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Abstract:

In an elaborate study of social media marketing (SMM) strategies tailored to Millennials
(1981-1996) and Generation Z (1997-2012), this systematic review distinctively defines
platform preferences, behavioral motivations, and ethical considerations. By employing the
PRISMA framework for peer-reviewed articles across Scopus, Web of Science, and Google
Scholar extracted key patterns. Henceforth, various studies were thematically analyzed,
indicating an association between authenticity, algorithm-driven personalization, and
platform-specific content significantly influence engagement. It is clear that Millennials prefer
YouTube for informative content, while Gen Z shows a stronger affinity for short-form,
interactive content on TikTok. Additionally, the review introduces a novel Generational
Engagement Framework that integrates the Uses and Gratifications Theory (UGT),
Technology Acceptance Model (TAM), and Social Influence Theory to guide the development
of adaptive SMM strategies. All things considered, this review contributes to our understanding
of how varying generations behave in social media settings and emphasises the significance of
platform-sensitive, ethical, and customised strategies in modern marketing campaigns.

Keywords: Consumer Engagement, Ethical Considerations, Algorithmic Personalization,

Platform Preferences, Social Media Marketing (SMM), Millennials, Generation Z.

Introduction:

(Davis, 1989; Katz et al., 1973; Venkatesh & Davis, 2000) provided theories for the shift
towards interactive, user-driven marketing dynamics in digital spaces. Per say the social
Influence Theory explains the influence of peer and influencer recommendations on consumer

behaviour and Technology Acceptance Model (TAM), elaborates perceived utility and ease of
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use impact platform adoption, while Uses and Gratifications Theory (UGT), states why users
actively seek out media that satisfy specific needs, are the theoretical foundations of this
transformation. The combination of these theories offers a thorough perspective for
comprehending the change. It is necessary here to clarify exactly how two generations differ.
Brand loyalty is typically higher among millennials, but Gen Z customers are more prone to
switch brands in response to trends and influencer recommendations. Yet, related influencer
content, peer evaluations, and authenticity are valued by both generations. Within the
aftermath, brands have launched platform-specific, flexible advertisements that take advantage

of this behaviour. For instance:

Table 1
Brand Campaign Focus Platform Notable Feature

Coca-Cola | Personalized content & | Instagram, Hashtag campaigns
co-creation TikTok encouraging UGC

ASOS Influencer partnerships | Instagram, Featuring micro-influencers

YouTube for relatability

Sephora Interactive shopping YouTube, Tutorials and real-time product

experiences Instagram reviews

Source: created by author

With increase in technology comes the ethical challenges especially with data driven
personalisation. According to (Anjorin et al., 2024), one major concern is data privacy, where
inappropriate management of customer data breaches regulations like the General Data
Protection Regulation (GDPR), eroding confidence and legal compliance. Conversely, FTC
regulations that mandate explicit disclosure of sponsored material in order to preserve
consumer confidence and avoid deceit regulate influencer transparency (Okonkwo &
Namkoisse, 2023). Since problems like fake followers and engagement manipulation continue
in spite of these rules, marketers are using analytics tools that more thoroughly evaluate the
performance and authenticity of influencers (Evans et al., 2017; De Veirman, Cauberghe &
Hudders, 2017). Furthermore, concerns regarding consumer autonomy surface as algorithms
determine what users view, determining their exposure to messages, goods, and cultural
content. Also, Could corporate logic meticulously impact tastes, or are they truly personal? The
balance of power between customers, brands as well as marketing ethics are significantly

impacted by this scantily studied topic.
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Research Objectives:

e Analyze SMM’s role in shaping Millennial/Gen Z consumer behavior.
e Compare platform-specific strategies (Instagram vs. TikTok vs. YouTube).

e Evaluate ethical implications of Al-driven personalization.

In an established marketing and consumer behaviour theories, this study provides a foundation
for understanding social media marketing’s influence on Millennials and Generation Z
(Anjorin et al., 2024). These include: Uses and Gratifications Theory (UGT) posits that
consumers actively seek media to fulfill specific needs, such as entertainment, social
interaction, and information. Millennials and Generation Z engage with social media to
discover products, connect with brands, and share opinions, making UGT relevant in analyzing
their motivations and behaviors. While The Technology Acceptance Model (TAM) explains
how perceived ease of use and perceived usefulness influence consumers’ adoption of digital
platforms. The model helps assess how Millennials and Generation Z evaluate and integrate
new social media features into their daily routines. And Social Influence Theory explains how
individuals’ behaviors and attitudes are shaped by social groups, including influencers, peers,
and online communities. The credibility and relatability of influencers play a crucial role in

shaping Millennials’ and Generation Z’s purchasing behaviors.
Methods & Materials:

This systematic literature review assesses a structured approach in synthesizing relevant studies
on social media marketing (SMM) among Millennials and Generation Z, focusing on consumer

behavior, engagement, and generational dynamics.
1. Search Strategy:
*Databases Searched: Scopus, Web of Science, Google Scholar

*Search String Development: The search string— ("social media marketing" OR "SMM")
AND ("Millennials" OR "Gen Z") AND ("consumer behavior" OR "engagement")

—was iteratively refined using pilot searches to ensure relevance and coverage. Adjustments

were made to account for variations in terminology and to balance sensitivity with specificity.
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Filters Applied: Language: English, Publication Type: Peer-reviewed, Time Frame: 2004—
2023. Early-access publications up to October 2023 were included to ensure the most recent

findings were considered while maintaining review integrity.

Table 2: Inclusion and Exclusion Criteria

Factor Included Excluded
Population | Millennials / Generation Z Other generations (e.g., Gen X,
Boomers)
Focus SMM strategies, ethics, cultural Non-marketing or technology-centric
impact studies
Study Type | Empirical, theoretical, case studies | Opinion pieces, non-peer-reviewed
content

Source: created by author

Gray Literature: If the industry reports from Gartner, eMarketer, and other comparable
sources provided data-driven insights that were considered particularly pertinent to the topics
of consumer behaviour and social media marketing techniques, then were given for
consideration as high-quality grey literature. Their inclusion was appropriate because of their

practical relevance to changing market trends and methodological rigour.
Data Extraction and Synthesis:
Thematic Coding: NVivo 14 was used for inductive and deductive thematic analysis.

Inter-Rater Reliability: Two reviewers independently coded the data. Discrepancies in theme
identification and categorization were resolved through discussion to reach coding consensus

and ensure analytical rigor.

Emergent Themes: Platform dynamics, Generational behavior, Ethical considerations,

Artificial intelligence applications, Cultural variance in SMM reception.

Quality Assessment: The Mixed Methods Appraisal Tool (MMAT) was used to evaluate the
methodological quality of each included study.

Results:

1. Platform-Specific Engagement:
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The social media consumption habits of Millennials and Generation Z (Gen Z) differ
substantially in terms of platform usage and content preferences. Gen Z exhibits a pronounced
inclination toward visually dynamic and interactive formats, favoring platforms such as TikTok
and Instagram. According to industry data, 38% of Gen Z-focused brand campaigns utilized
viral challenges such as #GuacDance to generate high engagement (Pradhan et al., 2023).
Conversely, Millennials tend to use social media more holistically—for purposes that include
entertainment, networking, and professional development (Munsch & Munsch, 2021).
Platforms such as YouTube are particularly valued by this cohort, with 78% of Millennials
indicating a preference for long-form tutorials as a trusted source of brand-related information
These generational differences can be explained through perception theory, which posits that
Gen Z, characterized as multitaskers, responds more effectively to fast-paced and visually
stimulating content (Munsch & Munsch, 2021). In contrast, Millennials—whose media
exposure spans from traditional to digital formats—demonstrate greater receptivity to extended

narratives and in-depth brand storytelling (Du, 2020).
2. Generational Behavior and Content Preferences:

Content format and relatability strongly influence engagement among digital consumers. Gen
Z exhibits a marked preference for humor-driven content, with 75% of respondents indicating
humor as the most appealing category in social media marketing (Samacéa-Salamanca et al.,
2023). This is followed by scientific/informative content (12%) and fitness or beauty-oriented
videos (10%). Influencer engagement also plays a critical role in shaping Gen Z’s behavior,
with 67% actively following influencers on platforms such as Instagram and TikTok (Samacé-
salamanca et al., 2023). In contrast, Millennials exhibit a more values-oriented approach to
content engagement. Research by Marriott (2022) found that 53% of Millennials prioritize
brand heritage when assessing brand credibility, reflecting a more deliberate and historically

grounded evaluative process (Dobre et al., 2021).
3. Cultural Variance in Social Media Engagement:

A major mediating factor in how consumers interact with social media and branded material is
cultural context. Overall engagement motivation as well as content receptivity exhibit regional

variations.
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3.1. Asia:

Brand value is frequently linked by consumers in Asian economies, especially China, South
Korea, and India, to aspirational identity and social prestige. An example of a strategy
campaign that leveraged cultural cachet and celebrity power was Dior's partnership with Jisoo

of BLACKPINK, which led to extensive engagement among East Asian Gen Z audiences.
3.2. Latin America:

The response of Latin American users to influencer marketing is higher. In accordance to a
Nielsen survey from 2022, consumers in this area are 23% more inclined than their North
American counterparts to interact with influencer-driven ads. Region-specific humour and
linguistic signals have been effectively used by brands such as Rappi and Coca-Cola Mexico

to localise their advertisements.
3.3. Europe:

True authenticity and ethical marketing have been deemed essential by European customers.
Because they catered to local expectations of transparency and authenticity, campaigns like
Dove's "No Filter" campaign, which used actual individuals and unedited pictures, were very

popular in European countries (Dobre et al., 2021)
4. Ethical Challenges in Digital Marketing:

Increasingly, the ethical implications of digital marketing methods are being examined,
especially with regard to influencer fraud, data privacy, and sponsored content's lack of

transparency.
4.1. Influencer Fraud:

It has been reported (Influencer Marketing Hub, 2024) There are serious concerns about the
legitimacy of influencer reach and the dependability of return on investment after a 2024 audit
of more than 1,000 influencer accounts showed that 31% of Instagram followers were either

bots or inactive accounts.

4.2. Data Privacy Concerns:
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It is believed that there is a notable decline in awareness among Gen Z with regard to data
privacy issues. A Pew Research Centre survey from 2023 found that 89% of Gen Z participants
were unaware of what percentage of the information they provide is tracked on various digital
platforms. It additionally leads to ethical issues more pronounced, particularly as marketers use

Al-powered personalisation tools that heavily rely on behavioural data.
4.3. Case Study — Fashion Nova:

One significant case of regulatory non-compliance was the fast-fashion store Fashion Nova,
which the U.S. Federal Trade Commission (FTC) penalised $4.2 million in 2023. An
organisation was punished for concealing unfavourable consumer reviews while not revealing
sponsored influencer connections, therefore violating transparency criteria in digital
advertising (Okonkwo & Namkoisse, 2023). Such instances draw attention to the need of
ethical digital marketing techniques. The brands known to overlook data protection rules and

openness run the risk of long-term loss of consumer confidence as well as legal consequences.
5. Comparative Summary of Key Statistics:

To enhance readability and facilitate cross-generational comparison, key findings are

consolidated in the following table:

Table 3: keyfindings

Variable Millennials Generation Z

Primary Platform YouTube (45%) TikTok (62%)

Primary Trust Driver Brand heritage (70%) Peer reviews / UGC (67%)

Preferred Content Long-form tutorials (55%) Short-form, humorous videos

Format (88%)

Influencer Following 38% 67%

Rate

Humor as Preferred 34% 75%

Content

Key Cultural Emphasis | Authenticity, brand legacy Social status, celebrity
association

Ethical Risk Area Transparency in data usage | Data tracking unawareness
(89%)

Influencer Fraud Moderate (17% bot rate in | High (31% bot rate in 2024

Exposure 2022) audit)

Source: created by author
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Discussion & Recommendations:

Theoretical Contributions:

In order to explain how Millennials and Generation Z interact with digital marketing content,
this review summarises important theoretical frameworks. Three fundamental theories come
together to form the Generational Engagement Framework (Figure 1): Social Influence Theory,
the Technology Acceptance Model (TAM), and the Uses and Gratifications Theory (UGT). On
the basis of UGT, consumers decide on media outlets that meet their social and psychological
needs, including those for information, entertainment, and social interaction. Among Gen Z the
drive for gratification-seeking behaviour is closely associated with desire for social validation,
interactive and engaging content. For millennials TAM, on the other hand, explains adoption
patterns according to perceived utility and usability. Both generations value authenticity, albeit
through different channels of influence. Social influence theory helps explain the role of peers
and influencers in influencing consumer perceptions. Millennials tend to value perceived

professionalism and expertise, whereas Gen Z tends to favour relatable peer-like nano-

influencers.
Table 4: Generational Engagement Framework
Theoretical Lens Gen Z Millennials
UGT Entertainment, social Information-seeking, value-
connectedness driven
TAM Gamified, intuitive interfaces Utility, functionality
Social Influence Peer validation, nano- Expert opinion, micro-influencers
Theory influencers
Implication Prioritize AR/VR and short- Emphasize informative,
form content personalized content

Source: created by author

This integrative framework deepens our understanding of how different generations behave in
the digital space and offers a solid foundation for crafting marketing strategies that truly

resonate with each group.
Algorithmic Intermediation and Emerging Technologies:

Consumer engagement landscape has undergone a change dramatically due to rise of
immersive technologies and artificial intelligence (Al). Nowaday’s Al-driven platforms don’t

just serve content but they customize how it’s delivered, to make experiences feel more
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personal and relevant. Such tailored approach keeps users more engaged, since Al’s ability
predict users’ past behavior and preferences. Although as per Elaboration Likelihood Model
(ELM), much of this engagement happens through subtle, popular opinion, influencer
endorsements, or eye-catching visuals unlike deep cognitive processing. These cues when

amplified by personalization, can be highly persuasive (Okonkwo & Namkoisse, 2023).

Moreover, Augmented reality (AR) and virtual reality (VR) tools take this a step further by
creating immersive, interactive experiences. For instance, Sephora’s Virtual Artist allowed
users to virtually try on makeup, leading 30% boost in conversion rates. Similarly, IKEA’s AR
app, IKEA Place, helped shoppers visualize furniture in their own space, improving satisfaction
and reducing returns. Also, L’Oréal’s integration with YouCam extended time spent on the
platform and deepened product interaction. These eventually become integral to the way brands
connect with consumers in the digital age. Immersive tech and Al are now central to the

marketing playbook, blending innovation with emotional and sensory engagement.
Managerial Implications:

Varied management strategies shall be applicable as Gen Z and millennials have different
preferences. As Gen Z should favor authentic peer-level endorsements, AR/VR-enabled
purchasing experiences, and interactive content delivered via short-form video platforms like
TikTok and Snapchat. Thus, having Transparency and experiential value are essential with
digital media and scepticism of conventional advertising (Anjorin et al., 2024). (Samaca-
salamanca et al., 2023). In contrast, Millennials are more receptive to personalised email
marketing and long-form educational content, which is frequently housed on YouTube.
Perceived value and functional relevance must exist in order for consumers to tolerate branded
messaging more. Data analytics-driven personalisation is a key factor in determining customer
satisfaction, loyalty, and brand equity for both groups. Influencer marketing has to be
strategically aligned with platform behaviour and audience demographics. The superior
engagement of micro and nano influencers is being supported by more and more research,
especially when there is a strong audience-brand fit. In most digital contexts, these influencers
outperform traditional celebrities by delivering relatability and trust (Okonkwo & Namkoisse,

2023).

Cultural Nuances: A Hofstede-Informed Framework
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Acknowledging cultural diversity is an essential factor of a worldwide social media strategy.
Key regional distinctions can be methodically comprehended and converted into strategic

actions by applying Hofstede's Cultural Dimensions as an analytical lens.

Table 5: Regional Comparison Based on Hofstede’s Dimensions

Region Individua | Uncertainty | Power Dominant | Strategic Focus
lism Avoidance Distance | Platforms
Western High Low Low Instagram, | Personalization, self-
(e.g., US, TikTok expression, influencer-
UK) led
China Low High High WeChat, Community validation,
Douyin integrated services
Southeast | Moderate | Moderate Moderat | Facebook, | Mixed-content
Asia e YouTube | storytelling, multi-level
influence

Individualistic cultures respond well to marketing methods emphasising uniqueness, identity,
and personal fulfilment. Conversely, initiatives that emphasise peer pressure, familial
validation, and social standards are met with resistance in collectivist societies like China.
Region-specific compliance procedures are also required since regulatory frameworks,
particularly those pertaining to data privacy (such as the GDPR in Europe and the CAC in
China), also affect how personal data can be utilised for targeting. As a result, in order to ensure
that brand messaging is in line with underlying social and regulatory frameworks, culturally
aware digital marketing calls for both language and value localisation. (Samacé-salamanca et

al., 2023; Liu et al., 2023; Anjorin et al., 2024).
Synthesis and Implications for Theory and Practice:

In addition to listing marketing tactics, this assessment provides a comprehensive overview of
the cultural, technological, and generational factors influencing digital engagement. Through
highlighting how UGT, TAM, and Social Influence thinking converge in modern digital

contexts, the Generational Engagement Framework broadens the scope of current thinking. It
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offers a strong foundation for next empirical studies on generational marketing. In short generic
approach by companies for digital campaigns needs to shift to embrace more precise,
thoughtful marketing strategies. These strategies should be built on a foundation of ethics,
cultural awareness, and smart use of technology. With customers gradually expecting
transparency and personalized experiences, actual marketing success shall come from using Al
and immersive tools both responsibly and relevantly. The future of social media marketing lies
at the crossroads of cognitive theory, data science, and cultural fluency. To progressively
connect, brands need to go beyond surface-level insights to understand the social realities and

life experiences that shaping their audiences.
Conclusion and Future Recommendations:

Social media marketing today goes far beyond what people buy especially for Millennials and
Gen Z as it possesses a powerful role shaping cultural norms, personal identity, and societal
values. These generations, raised in the digital age view them as extensions of their lives. The
content on social media helps form their beliefs, self-image, ambitions, and even their buying
habits. In this digital landscape, brands aren't just selling products rather shape the
conversations, often influencing values and perspectives in ways that aren't always obvious.
As technology, identity, and commerce becomes more intertwined, a broader, more critical
view of how influence works online is required. Users' decisions may be subtly influenced by
algorithmic profiling-based personalised content. These systems deliver tailored content based
on data profiles, subtly steering decision making. On the footnore, 89% of Gen Z are unaware
of how much of their data is being tracked. This raises serious questions about their ability to
make informed, autonomous choices in this increasingly curated online world. Henceforth,
Future research shall go beyond measuring engagement or sales conversion but address deeper

societal implications. Key research questions include:

. How does prolonged exposure to algorithmically curated content affect Gen Z’s
mental health and social values?

. What ethical responsibility do brands bear when their marketing influences political
beliefs or body image norms?

. To what extent do hyper-personalized ads diminish consumer autonomy or

reinforce cognitive biases?
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. Can digital literacy interventions mitigate the manipulative potential of Al-driven

marketing?

These are essential for understanding not just how consumers behave, but why they behave the

way they do in a digital environment structured by corporate algorithms.
General Recommendations:

. Ethical Guidelines for Digital Marketing

. Brands should adopt transparent practices regarding data use and content
personalization. Ethics should guide algorithmic marketing, not just profitability.

. Consumer Education

. Implement digital literacy campaigns that help users understand how algorithms
shape their feeds, purchasing decisions, and worldviews.

. Cross-Disciplinary Collaboration

. Marketers, ethicists, psychologists, and technologists must collaborate to assess the
long-term societal impact of social media marketing.

. Policy Involvement

. Regulatory bodies should ensure consumer protection in algorithm-driven

environments by enforcing transparency and accountability in digital advertising.

References:

e Anjorin, K. F., Raji, M. A., & Olodo, H. B. (2024). The influence of social media
marketing on consumer behavior in the retail industry: A comprehensive review. 6(5),
1547-1580. https://doi.org/10.51594/ijmer.v6i5.1123

e Dobre, C., Milovan, A., Dut, C., Preda, G., & Agapie, A. (2021). The Common Values

of Social Media Marketing and Luxury Brands. The Millennials and Generation Z
Perspective. 2532-2553.

e Du, R. (2020). sustainability The YouTube Marketing Communication E ff ect on
Cognitive, A ff ective and Behavioural Attitudes among Generation Z Consumers.

e Liu, J., Wang, C., & Zhang, T. C. (2023). Delineating the Effects of Social Media
Marketing  Activities on Generation Z Travel Behaviors. July 2022.
https://doi.org/10.1177/00472875221106394

International Journal of Global Multidisciplinary Research and Analytics, 01(2) 99


http://www.thearyapublication.com/
https://doi.org/10.51594/ijmer.v6i5.1123
https://doi.org/10.1177/00472875221106394

International Journal of IJGMRA | ISSN (Online): 3107-6483
Global Multidisciplinary Research and Analytics July-September 2025 | Vol. 01 | Issue 2

Website: www.thearyapublication.com

e Munsch, A., & Munsch, A. (2021). Millennial and generation Z digital marketing
communication and advertising effectiveness: A qualitative exploration and advertising
effectiveness: A qualitative exploration ABSTRACT. Journal of Global Scholars of
Marketing Science, 31(1), 10-29. https://doi.org/10.1080/21639159.2020.1808812

e Okonkwo, I., & Namkoisse, E. (2023). The Role of Influencer Marketing in Building
Authentic Brand Relationships Online. 3(2), 81-90.

e Pradhan, D., Akram, M. S., Kuanr, A., & Pahi, S. A. (2023). Influencer marketing:
When and why gen Z consumers avoid influencers and endorsed brands. December

2021, 27-47. https://doi.org/10.1002/mar.21749

e Samaca-salamanca, E., Garcia-rivero, A., Cifuentes-ambra, C., & Cifuentes-ambra, C.
(2023). Generation Z in Chile, Colombia, México, and Panama: Interests and new

digital consumption habits. Their use of Instagram and TikTok. 1-15.

International Journal of Global Multidisciplinary Research and Analytics, 01(2) 100


http://www.thearyapublication.com/
https://doi.org/10.1080/21639159.2020.1808812
https://doi.org/10.1002/mar.21749

