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Abstract

The thesis aims to study the influence of generation Z on marketing strategies in Georgia. The
study aimed to investigate the main factors that affect marketing strategies. The research explores
the unique characteristics of Generation Z, their consumer behavior and how businesses can tailor
their marketing strategies to the digitally and socially savvy generation, understand their

preferences and needs, and earn their engagement.

A quantitative investigation was undertaken, encompassing structured interviews with a cohort
of 200 participants. These individuals were surveyed on a range of topics through a combination
of closed and open-ended inquiries, encompassing demographic attributes as well as their patterns

of consumer behavior.

The results showed that this demographic segment prefers brands that use social responsibility
and ethical marketing strategies. In addition, recommendations are the most important factor for
them when purchasing a product or service. They also value content that is personalized and see
more of themselves. Additionally, the short video format is a factor for marketers to consider if

they are aiming to capture the attention of Generation Z.

Key search terms are: digital, generation Z, marketing, personalized, social responsibility.



