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Abstract

In the modern digital world, the communication strategy of universities is changing radically.
In Georgia, where the education sector is undergoing a significant transformation, Ilia State
University is not adapting to Generation Z, which grew up with the Internet. This generation
eagerly awaits not only informational but also interactive and authentic communication that
responds to their values and interests. The study addresses one of the most critical challenges
that higher education institutions face: how effective is their social media communication with
Gen Z? The main focus is on Ilia State University, and all study components are related to this

higher education institution.

To achieve the set goal, the study is based on a combined research method - qualitative
interviews, quantitative surveys, and content analysis of social media pages, in particular
Facebook and Instagram. As part of the quantitative study, n=247 respondents who studied at
Ilia State University at different periods and who also belong to Generation Z by age were
interviewed. Qualitative research was conducted with n=5 Iliauni students, and content

analysis was performed based on content posted on social networks over 1 month.

The combined study aimed not only to describe existing practices but also to evaluate them
according to Gen Z expectations. The analysis revealed that Iliauni often refuses interactive,
visually appealing, and user-oriented elements that are critically important for youth

engagement.

The study revealed several important findings: Gen Z members prefer short videos, user-
generated content, and dialogical relationships with the university. Traditional informational
posts are less interesting to them and do not evoke an emotional and identity connection.
These results demonstrate the need for a fundamental rethinking of communication strategies.

Based on the results, the study calls on Iliaun to actively develop interactive forms of digital

v



communication, implement student-tailored approaches, and strengthen dialogue with Gen Z

- not only through providing information but also through sharing common values.

Keywords: Ilia State University, social media, strategic communication, Gen Z generation,

digital marketing, engagement, digital communication.
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