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Abstract

This master's thesis aims to examine the characteristics of Generation Z (Gen Z) consumer
behavior and analyze the factors influencing their online shopping decision-making process. The
relevance of the study is determined by the growing impact of digital technologies and social
media, which have significantly transformed consumer behavior and marketing communication

practices.

The theoretical framework of the thesis is based on academic literature related to consumer
behavior, digital marketing, and social media theories. The study explores the characteristics of
Gen Z as digital natives, their values, expectations, and behavioral patterns in the online
environment, as well as the influence of social media, influencer marketing, customer reviews,

and brand authenticity on purchasing decisions.

The empirical part of the research was conducted using a quantitative methodology through an
online survey questionnaire. The analysis of the collected data revealed that social media serves
as one of the most important channels for information acquisition and brand interaction among
Gen Z consumers. The findings indicate that online purchasing decisions are significantly
influenced by customer reviews, peer recommendations, brand image and -credibility,
personalized offers, and the quality of digital communication. Furthermore, the study
demonstrates that Gen Z consumers strongly prefer authentic, transparent, and interactive
communication, making these factors essential components of effective contemporary marketing

strategies.

The findings of the research provide practical implications for marketing and public relations
professionals, as well as for organizations seeking to establish effective and long-term relationships
with Generation Z consumers. In addition, the study contributes to a deeper understanding of
contemporary consumer behavior and provides a foundation for future academic research in this

field.



Keywords: Generation Z (Gen Z), Consumer Behavior, Online Shopping, Social Media, Digital

Marketing, Marketing Communications, Loyalty, Brand Image.
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