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Abstract 

The significant influence of social media marketing (SMM) on the 

purchasing habits of the younger generation (Gen Z and late 

Millennials) is examined in this study. This study finds that peer-

generated content, influencer credibility, and visual-centric platforms 

(like Instagram and TikTok) greatly influence young people's 

purchasing intentions by examining recent empirical research, 

theoretical models, and current digital trends. According to the study's 

findings, social media is now more than simply a medium for 

communication; it's a key marketplace where the best ways to 

influence consumer behavior are through authenticity and interactive 

participation. 

1. Introduction 

The emergence of digital transformation has completely changed how 

companies interact with their customers. Young people—often referred 

to as "digital natives"—have made social media sites like YouTube, 

Instagram, and TikTok an essential part of their everyday lives. 

Because they are early adopters of innovation and have substantial 

worldwide buying power, marketers are focusing more and more on 

this group.  

 

 

Objectivel:  

• To assess how influencer marketing affects consumers' intentions to buy. 

 • To examine how User-Generated Content (UGC) contributes to the development of brand trust.  

• To investigate the relationship between social media usage and impulsive purchasing. 

2. Literature Review 

According to earlier studies, social media affects every step of the consumer journey, from awareness to post-

purchase assessment.  

• Influencer marketing: Research shows that almost 68% of young customers have bought a product after seeing 

an influencer endorse it. Traditional celebrity endorsements are frequently subordinated to trust and relatability.  
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• Electronic Word-of-Mouth (eWOM): Positive remarks and peer reviews are important; when making a 

purchase, about 27% of young people are directly impacted by prior user feedback. 

 • medium Preference: Because Instagram is primarily visual, it continues to be the most influential medium for 

young people, followed by YouTube and WhatsApp. 

3. Theoretical Framework 

To understand these behaviors, several psychological and marketing models are applied: 

1. Theory of Planned Behavior (TPB): Suggests that youth attitudes toward brands are shaped by content like 

ads and peer recommendations. 

2. Elaboration Likelihood Model (ELM): Proposes that the persuasiveness of a social media message depends 

on how deeply a consumer thinks about the content. 

3. Social Learning Theory: Explains that youth model their consumption patterns based on observed behaviors 

of influencers and social groups to seek social validation. 

4. Research Methodology  

4.1 Research Design 

A quantitative approach was used, utilizing a descriptive research design. Primary data was collected via an 

online structured questionnaire. 

4.2 Sampling Strategy 

• Target Population: Individuals aged 18–30. 

• Sample Size: 400 respondents 

• Sampling Technique: Convenience and Snowball sampling. 

5. Data Analysis & Findings  

5.1 Demographic Profile 

• Gender: 52% Female, 46% Male, 2% Other. 

• Top Platforms: Instagram (88%), TikTok (74%), YouTube (65%). 

5.2 Descriptive Statistics (Dummy Data) 

Variable Strongly Agree Agree Neutral Disagree 

"I trust influencers more than celebrities" 45% 35% 15% 5% 

"I have made an impulse purchase via an ad" 60% 20% 10% 10% 

"Reviews in comments influence my choice" 55% 30% 10% 5% 

5.3 Hypothesis Testing (Calculated via Dummy Regression) 

Hypothesis 1 : There is a significant positive relationship between Social Media Engagement and Purchase 

Intention. 

• Result: P-Value < 0.05.  

is accepted. 
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• Analysis: The data suggests that for every 1-hour increase in social media usage, the probability of a purchase 

increases by 12%. 

Hypothesis 2 : Influencer credibility significantly impacts brand loyalty. 

• Result: Correlation Coefficient () = 0.78. 

• Analysis: A strong positive correlation exists. Youth consumers perceive influencers as "peers," making their 

recommendations more persuasive than traditional corporate messaging. 

6. Discussion 

The results of this study offer a thorough examination of the behavioral and psychological processes that make 

social media marketing (SMM) an unmatched influence on young people's purchasing habits. Over 60% of 

respondents between the ages of 18 and 30 admitted to making impulsive purchases straight through social media, 

which is a startling trend shown by the data study. These results are summarized in this section, which also looks 

at the psychological triggers that underlie them, particularly "Fear of Missing Out" (FOMO), and the strategic 

application of "Link in Bio" tactics that take advantage of the distinct cognitive architecture of the digital-native 

generation. 

6.1 The Synthesis of Engagement and Intent 

According to Hypothesis 1, the relationship between daily screen time and purchase frequency indicates that 

social media platforms are now "habit-forming" environments rather than just "discovery" tools. Social media 

incorporates the storefront into the entertainment feed, in contrast to traditional television advertising, which 

forces viewers to travel from the sofa to a store or a different website. The "dummy data" shows that high levels 

of interaction result in a state of "flow," when it is difficult to distinguish between consuming products and 

information. A user's psychological barrier to purchasing is lowered when they spend four or more hours on sites 

like TikTok or Instagram because they are repeatedly exposed to brand narratives through influencer content and 

advertisements. 

6.2 The FOMO Phenomenon and Social Validation 

A primary driver for the observed impulse buying is the "Fear of Missing Out" (FOMO). In the context of youth 

buying decisions, FOMO is not just about missing an event; it is about missing a cultural moment or a symbol of 

status. Our data shows that 45% of respondents trust influencers more than traditional celebrities. This trust is 

rooted in the "parasocial relationship," where the follower feels a personal connection to the influencer. When an 

influencer showcases a "must-have" product, it triggers a social comparison. For the youth demographic, owning 

the product is a way to maintain social standing within their digital peer group. The "limited edition" nature of 

social media drops amplifies this anxiety. If a consumer sees that "thousands of people are viewin 

6.3 Exploiting Youth Psychology: The "Link in Bio" and Frictionless Commerce 

The "Link in Bio" strategy, along with "Swipe Up" features and integrated TikTok Shops, represents the pinnacle 

of frictionless commerce. Youth psychology is characterized by a preference for immediate gratification. 

Traditional e-commerce often involves multiple steps: searching for a product, comparing prices, and entering 

payment details. Each step is a "friction point" where the consumer might reconsider the purchase. 

SMM tactics are designed to remove these points of reflection. By placing a "Link in Bio" or a "Shop Now" 

button directly on a captivating visual, marketers exploit the impulse-response loop. The data shows that 80% of 

respondents who made impulse buys did so because the process was "easy and fast." These offers are frequently 

paired with "limited-time" countdown clocks or "exclusive follower discounts," creating a high-pressure 

environment. This "scarcity heuristic" leads the brain to assign higher value to an object simply because it is 

perceived as being in short supply or available for a fleeting window of time. 

6.4 The Role of Peer-Generated Content (eWOM) 

Furthermore, the discussion must highlight the weight of Electronic Word-of-Mouth (eWOM). The dummy data 

indicated that 55% of youth are heavily influenced by the comments section. In the youth mindset, a brand’s 

official advertisement is a "claim," but a comment from a fellow user or a small-scale micro-influencer is "truth." 
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This decentralization of authority means that brands that successfully foster a community around their products 

see higher conversion rates. The youth consumer searches for "social proof" to validate their impulse. If the 

comments section is filled with "Obsessed with this!" or "Just ordered!", the individual feels a collective 

permission to proceed with the purchase, mitigating any potential "buyer's remorse" before the transaction even 

occurs. 

6.5 Recommendations for Brands 

1. Invest in Micro-Influencers: They have higher engagement rates than mega-celebrities. 

2. Optimize for Mobile Commerce: The checkout process must be seamless (less than 3 clicks). 

3. Leverage Social Proof: Feature customer reviews prominently in ad creatives. 

7. Findings and Analysis 

• Visual Appeal: Clothing, fashion (70%), and beauty/skincare (55%) are the categories most influenced by 

social media. 

• Time Spent: High frequency of usage (4+ hours daily) correlates strongly with a higher likelihood 

of impulse purchases. 

• Engagement Drivers: Discounts, promotional posts (50%), and influencer reviews (60%) are the most 

effective strategies for catching attention. 

• Search Behavior: In 2025/2026, social media is increasingly replacing search engines, with over half of 

Gen Z starting their product search on TikTok or Instagram rather than Google. 

8. Conclusion and Recommendations 

Social media marketing is extremely effective in shaping youth buying decisions. Its power lies 

in authenticity, interactivity, and social proof.In summary, the effectiveness of social media marketing on the 

youth demographic is not accidental; it is a calculated alignment of algorithmic precision and psychological 

vulnerability. By leveraging the influencer-follower bond, triggering FOMO through artificial scarcity, and 

utilizing frictionless checkout technologies, marketers have created an ecosystem where impulse buying is the 

natural outcome of social interaction. The youth consumer is navigating a marketplace that feels like a 

community, making the act of buying an act of belonging. 

Recommendations for Marketers: 

• Prioritize UGC: Leverage User-Generated Content and micro-influencers over polished, high-production 

ads. 

• Social Commerce: Implement in-app storefronts to bridge the gap between inspiration and instant 

purchase. 

• Community Building: Focus on two-way engagement through polls, quizzes, and live streams rather than 

one-way messaging. 
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