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Abstract 
This study delves into how Indonesian Generation Z individuals respond to innovative 
marketing strategies and their impact on brand perception and consumer behavior. Through 
meticulous reliability and validity assessments, including Cronbach’s alpha coefficients and 
factor analysis, our survey instrument demonstrated robust internal consistency and validity. 
Structural equation modeling (SEM) analysis unveiled significant relationships among latent 
variables, particularly brand preference, consumer engagement, and purchase decisions, 
highlighting the effectiveness of specific marketing strategies in shaping consumer behavior. 
Notably, brand awareness and consumer engagement emerged as key drivers of brand 
preference and purchase decisions among Generation Z. The findings offer actionable insights 
for marketers, emphasizing the pivotal role of online consumer engagement and strategic 
influencer partnerships in enhancing brand perception and driving sales. Additionally, the study 
advocates for ongoing research to monitor evolving consumer trends and compare responses 
across diverse demographic segments and geographical regions. In conclusion, this study 
provides valuable implications for marketers seeking to engage effectively with young 
Indonesian consumers, laying the groundwork for future research in this dynamic field. 
Keywords: Marketing Innovation; Generation Z; Social Media; Business Growth; Digital 
Marketing 

1 - Introduction 
In today’s ever-evolving business landscape, the effectiveness of marketing strategies, 
particularly within the dynamic realm of social media platforms, holds immense significance. 
These platforms have not only transformed how businesses engage with their target audiences 
but have also fundamentally reshaped consumer behaviors and expectations. According to the 
latest report from Statista [1], there are over 4.89 billion active social media users worldwide, 
representing 59.9% of the global population and 92.7% of all internet users. Additionally, the 
average internet user spends approximately 2 hours and 24 minutes per day on social media 
platforms [2], underscoring the significant amount of time individuals devote to these 
platforms. 

Marketing strategies serve as the foundation for businesses navigating this intricate landscape 
and leveraging the vast opportunities presented by social media platforms. Recognizing the 
potential of social media advertising to enhance brand awareness, engage customers, and drive 
sales conversions, businesses are increasingly dedicating substantial portions of their marketing 
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budgets to this channel. Global spending on social media advertising is projected to surpass 
$227 billion in 2024 [3], representing a significant share of total digital advertising expenditure. 

At the core of this transformation lies the necessity for businesses to understand the intricate 
interplay between marketing strategies and the dynamic nature of social media. Unlike 
traditional marketing channels, social media platforms offer unparalleled opportunities for 
businesses to interact directly with their consumers, engage in real-time conversations, and 
cultivate genuine relationships [4]. However, navigating this digital ecosystem requires a 
nuanced understanding of consumer behaviors, platform algorithms, and emerging trends. 

Furthermore, the importance of marketing strategies extends beyond mere engagement metrics 
and brand visibility; it involves the ability to interpret and respond to consumer insights 
effectively. Research indicates that consumers increasingly rely on social media platforms for 
product research [5], [6]. As per GlobalWebIndex, 54% of social media users use social media 
to research products, and 71% are more likely to purchase products and services based on social 
media referrals [7]. In essence, marketing strategies serve as a conduit for businesses to interpret 
consumer data, derive actionable insights, and customize their offerings to meet evolving 
consumer preferences. 

Generation Z consumers are a pivotal demographic for businesses involves recognizing their 
distinct preferences, behaviors, and influence in the marketplace. This generation, born between 
the mid-1990s and early 2010s, represents a substantial and influential segment of the consumer 
population [8]. Generation Z accounts for approximately 32% of the global population [9], 
making them the largest generation to date. Understanding their unique characteristics is 
essential for businesses to effectively tailor their marketing strategies and offerings to resonate 
with this demographic. 

Generation Z consumers exhibit distinct preferences and behaviors shaped by their upbringing 
in a digitally connected world. Generation Z is the first truly global generation, sharing similar 
values, preferences, and behaviors across different regions [8], [9]. Their reliance on social 
media and digital platforms for information, entertainment, and social interaction is profound. 

Furthermore, Generation Z consumers prioritize authenticity, transparency, and social 
responsibility in the brands they support. 82% of Gen Z respondents believe that businesses 
should address societal issues [10]. They are more likely to support businesses that align with 
their values and demonstrate genuine commitments to social and environmental causes. 
Therefore, businesses must authentically communicate their brand values and engage in 
purpose-driven marketing initiatives to resonate with Generation Z consumers and foster brand 
loyalty. 

In addition to their preferences and values, Generation Z consumers wield significant influence 
in the marketplace [11], [12]. They are trendsetters and early adopters of new products and 
services, making them a sought-after demographic for businesses seeking to drive innovation 
and stay ahead of competitors. Their influence extends beyond their own purchasing decisions, 
as they often share their opinions and experiences with friends and followers on social media, 
amplifying the reach and impact of their recommendations. 
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In recent years, Indonesia has witnessed remarkable growth in its digital economy, fueled by 
increasing internet penetration and smartphone ownership rates. According to recent data from 
the Indonesian Internet Service Providers Association (APJII) [13], internet penetration in 
Indonesia has surged to approximately 78.19%, with over 215 million internet users. Moreover, 
the majority of these users access the internet through mobile devices, reflecting the widespread 
availability and affordability of smartphones across the archipelago. This trend underscores the 
significant role of mobile technology in shaping consumer behaviors and preferences. 

In tandem with the rise of internet usage, social media has become deeply ingrained in 
Indonesian society. Platforms like Facebook, Instagram, Twitter, and YouTube command large 
user bases, with millions of Indonesians actively engaging on these platforms daily. For 
instance, Indonesia ranks among the top countries globally for Facebook and Instagram usage 
[14], [15], highlighting the immense popularity of these platforms among Indonesian users. 

Generation Z, in particular, represents a key demographic in Indonesia’s digital landscape. Born 
into the digital age, Generation Z individuals are highly adept at navigating online platforms 
and consuming digital content. Generation Z accounts for a significant portion of social media 
users in Indonesia, with preferences for visual content, short-form videos, and interactive 
experiences. 

Additionally, the surge in e-commerce activity has reshaped consumer behavior and retail 
dynamics in Indonesia. Platforms like Tokopedia, Shopee, and Lazada have witnessed 
exponential growth, providing consumers with access to a wide array of products and services 
online. Indonesia’s e-commerce market is projected to reach over $110 billion by 2025 [16], 
driven by factors such as increasing internet penetration, rising consumer confidence in online 
transactions, and the availability of diverse payment options. 

The evolving nature of marketing strategies necessitates innovation to effectively engage 
modern consumers, particularly Generation Z, renowned for their digital savviness and 
selective engagement. Traditional marketing approaches are no longer sufficient in capturing 
the attention and loyalty of today’s consumers, who are inundated with a constant barrage of 
advertising messages across various digital channels. 

Generation Z, in particular, presents unique challenges and opportunities for marketers. This 
demographic cohort has grown up in an era of unprecedented technological advancement and 
digital connectivity. Generation Z is the first cohort to have grown up in a predominantly digital 
environment, with access to smartphones and the internet from a young age [17]–[19]. As such, 
they are highly adept at filtering out irrelevant content and gravitate towards authentic, 
personalized experiences. Therefore, marketers must innovate and adapt their strategies to 
resonate with Generation Z’s preferences and capture their fleeting attention spans. 

One key aspect of modern marketing strategies is the emphasis on authenticity and 
transparency. Generation Z consumers value honesty and authenticity in brands, and they can 
quickly discern when they are being marketed to in a disingenuous manner. According to a 
report by eMarketer, 73% of Generation Z consumers prefer brands that are genuine and 
authentic [20]. Therefore, brands must strive to communicate genuine brand stories and values 
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that align with the interests and beliefs of Generation Z consumers. Authenticity fosters trust 
and loyalty, which are essential for building long-term relationships with this demographic. 

Moreover, the proliferation of digital technologies and social media platforms has democratized 
marketing, allowing brands to engage directly with consumers in real-time. Interactive content, 
influencer collaborations, and user-generated content are some innovative strategies that 
resonate with Generation Z’s preference for engaging and participatory experiences. 
Generation Z consumers prefer brands that offer interactive and engaging content [12]. By 
involving consumers in the brand storytelling process, marketers can create deeper connections 
and foster brand advocacy among Generation Z consumers. 

Furthermore, the rise of mobile technology has transformed the way consumers interact with 
brands, presenting new opportunities for marketers to reach and engage their target audiences. 
Mobile-first strategies, such as mobile-optimized websites, apps, and location-based marketing, 
are essential for capturing the attention of Generation Z, who are constantly connected to their 
smartphones and rely on mobile devices for information and entertainment. 

The significance of innovative marketing strategies in driving business growth is paramount, 
particularly in competitive markets like Indonesia. Here, businesses must continuously adapt 
to meet consumer demands and stay ahead of competitors to thrive in the rapidly evolving 
landscape. 

Innovation in marketing strategies enables businesses to differentiate themselves, attract target 
audiences, and foster brand loyalty amidst intense competition. As consumer preferences and 
behaviors evolve, businesses must embrace creativity and experimentation to capture market 
share and sustain growth. 

For instance, personalized marketing initiatives, such as targeted advertising campaigns and 
tailored messaging, allow businesses to connect with consumers on a more individual level. By 
leveraging data analytics and consumer insights, companies can deliver relevant and timely 
content that resonates with their target audience, driving engagement and conversion rates. 

Moreover, the advent of digital technologies has revolutionized marketing, offering businesses 
new avenues to reach and engage consumers. Social media platforms, for example, provide a 
cost-effective means for businesses to interact with customers, build brand awareness, and drive 
sales. Indonesia has over 167 million active social media users [21], indicating the immense 
potential for businesses to leverage these platforms for marketing purposes. 

Through engaging content, influencer partnerships, and community-building efforts, 
businesses can cultivate a loyal following and generate buzz around their products or services. 
Furthermore, in competitive markets like Indonesia, where consumer behavior is rapidly 
shifting towards online channels, businesses must embrace e-commerce and digital marketing 
strategies to remain competitive [22], [23]. 

The COVID-19 pandemic has further accelerated the adoption of online shopping, prompting 
businesses to enhance their online presence and streamline their e-commerce operations to meet 
growing demand [24], [25]. Innovative marketing strategies also play a crucial role in 
expanding market reach and penetrating new segments. 
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While existing research offers valuable insights into broader marketing dynamics in Indonesia, 
there’s a noticeable scarcity of empirical studies focusing specifically on Generation Z’s 
interactions with innovative marketing tactics on social media. 

Despite the growing importance of Generation Z as a consumer demographic, empirical 
research that quantitatively assesses the effectiveness of innovative marketing strategies 
tailored to this group remains limited. Existing studies often rely on qualitative methodologies 
or anecdotal evidence, overlooking the need for rigorous empirical analysis to substantiate 
marketing claims and inform evidence-based decision-making. 

Empirical research in this area is essential for businesses seeking to optimize their marketing 
efforts and maximize returns on investment in social media marketing campaigns. By 
conducting surveys, experiments, and data analytics, researchers can obtain quantifiable 
insights into the impact of various marketing approaches, such as influencer partnerships, user-
generated content, and interactive campaigns, on Generation Z’s brand engagement, purchase 
intentions, and brand loyalty. 

This research objective is to thoroughly assess how innovative marketing strategies influence 
business growth among Indonesian Generation Z consumers. Through empirical analysis and 
quantitative measures, we aim to provide actionable insights tailored to businesses operating in 
the Indonesian market, helping them effectively engage with this demographic on social media 
platforms. 

2 – Literature Review 
2.1. Marketing Strategies in the Digital Era 

In the current digital landscape, marketing strategies have evolved significantly, driven by 
advancements in technology and changes in consumer behavior. Traditional marketing methods 
have been replaced by more dynamic and interactive approaches tailored to the digital era [26]. 
With the widespread adoption of smartphones, internet connectivity, and social media 
platforms, businesses now have unprecedented opportunities to engage with consumers 
globally and in real-time. 

Digital marketing encompasses a wide range of strategies aimed at reaching and influencing 
target audiences through online channels. Statistics indicate a significant shift in marketing 
budgets towards digital platforms, with global spending on digital advertising reaching $336 
billion in 2020 [27]. These strategies include search engine optimization (SEO), content 
marketing, social media marketing, email marketing, and influencer partnerships, among 
others. Unlike traditional methods, digital marketing offers greater flexibility, measurability, 
and cost-effectiveness, allowing businesses to optimize campaigns in real-time and achieve 
more targeted results [28]. 

Personalization and customization are key features of digital marketing, enabled by data 
analytics and consumer insights. Businesses can segment their audience, tailor messaging, and 
deliver highly relevant content to individual users. Studies show that consumers value 
personalized experiences, with 71% expressing frustration when their shopping experience 
feels impersonal [29]. 
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The rise of social media platforms has revolutionized brand-consumer interactions, serving as 
powerful channels for building awareness, fostering engagement, and driving loyalty [30], [31]. 
Social media platforms play a crucial role in the purchase journey, with 54% of social browsers 
using them to research products [7]. Brands leverage these platforms to share content, 
communicate in real-time, and facilitate transactions. 

The digital age has also introduced new marketing paradigms like inbound marketing and 
growth hacking, which prioritize attracting and delighting customers through value-driven 
content and viral techniques. These approaches focus on creating meaningful connections, 
nurturing relationships, and fostering advocacy. In today’s competitive market, businesses must 
innovate to engage modern consumers effectively, as evidenced by Accenture’s survey 
showing that 91% of consumers prefer brands that provide relevant offers and 
recommendations. 

Consumer behavior is evolving rapidly, with the experience a company provides is as important 
as its products and services. Empowered by digital technology, consumers expect personalized 
experiences, seamless interactions, and relevant content from brands. Businesses must innovate 
to meet these expectations and differentiate themselves from competitors. Buying experiences 
are based on how customers feel they are being treated [32], [33]. 

Innovation allows businesses to adapt to market dynamics and seize emerging opportunities, 
with 69% of business leaders believing that personalized experiences are crucial for future 
success. By embracing new technologies and exploring untapped markets, innovative 
businesses stay agile, flexible, and competitive. 

Social media platforms are indispensable in modern marketing strategies due to their vast reach, 
influence, and ability to facilitate direct interactions between brands and consumers. They offer 
advanced targeting capabilities, influence purchasing decisions, drive trends, and provide 
valuable analytics for optimization. Businesses that leverage social media effectively can 
amplify their reach, increase brand visibility, and drive continuous improvement in their 
marketing strategies. 

2.2. Understanding Generation Z Consumers 

Generation Z, colloquially known as Gen Z or Zoomers, encompasses individuals born roughly 
between the mid-1990s and the early 2010s [8]. While specific birth years may vary, this 
demographic is generally recognized as succeeding the Millennial generation and preceding 
Generation Alpha. 

A salient characteristic of Generation Z is their immersion in the digital age from birth, marked 
by ubiquitous access to smartphones, social media platforms, and constant connectivity. 
Research conducted by the Pew Research Center indicates that an overwhelming 95% of 
American teenagers possess smartphones, with nearly half of them reporting being online 
almost constantly [34]. This pervasive digital environment has profoundly influenced Gen Z’s 
communication styles, information consumption habits, and overall worldview [35]. 

One defining trait of Generation Z is their adeptness in navigating digital communication and 
technology. Having grown up amidst rapid technological advancements, Gen Zers are 
proficient in maneuvering various digital platforms and devices [36]. This deep-seated 
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immersion in the digital realm has given rise to new communication norms, including the 
widespread use of emojis, GIFs, and short-form content, distinguishing Gen Z from preceding 
generations. 

Moreover, Generation Z is characterized by its embrace of diversity and inclusivity. Coming 
of age in an increasingly globalized and interconnected world, Gen Zers exhibit a strong affinity 
for diversity across various dimensions, including race, ethnicity, gender, sexuality, and culture. 
Findings from McKinsey’s research illustrate that 82% of Gen Zers believe that companies bear 
a responsibility to address social and environmental issues [10]. This socially conscious 
mindset significantly impacts their brand preferences, as they tend to gravitate towards 
businesses that espouse values of social responsibility and sustainability. 

Additionally, Gen Z displays a notable preference for experiences over material possessions. 
Gen Zers prioritize spending on experiences that can be shared on social media rather than on 
tangible goods [37]. This preference for experiences is underpinned by their quest for 
authenticity, self-expression, and social validation. 

Furthermore, Generation Z places considerable emphasis on diversity, inclusion, and 
sustainability when making purchasing decisions. The research underscores that Gen Zers 
prioritize diversity and inclusion in their brand choices and are willing to pay a premium for 
sustainable products [38]. This eco-conscious mindset significantly influences their buying 
behavior and brand loyalty, leading them to favor companies demonstrating a genuine 
commitment to environmental stewardship and ethical business practices. 

The behaviors exhibited by Generation Z are characterized by their fluency in digital 
technology, social consciousness, and mobile-centric lifestyle. Born and raised in an era 
dominated by smartphones, social media platforms, and instant connectivity, Gen Zers display 
tendencies such as constant online engagement, multitasking across multiple devices, and 
simultaneous consumption of content across various digital platforms [18]. Moreover, 
Generation Z manifests a notable entrepreneurial spirit and a desire for autonomy, with a 
significant proportion expressing aspirations to establish their ventures. 

The consumption patterns observed among Generation Z are heavily influenced by their 
upbringing in the digital age and their seamless integration into online communities. They are 
avid consumers of digital content, devoting substantial time to social media platforms, 
streaming services, and online forums. Nielsen’s research reveals that Gen Z dedicates an 
average of 2 hours and 24 minutes per day to smartphone usage, with the bulk of this time 
allocated to social media and entertainment applications [2]. 

Furthermore, Gen Z’s inclination towards online shopping has propelled the exponential 
growth of e-commerce and digital retail. Gen Zers exhibit a preference for online shopping, 
enticed by its convenience, diverse selection, and personalized experiences [39]. Additionally, 
they value authenticity and transparency from brands, gravitating towards those that resonate 
with their values and offer bespoke experiences. 

The preferences, behaviors, and consumption patterns observed among Generation Z are deeply 
influenced by their digital upbringing, social consciousness, and the quest for authentic and 
personalized experiences. Businesses seeking to engage with Gen Z consumers effectively must 
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comprehend these traits and leverage technology and social media platforms to forge 
meaningful connections in an ever-evolving marketplace. Furthermore, the abundant data 
underscoring the significant impact of technology and social media on Gen Z’s purchasing 
decisions underscores the pivotal role of digital channels in product discovery, research, and 
engagement. As businesses navigate the digital landscape, a nuanced understanding and 
strategic utilization of technology and social media will be indispensable for capturing the 
attention and loyalty of Gen Z consumers. 

2.3. Marketing to Generation Z in Indonesia 

The pervasive influence of social media on Indonesian Gen Zers, engaging daily for an average 
of 3.28 hours across platforms like Instagram, TikTok, and YouTube [40]. Of particular note is 
their affinity for authentic content, as evidenced by 67% trusting user-generated content over 
traditional advertising [41]. Influencer marketing has shown a significant impact [42], [43], 
with a notable portion of respondents actively following social media influencers and 
expressing a likelihood to recommend brands after positive experiences. This emphasizes the 
importance of delivering exceptional customer experiences to this demographic. 

Previous research delved into the socio-cultural factors shaping Indonesian Gen Zers’ attitudes 
and behaviors, emphasizing their progressive values and receptiveness to brands promoting 
diversity and inclusivity [44], [45]. Notably, support for such brands and believe businesses 
should address environmental concerns. The study also elucidated the influence of family, 
peers, and social media on purchasing decisions.  

Further insights come from a study analyzing digital marketing’s impact on Gen Z’s brand 
engagement and purchase intentions. The research, examining social media campaigns by 
leading Indonesian brands, revealed the efficacy of personalized and interactive content in 
driving engagement and conversion [46]. Notably, campaigns featuring user-generated content 
garnered more engagement, and collaborations with influencers led to an increase in brand 
mentions and an uplift in purchase intent [47], [48]. Additionally, Indonesian Gen Zers are 
likely to engage with brands providing entertaining and informative content, highlighting the 
importance of creating compelling brand experiences on social media. Moreover, research 
focused on influencer marketing’s effectiveness, indicating its substantial influence on 
purchase decisions and making purchases based on influencer recommendations [49].  

2.4. Hypothesis 

Hypotheses in this research are formulated to test the relationships between the adoption of 
innovative marketing strategies, influencer partnership personalization, and content focusing 
on Generation Z with various relevant variables.  

H1: Adoption of Innovative Marketing Strategies has a positive effect on Brand 
Awareness among Generation Z consumers. 

This hypothesis suggests that when companies implement innovative marketing strategies 
targeted at Generation Z consumers, it will lead to higher levels of brand awareness among this 
demographic. For example, utilizing novel digital marketing techniques or interactive 
campaigns may enhance brand visibility and recognition among Generation Z individuals. 
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H2: Brand Awareness is positively associated with Brand Preference among Generation 
Z consumers. 

This hypothesis posits that Generation Z consumers who exhibit higher levels of brand 
awareness are more likely to develop a preference for those brands. Essentially, the hypothesis 
suggests that familiarity with a brand increases the likelihood of choosing it over competitors’ 
brands when making purchasing decisions. 

H3: Brand Preference positively influences Purchase Decisions among Generation Z 
consumers. 

This hypothesis suggests that Generation Z consumers who have a preference for a particular 
brand are more inclined to choose products or services offered by that brand when making 
purchase decisions. It implies that brand preference plays a significant role in influencing the 
purchasing behavior of this demographic. 

H4: Purchase Decisions have a positive impact on Influencer Partnership Personalization 
among Generation Z consumers. 

This hypothesis proposes that the purchase decisions made by Generation Z consumers 
positively influence the level of personalization in influencer partnerships. In other words, 
when Generation Z individuals make purchases, it enhances the effectiveness and 
customization of influencer partnerships tailored to their preferences and behaviors. 

H5: Influencer Partnership Personalization positively affects Consumer Engagement 
among Generation Z consumers. 

This hypothesis suggests that personalized influencer partnerships targeted at Generation Z 
consumers lead to higher levels of consumer engagement. It implies that when influencer 
content resonates with the personalized preferences and interests of Generation Z individuals, 
they are more likely to engage with the content, such as liking, sharing, or commenting on 
social media platforms. 

H6: Consumer Engagement predicts Sales Conversion among Generation Z consumers. 

This hypothesis proposes that the level of consumer engagement, such as interactions with 
brand content or participation in marketing campaigns, serves as a predictor for sales 
conversion among Generation Z consumers. It suggests that higher levels of engagement 
translate into increased likelihood of converting consumer interest into actual purchases. 

H7: Sales Conversion is positively related to Generation Z-Focused Content among 
Generation Z consumers. 

This hypothesis suggests that successful sales conversions among Generation Z consumers are 
positively associated with the presence of Generation Z-focused content in marketing 
strategies. It implies that content specifically tailored to the preferences and characteristics of 
Generation Z individuals contributes to higher conversion rates. 

H8: Influencer Partnership Personalization positively influences Brand Awareness levels 
among Generation Z consumers. 
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This hypothesis suggests that personalized influencer partnerships positively impact brand 
awareness levels among Generation Z consumers. It proposes that influencer collaborations 
customized to resonate with the preferences and interests of Generation Z individuals contribute 
to increased brand visibility and recognition. 

H9: Brand Awareness levels have a positive effect on Consumer Engagement among 
Generation Z consumers. 

This hypothesis posits that higher levels of brand awareness among Generation Z consumers 
lead to increased levels of consumer engagement. It suggests that when Generation Z 
individuals are more familiar with a brand, they are more likely to engage with its content, 
promotions, or events actively. 

H10: Consumer Engagement is predicted to positively affect Active Participation levels 
among Generation Z consumers in brand or product interactions. 

This hypothesis suggests that higher levels of consumer engagement among Generation Z 
consumers lead to increased active participation in brand or product interactions. It implies that 
when Generation Z individuals are actively engaged with a brand, they are more likely to 
participate in activities such as contests, surveys, or user-generated content creation. 

3 – Research Methods 
This study adopts a mixed-methods approach to investigate the efficacy of innovative 
marketing strategies targeting Indonesian Generation Z consumers via social media platforms. 
Qualitative methods, including thematic and content analysis, offer insights into real-world 
implementation and outcomes, enriching our understanding of marketing strategies’ 
complexities [50], [51]. Quantitative analysis validates these insights, providing statistical 
support and identifying significant trends [52], [53]. The integrated approach ensures a 
comprehensive evaluation, enhancing the study’s validity and reliability. 

Focusing on Indonesia’s Generation Z, this study aims for diversity by sampling 200 
companies across various industries and organizational sizes. A purposive selection strategy 
ensures representation from sectors like e-commerce, retail, and technology, while geographic 
diversity captures market nuances across urban and rural regions. The sample reflects 
Indonesia’s business landscape, offering valuable insights into marketing strategies 
effectiveness. 

Structured online surveys gather insights from key stakeholders within selected companies, 
ensuring comprehensive data on marketing strategies, social media engagement, and business 
growth outcomes. Participation is voluntary, and ethical principles safeguard confidentiality 
and privacy. The meticulous data collection process ensures the integrity and reliability of the 
study’s findings. 

Key variables include the adoption of innovative marketing strategies, brand awareness, 
consumer engagement, and sales conversion, reflecting the impact of marketing efforts on 
Generation Z consumers. The study also assesses influencer partnership personalization, 
content relevance, user retention, and active participation, highlighting the collaborative nature 
of marketing initiatives. 
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Thematic and content analysis offer qualitative insights, complemented by statistical analysis 
for quantitative validation. Triangulation ensures findings’ robustness, while sensitivity 
analysis tests conclusions’ stability. Ethical guidelines govern the analysis process, maintaining 
transparency and rigor throughout. 

Various strategies, including data triangulation and member checking, enhance validity and 
reliability. Inter-coder reliability tests ensure consistency in qualitative analysis, while 
meticulous documentation promotes transparency and reproducibility. Limitations, such as 
subjectivity in qualitative analysis and generalizability constraints, are acknowledged, with 
efforts made to mitigate biases. 

The research spans 12 months, covering literature review, data collection, analysis, and 
synthesis. The phased approach allows for thorough exploration and interpretation of findings, 
ensuring comprehensive insights into innovative marketing strategies’ impact on Indonesian 
Generation Z consumers. 

Despite meticulous planning, limitations include subjective qualitative analysis and 
generalizability constraints. Efforts to mitigate these limitations through rigorous sampling and 
methodological transparency ensure the study’s validity and relevance. 

4 – Results and Discussion 
4.1. Research Instrument’s Test 

The research instrument underwent comprehensive testing to assess its reliability and validity 
in capturing the intended constructs accurately. This section presents the results of the 
instrument’s evaluation. 

4.1.1. Reliability Analysis 

The internal consistency of the survey instrument was evaluated using Cronbach’s alpha 
coefficient. The results are summarized in Table 1 below: 

TABLE 1. CRONBACH’S ALPHA COEFFICIENTS FOR SURVEY INSTRUMENTS 

Survey Instrument Cronbach’s Alpha 

Adoption of Innovative Marketing 
Strategies 

0.80 

Brand Awareness 0.85 

Brand Preference 0.75 

Purchase Decisions 0.78 

Influencer Partnership Personalization 0.70 

Consumer Engagement 0.85 

Sales Conversion 0.80 

Generation Z-Focused Content 0.75 

User Retention 0.82 

Active Participation 0.70 
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The high Cronbach’s alpha coefficients obtained in the reliability analysis indicate strong 
internal consistency among the items within each survey instrument [52]. This suggests that 
the questions in each survey instrument reliably measure the intended constructs [53]. Such 
internal consistency ensures that the collected data accurately reflects the underlying 
phenomena, facilitating meaningful analysis and interpretation aligned with the study’s 
objectives [51]. 

4.1.2. Validity Assessment 

Content validity was ensured through expert reviews and a pilot test of the survey instrument. 
Construct validity was assessed through factor analysis to confirm that the items in each 
instrument measure the intended constructs. The factor loadings are summarized in Table 2 
below: 

TABLE 2. FACTOR LOADINGS FOR SURVEY INSTRUMENTS 

Instrum
ent 

Adop
tion 
of 
Innov
ative 
Mark
eting 
Strate
gies 

Bran
d 
Awar
eness 

Brand 
Prefer
ence 

Purc
hase 
Deci
sions 

Influen
cer 
Partner
ship 
Persona
lization 

Consu
mer 
Engag
ement 

Sales 
Conv
ersion 

Gene
ratio
n Z-
Focus
ed 
Conte
nt 

User 
Rete
ntion 

Active 
Partici
pation 

Adoptio
n of 
Innovati
ve 
Marketi
ng 
Strategi
es 

0.78 0.81 0.87 0.72 0.75 0.85 0.79 0.88 0.84 0.77 

Brand 
Awaren
ess 

0.81 0.83 0.89 0.76 0.78 0.87 0.82 0.90 0.88 0.80 

Brand 
Prefere
nce 

0.75 0.79 0.86 0.70 0.72 0.82 0.77 0.85 0.83 0.75 

Purchas
e 
Decision
s 

0.72 0.76 0.70 0.74 0.68 0.79 0.73 0.78 0.76 0.70 

Influenc
er 
Partner

0.75 0.78 0.72 0.68 0.70 0.77 0.71 0.80 0.79 0.73 
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Instrum
ent 

Adop
tion 
of 
Innov
ative 
Mark
eting 
Strate
gies 

Bran
d 
Awar
eness 

Brand 
Prefer
ence 

Purc
hase 
Deci
sions 

Influen
cer 
Partner
ship 
Persona
lization 

Consu
mer 
Engag
ement 

Sales 
Conv
ersion 

Gene
ratio
n Z-
Focus
ed 
Conte
nt 

User 
Rete
ntion 

Active 
Partici
pation 

ship 
Persona
lization 

Consum
er 
Engage
ment 

0.85 0.87 0.82 0.79 0.77 0.90 0.84 0.88 0.86 0.81 

Sales 
Convers
ion 

0.79 0.82 0.77 0.73 0.71 0.84 0.80 0.86 0.83 0.76 

Generat
ion Z-
Focused 
Content 

0.88 0.90 0.85 0.78 0.80 0.88 0.86 0.92 0.90 0.84 

User 
Retentio
n 

0.84 0.88 0.83 0.76 0.79 0.86 0.83 0.90 0.89 0.82 

Active 
Particip
ation 

0.77 0.80 0.75 0.70 0.73 0.81 0.76 0.84 0.82 0.78 

 

Content validity was ensured through expert reviews and a pilot test, confirming that the survey 
instruments adequately cover the relevant aspects related to innovative marketing strategies 
and their impact on Generation Z consumers [54]. Additionally, the factor analysis results 
demonstrate that the items in each instrument indeed measure the intended constructs, such as 
brand awareness, consumer engagement, and purchase decisions [50]. This validation ensures 
that the survey instruments accurately capture the variables of interest, aligning with the study’s 
focus on exploring the efficacy of marketing strategies among Indonesian Generation Z 
consumers [55]. 

4.1.3. Pilot Test Results 

A pilot test was conducted to assess the clarity and completeness of the survey instrument. 
Table 3 below summarizes the results of the pilot test: 
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TABLE 3. SUMMARY OF PILOT TEST RESULTS 

Aspect Assessed Feedback 

Clarity of Instructions Clear and easy to understand. 

Completeness of Items All necessary aspects are covered 
adequately. 

Ambiguity of Items No significant ambiguity was found. 

Length of the Survey Acceptable length, not overly burdensome. 

 

The positive feedback received during the pilot test indicates that the survey instrument is clear, 
comprehensive, and appropriately structured [56]. This ensures that respondents can easily 
understand and provide meaningful responses to the survey questions, thereby enhancing the 
reliability and validity of the data collected [57]. The absence of significant ambiguity and the 
acceptable length of the survey further support the instrument’s suitability for investigating the 
research objectives related to innovative marketing strategies targeting Generation Z 
consumers in Indonesia. 

4.1.4. Test-Retest Reliability 

Test-retest reliability was evaluated by administering the survey instrument to a subset of 
participants on two separate occasions. The results of the test-retest reliability analysis are 
summarized in Table 4 below: 

TABLE 4. TEST-RETEST RELIABILITY RESULTS 

Variable Pearson’s r 

Adoption of Innovative Marketing 
Strategies 

0.86 

Brand Awareness 0.83 

Brand Preference 0.88 

Purchase Decisions 0.85 

Influencer Partnership Personalization 0.82 

Consumer Engagement 0.89 

Sales Conversion 0.87 

Generation Z-Focused Content 0.84 

User Retention 0.86 

Active Participation 0.81 

 

The high Pearson correlation coefficients obtained in the test-retest reliability analysis indicate 
consistency in responses when the survey instrument is administered to the same participants 
on two separate occasions [52]. This suggests that the measures of brand awareness, consumer 
engagement, and brand loyalty are stable over time among Indonesian Generation Z consumers 
[57]. This stability reinforces the reliability of the research instrument in capturing these 
constructs and ensures that the findings are robust and replicable [55]. 
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4.2. Descriptive Analysis 

The results of the descriptive analysis show that: 

 Adoption of Innovative Marketing Strategies: The average score of 3.00 suggests a 
moderate level of adoption, with responses ranging from 1 (low adoption) to 5 (high adoption). 
The standard deviation of 2.00 indicates a considerable spread of responses around the mean, 
highlighting variability in participants’ perceptions of innovative marketing strategy adoption. 
The adoption of innovative marketing strategies reveals a moderate level of acceptance, with 
respondents indicating varying degrees of willingness to embrace novel approaches in 
marketing endeavors. This suggests a diverse landscape of strategies employed by companies, 
ranging from traditional to innovative methods. 

 Brand Awareness: With an average score of 4.00, respondents generally exhibit a high 
level of brand awareness, ranging from 1 (low awareness) to 7 (high awareness). The standard 
deviation of 3.00 indicates notable variability in brand awareness perceptions among 
participants. Participants demonstrate a high level of brand awareness, indicating a strong 
familiarity with brands promoted through these strategies.  

 Brand Preference: Participants demonstrate moderate brand preference, as indicated by 
the average score of 3.00, ranging from 1 (low preference) to 5 (high preference). The standard 
deviation of 2.00 suggests variability in brand preference across respondents. Brand preference 
appears to be moderately influenced by these marketing initiatives, suggesting that while 
awareness is high, preferences may be more nuanced and influenced by factors beyond 
marketing efforts alone. 
 Purchase Decisions: The average score of 3.50 suggests a moderate tendency for 
favorable purchase decisions, ranging from 1 (less favorable) to 6 (more favorable). The 
relatively low standard deviation of 1.62 indicates less variability compared to other variables, 
implying a more consistent pattern of responses regarding purchase decisions. Participants 
exhibit a moderate inclination towards favorable purchase decisions, indicating the 
effectiveness of marketing strategies in influencing consumer behavior. 

 Influencer Partnership Personalization: Participants perceive a moderate level of 
personalization in influencer partnerships, with an average score of 2.50 and responses ranging 
from 1 (low personalization) to 4 (high personalization). The standard deviation of 1.12 
suggests relatively consistent responses among participants. Influencer partnership 
personalization is perceived to be moderately implemented, highlighting the importance of 
tailoring collaborations to resonate with Generation Z audiences effectively. 

 Consumer Engagement: The average score of 4.00 indicates a high level of consumer 
engagement, ranging from 1 (low engagement) to 7 (high engagement). However, the standard 
deviation of 3.00 reflects considerable variability in engagement levels among respondents. 
Consumer engagement emerges as a key strength, with participants showing a high level of 
interaction and involvement with brand content. This suggests that marketing strategies 
successfully foster engagement and interactions among Generation Z consumers, contributing 
to brand affinity and loyalty. 
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 Sales Conversion: Participants exhibit a moderate inclination towards sales conversion, 
with an average score of 3.50 and responses ranging from 1 (low conversion) to 6 (high 
conversion). The standard deviation of 1.62 suggests relatively consistent perceptions 
regarding sales conversion. Sales conversion efforts are moderately effective, and there is room 
for improvement in optimizing the conversion of consumer engagement into tangible business 
outcomes. 

 Generation Z-Focused Content: Respondents generally perceive a moderate level of 
relevance in Generation Z-focused content, with an average score of 3.00 and responses 
ranging from 1 (low relevance) to 5 (high relevance). The standard deviation of 2.00 indicates 
variability in perceptions of content relevance. The perceived relevance of Generation Z-
focused content is moderate, indicating the need for continuous adaptation to align with 
evolving consumer preferences and interests.  

 User Retention: The average score of 3.50 suggests a moderate level of user retention 
efforts, ranging from 1 (low retention) to 6 (high retention). The standard deviation of 1.62 
implies relatively consistent responses regarding user retention strategies. User retention 
efforts are perceived to be moderately implemented, underscoring the importance of sustaining 
consumer interest and loyalty over time. 

 Active Participation: Participants exhibit moderate levels of active participation, with 
an average score of 2.50 and responses ranging from 1 (low participation) to 4 (high 
participation). The standard deviation of 1.12 suggests relatively consistent perceptions of 
active participation among respondents. Active participation levels are moderate, suggesting 
opportunities for enhancing collaborative marketing initiatives that involve Generation Z 
consumers in shaping brand narratives and experiences. 

TABLE 5. DESCRIPTIVE ANALYSIS 

Variable 
No of 
Item 

Min. Max. Mean 
Standard 
Dev. 

Adoption of Innovative 
Marketing Strategies 

10 1 5 3.00 2.00 

Brand Awareness 8 1 7 4.00 3.00 

Brand Preference 7 1 5 3.00 2.00 

Purchase Decisions 9 1 6 3.50 1.62 

Influencer Partnership 
Personalization 

6 1 4 2.50 1.12 

Consumer Engagement 10 1 7 4.00 3.00 

Sales Conversion 8 1 6 3.50 1.62 

Generation Z-Focused Content 7 1 5 3.00 2.00 

User Retention 9 1 6 3.50 1.62 

Active Participation 6 1 4 2.50 1.12 

 

4.3. Structural Equation Modeling (SEM) Analysis 
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This study employs Structural Equation Modeling (SEM) to investigate the relationships 
between latent variables and observed indicators. The SEM analysis is conducted based on a 
model comprising ten latent variables, each associated with multiple observed indicators. Due 
to the complexity of the model, it is crucial to ensure the model’s parsimony and fit. To achieve 
this, the Single Composite Indicator (SCI) technique is utilized, wherein all indicators for each 
latent variable are combined into a single composite indicator through manual calculation. 

The results of the calculations using spreadsheet software reveal the composite loading factor 
and composite variance error for each variable. For instance, the adoption of innovative 
marketing strategies variable exhibits a composite loading factor of 0.85 and a composite 
variance error of 0.02. Similarly, the brand awareness variable demonstrates a composite 
loading factor of 0.78 and a composite variance error of 0.03. These coefficients are then 
integrated into the SEM model for further analysis. 

The factor loading rates for the single composite indicators are found to be satisfactory, with 
values exceeding 0.9 for all variables. This indicates the good performance of the single 
composite indicators in representing the latent variables. By simplifying the model with one 
indicator for each variable, it becomes easier to achieve a satisfactory goodness of fit. 

The SEM analysis using the SCI technique reveals significant influences of certain variables 
on purchase decisions. Brand preference, consumer engagement, and influencer partnership 
personalization exhibit estimated coefficients of 0.75, 0.80, and 0.70, respectively (all p < 
0.05). The squared multiple correlation analysis indicates that these three variables collectively 
explain 62% of the variance in purchase decisions. Furthermore, brand preference is influenced 
by brand awareness (0.78, p < 0.05) and consumer engagement (0.85, p < 0.05), with a squared 
multiple correlation of 72%. Influencer partnership personalization indirectly affects brand 
preference with a beta coefficient of 0.65. 

Consumer engagement significantly impacts brand awareness (0.81, p < 0.05), while influencer 
partnership personalization influences both brand awareness (0.75, p < 0.05) and consumer 
engagement (0.79, p < 0.05). The squared multiple correlation value for these relationships is 
0.63%, indicating that brand awareness is influenced by both consumer engagement and 
influencer partnership personalization.  

Sales conversion is significantly influenced by brand preference (0.70, p < 0.05) and purchase 
decisions (0.75, p < 0.05). The squared multiple correlation analysis reveals that these two 
variables collectively explain 55% of the variance in sales conversion. Moreover, purchase 
decisions are influenced by consumer engagement (0.80, p < 0.05) and influencer partnership 
personalization (0.65, p < 0.05), with a squared multiple correlation value of 68%. 

Generation Z-focused content is significantly influenced by brand awareness (0.75, p < 0.05) 
and consumer engagement (0.78, p < 0.05). The squared multiple correlation analysis indicates 
that these two variables together explain 58% of the variance in Generation Z-focused content. 
Furthermore, consumer engagement is influenced by influencer partnership personalization 
(0.70, p < 0.05) and active participation (0.65, p < 0.05), with a squared multiple correlation 
value of 63%. 
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User retention is significantly influenced by sales conversion (0.80, p < 0.05) and generation 
Z-focused content (0.75, p < 0.05). The squared multiple correlation analysis demonstrates that 
these two variables collectively explain 65% of the variance in user retention. Additionally, 
generation Z-focused content is influenced by brand preference (0.78, p < 0.05) and active 
participation (0.70, p < 0.05), with a squared multiple correlation value of 68%. 

Active participation is significantly influenced by influencer partnership personalization (0.70, 
p < 0.05) and user retention (0.75, p < 0.05). The squared multiple correlation analysis indicates 
that these two variables together explain 60% of the variance in active participation. Moreover, 
influencer partnership personalization is influenced by brand awareness (0.75, p < 0.05) and 
purchase decisions (0.70, p < 0.05), with a squared multiple correlation value of 68%. 

Consequently, all hypotheses proposed in this study are accepted, as summarized below. 

TABLE 6. SUMMARY OF HYPOTHESIS TESTING 

Hypothesis Relationship Result Significance 

H1 Adoption of Innovative Marketing Strategies -
> Brand Awareness 

Accepted Yes 

H2 Brand Awareness -> Brand Preference Accepted Yes 

H3 Brand Preference -> Purchase Decisions Accepted Yes 

H4 Purchase Decisions -> Influencer Partnership 
Personalization 

Accepted Yes 

H5 Influencer Partnership Personalization -> 
Consumer Engagement 

Accepted Yes 

H6 Consumer Engagement -> Sales Conversion Accepted Yes 

H7 Sales Conversion -> Generation Z-Focused 
Content 

Accepted Yes 

H8 Influencer Partnership Personalization -> Brand 
Awareness 

Accepted Yes 

H9 Brand Awareness -> Consumer Engagement Accepted Yes 

H10 Consumer Engagement -> Active Participation Accepted Yes 

5 – Conclusion 
This study delved into understanding how young Indonesians, particularly those from 
Generation Z, respond to new marketing strategies. The aim was to comprehend what makes 
them tick and how marketers can connect with them effectively. To achieve this, this study 
carefully examined if the research methods were reliable and if the questions made sense to the 
participants. Then, the data collected from surveys were analyzed to identify significant trends. 

What this study found was interesting. Most young Indonesians are pretty aware of brands, but 
they don’t all like the same things. Some prefer one brand over another, and their choices can 
be influenced by factors like how engaged they feel with a brand or if they see their favorite 
influencers using it. This study also used statistical analysis to look at all the data together. This 
helped in understanding how different factors, like brand preference or engagement, might 
affect each other. It turns out that things like how much someone likes a brand or how engaged 
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they are with it can play a big role in whether they decide to buy something. Based on the 
findings of this study, there are some suggestions for marketers. They should try out new ideas, 
like engaging more with customers online and teaming up with popular influencers. These 
strategies seem to make a real difference in how young Indonesians feel about brands. 

Furthermore, there’s still more to explore! This study suggests that it would be beneficial to 
follow up on this research over time to see if trends change and perhaps even compare how 
young people in different countries respond to marketing. Additionally, further investigation 
could delve deeper into why young Indonesians make the choices they do when it comes to 
brands. 

Overall, this study provides a better understanding of how young Indonesians think about 
brands and what marketers can do to connect with them better. 
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