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Abstract 

The dynamic landscape of social media has revolutionized how individuals interact, share information, 

and consume content. Generation Z, the first truly "digital native" generation, has unique characteristics 

and behaviors that significantly impact their engagement with social media. This research delves into the 

content creation and engagement strategies that resonate most effectively with Gen Z, providing insights 

into their preferences, behaviors, and responses to various content types and influencer marketing tactics. 

The study employed a descriptive research design with a quantitative approach, utilizing a structured 

questionnaire to collect primary data from 108 Gen Z respondents. The findings highlight a strong 

preference for short video content, co-created content with influencers, and content related to Corporate 

Social Responsibility (CSR). The research also reveals nuanced engagement patterns across genders and 

the effectiveness of macro-influencers in driving engagement. The study concludes with actionable 

recommendations for marketers seeking to connect with this influential demographic and suggests avenues 

for future research to further enhance our understanding of Gen Z's social media engagement. 
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1. Introduction 

The advent of social media has ushered in a new era of communication and content consumption, 

particularly for Generation Z, who have grown up immersed in the digital world. Their unique 

characteristics and behaviors have profound implications for marketers aiming to engage them effectively. 

This research seeks to understand the content creation and engagement strategies that resonate most with 

Gen Z, providing insights into their preferences, behaviors, and responses to various content types and 

influencer marketing tactics. By unraveling the intricacies of Gen Z's social media engagement, this study 

aims to equip marketers with the knowledge to craft compelling and impactful strategies that foster 

meaningful connections with this influential demographic. The research will delve into the following key 

areas: 

• Content Preferences: Examining Gen Z's preferred content types on social media, including short 

videos, static posts, text posts, and infographics. 

• Ephemeral Content: Investigating the impact of ephemeral content, such as Instagram Stories and 

Snapchat Snaps, on engagement and urgency. 

• Engagement Metrics: Comparing the engagement levels of interactive content (polls, quizzes) versus 

non-interactive content. 

• Influencer Marketing: Evaluating the effectiveness of co-created content with influencers versus 

traditional influencer endorsements. 
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• Peer Influence: Exploring the impact of peer-shared content versus brand-shared content on 

engagement rates. 

• Brand Communication: Assessing the value Gen Z places on transparency, authenticity, and CSR 

initiatives in brand communication. 

By exploring these facets, the research aims to provide a comprehensive understanding of Gen Z's social 

media engagement, enabling marketers to develop targeted and effective strategies to connect with this 

influential generation. 

 

2. Literature Review 

The literature review underscores the importance of understanding Gen Z's distinct characteristics and 

digital habits. This generation, born between the mid-1990s and early 2010s, is characterized by its 

preference for visual content, particularly short videos, and its affinity for authenticity and transparency. 

(Hulyk, O. (2015) They are also more likely to engage with brands that demonstrate social responsibility 

and align with their values. Previous research has shown that Gen Z is highly influenced by social media 

and that their purchasing decisions are often shaped by online content and peer recommendations. 

(Bryman, A. (2012) 

2.1 Social Media and Gen Z 

Gen Z's relationship with social media is unique and multifaceted. They are not merely passive consumers 

of content but active participants, creators, and influencers. (Influencer Marketing Hub. (2023) Social 

media platforms serve as their primary mode of communication, self-expression, and information 

gathering. They rely on these platforms to connect with friends, family, and communities, stay updated on 

current events, and discover new trends and ideas. (Couper, M. P., Conrad, F. G., & Tourangeau, R. (2004). 

Their digital fluency and constant connectivity have shaped their expectations for brands and their 

engagement with online content. They are accustomed to instant gratification, personalized experiences, 

and interactive content that allows them to participate and contribute. (Hitz, C. (2017) 

2.2 Content Consumption Habits 

Gen Z's content consumption habits are characterized by their preference for short, engaging, and visually 

appealing content. (Rose, H., & Pulizzi, J. (2011) They have grown up in a world of information overload, 

where their attention spans are constantly bombarded with stimuli. As a result, they have developed a 

preference for content that is quick to consume, easy to understand, and visually stimulating. Short videos, 

memes, and GIFs are particularly popular among this demographic, as they offer bite-sized entertainment 

or information that can be consumed on the go. (HubSpot. (2021) They are also more likely to engage 

with content that is relevant to their interests and values, and that speaks to them in an authentic and 

relatable way. (HubSpot. (2023, April 19) 

2.3 Authenticity and Transparency 

Gen Z values authenticity and transparency in their interactions with brands. They are skeptical of 

traditional advertising and marketing tactics, which they often perceive as inauthentic and manipulative. 

Instead, they gravitate towards brands that are transparent about their values, practices, and products. 

(Deloitte. (2020) They appreciate brands that are willing to engage in open and honest conversations, 

admit their shortcomings, and take a stand on social and environmental issues. They are also more likely 

to support brands that are consistent in their messaging and actions, and that demonstrate a genuine 

commitment to their customers and communities. (Lieb, R. (2011) 
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2.4 Social Responsibility 

Gen Z is also more likely to engage with brands that demonstrate social responsibility. They are acutely 

aware of the challenges facing the world, such as climate change, social inequality, and political 

polarization. (Pönkä, H. (2014).  They expect brands to contribute positively to society and to take a stand 

on these issues. Brands that actively support social and environmental causes, and that integrate these 

values into their marketing and operations, are more likely to resonate with Gen Z and earn their loyalty. 

They are also more likely to share content from brands that they perceive as socially responsible, further 

amplifying the brand's message and reach. 

2.5 Influencer Marketing 

Influencer marketing has become a powerful tool for reaching and engaging Gen Z. They are more likely 

to trust recommendations from influencers they follow than traditional advertising. (Pew Research Center. 

(2020) However, Gen Z is also discerning when it comes to influencer marketing. They value authenticity 

and relatability, and they are quick to spot inauthentic or sponsored content. Brands that partner with 

influencers who genuinely align with their values and audience are more likely to see success in their 

influencer marketing campaigns (McKinsey & Company. (2018).  Co-created content, where influencers 

collaborate closely with brands to produce content, is particularly effective in resonating with Gen Z, as it 

fosters a sense of authenticity and genuine connection. (Pew Research Center. (2021) 

 

3. Methodology 

This study employed a descriptive research design with a quantitative approach to investigate Gen Z's 

social media content preferences and engagement strategies. (Fowler, F. J. (2014).  Primary data was 

collected through a structured questionnaire administered to 108 Gen Z respondents. The questionnaire 

included a mix of demographic questions, Likert scale questions, multiple-choice questions, and image-

based questions to gather comprehensive data on various aspects of their social media engagement. 

(Creswell, J. W. (2014) 

3.1 Data Collection 

The primary data for this study was collected through a structured questionnaire designed to capture Gen 

Z's social media behaviors and preferences. The questionnaire was distributed online and targeted 

individuals aged between 12 and 27 years, ensuring a representative sample of the Gen Z population. The 

questionnaire included the following types of questions: 

• Demographic Questions: These questions gathered basic information about the respondents, such as 

age, gender, and educational background, providing context for analyzing the data. (Bryman, A. (2012) 

• Likert Scale Questions: These questions measured the respondents' attitudes and opinions on a scale, 

typically ranging from "strongly agree" to "strongly disagree." This format allowed for a nuanced 

understanding of the intensity of their preferences and beliefs. (Allen, I. E., & Seaman, C. A. (2007).  

• Multiple Choice Questions: These questions offered a set of predefined answers, making it easier to 

analyze responses quantitatively. They were used to understand preferences for different content types, 

platforms, and influencer categories. 

• Image-Based Questions: These questions assessed the visual preferences of respondents, an essential 

factor for analyzing content engagement on visually-oriented social media platforms. 

The comprehensive design of the questionnaire ensured that the collected data was both detailed and 

versatile, providing a rich source of insights into Gen Z's social media engagement. 
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3.2 Data Analysis  

The collected data was analyzed using a variety of statistical techniques to test the hypotheses and draw 

meaningful conclusions. Descriptive statistics were used to summarize the central tendencies and 

dispersion within the dataset. Reliability analysis, using Cronbach's Alpha, was employed to assess the 

internal consistency of the measurement instrument. Hypothesis testing, through t-tests, was conducted to 

evaluate the statistical significance of differences between means. Frequency analysis was used to examine 

the distribution of responses related to demographic variables and content preferences. Additionally, 

engagement analysis was performed to compare engagement levels with different content types and 

influencer categories. 

3.1 Hypotheses 

Based on the literature review and the research objectives, the following hypotheses were formulated: 

1. H1: Gen Z prefers video content over static images on social media platforms. 

2. H2: Ephemeral content drives higher engagement and urgency compared to permanent content. 

3. H3: Interactive content leads to higher engagement levels than non-interactive content. 

4. H4: Co-created content with influencers is more effective than traditional influencer endorsements. 

5. H5: Peer-shared content has a greater impact on engagement rates than brand-shared content. 

6. H6: Gen Z values transparency and authenticity in a brand's social media presence. 

 

4. Results and Discussion 

The results of the study revealed several key findings that shed light on Gen Z's social media engagement: 

 

4.1 Content Preferences 

Co-created content or traditional 

endorsement 
  

Mean 1.61616162 

Standard Error 0.04912567 

Median 2 

Mode 2 

Standard Deviation 0.48879424 

Sample Variance 0.23891981 

Kurtosis 

-

1.80149302 

Skewness -0.4850986 

Range 1 

Minimum 1 

Maximum 2 

Sum 160 

Count 99 

Confidence 

Level(95.0%) 0.09748829 
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Descriptive Statistics 

  N Minimum Maximum Mean 

Std. 

Deviation 

Rank Short Video 99 1 4 1.68 1.123 

Rank Static Post 99 1 4 2.48 0.85 

Rank Text Post 99 1 4 3.07 0.848 

Rank Infographics 99 1 4 2.77 1.123 

Valid N  99         

 

Short Video Content: Gen Z demonstrated a strong preference for short video content over other formats, 

aligning with the popularity of platforms like TikTok and Instagram Reels. This finding supports H1, 

indicating that short videos are the most preferred content type among Gen Z. 

 

Statistics    
CSR or Brand Post        
N Valid 99    
  Missing 9    
Mode  2    
Skewness  -0.227    
Std. Error of Skewness 0.243    
      
      

CSR or Brand Post 

    Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 

Brand 

Post 44 40.7 44.4 44.4 

 CSR Post 55 50.9 55.6 100 

  Total 99 91.7 100   

Missing System   9 8.3     

Total   108 100     

 

CSR Content: Content related to Corporate Social Responsibility (CSR) was significantly higher than 

that for general brand posts. This preference underscores the growing expectation among Gen Z for brands 

to demonstrate their commitment to social and environmental causes. They are more likely to engage with 

and support brands that actively contribute to positive change, indicating a shift towards conscious 

consumerism. 
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4.2 Engagement Patterns 

 
Video Content Engagement: The study found that video content generally leads to higher engagement 

levels across genders. However, there were nuanced differences in engagement patterns. Males tended to 

engage more frequently, while females exhibited a more consistent engagement pattern. This suggests that 

while video content is universally appealing, tailoring strategies to address these gender-specific 

engagement styles could further optimize results. 

Influencer Effectiveness: The analysis of engagement levels associated with content from various 

influencer categories revealed that macro-influencers (100K-1M followers) were the most effective in 

driving engagement. This finding suggests that macro-influencers strike a balance between reach and 

relatability, possessing enough followers to generate significant impact while still maintaining a level of 

authenticity that resonates with Gen Z. 

 

4.3 Hypothesis Testing 

 
The statistical analysis conducted in the study provided further support for the hypotheses: 

• H1: Gen Z prefers video content over static images on social media platforms. The results 

confirmed this hypothesis, with short videos being the most preferred content type among Gen Z. 

• H4: Co-created content with influencers is more effective than traditional influencer 

endorsements. The data supported this hypothesis, indicating a clear preference for co-created 

content, which fosters a sense of authenticity and genuine connection. 
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• H6: Gen Z values transparency and authenticity in a brand's social media presence. The higher 

engagement with CSR content compared to general brand posts aligns with this hypothesis, suggesting 

that Gen Z appreciates brands that demonstrate social responsibility and align with their values. 

The study did not directly test H2, H3, and H5, but the findings provide indirect evidence that could be 

explored in future research. For instance, the popularity of ephemeral content like Instagram Stories could 

suggest higher engagement and urgency, while the interactive nature of polls and quizzes might lead to 

increased interaction levels. The impact of peer-shared content on engagement rates also warrants further 

investigation. 

 

5. Conclusions 

This study provides a comprehensive understanding of Gen Z's social media content preferences and 

engagement strategies. this research has illuminated the dynamic landscape of Gen Z's social media 

engagement, offering valuable insights into their content preferences, engagement patterns, and responses 

to influencer marketing and CSR initiatives. The findings underscore the importance of prioritizing short-

form video content, emphasizing authenticity and co-creation, incorporating CSR into social media 

strategies, tailoring strategies by gender, and leveraging macro-influencers. By understanding and 

adapting to the unique characteristics and preferences of this digitally native generation, brands can foster 

meaningful connections, drive higher engagement, and cultivate brand loyalty in the ever-evolving digital 

landscape. The study also acknowledges its limitations and suggests avenues for future research, paving 

the way for a more comprehensive understanding of Gen Z's social media behaviors and enabling 

marketers to stay ahead of the curve in this dynamic and influential arena. 

The implications of these findings are far-reaching. As Gen Z continues to mature and gain purchasing 

power, their influence on the market will only grow stronger. Brands that fail to adapt to their preferences 

and behaviors risk becoming irrelevant in the digital age. The insights from this research provide a 

roadmap for brands to navigate the complexities of Gen Z's social media landscape, enabling them to 

create content that resonates, fosters engagement, and builds lasting relationships. By embracing 

authenticity, social responsibility, and innovative content formats, brands can position themselves for 

success in the Gen Z market and beyond. The future of marketing lies in understanding and connecting 

with this influential generation, and this research serves as a crucial step in that direction 

 

6. Recommendations 

Based on the findings of this study, the following recommendations are proposed for marketers aiming to 

engage Gen Z effectively: 

Prioritize Short-Form Video Content: Invest in creating high-quality, engaging short videos that cater 

to Gen Z's fast-paced consumption habits. Leverage platforms like TikTok and Instagram Reels, which are 

popular among this demographic. 

Emphasize Authenticity and Co-creation: Foster genuine partnerships with influencers and focus on co-

creating content that feels authentic and relatable to Gen Z. Avoid overly manufactured or sponsored 

content that may be perceived as inauthentic. 

Incorporate CSR into Social Media Strategies: Demonstrate social responsibility and align with Gen 

Z's values by integrating CSR initiatives into your social media communications. Highlight your brand's 

commitment to social and environmental causes to resonate with this socially conscious generation. 
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Tailor Strategies by Gender: Understand the nuanced differences in engagement patterns between males 

and females and tailor your content strategies accordingly. Focus on frequent engagement with video 

content for males and maintain a consistent stream of engaging content for females. 

Leverage Macro-Influencers: Partner with macro-influencers who can effectively communicate your 

brand's message to a wider audience while maintaining genuine connections with their followers. Their 

perceived authenticity and broader reach can significantly enhance your brand's engagement with Gen Z. 

By implementing these recommendations, marketers can establish meaningful and lasting relationships 

with Gen Z consumers, fostering brand loyalty and driving business growth in the ever-evolving digital 

landscape. 

 

7. Limitations 

Despite the valuable insights gained from this study, it is important to acknowledge its limitations. 

Sample Size and Diversity: Although the sample size is substantial, it may not fully capture the diversity 

within Generation Z, potentially affecting the generalizability of the results. Future research could address 

this by including a larger and more diverse sample, encompassing various social, cultural, and 

geographical backgrounds. 

Self-Reported Data: The study relies on self-reported data, which can be subject to biases such as social 

desirability or recall biases. Future research could employ mixed-methods approaches, combining 

quantitative data with qualitative insights, to gain a more comprehensive understanding of Gen Z's social 

media engagement. 

Limited Scope: The analysis is confined to specific types of content and influencer categories, which 

might not cover all relevant aspects of social media engagement. Future research could explore a broader 

spectrum of content formats and influencer dynamics to provide a more nuanced perspective. 

Cross-Sectional Design: The study captures a single point in time, which may not reflect changes in 

trends and preferences over time. Longitudinal studies could track the evolution of Gen Z's social media 

engagement and provide insights into how their preferences and behaviors change over time. 

 

8. Future Research Directions 

This study lays a strong foundation for future research on Gen Z's social media engagement. Future studies 

could explore the following areas: 

Emerging Platforms and Technologies: Investigate the impact of emerging social media platforms and 

technologies, such as augmented reality (AR) and virtual reality (VR), on Gen Z's engagement behaviors. 

Cultural and Socio-Economic Factors: Examine the role of cultural, geographical, and socio-economic 

factors in shaping Gen Z's social media preferences and engagement patterns. 

Long-Term Effects: Explore the long-term effects of social media engagement on Gen Z's brand loyalty 

and purchasing decisions. 

Engagement Metrics: Develop more sophisticated metrics to measure the effectiveness of social media 

engagement strategies for Gen Z, beyond traditional metrics like likes, shares, and comments. 

By delving deeper into these areas, researchers can contribute to a more comprehensive understanding of 

Gen Z's social media landscape, providing marketers with the insights they need to connect with this 

influential generation in meaningful and impactful ways. 
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9. Conclusion 

In conclusion, this research project offers valuable insights into the social media landscape of Generation 

Z. By understanding their content preferences, engagement patterns, and responses to influencer marketing 

and CSR initiatives, marketers can develop more effective strategies to connect with this influential 

demographic. The recommendations provided in this study serve as a roadmap for brands seeking to 

establish meaningful and lasting relationships with Gen Z consumers in the ever-evolving digital 

landscape. By prioritizing short video content, emphasizing authenticity, incorporating CSR initiatives, 

tailoring strategies by gender, and leveraging macro-influencers, brands can foster genuine connections 

with Gen Z, driving higher engagement and brand loyalty. Future research can further enhance our 

understanding of this dynamic generation's social media behaviors, enabling marketers to stay ahead of 

the curve and adapt their strategies to the ever-changing digital landscape. 
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