B Generation X 41-55

Figure 26: Distribution of respondents based on generations

4.2 Chi Square statistics

A Chi square statistics was used to study the impact of the factors taken into consideration that impact
the buying decisions of individuals across different generations. Here an online ci square calculator
was used to calculate the significance of the factors utilised in this study. Below is the image of the

results obtained.

A Chi Square statistics is often used for hypothesis testing. It is used for testing how measured values

of expectations are compared to actual observed values (or model results), the formula for this is

2 (0i — Ei)?
where:

¢ = Degrees of freedom
(O = Observed value(s)
E = Expected value(s)
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Chi-Square Calculator

Success! The contingency table below provides the following information: the observed cell totals, (the
expected cell totals) and [the chi-square statistic for each cell].

The chi-square statistic, p-value and statement of significance appear beneath the table. Blue means you're
dealing with dependent variables; red, independent.

Results
18-25 26-40 41-55 Row Totals
Brand image 39 (43.50) [0.47] 23 (20.25) [0.37] 7 (5.25) [0.58] 69
Online advertisement |47 (49.80) [0.16] 27 (23.18) [0.63] 5 (6.01) [0.17] 79
uGc 42 (29.00) [5.83] 3 (13.50) [8.17] 1 (3.50) [1.79] 46
Online reviews 46 (51.70) [0.63] 28 (24.07) [0.64] & (6.24) [0.50] 82
Column Totals 174 81 21 276 (Grand Total)

The chi-square statistic is 19.9259. The p-value is .002855. The result is significant at p < .05.
Figure 27: Chi Square Statistics, source: Social science Statistics

In this study, the researcher calculated the p value through a Chi square calculator and the confidence

level assumed for the study was 0.05 that s at 95% level

From the results obtained from the Chi square tests it can be stated that at 95% confidence level the
result is significant. It means that the variables are dependent and that the hypothesis is accepted that

the factors does have an impact on buying decisions.

4.3 Hypothesis results

The research undertaken has a very broad scope of application when it comes to analysis across
different generations studied. The type of respondents who have responded to the survey have been
directly associated with advertising in all forms. Be it traditional offline advertising, media, online
advertising or the newly booming user generated content. Based on the analysis of every questions,

the following conclusions that can be drawn from the hypothesis constructed

Hypothesis 1

Hypothesis one formulated was based on that there are factors of online advertisements that affect the
buying decision of Generation Z. Factors considered for this research had three key important factors
on the basis of literature studied to be discussed like the product/ service reviews, ratings and the
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description of the product out of which the description of the product does not play a key role in an
advert.

To further understand the effects of online advertisements on purchase decision, different variables
such as how innovative advertisements affect along with convenience, purchase procedures, price,
quality of products and also overall website experience across different generations. Literature around
advertisements effectiveness have been studied and was found that invasive, nonskippable online
formats, which are disliked strongly by all generations, especially Generation Z whereas mobile-
rewards video, native advertisements and sponsored lenses, and sponsored filters, which are viewed
more positively, especially among Generation Z consumers. It was observed that range of products,
website experience images of products that describe the product best and innovative advertisements
are very prominent factors that affect the buying decision of Generation Z when compared to
Generations X and Y. It is known that consumers do prefer online reviews than recommendations by
friends or family and the main reason behind this being information quality, information readiness,
detailed information and dedicated information (Ismail Erkan & Chris Evans, 2016). Studies have
shown that it is very important for the consumers to stay updated with the brands and to share ideas
and provide feedback and that vlogs (user generated content) is one of the best ways to carry out
advertising (Ghai and Rahman, 2018). A study by (Haba. et.al, 2017) also demonstrated that perceived
usefulness, economic value of the product does have a great impact on buying intentions of the

individuals. Hence the researcher confirms that the factors does have a role to play in buying decision.

Hypothesis 2

Studies have shown that online reviews is one of the biggest customer stories available through online
modes. It was seen that there are customers who posts more who either have extremely positive or
negative experiences with a brand compared to moderately buying customers. This gives rise to
eWOM and that it does affect the buying decisions and sentiments as well. (Jansen, 2009) Blogs also

can be considered as a form of reviews and that related to a brand does affect brand awareness, brand
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image and brand perception. Studies show that 80% of the posts mentioning a brand via their blogs
expressing no sentiment suggests people are asking and answering questions about the brands giving
rise to brand community online. A study by Ismail Erkan, 2016 showed that anonymous reviews have
much more effect on the buying decisions than recommendations of friends or family as they are not

biased and provide with honest opinions about a brand.

Hypothesis two formulated is based on how the effect of online reviews on the buying decisions of
Generation Z. This hypothesis was tested via two questions in the survey- first in as a generic review
and second as a part of user generated content which is sponsored by the brand. In both the questions,
it was observed that Generation Z does support and are impacted so as to change their buying decisions.
Also it was observed that recommendations through different channels of knowing about a brand and
it products was studied in the research. Generation Z had very poor or no effect from reviews/ brand
knowledge obtained from offline advertising or friend/ family members. This can be studied very
clearly when looking at very high responses level for the latter two Generations X and Y. Hence to
conclude this, It can be stated that Online reviews does have an impact on the buying decision of
Generation Z and on the contrary, decisions of Generation Y and X might or might not be affected to

the extent as Generation Z’s

Hypothesis 3

This hypothesis is based on the online image (online advertisements) that the brand has and how well
the individuals associate with the brand which leads to the buying decision. It was observed that brand
associations does have an impact on the individuals of Generation Z more than Generation X and Y.
On the contrary it was observed that brand association does have a positive impact buy very less or no

impact on individuals of Generation Y and X representing the differences in the opinions.
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Generation Z consumers are very well educated about brands and the realities that the brand carries.
When they are not, they know how to access information and develop a point of view quickly. If a
brand advertises diversity but lacks diversity within its own ranks, for example, that contradiction will
be noticed. In fact, members of the other generations we surveyed share this mind-set. Seventy percent
of our respondents say they try to purchase products from companies they consider ethical. (Francis
and Hoefel, 2018) This indicates that brand image and brand associations does have an impact on the

buying decisions on Generation Z respondents.

Hypothesis 4
There were mainly two questions that asked the importance of user generated content sponsored by

brands that could affect buying decisions of the respondents across different generations. It was
observed that as towards the concept of user generated content, Generation Z have more inclination to
be affected by it compared to the other two generations. It can be said that Generation X and Y
comparatively does not or very little is affected by user generated content be it sponsored or even
organic. Further to analyse this part of the research, the researcher has asked one more question that
help understand the kind of user generated content that is more favourable by the respondents of
Generation Z that could help the respondents decide upon buying a product. Literature also shows that
consumers feel empowered by sharing their product experience to guide purchase decisions of others.
Earlier brand media messages came from the brand only and ever since online marketing has become
popular, company messages can be amplified or mitigated by brand messages created by ordinary
consumers on social networks. Consumers are less likely to perceive promotional content as deceitful
even when they are aware of the presence of rewards. (Kim, M. and Song, D., 2018) Furthermore it
was also studies that since organic WOM marketing and online reviews generally consist of
experience-centric content, consumers perceive such content as inappropriate and deceitful when they

recognize that the content is sponsored. Therefore, from the secondary researches it can be said that
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hypothesis does supports user generated content affecting the buying decision of Generation Z

respondents.

Hypothesis 5

As per the research by Tracy Francis and Fernanda Hoefel, 2018 it was observed that Generation Z
does not like brands that distinguishes itself based on genders or even describes its offerings as gender
specific. Social media is not found to be gender biased in terms of access but the search of products
varies as per gender (Ghai and Rahman, 2018). Furthermore there are evidences that gender does not
interact with interest in a brand but on the other hand gender does have a role in informativeness of a
brand’s products. the researcher has hence rejected hypothesis five. It was observed that there is no
such difference between the genders and the factors that affect the buying decision. This trend was not
only observed in Generation Z but across all of the generations that is X and Y respectively. When
considered about online advertising across Generation Z it was observed that 82% out of the female
respondents and 84% out of the male respondents prefer online advertisements. The only difference
was with respect to user generated content influence. It was observed that user generated content
between the two generations is more preferred by the males of that age group which was 89%
compared to 68% of female respondents. Hence it can be concluded that there is no such difference

between the genders when factors of online advertising are concerned to affect the buying decisions.
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5. DISCUSSIONS

This chapter of the research has described some of the most important aspects of the study that has
contributed to draw certain remarkable results. The results have been compared to the data collected
from literature review, research hypothesis and questions. In this discussion part, the researcher will
discuss and will present all the participants data gathered from the survey that is Generations X, Y and
Z respectively. The researcher have selected sample for survey that belongs to three different age
groups. Primary reason for selecting this age groups is age factor have a big role to play in buying
behaviour and how do they respond to advertisements. This categorization helped the research to

understand the trends and opinions of respondents across generations.

In this research, the researcher is aiming to find that are there any factors of online advertisements that
affect the buying decisions of Generations. The results show that 84% of the respondents belonging to
Generation Z would prefer online advertising to know about a brand and also decide on buying the

product/ services

The research objective is to identify the different factors that influence the buying decisions of
respondents of Generation Z. According to the results from the survey of online advertisements
questionnaire, it shows that respondents belonging to Generation Z do act differently to online
advertisements. 56% of the respondents of the survey were Generation Z, 36% Generation Y and rest
8% were individuals from Generation X. The results of this survey shows a remarkable percentage of
respondents that are familiar with online advertisements when compared to the individuals of the older
generations that still are fine with traditional mode of advertisements and would decide upon buying a
products based on it. The other objectives were to determine the effects of brand image, online
reviews, sponsored user generated content that is shared socially and also to look if gender does play

arole in this.
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Studies have documented greater positive effects of paid and display advertising- which is online
advertising as a whole are greater than that of offline advertising- paid search (online display). The
online advertising exhibits more positive effects on a brand’s sales and also firm value than the offline
advertising. Furthermore, the stronger effect for online display is accentuated in the latter half of our
sample period, consistent with improving targeting abilities over time that enhance online display's
superiority to offline advertising. Finally, while online display and paid search advertising share
characteristics such as enhanced targeting, tracking, and placement, we show that paid search exhibits
more positive effects on firm sales than online display. This latter effect likely arises because paid
search is consumer-initiated and occurs close to the purchase decision. Furthermore, brands typically
use paid search for performance marketing, aiming to generate a direct sales response. (Bayer et. al,
2018) The researcher through this research have further segmented the audience into categories based
on generations which has helped the researcher to draw the results that Generation Z do act differently
to online advertising comparative to other generations. Factors such as product/ service reviews,
ratings, and website experience once the online advertisements have been clicked directing them to the
brand’s website. It was observed that innovative and catchy online advertisements significantly acts as

one the major triggering factors for respondents of Generation Z and make the buying decisions.

Literature have been studied that products sold by the brands are rethinking of the value creation
models for the consumers. Leveraging direct relationships with consumers and new distribution
channels. Consumption and buying therefore becomes means of self-expression which is opposed to
people buying or wearing brands to fit into the norms of groups. Led by Generation Z and millennials,
consumers across generations are not only eager for more personalized products but also willing to
pay a premium for products that highlight their individuality. (McKinsey & Company, 2018). For most
brands, that is truly new territory. The good news is that consumers, in particular Generation Zers—
are tolerant of brands when they make mistakes, if the mistakes are corrected. That path is more

challenging for large corporations, since a majority of our respondents believe that major brands are
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less ethical than small ones. Study by Francis and Hoefel have described this characteristics of
Generation Z. wherein it was observed that price is not a factor that acts as a decisive factor in buying
decision but factors such as personalized offerings, quality of products, products that embraces causes,
brands that don’t classify themselves as male or female. The researcher has found that Generation Z
customers are those that will buy products of brands with whom they can associate with compared to
the older generations when brand associations did make very less importance when deciding upon a
product or a service. It was also observed that online brand image did have a big impact on the buying

decisions of respondents of Generation Z.

The researcher also found that the gender factor does not play any important role as a factor of online
advertising affecting the buying decision. The gender factor was consistently the same throughout with
the respondents in answering the survey questions of different factors as well. Furthermore, it was also
observed that while evaluating the hypothesis of the study such as brand associations and brand image
was found to be the same across genders. Also, online brand reviews and sponsored user generated
effect as discussed did have an effect on buying decisions but there was no difference as such on the
basis of gender. Recapitulating gender does not play any important factor in online advertising, brand

image and association, brand reviews and user generated content but age does have an impact.

A study by Mckinsey & Company reveals four core Generation Z behaviours, all anchored in one
element: this generation’s search for truth. Generations Zers value individual expression and avoid
labels. They mobilize themselves for a variety of causes. They believe profoundly in the efficacy of
dialogue to solve conflicts and improve the world. Finally, they make decisions and relate to
institutions in a highly analytical and pragmatic way. In contrast, the previous generation—the
millennials, sometimes called the “me generation”—qgot its start in an era of economic prosperity and
focuses on the self. Its members are more idealistic, more confrontational, and less willing to accept
diverse points of view. (McKinsey & Company, 2018) To understand this viewpoint of the existing
literature further and see the trends across generations, the survey included questions about it. The
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researcher have surveyed and revealed that brand related content was sponsored (paid) content created
by the user did have a positive impact on the buyers of Generations Z when on compared to organic
(unpaid and natural) brand related user generated content have very fewer inferences of manipulative
intent. The latter was studies by the researchers Kim and Song in 2018. The researcher have also found
the different user generated content and their effects on the buying decisions across generations out of
which product reviews and unboxing videos, fan fictions and blog posts can be very effectively used
for the purposes of having a broader effect on the buying decisions specifically on Generation Z users
than older generations as they have very little/ no preferences for user generated content while deciding

on buying of a product.
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6. LIMITATIONS

The academic research undertaken is a part of the dissertation that can only identify the different factors
affecting the buyer’s decision. The customer segment taken into focus for the dissertation is Generation
Z which are individuals between the age groups of 18-25. Even though the conclusions are having a
supporting background it cannot be said on how accurate the results will be applicable throughout
different scenarios. Hence, this academic research should be used coupled with other researches to

create strong conclusions and thoughts that help to draw better results for future application purposes.

Time frame and sample size

The major limitation of this research is the time frame. Due to the very nature of the academic research
undertaken which have a strict timeline, it is very difficult to cover every aspect of the research but
focus on the key objectives that help formulate the results. The main reason being the time frame, the
research also acts as a major barrier when it comes to selecting the sample size. The sample size being
small has drawbacks of its own. Some major drawback of small sample sizes are in statistical powers,
that unreliably shows traits sought by the researcher, on the other hand, it can also show false-negative
results and at the end differences in the opinions along with its trends over generations need large
sample sizes. The sample size selected by the researcher was 100 which did give hands-on insight into
the subject area but to study the research topic in greater depths, the comparatively larger sample size

should be selected that would give an added advantage and scope for running other statistical tests.

Qualitative approach

Another limitation that can be considered for the research is the lack of qualitative research technique
where there was a scope of open-ended questions. The researcher has only undertaken existing factors
and performed an analysis of the existing literature through which the research conclusions were

drawn. Qualitative research would allow the researcher to explore varied and new aspects of the factors
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affecting the buying decisions across generations as well as genders. One more reason that would

hinder is the time frame and it could lead to fewer responses.

Limited to a buyer’s perspective

Conclusions of this research can only be drawn from one perspective of the buyer towards online
advertising, but in the research does not covers any aspect from a advertisers perspective of the
different factors that hinders the effectiveness of an online advertising. Hence research conclusions

and recommendations for future scope can only be given from a buyer’s perspective.
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7. SCOPE FOR FUTURE RESEARCH/ RECOMMENDATIONS

In the research, there is always room for improvement and paves way for a plethora of research that

may lead to bigger discoveries for future application into the business environment. Some of the major

scopes for future research considered through the study is as follows.

There are a lot of studies going on when it comes to Generation Z similar to this research
furthermore a detailed evaluation is needed so it is beneficial for practical implications of the
study and research results and only then it will be helpful in resource allocation to online
advertisements budget and identify regulatory factors that help to reach the online
advertisements to the ever-growing individuals of Generation Z. Hence future research needs
to be taken up that would help transfer the knowledge of buying patterns of Generation Z into
truly practical applications.

Secondly, the study undertaken was more focussed towards Generation Z as a whole and the
results found out concluded that there are no such differences between the genders of the buyers
within the segment of Generation Z. Therefore future research should be based off what are the
different factors through which Generation Z can be grouped that would help marketers in
different demographics or different parts of the world perform much-targeted advertisements
based on the knowledge and not just marketing in general to Generation Z as a whole.

It was observed that Generation Z is one such generation who is more active over online
communities for engagement when compared to the older generations. These communities can
be used for deep diving into their opinions, behaviour and brand knowledge sharing as well.
Very few studies are done in this area as this is a relatively new arena for the businesses as

well. Hence this may prove an interesting area for future studies for businesses
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8. CONCLUSION

There have been a tremendous advances in the technology and that has paved way for advances in the
advertising as well. It is very well studied about the migration of the audiences from traditional
channels of marketing to the digital mode of advertising which is a significant mass migration. This
migration is very much applicable for individuals born before Generation Z’s time. Interestingly
Generation Z is one such who were born during the advances of the technology and so primarily this
is the first generation who had technology from the time they were raised into the world. Another
reason that there is a limited large scale research for Generation Z as most of them are under the age
of consent and for such studies to be performed parental consent would be required. This study gains
opinions from those limited individuals who are above the age of consent and can volunteer for the
research. Hence this makes Generation Z an ever growing area of study not only from a marketer’s
perspective but also from all business perspectives.

Primarily the aim of the research was to analyse that there are factors that affect the buying decisions
of individuals belonging to Generation Z. On the basis of literature studied, it was found that indeed
there are certain factors that hamper the buying decisions out of which online brand reviews, brand
image and sponsored user generated content were chosen to understand the study in more detail. Also
an important point of view was also hypothesized that gender does play an essential role.

In this study, the researcher obtained 100 responses from individuals of different generations out of
which the focal point of study that is Generation Z comprised of 56% respondents, and rest with
Generations X and Y respectively. It was identified that there are certain factors within the study that
affected all the generations uniformly but certain factors prominently affected the buying decision of
Generation Z more than any other generations studied. It was studied the different forms of online

advertising although have overlapping elements that includes enhanced targeting tracking and
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placements have differential impact on sales as well as customer initiated feature and its occurrence
closer to purchase decision in consumer’s purchase funnel (Bayer, 2018).

Members of the Generation Z, are people born between 1995 to 2010 and can be regarded as truly
‘digital natives’ from their earliest youth as they have been exposed to social network, internet and the
latest mobile systems. This has produced a hyper cognitive generation that is very comfortable with
collecting data from many sources of information and cross referencing. Furthermore integrating the
virtual experience with their offline world. (Francis and Hoefel). As global connectivity soars,
generational shifts could come to play a more important role in setting behavior than socioeconomic
differences do. Young people have become a potent influence on people of all ages and incomes, as
well as on the way those people consume and relate to brands and brand association.

It was found through primary and secondary researches that the individuals of Generation Z would
highly appreciate creative online advertisements with challenges, creative and interactive
advertisements formats and would also like to see humour that would encourage them to buy online
with a brand. Brand image and more importantly brand associations would be one such factor that the
researcher concludes acts as important as the online advertisements. Furthermore user generated
content both organic and sponsored would be equally important in gaining knowledge about a brand.
Also from Generation Z’s perspective it was observed that gender bifurcation in any way will not be

appreciated and that such a brand would be less preferable.
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10.APPENDICES

Online advertising questionnaire

Online advertising questionnaire =

INFORMATION SHEET
Research title: Identifying key factors of online advertising that affect the buying behaviour of Generation Z

Research information: Hello, my name is Dharmisha Boricha and | would like you to participate in this research. This research is
part of my Master's thesis at Dublin Business School. It is aimed at studying the key factors of online advertising that affect the
buying behaviour of Generation Z. This study is carried under the supervision of Eva Perez. Please read through the below
information so as to take part in the study and answer certain questions in the following section as participants of the study.
This survey will take about 4-5 minutes to complete and will require you to be an active online platform user of any age group.
Please feel free to reach out to the researcher in case of any doubts or something is not clear.

Data Protection: The survey questions that follow will be completely anonymous and all relevant steps will be undertaken to
maintain confidentiality. There will only be a minimal amount of personal information required in this study that is necessary to
fulfil the purpose of your interaction with us. This survey will not store your email, contact details, name or even geographical
location of the participant. The data collected through this research will be analysed as a group and not based on individual
responses. The data collected will only be used for this research, stored electronically and shall not be shared with any other
third parties. The data collected with be stored by the researcher and be protected securely.

Participation: You may decide to stop being a part of the research study at any time without explanation required from you. You
have the right to ask that any data you have supplied to that point be withdrawn/destroyed. You have the right to omit or refuse
to answer or respond to any question that is asked of you. You have the right to have your questions about the procedures
answered (unless answering these questions would interfere with the study's outcome. A full de-briefing will be given after the
study). If you have any questions as a result of reading this information sheet, you should ask the researcher before the study
begins.

Risk and Benefits: The study here observes the factors of online advertising that affect buying behaviour. There are no risks
involved during the survey as a method of data collection. There is no pressure for any individuals during this study and the
participation is completely volunteer. In addition, your opinions in this survey will help the researcher to analyze the data
collected and draw the results from it. Your participation is highly appreciated for this academic research.

Contact details: If you have any queries with respect to this survey, please drop an email to 10516438@mydbs.ie and | will be
able to get back to you within the next 24 hours.

Thank you very much for agreeing to participate in this survey.
The information provided by you in this questionnaire will be used for research purposes. It will not be used in a manner which
would allow identification of your individual responses.

~
oD 0| x
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INFORMED CONSENT

- | voluntarily agree to take part in this research study.

- | have read the above document that provided me information with respect to this survey and | do understand the description
provided to me.

- | understand the participate to take part in the survey contributing to the research is completely voluntary and no obligation to
take part in the same

- | do understand that | can withdraw my participation from the research without any penalties

- | have no objection with the data | provide in the making of this research

- | understand that my response will be anonymous, it might not be possible to extract my own data after submission of the
survey questions.

- | understand that | will not have any personal information attached my responses that leads to my idendity.

- | understand that the researcher can be contacted at any time to discuss any doubts or seek any clarifications on the same.

| confirm and | have read all the information and consent to provide the information asked in the survey for the research as put
forward by the researcher.

< .

* What information would you like to see on an advertisement that make your decision to buy that product?

Least important Less important Neutral Important Most important

Product/ service reviews O O O O O
Ratings O O O O O
Short product description O O O O O

Next Question

* Does the brand affect your buying decision?

Least likely Less likely Neutral More likely Most likely

Brand image O O O O O
How well do you associate with the brand O O O O O

* How did you normally learn about any online store, that motivates you to check their products/ service

Least likely Less likely Neutral More likely Most likely

Media O O O O O

Friend/family member
Offline advertising

Online advertising

O O OO0
O O OO0
O O O0O0
O O OO0
O O OO0

User generated content shared socially
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* The last time you visited an online store, did you...
O Buy exactly what you were looking for

Buy something in addition to what you were looking for

Buy something other than what you were looking for

Buy nothing

Other

O O O O

* In an online advertisement, what motivates you to look upto their online website?

Least likely Less likely N More likely Most likely

O O

I
o
=
a

Convenience O
Range of products
Price

Purchase procedure

O O 0O O
O O 0O OO0
O O 0 OO0
O O 0O O
O O O O

Quality of products

* Please indicate the degree to which you agree/disagree with the following statements which motivate you to buy
online?

Strongly Disagree Somewhat Disagree Meutral Somewhat Agree Strangly Agree

O

The overall website experience is positive O
Catchy/ innovative online advert

of the actual product

Supplementary information such as size,
weight, colors, etc. is depicted clearly

© O OO
o O OO
C O OO

Images of the products give a good sense O

O
O
O
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* Do you look at the following User-generated content before buying a product of your intent after which you decide on buying it?
Knowing that they are sponsored by the brand*
The following is an example of brand sponsored user generated content

mf jenselter & - Following

Q; jenselter & ¥ WORLDWIDE FREE

N8 GIVEAWAY(day 1) & 5 of you will win gift
cards so you can get yourself a @blendjet
'@
All you have to do is:
@ SAVE or SHARE this video to your
story .
@ TAG 3 friends in separate comments
below! .

Follow @blendjet

and that's it!!! Good luck and remember |

oQd N
230,333 views

OCTOBER 7

Add a comment...

606606
afugofone
afelofedof
860006
afeollofielo

* What age group do you belong to?

(O 554 (O s0-126 (O 2318

* What is your gender?

() Male
() Female

() Do not wish to be identified

< =
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