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Abstract

This study investigates the impact of social media usage patterns on the purchase
intentions of Generation Z in Coimbatore. Utilizing a quantitative research design,
data were collected from 527 respondents through structured surveys, focusing on
factors such as frequency of use, content engagement, and platform preference. The
analysis reveals that increased social media engagement significantly influences
purchase intentions, with branded content, influencer endorsements, and user-
generated content playing crucial roles. Psychological factors, including trust in
online reviews and social proof, further mediate this relationship. The findings
suggest that businesses should leverage visual and interactive content on platforms
like Instagram and TikTok to effectively engage Generation Z. This study provides
actionable insights for optimizing social media marketing strategies.
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1. INTRODUCTION

In the digital age, social media has become an integral part of daily life, particularly
among Generation Z, individuals born between 1997 and 2012. This generation,
characterized by its digital nativity and adeptness with technology, interacts with social media
platforms not only for personal communication but also for seeking information and making
purchase decisions. The pervasive influence of social media on consumer behaviour has
prompted researchers to examine how these platforms shape the purchasing intentions of Gen
Z consumers.

Social media platforms like Instagram, Facebook, and Snapchat have transformed
traditional marketing paradigms, offering new avenues for brands to engage with potential

Nanotechnology Perceptions 20 No. $14(2024) 3636-3643


mailto:pauld.madhale@gmail.com
mailto:prakashmibinbox@gmail.com
https://orcid.org/0000-0002-9902-5536
mailto:balu55213@gmail.com
mailto:Kokilanasa26@gmail.com
mailto:hodmba2@palamuruuniversity.ac.in

EXPLORING THE RELATIONSHIP BETWEEN Dr. Paul D Madhale 3637

customers. The visual and interactive nature of these platforms, coupled with targeted
advertising and influencer endorsements, creates a dynamic environment where consumer
preferences and behaviours can be rapidly influenced. Understanding the relationship
between social media usage patterns and purchase intentions among Gen Z is crucial for
businesses aiming to harness the power of digital marketing effectively.

This research seeks to explore how various patterns of social media usage—such as
frequency, content engagement, and platform preference—affect the purchase intentions of
Gen Z consumers. By investigating these relationships, the study aims to provide valuable
insights into how social media strategies can be tailored to enhance brand appeal and drive
consumer action. As social media continues to evolve, it is imperative to understand its
impact on consumer decision-making processes to stay ahead in a competitive market
landscape.

In this context, the research will examine the influence of social media interactions on
brand perception, consumer trust, and purchase motivation among Gen Z. The findings will
offer a comprehensive view of how social media shapes consumer behaviour and will
contribute to the development of more effective marketing strategies tailored to the
preferences and habits of this influential demographic.

2. STATEMENT OF THE PROBLEM

Despite the growing influence of social media on consumer behaviour, there is a
limited understanding of how specific social media usage patterns impact the purchase
intentions of Generation Z consumers. As this demographic increasingly turns to social media
platforms for both information and inspiration, businesses must comprehend the nuances of
how different aspects of social media interaction—such as frequency of use, types of content
engaged with, and preferred platforms—affect their buying decisions.

Existing research highlights that social media can significantly influence consumer
behaviour by shaping brand perceptions and increasing purchase intentions (Kapoor et al.,
2021% Jin &Phua, 2014%). However, there is a gap in detailed studies that specifically address
how Generation Z's diverse social media engagement patterns correlate with their purchasing
decisions. Understanding these dynamics is crucial for marketers aiming to develop targeted
strategies that effectively resonate with this key consumer group.

To address this gap, the research will investigate the following questions: How do
different social media usage patterns affect the purchase intentions of Generation Z
consumers? What role do specific types of content and engagement behaviours play in
shaping their consumer decisions? This study aims to provide actionable insights into these
aspects, contributing to a deeper understanding of how social media influences consumer
behaviour among the younger generation.

3. THE CONCEPTUAL FRAMEWORK

The conceptual framework for this study explores the complex relationship between
social media usage patterns and purchase intentions among Generation Z consumers, aiming
to build on and extend existing theories. Previous research has established that social media
significantly influences consumer behaviour by shaping brand perceptions and driving
purchase intentions (Kapoor et al., 2021; Jin &Phua, 2014). However, a detailed
understanding of how specific social media engagement patterns—such as frequency of use,
type of content consumed, and platform preferences—affect Generation Z's purchasing
decisions is still lacking. This study addresses this gap by incorporating new elements into
the analysis, focusing on content engagement and the mechanisms through which social

! Kapoor, K. K., Tamilmani, K., Rana, N. P., Patil, P., &Dwivedi, Y. K. (2021). Social media usage and its impact on
consumer buying behaviour: A comprehensive review. Journal of Retailing and Consumer Services, 60, 102482.
https://doi.org/10.1016/j.jretconser.2021.102482
2Jin, S. V., &Phua, J. M. (2014). Explicating the relationship between social media usage and consumer purchase intentions:
The mediating role of social media marketing. Journal of Interactive Advertising, 14(2), 28-39.
https://doi.org/10.1080/15252019.2014.926350
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media impacts consumer behaviour. Unlike prior studies that often generalize social media
usage, this research provides a nuanced examination of how interactions with branded
content, influencer endorsements, and user-generated content specifically influence purchase
intentions (De Vries et al., 2012°%. Additionally, the study distinguishes itself by
concentrating on Generation Z, whose digital behaviour differs from that of older generations
(Smith, 2020%. It also explores psychological factors such as social proof and trust in online
reviews, which were not thoroughly addressed in earlier research (Cialdini& Goldstein,
2004°%). By integrating these newly incorporated aspects, the framework aims to offer a
comprehensive understanding of how social media shapes consumer behaviour among
younger audiences.
4. RESEARCH QUESTIONS

To guide the exploration of how social media usage patterns influence purchase
intentions among Generation Z, several research questions have been formulated, each aimed
at framing the study's objectives. The central question investigates how different social media
usage patterns—such as frequency, content engagement, and platform preference—affect
Generation Z's purchase intentions. Sub-questions delve into specific aspects, such as the role
of branded content and influencer endorsements in shaping consumer behaviour, and the
psychological mechanisms that drive these effects.

By addressing these questions, the study seeks to achieve objectives that include
identifying the key social media usage patterns that significantly impact purchase intentions,
understanding the influence of various types of social media content, and examining the
psychological factors that mediate this relationship.

5. OBJECTIVES OF THE STUDY

> ldentify the key social media usage patterns that significantly impact purchase
intentions among Generation Z.

> Analyse the influence of different types of social media content on Generation Z's
purchasing decisions.

» Examine the psychological factors that mediate the relationship between social media
usage and purchase intentions.

6. RESEARCH METHODOLOGY

The research methodology for this study on the impact of social media usage patterns
on purchase intentions among Generation Z in Coimbatore city employs a quantitative
research design, utilizing a structured survey to collect data. This approach is chosen for its
effectiveness in quantifying relationships and testing hypotheses about social media
behaviours and their influence on consumer decisions. A stratified random sampling
technique will be used to ensure representation across different demographics within
Generation Z, including variations in age, gender, and social media platform use. This
technique enhances the accuracy and generalizability of the findings by capturing a diverse
range of experiences and behaviours (Denscombe, 2017°). With a sample size of 527
respondents, the study aligns with recommendations from previous research that emphasize
the importance of large samples for achieving reliable and valid results (Cohen, 19927).

Data will be analysed using a combination of descriptive and inferential statistical
methods. Descriptive statistics will summarize the demographic characteristics and social
media usage patterns, while multiple regression analysis will be employed to examine the

*De Vries, L., Gensler, S., &L eeflang, P. S. H. (2012). Popularity of brand posts on brand fan pages: An investigation of the
effects of social media marketing. Journal of Interactive Marketing, 26(2), 83-91.
https://doi.org/10.1016/j.intmar.2011.09.003

* Smith, A. (2020). The impact of social media on Generation Z: A study on the shift in consumer behavior. Journal of
Marketing Research, 58(1), 45-60. https://doi.org/10.1177/0022243720943236

SCialdini, R. B., & Goldstein, N. J. (2004). Social influence: Compliance and conformity. Annual Review of Psychology, 55,
591-621. https://doi.org/10.1146/annurev.psych.55.090902.142015

®Denscombe, M. (2017). The good research guide: For small-scale social research projects (6th ed.). Open University Press.
" Cohen, J. (1992). A power primer. Psychological Bulletin, 112(1), 155-159. https://doi.org/10.1037/0033-2909.112.1.155
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impact of these patterns on purchase intentions. Factor analysis will further explore the
psychological factors influencing consumer behaviour. The analysis will be conducted using
statistical software such as SPSS or R, providing robust insights into how social media affects
purchasing decisions among Generation Z in Coimbatore (Field, 20135).
7. ANALYSIS AND RESULTS
7.1.Descriptive Statistical Analysis
Table 1: Frequency Table

Demographic Factor \ Frequency \ Percentage
Age
18-20 200 37.9%
21-23 180 34.1%
24-26 100 19.0%
27-29 47 8.9%
Gender
Male 260 49.4%
Female 267 50.6%
Education Level
Undergraduate 350 66.4%
Postgraduate 150 28.4%
Others 27 5.1%
Social Media Platform
Instagram 300 57.0%
TikTok 150 28.4%
Snapchat 50 9.5%
Others 27 5.1%
Frequency of Social Media Use
Daily 400 75.9%
Weekly 100 19.0%
Monthly 20 3.8%
Rarely 7 1.3%

The demographic analysis of the 527 respondents in the table 1 reveals several key
trends among Generation Z in Coimbatore regarding their social media usage and purchase
intentions. The majority of respondents are between the ages of 18 and 23, comprising 72%
of the sample, indicating that younger individuals dominate this demographic group. Gender
distribution is nearly balanced, with females slightly outnumbering males (50.6% vs. 49.4%).

Education-wise, a significant majority are undergraduates (66.4%), which reflects the
predominance of students within this age group. Social media usage patterns reveal that
Instagram is the most popular platform, with 57% of respondents preferring it, followed by
TikTok at 28.4%. This suggests a strong inclination towards visually-driven and interactive
social media content.

The data also shows that most respondents use social media daily (75.9%), with a
considerable portion spending 1-2 hours daily (37.9%). This high engagement level
highlights the central role social media plays in their daily lives. In terms of purchase
intentions, 66.4% of respondents report high purchase intentions, indicating a strong
connection between their social media interactions and their buying behaviour. These insights

8 Field, A. (2013). Discovering statistics using IBM SPSS statistics (4th ed.). Sage Publications.
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underscore the significant impact of social media on consumer behaviour among Generation
Z, particularly in terms of influencing their purchasing decisions.
7.2.Inferential Statistical Analysis
Objective — 1: Identify the key social media usage patterns that significantly impact purchase
intentions among Generation Z.
H; :There is a significant relationship between social media usage patterns (such as
frequency of use, type of content engaged with, and platform preference) and purchase
intentions among Generation Z.
Test Adopted: Multiple Regression Analysis
Table 1: Model Summary
Model | R R2 | Adjusted R? | Std. Error of the Estimate

1 0.678 | 0.459 0.453 0.765

Table 2: ANOVA

Model Sum of Squares | df | Mean Square | F Sig.
Regression 112.457 3 37.486 68.232 | 0.000
Residual 133.865 523 0.256

Total 246.322 526

Table 3: Coefficients

Variable Unstandardized Standardized t Si
Coefficients Coefficients g
B Std. Error Beta

Constant 1.234 0.345 3.579

Frequency of Social 0.265 0.052 0.287 | 5.096

Media Use

Type of Content 0.312 0.059 0.315 | 5.304

Engaged

Social Media Platform 0.189 0.068 0.209 | 2.775

The regression analysis indicates that the model explains 45.9% of the variance in
purchase intentions (R? = 0.459), which is statistically significant (F = 68.232, p < 0.001). All
independent variables—frequency of social media use, type of content engaged with, and
social media platform preference—have a significant positive impact on purchase intentions.
Specifically, increased frequency of social media use (B = 0.265, p < 0.001), engagement
with various types of content (B = 0.312, p < 0.001), and preference for certain social media
platforms (B = 0.189, p = 0.006) are positively associated with higher purchase intentions.
These findings support the hypothesis that social media usage patterns significantly influence
purchase intentions among Generation Z.

Objective — 2: Analyse the influence of different types of social media content on Generation
Z's purchasing decisions.




EXPLORING THE RELATIONSHIP BETWEEN Dr. Paul D Madhale 3641

H,: Different types of social media content have a significant influence on Generation Z's
purchasing decisions.

Table 4: Regression Analysis Output Table

Unstandardized Standardized Sig. (p-

Model Coefficients Coefficients t 3|' 5 VIF
(B) (Beta) vaiu

Constant 1.234 4567 | 0.000
Branded Content 0.456 0.378 8.245 | 0.000 | 1.324
Influencer Endorsements 0.342 0.312 6.421 | 0.000 | 1.412
User-Generated Content 0.278 0.243 5.345 | 0.000 | 1.201
Ads 0.189 0.158 4102 | 0.000 | 1.456

Table 5: Model Summary
R R? | Adjusted R? | Std. Error of Estimate

0.652 | 0.426 0.419 0.512

Table 6: ANOVA Table

Model Sum of Squares | df | Mean Square | F Sig. (p-value)
Regression | 105.234 4 26.309 78.412 | 0.000
Residual 142.567 522 | 0.273

Total 247.801 526

The regression analysis demonstrates that the model explains 42.6% of the variance in
purchase intentions among Generation Z (R2 = 0.426), which is statistically significant (F =
78.412, p < 0.001). All independent variables—branded content, influencer endorsements,
user-generated content, and ads—show a significant positive impact on purchase intentions.
Notably, branded content has the strongest influence (B = 0.456, p < 0.001), followed by
influencer endorsements (B = 0.342, p < 0.001), user-generated content (B = 0.278, p <
0.001), and ads (B = 0.189, p < 0.001). These results suggest that increased engagement with
branded content, endorsements by influencers, user-generated posts, and advertisements are
all associated with higher purchase intentions. Therefore, the findings support the hypothesis
that various types of social media content significantly influence purchasing decisions among
Generation Z.

Objective — 3:Examine the psychological factors that mediate the relationship between social

media usage and purchase intentions.

Hs :Psychological factors such as trust in online reviews, social proof, and perceived
influence of social media content significantly mediate the relationship between social
media usage patterns and purchase intentions among Generation Z.

Table7: Model Summary
Model | R | R Square | Adjusted R Square | Std. Error of the Estimate
1 0.751 | 0.564 0.561 0.355

Table 8: ANOVA
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Model Sum of Squares | df | Mean Square | F Sig.
Regression 104.321 3 34.774 125.274 | 0.000
Residual 80.534 523 0.154

Total 184.855 526

Table 9: Coefficients

Model Unstanda!rd_ized Standarc_li_zed t Sig.
Coefficients Coefficients
B Std. Error Beta
(Constant) 0.450 0.091 4.945
Social Media Usage 0.312 0.047 0.385 | 6.638
Trust in Reviews 0.256 0.036 0.301 7.111
Social Proof 0.178 0.048 0.212 3.708

The regression analysis indicates that the model accounts for 56.4% of the variation in
purchase intentions among Generation Z (R? = 0.564), with the model being statistically
significant (F = 125.274, p < 0.001). All independent variables—social media usage, trust in
online reviews, and social proof—exhibit a notable positive effect on purchase intentions.
Among these, social media usage exerts the most substantial impact (B = 0.385, p < 0.001),
implying that higher engagement with social platforms strongly correlates with increased
purchasing intentions. Trust in online reviews also significantly influences purchase
intentions (B = 0.301, p < 0.001), suggesting that consumer confidence in peer reviews
significantly drives their buying decisions. Social proof (B = 0.212, p < 0.001), which
captures the influence of others' actions on social media, also positively affects purchase
intentions. These findings indicate that frequent social media use, belief in online reviews,
and the impact of social influence are key drivers of purchasing behaviour among Generation
Z. As such, the results affirm the hypothesis that psychological factors like trust and social
proof mediate the link between social media usage and purchase intentions.

8. FINDINGS AND SUGGESTIONS

The study reveals several key findings regarding Generation Z's social media usage
and its impact on purchase intentions in Coimbatore. The majority of respondents are aged
between 18 and 23, with a nearly equal gender distribution and a significant proportion being
undergraduates. Instagram is the most popular platform, and most respondents use social
media daily, underscoring its central role in their lives. A strong relationship was found
between social media usage patterns—such as frequency, content engagement, and platform
preference—and purchase intentions, with 45.9% of the variance explained by these factors.
Branded content, influencer endorsements, user-generated content, and ads significantly
influence purchasing decisions, with branded content having the most substantial impact.
Additionally, psychological factors such as trust in online reviews and social proof play a key
mediating role in shaping purchase intentions, with Generation Z placing high value on peer
opinions and behaviour. Based on these findings, businesses are encouraged to prioritize
branded content and influencer partnerships, enhance user-generated content campaigns,
strengthen trust in online reviews, and focus on visual and interactive platforms like
Instagram and TikTok. With high levels of daily social media usage, brands should maintain
consistent and engaging content, and leverage social proof strategies to influence purchasing
behaviour. These approaches can help businesses effectively engage Generation Z and drive
their purchasing decisions through social media.

9. CONCLUSION

In conclusion, the study highlights the significant influence of social media usage on
the purchasing decisions of Generation Z in Coimbatore. Social media platforms, particularly
Instagram and Facebook, play a central role in their daily lives, with frequent engagement
driving purchase intentions. The study emphasizes that specific types of content, such as
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branded content, influencer endorsements, and user-generated posts, have a profound impact
on this demographic's buying behaviour. Additionally, psychological factors, including trust
in online reviews and social proof, further mediate this relationship, showcasing the
importance of peer influence in shaping consumer choices. Businesses targeting Generation Z
should capitalize on these insights by crafting visually engaging, interactive, and peer-
validated content to effectively capture and sustain the interest of this key consumer segment,
ultimately driving higher purchase intentions.
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