
ISSN:(O)2320-5407, ISSN(P)3107-4928                       Int. J. Adv. Res. 14(01), January-2026, 01-15 

 

1 

 

Journal Homepage: - www.journalijar.com 

    

 

 

 

Article DOI: 10.21474/IJAR01/22509 

DOI URL: http://dx.doi.org/10.21474/IJAR01/22509 

 

RESEARCH ARTICLE 
 

INFLUENCER MARKETING VS. TRADITIONAL MARKETING: WHAT WORKS 

FOR GEN Z 

 
Shiven Gupta 

…………………………………………………………………………………………………….... 

Manuscript Info   Abstract 

…………………….   ……………………………………………………………… 
Manuscript History 

Received: 01 November 2025 

Final Accepted: 04 December 2025 

Published: January 2026 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

This paper examines the effectiveness of influencer marketing compare

d to traditional marketing in engaging Generation Z, a cohort defined 

by digital nativity, high social media usage, and strong sensitivity to 

authenticity.Using a secondary research approach, the study synthesizes 

existing literature, industry reports, and empirical findings published 

between 2010 and 2024 to compare the two marketing strategies across 

key dimensions including trust, cost efficiency, engagement, brand 

perception, and purchase intention. The analysis highlights that while 

traditional marketing remains effective for mass awareness and 

institutional credibility, it struggles to resonate with Gen Z due to its on

e way communication and limited personalization. In contrast, influenc

er marketing demonstrates higher engagement and persuasive impact,p

articularly through micro- and nano-influencers who foster perceived 

authenticity and parasocial relationships. However, challenges such as 

influencer fatigue, transparency issues, and over-commercialization are 

also identified. The paper concludes that hybrid and omnichannel 

strategies integrating both approaches offer the most sustainable path 

for brands targeting Gen Z consumers. 
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Introduction:- 
Influencer Marketing, while seemingly modern, has roots in historical endorsements, evolving from celebrities 

endorsements in the 19th century to  social media influencer in the 21st century. It gained significant traction with 

the rise of blogs and platforms like YouTube and Instagram. Today, it's a mainstream marketing method where 

brands partner with individuals who have a following to reach and engage specific audiences, often using social 

media.On the other hand, Traditional Marketing emerged in the 20th century, evolving from print ads to 

televisions.It started with printing press in the 1400s.1990 was a ground-breaking decade as it led to emergence of 

digital marketing as well as development of Web 1.0 platforms .Traditional marketing is important because it 

reaches audiences who spend time away from their computers and smartphones. It can also reach a wider audience if 

you place your advertisements in public areas many people regularly visit.Gen Z is becoming a dominant force in 

influencer marketing due to their high social media usage and their reliance on influencer recommendations for 

purchase decisions. This generation, characterized by digital savvy and a preference for authenticity, increasingly 

views influencer endorsements as more credible than traditional advertisements.  Among the various demographic 

segments, Generation Z (born approximately between 1997 and 2012) stands out as the most digitally native cohort, 

having grown up in an era of smartphones, social media, and instant information.Members of Gen Z are also drawn 
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to brands that showcase transparency and ethical practices. They actively seek out products that align with their 

values,prioritizing sustainability,diversity, and social responsibility over traditional marketing pitches.Consequently, 

brands must navigate these complexities to connect more effectively with this discerning audience.Generation Z's 

media consumption habits and behaviors emphasize the importance of creating engaging, interactive and authentic 

experiences . As digital natives, they value convenience and personalized experiences but remain cautious about the 

authenticity and reliability of information.Their approach to media consumption is unique, marked by preferences 

for interactivity, personalization, and authenticity. Brands and content creators aiming to capture Gen Z‟s attention 

need to understand these nuances and evolve accordingly. Gen Z is immersed in tons of social media platforms and 

platforms across the digital world. And it‟s no surprise that a whopping 81% of respondents spend 1 hour or more 

per day on social platforms. 

 

Digital marketing, particularly through social media  and influencer marketing,significantly influences Gen Z 

purchase behavior. This generation, known for its digital fluency, relies heavily on platforms like TikTok and 

Instagram for product research and discovery. Influencers, who are often seen as relatable and authentic, play a 

crucial role in shaping their purchasing decisions. Currently Gen z accounts for 40% of the consumer population and 

this percentage will increase with their power to spend. That's why it has become imperative for business to 

understand Gen z.Generation Z – you‟ve likely heard a buzz about them, and for good reason. They‟re not just the 

latest generation to enter the workforce and marketplace; they‟re revolutionizing our approach to technology, social 

issues, and so much more. Born between the late 1990s and early 2010s, Gen Zers are the epitome of digital natives. 

From their early years, they‟ve been immersed in a world of the internet, social media, and ever-evolving mobile 

devices, crafting a distinct set of habits and viewpoints.GenZ Consumers often avoid influencer content when they 

perceive it as inauthentic, overly promotional, or when they sense a lack of genuine connection between influencer 

and brand. They become wary when they believe influencers are being controlled by the brand.Since Generation Z 

was raised via digital communication, researchers have dubbed them "digital natives" (Adeola et al. 2020; 

Reinikainen et al. 2020; Smith 2019). Because users check Instagram at least five times a day, they can be exposed 

to digital advertisements on Facebook, YouTube, and Instagram (Chen 2018). With 32% of the world's population 

in Generation Z, the group is predicted to have a significant influence on worldwide sales. The exponential 

expansion of e-commerce and information technology has led to a rise in online shopping. 

 

Social media has given rise to new breeds of celebrity, and consequently to new forms of celebrity endorsement. 

Our study seeks to elucidate new challenges and considerations presented by an increasingly prominent form of 

celebrity endorser – social media influencers – by exploring instances in which their endorsements are perceived as 

transgressive by members of the online consumption communities in which they are embedded. Companies are 

investing growing sums in online „influencers‟ – celebrities with large online followings - in return for the 

endorsement of their brands and products on social media platforms such as YouTube, Twitter and Instagram. 

Indeed, global expenditure on „influencer marketing‟ is predicted to reach $15 billion by 2022 (Schomer, 2019). 

Influencer marketing can involve endorsements by traditional celebrities whose fame transcends and predates their 

social media presence. However, influencer marketing also involves celebrity endorsements by „social media 

influencers‟ (SMIs), defined as “ordinary Internet users who accumulate a relatively large following on blogs and 

social media through the textual and visual narration of their personal lives and lifestyles” (Abidin, 2015, p.1). 

Recognised as celebrities in their own right due to the scale of their fame and influence (many SMIs have hundreds 

of thousands, even millions, of online followers), SMIs are also referred to as „microcelebrities‟ (Khamis et al., 

2017) or „social media celebrities‟ (Hou, 2019). Unlike traditional celebrities, SMIs‟ fame does not predate their 

social media presence, but rather stems from it. Research indicates that many consumers – younger generations in 

particular – are more influenced by SMIs than traditional celebrities, placing greater trust in their recommendations 

(O‟Neil-Hart and Blumenstein 2016). Consequently, SMIs have attracted significant interest and investment from 

marketing practitioners, who have recognised their potential as celebrity endorsers (Elmhirst, 2019).  

 

Social media has given rise to new breeds of celebrity, and consequently to new forms of celebrity endorsement. 

Our study seeks to elucidate new challenges and considerations presented by an increasingly prominent form of 

celebrity endorser – social media influencers – by exploring instances in which their endorsements are perceived as 

transgressive by members of the online consumption communities in which they are embedded. Companies are 

investing growing sums in online „influencers‟ – celebrities with large online followings - in return for the 

endorsement of their brands and products on social media platforms such as YouTube, Twitter and Instagram. 

Indeed, global expenditure on „influencer marketing‟ is predicted to reach $15 billion by 2022 (Schomer, 2019). 

Influencer marketing can involve endorsements by traditional celebrities whose fame transcends and predates their 
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social media presence. However, influencer marketing also involves celebrity endorsements by „social media 

influencers‟ (SMIs), defined as “ordinary Internet users who accumulate a relatively large following on blogs and 

social media through the textual and visual narration of their personal lives and lifestyles” (Abidin, 2015, p.1). 

Recognised as celebrities in their own right due to the scale of their fame and influence (many SMIs have hundreds 

of thousands, even millions, of online followers), SMIs are also referred to as „microcelebrities‟ (Khamis et al., 

2017) or „social media celebrities‟ (Hou, 2019). Unlike traditional celebrities, SMIs‟ fame does not predate their 

social media presence, but rather stems from it. Research indicates that many consumers – younger generations in 

particular – are more influenced by SMIs than traditional celebrities, placing greater trust in their recommendations 

(O‟Neil-Hart and Blumenstein 2016). 

 

Types of Influencer Marketers:- 

Classification by reach: 
Nano-influencers (1K–10K followers)- The „newcomers‟ in social media who have 10k or less than 10k followers 

are called Nano-InfluencersWhile nano-influencers are hailed for their originality, they do not possess brand 

partnership. They are generally ignored by big brands and they struggle to get good sponsorshipWith a relatively 

limited fan following, they generally do not spark consumer aspirations to become like them. Henceforth, the 

following research proposition can be put forward. 

Micro-influencers (10K–100K)- The influencers who have followers more than 10k and less than 100k are 

classified as Micro-influencers.While micro-influencers are deemed as more authentic and credible than bigger 

influencers, they have limited brand partnerships Hence, there are less alluring to consumers owing to their „micro-

celebrity‟ status. In light of these characteristics. 

Macro-influencers (100K–1M)- Macro-influencers possess a following of between 100K and less than 1 

million.Such influencers have characteristics like inducing positive emotions among consumers. Additionally, they 

appear more socially desirable and accessible to their followers. They are often recognized for their expertise and 

celebrity status. 

Mega/celebrity influencers (1M+)-The first category among SMIs is the mega-influencer, those with equal to or 

more than 1 million followers. Due to their immense following, they enjoy a „celebrity‟ status on social media. 

Moreover, 48 partners with big brands, and consumers tend to idolize them . Followers idealizing the imagery 

created by influencers were also confirmed by Calverley and Grieve (2021). 

 

Transparency and Disclosure:-  
Transparency and disclosure stand as critical ethical considerations within the realm of influencer marketing, 

playing a pivotal role in upholding honesty, trust, and legal compliance in the dynamic digital landscape.Within the 

sphere of influencer marketing, transparency entails the explicit and conspicuous disclosure of any financial or 

material connection between the influencer and the brand. Such transparent disclosures serve to prevent deceptive 

advertising practices, contributing to the maintenance of credibility for both influencers and brands. Furthermore, 

transparency extends beyond financial connections to encompass the authenticity of the content itself.Honesty and 

integrity or transparent disclosures demonstrate a commitment to honesty and integrity. When influencers openly 

communicate their relationships with brands and the fact that they have been compensated for promoting a product 

or service, it creates an atmosphere of trust.This trust is a valuable currency in the influencer-consumer relationship. 

Transparent disclosures empower audiences to make informed decisions. When audiences can clearly distinguish 

between organic content and sponsored posts, they can better evaluate the authenticity and credibility of the 

influencer's message.In the long term, a lack of transparency may deter consumers from engaging with an 

influencer's content and could even result in a loss of followers. Thus, transparent disclosure is not only an ethical 

obligation but also a crucial safeguard for maintaining and enhancing brand credibility in the world of influencer 

marketing. 

 

Comparative trustworthiness and impact on Gen Z:- 

Gen Z tends to have lower trust levels compared to other generations, particularly in institutions and individuals in 

positions of power. This skepticism is often attributed to their digital upbringing and experiences with online 

misinformation and scandals. The impact of this lower trust is multifaceted, affecting their consumer behaviors, 

workplace expectations, and even their overall well-being. , it can be argued that Generation Z perceives 

comparative advertising differently from the rest of the population and cannot be subjected to the same laws as other 

generations. As mentioned before, Generation Z shows positive attitudes towards advertising, especially online TV 

advertising and mobile advertising and they consider it as a relevant source in the decision-making purchasing 

process, especially if it provides true information. This is also confirmed by the research results, where many 
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respondents point out that just the information comparative advertising presents influences whether the 

advertisement will have a generally more favourable effect. Comparison with general competition leads Generation 

Z to a general idea of advantage, on the contrary, indirect designation of specific competition does not lead to this 

idea for most of these people. 

 

Working of Influencer Marketing:- 

Content creation and brand partnerships:- 

Content creation and brand partnerships involve a creator and a brand collaborating to produce content that 

promotes the brand to the creator's audience. This can take many forms, including sponsored content, co-created 

content, and long-term ambassadorships. The goal is often mutual benefit: the brand gains exposure and the creator 

earns revenue or builds their platform. Strategic alliances and partnerships are critical strategies for firms that want 

to broaden their reach and capabilities. These partnerships include two or more entities working together to 

accomplish common objectives while using each other's capabilities to produce value. These partnerships may take 

many different forms, including joint ventures, licensing agreements, and co-branding projects. They enable 

businesses to enter new markets, technology, and resources while sharing risks and expenses. Effective 

collaborations often result in improved innovation, market competitiveness, and rapid expansion, creating a win-win 

situation for all parties involved. Trust, similar goals, and good communication are the foundations of a successful 

strategic collaboration. Various sorts of partnerships, such as joint ventures, co-branding agreements, licensing 

arrangements, supplier alliances, and non-profit collaborations, provide businesses with diverse ways to broaden 

their reach, enter new markets, and innovate. The effectiveness of such partnerships is dependent on many aspects, 

including explicit goal alignment, trust, good communication, resource sharing, and flexibility. Strategic alliances 

and partnerships are very important in the world of brand development, providing a broad range of benefits and 

opportunities for growth. These collaboration initiatives have a significant impact on a brand's trajectory and market 

presence 

 

Storytelling, authenticity, and parasocial relationships:- 
Storytelling, authenticity, and parasocial relationships are interconnected concepts that play a significant role in 

media consumption and engagement. Authenticity in storytelling, particularly when delivered through media 

platforms, can foster strong parasocial bonds, influencing how audiences connect with content and 

characters.Authenticity in storytelling refers to the perceived genuineness, honesty, and relatability of a 

narrative.Authentic storytelling can be achieved through various means, including relatable characters, realistic 

situations, and emotionally resonant narratives.When audiences perceive a story as authentic, they are more likely to 

engage with it, connect with the characters, and be moved by the narrative. Parasocial relationships (PSRs) are one-

sided, emotional connections formed with media figures, such as celebrities, fictional characters, or influencers. 

These relationships are characterized by a sense of familiarity, intimacy, and even friendship, even though they are 

not reciprocated by the media figure. Strong PSRs can lead to increased engagement, loyalty, and trust in the media 

figure or content.  

 

Algorithms, sponsored posts, and the use of affiliate links:- 

Algorithms play a crucial role in determining which sponsored posts and affiliate links users see, especially on 

platforms like social media and search engines. These algorithms analyze various factors, including user behavior, 

content relevance, and engagement, to personalize the user experience. Sponsored posts are promoted content paid 

for by advertisers, while affiliate links are special links that allow publishers to earn a commission when someone 

clicks on them and makes a purchase.  

 

Influence on purchase decisions, brand perception, and loyalty:- 
Brand perception significantly influences purchase decisions and fosters loyalty. Positive brand perception leads to 

increased trust, which drives repeat purchases and brand advocacy. Conversely, negative perceptions can erode trust 

and loyalty, potentially leading to lost sales and negative word-of-mouth. Consumers are more likely to purchase 

products from brands which they like and perceive as high quality.If a brand offers a good price it's likely to 

influence the consumer.  Consistent brand experiences build trust and shape consumer perception. Authenticity and 

alignment with consumer values are crucial in modern branding. 
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Comparative Analysis: Traditional Marketing vs. Influencer Marketing:- 

Traditional Marketing:- 

In a traditional market, TV, radio, print, and outdoor advertising are all methods of promoting products or services 

using offline media. These methods are designed to reach a wide audience, build brand awareness, and encourage 

purchasing decisions. TV advertising offers broad reach, as it can be viewed by a large number of people at the same 

time, making it suitable for mass marketing. Television commercials can create a strong emotional connection 

through audio-visual storytelling, engaging viewers and potentially influencing their purchasing habits.In summary, 

traditional marketing methods like TV, radio, print, and outdoor ads offer different ways to reach and engage 

audiences, each with its own strengths and weaknesses. They are still valuable tools in a modern marketing 

landscape, especially when targeting local or specific demographics and when aiming to build brand awareness and 

credibility.Traditional marketing relies on one-way communication to target a broad audience through mass media 

channels. This approach involves businesses sending out messages to potential customers without much opportunity 

for interaction or immediate feedback. Examples include TV commercials, radio ads, and newspaper advertisements. 

Traditional marketing is characterized by a "broadcast" style where businesses send messages out to a large audience 

without actively engaging in conversations or receiving real-time feedback.he focus is on reaching a large, 

undefined audience, often through channels like television, radio, and print media. Common examples of traditional 

marketing include TV commercials, radio ads, newspaper advertisements, billboards, and direct mail campaigns. 

There's generally little opportunity for immediate interaction or engagement with the audience, unlike digital 

marketing where feedback can be gathered in real-time. Traditional marketing often involves tangible materials like 

printed ads,brochures,or billboards,which provide a physical presence for the brand. In traditional markets, feedback 

mechanisms can be limited, particularly compared to modern approaches. This limitation often stems from a lack of 

direct customer engagement and a reliance on less sophisticated methods of gathering and analyzing information. 

While traditional markets offer valuable insights into customer behavior, they may not capture the full spectrum of 

customer experiences and preferences.  

 

Here's a breakdown of how feedback mechanisms in traditional markets can be limited: 

Traditional markets, such as brick-and-mortar stores and farmers markets, often rely on in-person interactions for 

feedback. While this allows for immediate responses, it can be time-consuming and may not reach a wide 

audience.Surveys and interviews are also used in traditional markets, but they may suffer from low response rates 

and bias.Traditional markets may not utilize advanced analytics tools or online platforms to track customer 

feedback, leading to a lack of in-depth insights.Feedback is often collected through verbal interactions, which may 

not be as comprehensive or accurate as written responses.In traditional markets, it can be difficult to identify specific 

customer needs and preferences, leading to a lack of targeted improvements.Feedback may be delayed or 

fragmented, making it difficult to implement timely adjustments.Traditional feedback mechanisms may not be able 

to reach a large and diverse customer base, limiting the ability to gather comprehensive insights.It can be 

challenging to translate in-person interactions into scalable feedback systems.Limited feedback mechanisms can 

hinder the ability to make data-driven decisions about product development, pricing, and marketing strategies.This 

can lead to missed opportunities for innovation and growth.In contrast to traditional methods, modern feedback 

mechanisms utilize a range of tools and strategies, including:By leveraging modern feedback mechanisms, 

businesses can gain a more comprehensive understanding of customer needs and preferences, leading to better 

decision-making and improved customer experiences.  

 

Influencer Marketing: 
Traditional marketing approaches often face limitations in providing real-time feedback from consumers, unlike 

influencer marketing which leverages digital interactions to gather immediate insights. Traditional methods like 

print ads or billboards offer limited opportunities for two-way communication, hindering the ability to quickly 

assess consumer reactions and adjust campaigns accordingly. Traditional marketing relies heavily on broadcast 

media, where consumers passively receive information without much opportunity to engage directly. This lack of 

interaction makes it difficult to gauge consumer interest, opinions, or immediate reactions to a campaign. While 

traditional methods can offer broad reach, measuring the effectiveness of a campaign in terms of specific 

conversions or engagement is often challenging. Influencer marketing, on the other hand, provides more direct 

tracking of engagement and conversions through digital platforms. Traditional marketing often relies on broad 

reach, making it difficult to tailor feedback to specific audience segments. Influencer marketing, with its focus on 

niche audiences, allows for more targeted feedback and personalized campaign adjustments. Influencer marketing 

utilizes digital channels like social media, blogs, and online forums, which offer built-in mechanisms for real-time 

feedback. Consumers can comment, share, and engage with content, providing immediate insights into their 
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reactions and preferences. In influencer marketing, two-way engagement refers to meaningful interactions between 

an influencer's audience and the brand or product they are promoting. Measurable metrics help quantify the success 

of these interactions, indicating the campaign's effectiveness. Key metrics include engagement rate, which measures 

the level of interaction with content, and other metrics like reach, sentiment, and conversion rates. By tracking these 

metrics, brands can gain valuable insights into their influencer marketing campaigns, enabling them to optimize 

future strategies and improve campaign effectiveness.  

 

 influencer marketing is generally more aligned with Gen Z's digital consumption habits than traditional advertising. 

Gen Z values authenticity, personalization, and peer-like influence, all of which are key elements of influencer 

marketing. They are more likely to trust recommendations from influencers they follow, who often resonate with 

their values and lifestyles, leading to increased purchase intent. Here's why influencer marketing resonates more 

with Gen Z.Gen Z is highly attuned to inauthentic marketing tactics and prefers content that feels relatable and 

genuine. Influencers, especially those who are transparent about their partnerships with brands, can build trust and 

establish a strong connection with this audience. Gen Z appreciates tailored experiences and content that caters to 

their individual interests. Influencers can create content that is specific to their target audience, making it more 

engaging and relevant. Gen Z often views influencers as virtual friends or role models, making their 

recommendations carry more weight than traditional celebrity endorsements. They are more likely to consider a 

product recommended by an influencer they trust. Gen Z spends a significant amount of time on social media 

platforms like Instagram, TikTok, and YouTube, where they encounter influencer content. This makes influencer 

marketing a natural fit for reaching this demographic. Gen Z values authenticity and is more likely to make 

purchases based on recommendations from influencers they trust and perceive as genuine, according to a study on 

the impact of social media influencers on Gen Z's online purchase decisions.  

 

Theoretical Framework and Key Variables:- 

Population and Sample (for context in literature):- 

Influencer marketing is a highly effective strategy for reaching Gen Z (ages 11-27) due to their strong connection 

with digital platforms and influencers. Gen Z trusts endorsements from micro-influencers and other content creators 

more than traditional advertising, especially when those endorsements are authentic and relatable. Gen Z is the first 

truly digital-native generation, meaning they've grown up with the internet and social media. Gen Z tends to see 

endorsements from social media influencers as more trustworthy than traditional advertisements, especially when 

those influencers are relatable and authentic. Influencer marketing can significantly impact Gen Z's purchasing 

decisions. Gen Z often prefers smaller, interest-based communities and micro-influencers (with under 100K 

followers) for their authenticity. Gen Z values authenticity and transparency in marketing, so they respond well to 

content that aligns with their values and interests. Gen Z is socially conscious and expects brands to share their 

values and make a positive impact on the world. Gen Z prefers short-form video content on platforms like TikTok 

and Instagram. Develop engaging and authentic content that resonates with Gen Z's interests and preferences, 

including short-form video and interactive content. Actively engage with Gen Z online, respond promptly to 

comments and messages, and foster a sense of community. Transparency and ethical practices are highly valued by 

Gen Z. Encourage user-generated content (UGC) to showcase real-life experiences and build trust. Incorporate 

social causes and issues into your marketing strategies and support communities that share your mission. By 

understanding Gen Z's preferences and focusing on authentic influencer marketing strategies, brands can effectively 

connect with this influential generation and build lasting relationships. 

  

studies show that influencer marketing is highly effective on Gen Z, with 70% more likely to purchase if 

recommended by peers or influencers. Gen Z values authenticity and trust, and influencer marketing leverages these 

to boost purchase intentions. They are also more likely to engage with content that aligns with their values and 

creates a positive mood, such as videos, games, and live streams.Gen Z is significantly more likely to consider 

product recommendations from influencers than traditional advertising. Gen Z seeks authentic and transparent 

communication from brands, and influencers can help build that trust. Gen Z views influencers as peers, and their 

endorsements are more influential than traditional advertising. There's a positive correlation between engagement 

with influencer content and purchase behavior, suggesting influencer marketing drives sales. Gen Z may prefer 

micro-influencers, who often have more niche audiences and can resonate with their values. One study found that 

55% of Gen Z considers influencer recommendations, while only 24% of Gen X does.Another study revealed that 

77% of Gen Z follows influencers, compared to only 24% of Gen X.Research also suggests that Gen Z may be more 

susceptible to "feel-good" marketing approaches, while Gen X may prefer factual benefits and long-term strategies.  

 



ISSN:(O)2320-5407, ISSN(P)3107-4928                       Int. J. Adv. Res. 14(01), January-2026, 01-15 

 

7 

 

Moderating Role of Influencer Type (Micro vs. Macro):- 
Influencer type significantly impacts the effectiveness of their influence. While larger influencers (macro or mega) 

may reach wider audiences, micro-influencers often have stronger, more authentic engagement and credibility, 

leading to higher conversion rates for brands. The effectiveness also hinges on the alignment between the 

influencer's values and the brand's, as well as the content's quality and relevance to the target audience. Macro and 

mega-influencers with large follower bases can generate significant brand awareness and exposure due to their wider 

reach. However, their engagement rates and credibility may be lower compared to micro-influencers, potentially 

impacting the effectiveness of their endorsements. While they can reach a large audience, their higher fees may not 

always translate to higher ROI, depending on campaign goals and audience engagement. Micro-influencers, with 

smaller but more engaged followings, often foster stronger relationships with their followers, making them more 

trustworthy. Their personal and relatable content tends to generate more genuine engagement and higher conversion 

rates. Micro-influencers are well-suited for campaigns targeting specific demographics or niches, as their audiences 

are generally more homogenous. Nano influencers, with a very small follower base, can be highly effective for 

hyper-local or niche campaigns due to their intimate knowledge of the targetVirtual influencers, while growing in 

popularity, may face challenges in building genuine parasocial relationships, potentially impacting their 

endorsement effectiveness, according to a study on ScienceDirect. The alignment between the influencer's values 

and the brand's message significantly impacts how consumers perceive the brand, according to ScienceDirect. High-

quality, engaging content that resonates with the target audience is crucial for driving conversions and achieving 

campaign goals. Ensuring that the influencer's audience aligns with the brand's target demographic is essential for 

maximizing impact.  

 

Influencers with strong credibility and authenticity build trust with their followers, making their recommendations 

more persuasive. In influencer marketing, situational effectiveness suggests leveraging micro-influencers (10K-

100K followers) for niche trust and targeted reach and macro-influencers (100K+ followers) for broad brand 

awareness and large-scale campaigns. This approach acknowledges that micro-influencers excel at fostering genuine 

connections and high engagement within specific communities, while macro-influencers are better suited for quickly 

expanding brand visibility. In summary, the choice between micro and macro influencers depends on the specific 

campaign goals and target audience. Micro-influencers are best for building trust and engagement within a niche, 

while macro-influencers are better for achieving broad reach and brand awareness. Influencer marketing 

significantly impacts message credibility, purchase intention, and engagement by leveraging the social authority and 

influence of individuals on platforms like social media. Influencers who are perceived as credible and trustworthy 

can enhance brand credibility and boost consumer trust, leading to increased purchase intentions and greater 

engagement. The results show that the informative value of influencers' content, authenticity, and homophily 

positively affect their parasocial relationships, which in turn, affects followers' purchase intention and evaluation of 

brand credibility. 

 

When and Why Gen Z Avoids Influencers and Endorsed Brands:- 

Factors contributing to "influencer fatigue" or skepticism: 

Over-commercialization-"Over-communalization" in the context of influencer marketing refers to a strategy where 

brands or influencers excessively focus on building a sense of community around a product or service, potentially to 

the detriment of other marketing objectives or the actual needs of the audience. It can manifest in several ways, 

including prioritizing engagement metrics over conversion rates, neglecting diverse audience segments, or creating a 

feeling of exclusivity that alienates potential customers.  

Lack of transparency (undisclosed ads)-Lack of transparency in influencer marketing, particularly regarding 

undisclosed advertisements, can erode consumer trust and damage both the influencer's and the brand's reputation. 

This lack of transparency can be seen as deceptive, potentially violating legal and ethical standards, and can lead to 

calls for stricter regulations. Perceived authenticity-Perceived authenticity in influencer marketing refers to the 

degree to which consumers believe an influencer is genuine, honest, and true to themselves, rather than simply 

promoting a product or service for external gain. It's a crucial factor in influencer marketing because it significantly 

impacts consumer trust, engagement, and ultimately, purchase decisions.  

 

Marketing Strategies: Traditional vs. Influencer Approach:- 
Influencer marketing case studies and campaign comparisons illustrate the varied ways brands strategically deploy 

digital creators to achieve specific marketing objectives. These case studies demonstrate how the selection of 

influencers, choice of platforms, and campaign design can significantly influence outcomes such as brand 

awareness, website traffic, audience engagement, and direct sales. The evolving nature of influencer-led campaigns 
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shows that this approach is not only flexible but also capable of delivering measurable commercial impact when 

aligned with clear strategic goals.Several real-world campaigns highlight the effectiveness of influencer marketing 

across industries. Dorco partnered with 105 influencers across multiple platforms to maximise brand visibility and 

reach a broad and diverse audience, focusing primarily on large-scale brand awareness. CREDAI India adopted a 

more focused strategy by working with 17 influencers, successfully reaching over 1.5 million individuals and 

demonstrating the potential of targeted influencer selection. A particularly performance-driven example is the 

TikTok Alternatives App launch, where more than 50 influencers on Twitter and Instagram were used during the 

period of a potential TikTok ban, generating over 20 million impressions, securing 250,000 app downloads, and 

achieving the 17th rank on the App Store. 

 

Global and Indian brand campaigns further demonstrate the strategic versatility of influencer marketing. Coca-Cola 

utilised a diverse mix of musicians, YouTubers, and athletes to promote “gold experiences” and encourage user-

generated content, highlighting the influence of digital micro-communities. D‟Alba Piedmont‟s luxury entry into 

India, executed with the support of Greysnow Media, showcased how influencer marketing can be tailored for 

premium brand positioning. Chinese Wok aligned its influencer strategy with popular cultural events such as the IPL 

to boost brand recall and drive store visits. Similarly, Paytm used influencer partnerships to increase app usage and 

transaction frequency, while Redcliffe Labs launched a Diwali-focused campaign encouraging regular health check-

ups. Saffola‟s “40 Under 40” initiative achieved more than 34.2 million views, demonstrating the scalability and 

reach potential of influencer-led communication.Comparative campaign analysis reveals how strategy shifts based 

on platforms and marketing objectives. Nike adapts its influencer content depending on the platform, using highly 

aspirational and visually refined content for TikTok and Instagram, while employing longer, narrative-style 

interviews and storytelling formats on YouTube. A comparison between Dorco and CREDAI India‟s campaigns 

shows that while both focused on brand awareness, Dorco‟s large-scale influencer network aimed for mass reach, 

whereas CREDAI India prioritised targeted audience engagement through a smaller, more specialised influencer 

pool. Similarly, Dorco‟s campaign contrasted with the TikTok Alternatives App campaign, as Dorco focused on 

sustained brand exposure while the app launch concentrated on time-sensitive, performance-based outcomes such as 

app installs and store rankings. 

 

Key strategic insights emerge from these campaign analyses. Influencer selection plays a critical role in campaign 

success, as relevance, audience alignment, and content style significantly impact engagement and trust. Clearly 

defined campaign objectives, whether focused on awareness, traffic generation, or direct conversions, are essential 

to guiding campaign structure and execution. Platform optimization also proves crucial, as content formats, user 

behaviour, and engagement patterns differ widely across Instagram, TikTok, YouTube, and Twitter. Finally, 

consistent measurement of performance through metrics such as reach, engagement, conversion rates, and brand 

mentions enables brands to evaluate effectiveness and refine future strategies. 

 

Tactics used in each type of marketing:- 

Traditional marketing uses offline channels like print ads, radio, and TV to reach a broad audience, while influencer 

marketing leverages social media platforms and influencers to connect with specific audiences and build trust. 

Traditional marketing aims for wide reach and brand recognition, while influencer marketing focuses on targeted, 

interactive, and personalized engagement.  

 

Traditional Marketing Tactics: 

● Print Ads: Newspapers, magazines, and flyers to reach a wider audience. 

● Radio Ads: Audio advertisements to target specific demographics. 

● TV Commercials: Visual and audio ads to reach a large audience. 

● Billboards: Large, static ads to reach people in specific locations. 

● Direct Mail: Sending promotional materials directly to target customers. 

● Event Marketing: Hosting or sponsoring events to connect with potential customers.  

 

Influencer Marketing Tactics: 

Social Media Marketing: Using platforms like Instagram, YouTube, and TikTok to promote content and engage 

with followers.  

Content Marketing: Creating and sharing valuable content to attract and engage target audiences.  

Email Marketing: Sending personalized messages to targeted audiences.  

Search Engine Optimization (SEO): Optimizing content for search engines to increase visibility.  
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Paid Advertising (PPC): Paying for ads to appear in search results or on social media platforms.  

Influencer Research: Identifying relevant influencers with a dedicated following.  

Collaboration: Partnering with influencers to create engaging content and reach new audiences.  

Contests and Giveaways: Running contests and giveaways to generate excitement and engagement.  

Exclusive Discounts and Promotions: Offering exclusive deals to influencer followers to encourage purchases.  

 

Key Differences: 

Reach: Traditional marketing aims for broad reach, while influencer marketing focuses on specific audiences.  

Trust: Influencer marketing leverages the trust and authority of influencers to build trust with their followers.  

Engagement: Influencer marketing facilitates interactive engagement and personalized communication with 

audiences.  

Cost: Traditional marketing can be expensive, while influencer marketing can be more cost-effective when targeted 

correctly.  

Measurability: Influencer marketing offers better opportunities to track campaign performance and engagement 

metrics. 

  

Influencer marketing strategies that work best: 

User-generated content (UGC) has emerged as one of the most effective strategies in influencer marketing because it 

is grounded in authenticity and peer-driven trust. UGC refers to content that is voluntarily created and shared by 

consumers rather than produced by brands themselves. This can include photographs, videos, reviews, testimonials, 

social media posts, and other forms of digital expression that reflect genuine personal experiences with a product or 

service. Unlike paid advertising, UGC is perceived as more credible by audiences because it is seen as unsolicited 

and experience-based rather than commercially driven. Brands benefit from UGC by gaining higher levels of trust, 

expanding organic reach, and creating a sense of community around their products.Within influencer marketing, 

UGC plays a strategic role by bridging the gap between professional content creation and everyday consumer 

participation. Influencers often produce what is referred to as influencer-generated content (IGC), where they create 

branded content that demonstrates product usage in a natural, relatable format. This content not only promotes the 

brand directly but also motivates followers to share their own experiences using branded hashtags, challenges, or 

community prompts. As a result, the campaign moves beyond a single sponsored post and develops into a broader, 

participatory ecosystem of consumer-driven content. This collaborative model significantly amplifies visibility, 

increases engagement rates, and strengthens brand credibility by allowing potential customers to observe real-life 

product usage rather than relying solely on traditional brand messaging. 

 

Benefits of using UGC in influencer marketing: 

Increased Trust: Consumers are more likely to trust content created by people like themselves, rather than brand-

created ads.  

Expanded Reach: When influencers encourage their followers to share UGC, the content can reach a larger 

audience.  

Authenticity: UGC provides a more genuine perspective on a product or service, compared to paid advertising.  

Cost-effectiveness: While influencers may be compensated, UGC can be a cost-effective way to leverage authentic 

customer experiences.  

Brand Advocacy: Consumers who create and share UGC become brand advocates, further promoting the product 

or service.  

 

Examples of UGC in Influencer Marketing: 

An influencer might encourage their followers to share photos of themselves using a specific product, along with a 

hashtag. They could also post a video demonstrating how they use the product and encourage others to share their 

own experiences. Brands can also leverage UGC by reposting content from their customers on their own social 

media channels. In essence, UGC in influencer marketing helps brands build trust, expand their reach, and connect 

with customers on a more authentic level.  

 

Real-time interaction:-  

Real-time interaction in marketing, exemplified by livestreams and Q&A sessions, allows for immediate 

engagement with audiences, fostering stronger connections and valuable feedback. This method offers a dynamic 

platform for businesses to showcase products, engage in discussions, and build authentic brand experiences.  
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Benefits of Real-Time Interaction in Marketing: 

Increased Engagement: Live streams and Q&As allow viewers to participate through comments, questions, polls, 

and live chats, making them feel more involved and connected to the brand.  

Authentic Connections: Real-time interaction builds a stronger sense of community and allows for the 

development of personalized relationships with customers.  

Real-Time Feedback: Businesses can receive immediate feedback from their audience on products, services, or 

even the live stream itself, providing valuable insights for future marketing strategies.  

Cost-Effective: Live streaming is a cost-effective way to reach a large audience and engage with them in a 

meaningful way.  

Diverse Content Options: Live streams can feature a wide variety of content, from product demos and webinars to 

behind-the-scenes glimpses and influencer collaborations.  

Enhanced Brand Reputation: By demonstrating a willingness to engage with audiences in real-time, businesses 

can build a stronger reputation for being responsive and customer-focused.  

Increased Loyalty and Customer Advocacy: By actively engaging with audiences and valuing their feedback, 

businesses can foster greater loyalty and encourage customer advocacy.  

  

Examples of Real-Time Interaction in Marketing: 

Livestream Shopping: Platforms like Taobao.com and JD.com have embraced live streaming for e-commerce, 

allowing customers to interact with sellers and other viewers in real-time.  

Live Q&A Sessions: Businesses can hold live Q&A sessions to address customer questions, provide product 

demos, or discuss industry trends.  

Interactive Webinars: Interactive webinars can incorporate polls, quizzes, and live chats to engage attendees and 

gather feedback.  

Social Media Livestreams: Businesses can use social media platforms like Facebook and YouTube to engage with 

their audience in real-time.  

Behind-the-Scenes Glimpses: Live streams can provide a peek into the company's daily operations, building a 

more personal connection with customers.  

 

Traditional campaigns that still succeed with Gen Z: 
Social cause alignment marketing, also known as cause-related marketing, involves businesses partnering with and 

supporting social causes to enhance brand image, customer loyalty, and ultimately, drive positive social impact. This 

strategy aims to build deeper connections with consumers who increasingly value companies that demonstrate a 

commitment to social good.  

 

Here's a more detailed look at how it works: 

1. Identifying and Choosing the Right Cause: 

Align with core values: The chosen cause should resonate with the brand's values and mission, ensuring 

authenticity and a genuine connection with the consumer. 

Consider target audience: Understand what causes resonate with your target demographic and their preferences. 

Research and due diligence: Thoroughly investigate the cause and its organization to ensure credibility and 

effectiveness.  

 

2. Developing a Cause-Related Marketing Strategy: 

Define goals and objectives:Establish specific, measurable goals for the cause-related marketing initiative, whether 

it's increasing brand awareness, sales, or social impact.  

Choose appropriate channels:Select the most effective channels to reach your target audience, such as social 

media, advertising, public relations, or partnerships with nonprofits.  

Develop compelling messaging:Craft a message that clearly communicates the brand's commitment to the cause 

and how it benefits consumers and society.  

  

Implementation and Measurement: 

Execute the campaign:Put the strategy into action through various marketing activities and initiatives. 

Monitor and evaluate results:Track the performance of the campaign and assess its impact on brand perception, 

sales, and social change. 

Refine and iterate:Continuously evaluate and adjust the strategy based on performance data and feedback.  

Benefits of Social Cause Alignment Marketing: 
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Enhanced brand image and reputation:Demonstrates a commitment to social responsibility and builds trust with 

consumers.  

Increased customer loyalty:Consumers are more likely to support brands that align with their values.  

Differentiated brand identity:Helps the brand stand out from competitors and create a unique brand story.  

Positive social impact:Contributes to solving societal problems and making a difference in the world.  

Potential for increased sales and revenue:Studies show that consumers are more likely to purchase from brands 

that align with their values and support social causes.  

  

Examples: 

Patagonia:Known for its strong environmental activism and support for protecting public lands. 

Nike:Has partnered with various organizations to support environmental and social causes. 

TOMS:Famous for its "one-for-one" business model, donating shoes or other goods for every purchase.  

 

In conclusion, social cause alignment marketing is a powerful strategy that can benefit businesses and society alike. 

By aligning with causes that resonate with their target audience, companies can build stronger relationships, enhance 

brand image, and contribute to positive social change.  

 

Humor and Nostalgia:- 

Humor and nostalgia are powerful tools in mass media marketing, as they can create emotional connections with 

consumers and make brands more memorable. Nostalgia taps into positive memories of the past, while humor can 

make marketing campaigns engaging and enjoyable.  

 

Humor in Marketing: 

Humor can make ads more memorable and shareable, leading to greater engagement on social media and other 

platforms. A well-placed joke can create a positive association with the brand, making consumers more likely to 

remember and purchase products. Humor can be used to create a sense of relatability and connection with the target 

audience, making them feel understood and appreciated. Humor can be subjective, and what one person finds funny, 

another may not. This can lead to negative brand associations if not handled carefully.  

 

Nostalgia in Marketing: 

Nostalgia evokes positive feelings and memories, creating a strong emotional connection between consumers and 

the brand. Tapping into the past can make a brand feel more familiar and trustworthy, which can increase consumer 

loyalty. Nostalgia can be used to reinforce a brand's identity and make it stand out from the competition. Nostalgia 

can be overused and may not resonate with all demographics, potentially leading to negative feedback if not tailored 

correctly.  

 

Combining Humor and Nostalgia: 

Combining humor with nostalgia can create a powerful marketing message that is both engaging and emotionally 

resonant. This approach can be used to appeal to a wider range of demographics by tapping into shared cultural 

memories and humor styles.Successfully combining humor and nostalgia requires careful planning and execution to 

ensure the message is both relevant and appropriate for the target audience.  

For example, a brand could use a humorous ad campaign featuring a vintage-inspired design, evoking nostalgia for a 

past era while also using humor to make the campaign memorable and shareable.  

 

Discussion:- 
Analyzing findings from reviewed marketing literature involves several key steps, including identifying core 

concepts, determining relevance to your specific research, and analyzing relationships, trends, and patterns. It also 

requires evaluating the credibility and authority of the sources, as well as understanding the structure and 

arguments presented. Clearly define the key terms and concepts used in the literature.Understand how these terms 

are used and defined by different authors.This helps ensure a consistent understanding of the subject matter. Assess 

how relevant each piece of literature is to your specific research question or topic.Consider whether the findings 

align with your research goals and objectives.Identify any gaps or inconsistencies in the existing literature. Look 

for relationships, trends, and patterns within the reviewed literature.Identify recurring themes or areas of consensus 

among different studies.Note any contradictory findings or areas of debate. Assess the credibility and authority of 

each source.Consider the author's expertise, the publication venue, and the methodology used.Be critical of sources 

that may be biased or lack rigorous methodology. Analyze how authors structure their arguments and present their 
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findings.Understand the logic and reasoning behind their conclusions.Identify any weaknesses or limitations in 

their arguments. Summarize the key findings from each source.Compare and contrast the different perspectives 

presented in the literature.Identify areas of agreement and disagreement. Look for gaps in the existing literature 

that need to be addressed.Identify opportunities for future research or investigation.Consider how your own 

research can contribute to the existing body of knowledge. 

 

How influencer types affect Gen Z engagement differently:- 

Different types of influencers affect Gen Z engagement differently in influencer marketing. Gen Z, a digitally 

native generation, is more likely to trust and engage with micro-influencers (10K-100K followers) due to their 

perceived authenticity and relatability. Macro-influencers (100K-1M followers) can provide broad exposure, but 

often lack the engagement rates of micro-influencers . Nano-influencers (1K-10K followers) may have smaller, but 

more engaged, communities built on strong trust. Gen Z also values authenticity, preferring influencers who share 

personal experiences and reviews.  

 

Micro-influencers:  

Often considered more trustworthy and authentic by Gen Z. Can tap into specific niche markets with higher 

engagement rates. Their followers often feel a stronger connection with the influencer, leading to more genuine 

interactions and purchases.  

 

Macro-influencers: 

Provide broader exposure and reach a larger audience. May not be as effective in driving engagement and trust 

compared to micro-influencers. Their followers may be more swayed by advertising and less likely to feel a personal 

connection with the influencer.  

 

Nano-influencers: 

Have small, but highly engaged communities. Build trust and loyalty through consistent, personal interactions with 

their followers. Can be particularly effective for niche products or services that appeal to a smaller, highly specific 

audience. In conclusion, understanding the different types of influencers and how they resonate with Gen Z is 

crucial for effective influencer marketing campaigns. Brands should carefully consider which influencer type best 

aligns with their brand values, target audience, and marketing goals.  

 

Shifts in brand strategy from traditional to influencer-led:- 
In recent years,influencer marketing has emerged as a powerful force in the digital marketing landscape, reshaping 

how brands connect with consumers. As traditional advertising methods lose their effectiveness, brands are 

increasingly turning to influencers to drive engagement and reach. This shift reflects a fundamental change in 

consumer behavior, as people seek authenticity and relatability in their interactions with brands.Influencer marketing 

leverages the established trust and credibility that influencers have built with their audiences. Rather than relying on 

impersonal ads, brands collaborate with influencers who align with their values and target demographics. This 

strategy not only amplifies brand visibility but also fosters a sense of community, as consumers are more likely to 

trust recommendations from individuals they follow and admire. Studies show that 70 percent of teens trust 

influencers more than traditional celebrities, emphasizing the potential for deeper connections.  

 

However, the rise of influencer marketing comes with challenges. Brands must navigate issues related to 

authenticity, transparency and the potential for influencer fatigue. With an increasing number of influencers entering 

the space, consumers may become overwhelmed by promotional content, leading to skepticism. Therefore, brands 

must prioritize genuine partnerships with influencers who truly believe in their products to maintain credibility.As 

we look to the future, influencer marketing is poised for further growth. Brands will increasingly leverage data 

analytics to identify the right influencers and measure campaign effectiveness.Another trend to watch is the 

evolution of platforms. While Instagram and YouTube have been the dominant players in influencer marketing, 

emerging platforms like TikTok are reshaping the landscape. Brands must be agile in adapting their strategies to 

align with the unique characteristics and user behaviors of each platform. Furthermore, the global nature of 

influencer marketing presents both opportunities and challenges. Brands can leverage influencers from different 

regions and cultures to reach diverse audiences. However, navigating cultural sensitivities and regional nuances will 

be essential to avoid potential missteps.In conclusion, influencer marketing represents a significant shift in how 

brands engage with consumers. By prioritizing authenticity and leveraging the power of social media, brands can 

build meaningful relationships that drive loyalty and conversion. As this trend continues to evolve, embracing 
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influencer marketing will be crucial for brands seeking to thrive in an increasingly competitive digital landscape. 

The potential for deeper connections, enhanced credibility, and increased engagement makes influencer marketing 

an indispensable component of modern marketing strategies. 

 

Hybrid models and omnichannel strategies:- 
Hybrid models in marketing involve integrating online and offline channels, while omnichannel strategies go further 

by ensuring a consistent and unified customer experience across all touchpoints. Hybrid models focus on combining 

digital and traditional marketing, like email campaigns alongside physical advertising. Omnichannel, on the other 

hand, aims for a seamless experience, regardless of whether the customer is browsing online or in a store.Another 

key trend in modern-day retailing is the emergence of hybrid retail models, which combine elements from both 

physical brick-and-mortar stores and online stores into one unified platform. This allows businesses to leverage the 

strengths of both on-demand services as well as personalized in-person experiences while still maintaining the 

convenience of digital commerce solutions. Hybrid models also provide opportunities for multi-channel marketing 

campaigns and thoughtful cross-promotion strategies that can drive customer engagement and increase brand 

awareness.  

 

In the era of convenience, technology is revolutionizing how we shop and how retail businesses interact with 

customers. From AI-powered personalization to virtual reality, more and more retailers are looking for ways to 

break through the noise and stand out from the competition. One area that has seen immense growth in recent years 

is omnichannel and hybrid models. These models offer a range of advantages to both shoppers and retailers alike, 

allowing businesses to capitalize on the benefits of digital technologies while maintaining a personalized, human 

touch in their approach to customer service. In this blog, we‟ll explore some of the key benefits that come with 

incorporating an omnichannel or hybrid model into a retail business strategy.In addition to creating a unified 

shopping experience, omnichannel retailing offers a range of end-to-end benefits for businesses. For one thing, 

retailers can use their data collection capabilities to gain deeper insights into customer preferences and behaviors to 

tailor their offerings accordingly. Furthermore, omnichannel strategies enable retailers to better manage inventory 

levels and reduce costs associated with warehousing and other overhead expenses. Finally, by leveraging digital 

technologies such as contactless payments and mobile applications for loyalty programs, retailers can improve their 

efficiency while delivering enhanced convenience for shoppers. 

 

Conclusion:- 
Traditional advertising relies on established media such as television, radio, newspapers, magazines, and outdoor 

billboards to deliver brand messages to large audiences. These channels have historically played a critical role in 

building brand awareness and credibility, as their institutional reputation often transfers trust to the advertised 

brands, particularly among older and more traditional consumer segments. One of the major strengths of traditional 

advertising is the level of control it offers to brands over message content, timing, and presentation, ensuring 

consistency and professionalism. However, traditional advertising comes with notable limitations. The cost of 

production and media placement is often very high, making it less accessible for small and medium-sized 

businesses. Additionally, traditional media offers limited audience targeting capabilities, leading to inefficiencies as 

messages are delivered to many uninterested viewers. With audiences increasingly shifting toward digital platforms, 

traditional advertising has also faced declining engagement, especially among younger consumers who tend to avoid 

or ignore conventional advertisements. 

 

Influencer Marketing:- 

Influencer marketing is a digital-era promotional strategy that leverages individuals with strong online followings to 

communicate brand messages in a more personal and relatable manner. Unlike traditional advertising, which relies 

on standardised mass messaging, influencer marketing thrives on authenticity and trust, as influencers build strong 

emotional connections with their audiences over time. This approach allows brands to target highly specific 

demographic groups by collaborating with influencers whose followers align closely with their target market. As a 

result, influencer marketing often achieves higher engagement rates, stronger brand recall, and greater perceived 

credibility. It is also considered more cost-effective, particularly when brands work with micro-influencers who 

deliver strong audience interaction at relatively lower costs. Despite its advantages, influencer marketing presents 

challenges such as reduced control over messaging due to the influencer‟s creative independence, difficulties in 

accurately measuring return on investment, and reputational risks if an influencer becomes involved in controversy, 

which can negatively impact the brand‟s public image. 
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Final thoughts on what works better for Gen Z: Influencer or traditional marketing?:- 

For reaching Gen Z, influencer marketing generally works better than traditional marketing due to Gen Z's trust in 

peer recommendations and their preference for authentic, relatable content. While traditional marketing has its place, 

influencer marketing leverages social media's power and Gen Z's digital-first habits. Whereas teenage millennials 

were using social media to update their statuses and to see what their friends were up to, today social networks are 

full to the brim with content like videos and articles – where people go to watch TV shows/clips and keep up with 

their favorite celebrities, influential people, as well as their friends.Vlogs have made a real impact too: 57% watched 

one in the last month, with a fifth saying they watch celebrity or vlogger videos on YouTube. And when we ask Gen 

Zers where they tend to hear about new brands' products, it‟s certainly relevant that traditional celebrity 

endorsements and vlogs see the biggest over-indexes of all. It‟s really not hard to recognize the potential of 

influencers to sway them towards certain products, then.Generation Z are a marketing-aware generation who have 

been marketed to their whole lives, not just via linear advertising but also through the likes of native advertising and 

sponsored social posts. They‟ve always had endless information at the touch of a button and are accustomed and to 

quickly filtering through everything to determine what is relevant.While traditional marketing methods have their 

place, influencer marketing is often the more effective approach for reaching Gen Z due to their preference for 

authentic, relatable content, and the power of peer recommendations on social media. By leveraging the influence of 

trusted individuals, brands can connect with Gen Z in a more meaningful and engaging way.  

 

In the contemporary digital landscape, marketing strategies have become increasingly intricate due to the influence 

of Generation Z, a significant consumer group born between the mid-1990s and the early 2010s. This generation, 

labeled as "digital natives," presents unique challenges and opportunities for marketers, given their adeptness with 

technology and distinct shopping behaviors. To address these challenges, this research aims to conduct a thorough 

analysis of Generation Z's consumer preferences and effective marketing strategies for building sustainable 

relationships with them. Drawing from a multitude of qualitative studies spanning from 2010 to 2024, this study 

employs a systematic review approach to extract insights into Generation Z's preferences and behaviors. By 

synthesizing qualitative data and employing thematic analysis, the research uncovers recurring patterns, emerging 

trends, and socio-cultural influences shaping Generation Z's consumer behavior. Furthermore, the study explores the 

shift in preferences from physical products to experiences and the added value provided by brands. Key findings 

highlight Generation Z's inclination towards brands prioritizing social values, environmental concerns, and 

sustainability, as well as their reliance on social media influencers and preference for personalized experiences. The 

insights gleaned from this research are expected to provide valuable guidance for companies seeking to tailor their 

marketing strategies to effectively engage and resonate with Generation Z, thereby remaining competitive in the 

dynamic consumer market.To effectively reach Gen Z, marketers should focus on authenticity, engaging content, 

and building community through platforms like social media, prioritizing short-form video and influencer 

partnerships. They should also emphasize mobile-first experiences, personalization, and actively engaging with Gen 

Z on social media to foster brand loyalty and trust.  
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