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Abstract: Problem. Clothing retailers and online brands targeting Generation Z consumers face growing challenges in
converting high social media engagement into actual purchasing behaviour. This study examines the impact of innovative
marketing strategies on the purchasing behaviour of Generation Z in Mthatha, specifically regarding clothing products.
Aim. This study aims to quantify the direct and indirect effects of social media engagement, influencer marketing, and
personalised content on the purchasing decisions of Generation Z consumers (aged 18-25) in the Mthatha region, with
the goal of providing empirically grounded recommendations for clothing retailers. Methods. A quantitative research
design was employed, utilising convenient and purposive sampling strategies, targeting a population of Walter Sisulu
University (WSU) students in Mthatha, aged 18 to 25. The dependent variable is Generation Z Purchasing Behaviour
(GPB), with independent variables including the Use of Social Media Platforms (USM), Integration of Influencer
Marketing (IIM), and Personalisation of Content and Offers (PCO). Data was collected from 205 students on
the Mthatha campus who frequently shop online for clothing. Analysis was conducted using Smart PLS 4 and SPSS
software, with structural equation modelling to explore relationships between the variables. Results. Findings
revealed that while the use of social media platforms had a minor positive effect on purchasing behaviour, the inte-
gration of influencer marketing and the personalisation of content and offers significantly and positively influenced
Generation Z’s purchasing decisions. Conclusion. The results suggest that beyond merely relying on social media,
the strategic integration of influencer marketing and personalised marketing content are key drivers of Generation Z
purchasing behaviour.
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INTRODUCTION

Relevance

The fashion industry has always been variable; it has to
constantly reinvent itself to keep up with changing trends and
global events. In the rapidly evolving landscape of the clothing
industry, traditional marketing approaches may no longer ef-
fectively capture the decisions of Generation Z consumers [1].
With their unique characteristics and preferences shaped by
a digital-native upbringing, as said by previous research [1],
studying and comprehending how creative marketing tech-
niques affect Generation Z’s clothing product buying habits is
becoming increasingly important. With its traits and tastes,
Generation Z constitutes a sizable market segment, there is
a lack of comprehensive research investigating the effective-
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ness of marketing strategies tailored to this demographic group
[2]. As a result, marketers, fashion brands and retailers struggle
to develop and implement targeted marketing approaches that
effectively engage and influence Generation Z consumers in
their purchasing decisions.

Literature Review

The literature reviews Generation Z as people born be-
tween 1995 and 2010, unlike other generations [1; 2]. Alt-
hough Generation Z is more receptive to communication
patterns than earlier generations, they tend to have more
consummators and lack short-term planning and cognitive
processes [1]. Generation Z is obsessed with the internet
and has never known a world without social media and dig-
itisation [3]. As defined in recent research [3], social media
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is any electronic service that enables internet users to create
and share various goods online. Over two-thirds of Gen Z
high school and university students use social media regu-
larly, regarding the e-lifestyle of Generation Z. The con-
sumer behaviour of Generation Z has altered over the past
ten years because of this significant online presence, with
firms constantly changing their social media profiles to
cater to the younger generation [1].

This study draws on the Technology Acceptance Model
(TAM) to explain how Generation Z consumers in Mthatha
engage with digital marketing and online shopping plat-
forms. TAM posits that perceived usefulness and perceived
ease of use shape users’ attitudes and behavioural intentions
toward technology adoption [4]. In this study, the use of
social media platforms (USM), influencer marketing (IIM),
and personalised content (PCO) are conceptualised as fac-
tors that enhance perceived usefulness, trust, and relevance
in online clothing purchases. Recent studies confirm that
perceived usefulness and trust significantly influence online
purchasing behaviour, particularly among digitally native
consumers [4]. However, existing applications of TAM
largely focus on general e-commerce adoption and do not
sufficiently explain how specific innovative marketing
strategies shape purchasing behaviour among Generation Z
in smaller, under-researched contexts such as Mthatha. This
indicates a need for context-specific empirical analysis.

The Uses and Gratification Theory (UGT) explains how
individuals actively select media to satisfy their needs [5;
6]. The concept of the functions that media serve for audi-
ences was introduced in earlier research, while subsequent
studies identified the gratifications individuals derive from
media consumption [6; 7]. Previously, UGT explained how
people use media and communication sources to satisfy
their psychological and social needs. Theoretically and
from a media viewpoint, the uses and gratifications theory
offers a way to understand better consumers’ attitudes and
intentions regarding using the Internet as a buying channel
[5]. According to this theory, people choose media and oth-
er communication channels to fulfil their needs and desires
[5]. Uses and Gratifications Theory is relevant to this study
because it will assist Generation Z in understanding

Use of Social Media
Platforms

Integration of Influencer
Marketing

Personalisation
of Content an Offers

their media preferences by helping to identify their specific
platforms to find quality clothing products and great con-
tent creators with unique clothes. Additionally, this theory
can assist marketers in creating creative marketing plans
that successfully speak to the distinct demands and beliefs
of Generation Z, which will ultimately influence consumer
behaviour and brand loyalty in the clothing industry. How-
ever, while UGT explains media engagement, it does not
fully account for how such engagement translates into actu-
al purchasing decisions, particularly within local contexts
characterised by distinct socio-economic conditions.

Integrating TAM and UGT enables this study to address
this gap by examining how technology acceptance and me-
dia gratifications jointly influence Generation Z purchasing
behaviour in Mthatha’s clothing. Despite the growing im-
portance of Generation Z as a consumer group, there is
a gap in knowledge regarding the effectiveness of innova-
tive marketing strategies in influencing their purchasing
behaviour for clothing [1; 3].

This study aims to quantify the direct and indirect ef-
fects of social media engagement, influencer marketing,
and personalised content on the purchasing decisions of
Generation Z consumers (aged 18-25) in the Mthatha re-
gion, with the goal of providing empirically grounded rec-
ommendations for clothing retailers.

Conceptual Framework and Hypothesis Development

The conceptual model in Fig. 1 above was developed by
the researcher based on the empirical literature on innovative
marketing strategies and Generation Z purchasing behaviour
[1-3]. This model was developed to position Use of Social
Media Platforms (USM), Integration of Influencer Marketing
(IIM), and Personalisation of Content and Offers (PCO) as
independent variables influencing Generation Z Purchasing
Behaviour (GPB), based on prior empirical evidence [3; 7-9].
The study adopts a positivist paradigm with a quantitative,
deductive approach, where hypotheses (H1-H3) derived from
existing theory are empirically tested using statistical analysis.

HI1: There is a positive relationship between the usage
of social media platforms and Generation Z purchasing
behaviour of clothing products in Mthatha.

Generation Z
Purchasing Behaviour

Fig. 1. Conceptual Model
Puc. 1. Konyenmyanonas mooens
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H2: There is a positive relationship between integrating
influencer marketing and Generation Z purchasing behavior
of clothing products in Mthatha.

H3: There is a positive relationship between the person-
alization of content and offers and Generation Z’s purchas-
ing behavior of clothing products in Mthatha.

METHODOLOGY

Population and Sampling

The target population for this study comprised 2.107
undergraduate and postgraduate students at Walter Sisulu
University (WSU), Mthatha campus, specifically those
within the Generation Z age group (18-25 years). This
group was selected due to their high likelihood of engaging
in online clothing purchases. The sample size was deter-
mined using the RaoSoft calculator, with a 5 % margin
of error, 95 % confidence level, and 50 % response distribu-
tion, resulting in sample of 326 respondents. Participants
were recruited through convenience and purposive sam-
pling among WSU students registered for the 2024 academ-
ic year. Ethical considerations were strictly adhered to,
including informed consent, confidentiality, anonymity, and
the right to withdraw at any stage. The demographic char-
acteristics of the respondents are presented in Table 1.

Data Collection Procedure

Data collection was conducted between May and July
2024. An online Google Forms questionnaire was distribut-
ed electronically through student WhatsApp groups, emails,
and direct sharing among students on campus. Participation
was voluntary, and respondents were selected based on their
experience with online clothing shopping. A total of
326 questionnaire invitations were distributed, of which
205 complete responses were successfully collected and
used for analysis. A response rate of 62.9 % was considered
adequate for statistical analysis and consistent with
acceptable response rates in survey-based research [10].

Measures

The measurement items were adapted from previously
validated scales to suit the context of online clothing pur-
chases among Generation Z consumers in Mthatha. Minor
wording modifications were made to improve contextual
relevance, while preserving the original meaning of
the constructs. The adapted measurement items and their
corresponding sources are presented in Table 2. The study’s
instruments were measured using a five-point Likert scale,
where 1 represents strongly disagree, and 5 represents
strongly agree. A pilot study yielded Cronbach’s alpha val-
ues above 0.70, indicating acceptable internal consistency.

Table 1. Demographic and internet access characteristics of respondents (N=205)
Taonuya 1. Xapaxmepucmuku pecnoHOeHmos no oemocpaguieckum noxkazamensam u oocmyny k cemu Mumepnem (N=205)

Characteristic Category Frequency Percentage (%)
Male 54 26.3
Gender

Female 151 73.7
18-20 49 23.9
Age 21-23 79 38.5
24-25 77 37.6
Diploma 100 48.8
Qualification Degree 76 37.1
Postgraduate 29 14.1
Black 197 96.1
White 1 0.5

Racial Group
Indian 3 1.5
Coloured 4 2.0
Always 149 72.7
Internet Access Sometimes 55 26.8
Never 1 0.5

Note. Percentages may not total 100 due to rounding.

IIpumeuanue. Benedcmaue okpyanenust OmoenbHbix nokasameietl ux oouwas cymma mooicem ne cosnaoams co 100 %.
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Table 2. Measurement instruments. Authors own compilation of measurement items (2024)
Taonuya 2. Hncmpymenmapuii usmepenus. Asmopckas paspabomxa nynkmog usmeperus (2024)

Measurement instrument

Adopted from
(Source)

Items

Use of Social Media
Platforms (USM)

(Raza et al., 2022)

. I rely on social media platforms to stay updated on fashion trends

and clothing brands.

. Social media platforms are my primary source of information when

considering online clothing purchases.

. I frequently use social media platforms to search for clothing products.
. I use social media platforms to compare different clothing brands

before making a purchase.

. I engage with fashion-related content (e.g., likes, shares, comments)

on social media platforms

Integration of Influencer
Marketing (IIM)

(Raza et al., 2022;
Kadekova
& Holiencinova, 2018)

. Social media influencers influence my decisions when purchasing

clothing online.

. I trust recommendations made by influencers regarding clothing

products.

. I am more likely to purchase clothing products endorsed by influencers

1 follow.

. Influencers’ reviews increase my confidence in purchasing clothing

products online.

. I consider influencers’ opinions more reliable than traditional

advertisements when buying clothing

Personalization of Content
and Offers (PCO)

(Benlian, 2015;
Chandra et al., 2022)

. I receive clothing recommendations online that match my personal

preferences.

. Personalized advertisements make it easier for me to choose clothing

products.

. I prefer online stores that tailor their content and offers to my needs.

Generation Z purchasing
behaviour (GPB)

(Punyatoya, 2014;
Raza et al., 2022)

. I trust influencer marketing and product endorsements from social

media personalities.

2. I plan to purchase products that are promoted on social media.
3. I will buy products that are advertised on social media

Data analysis approach

Data analysis was conducted using IBM SPSS and
SmartPLS software. Descriptive statistics were used to
summarise respondent characteristics, while inferential
statistics were employed to test the hypothesised rela-
tionships. The study utilised Partial Least Squares Struc-
tural Equation Modelling (PLS-SEM) to analyse the da-
ta. PLS-SEM is particularly appropriate when the objec-
tive is theory development and prediction rather than
theory confirmation [11; 12].

Assessment of the measurement model

As shown in Table 3, the Cronbach’s alpha values
ranged from 0.675 to 0.771, while composite reliability
(tho c) values ranged from 0.787 to 0.855. Although
a Cronbach’s alpha value of 0.70 is generally recommended
for established scales [13], values between 0.60 and 0.70
are considered acceptable in exploratory research and stud-
ies employing PLS-SEM [11; 12]. The construct “Use of
Social Media Platforms” produced a Cronbach’s alpha
value of 0.675 and a composite reliability value of 0.787.
Given that the composite reliability exceeded the recom-
mended threshold of 0.70 and the study adopts a predictive
PLS-SEM approach, the construct was considered suffi-
ciently reliable for further analysis.

The AVE values ranged from 0.423 to 0.664. Although
the AVE for Use of Social Media Platforms (0.423) was
below the recommended threshold of 0.50, the construct
was retained because its composite reliability (0.787) ex-
ceeded the minimum acceptable value of 0.60. Therefore,
the reliability and convergent validity of the measurement
model were considered acceptable.

Table 4 presents the Fornell-Larcker criterion results for
assessing discriminant validity. The square root of the AVE
for each construct exceeded its correlations with all other con-
structs, indicating that each construct shares more variance
with its own indicators than with other constructs in the model.
For example, the square root of the AVE for Generation Z’s
Purchasing Behaviour (0.801) exceeded its highest correlation
with another construct (0.572), while the square root of
the AVE for Use of Social Media Platforms (0.654) exceeded
its highest correlation (0.468). These findings provide evidence
that the constructs are empirically distinct and support the es-
tablishment of discriminant validity. This conclusion is further
supported by the HTMT and cross-loadings results, which also
met the recommended thresholds.

Discriminant validity was further assessed using the He-
terotrait-Monotrait Ratio (HTMT). A conservative threshold of
0.85 was adopted to assess discriminant validity [14].
As shown in Table 5, all HTMT values ranged from 0.442
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Table 3. Cronbach's Alpha and Composite reliability outcome.
Author’s own compilation based on SmartPLS 4 output (2026)
Taénuya 3. 3uauenus ko3gpuyuenma arvpa-Kponbaxa u cocmasHotl HAOEICHOCMU.

Cocmaeneno agmopom no pesynvmamam sviuucienuii 8 SmartPLS 4 (2026)

Constructs Cronbach’s Composite reliability | Composite reliability | Average variance
alpha (rho_a) (rho_c) extracted (AVE)

Generation Z’s purchasing behaviour 0.722 0.723 0.843 0.641

Integration of influencer marketing 0.771 0.780 0.845 0.524

Personalisation of content and offers 0.748 0.761 0.855 0.664

Use of social media platforms 0.675 0.677 0.787 0.423

Table 4. Fornell-Larcker Criterion output
Taonuya 4. Pesynomamul kpumepus ouenna-Jlapkepa

Generation Z’s Integration Personalisation Use
Constructs purchasing of influencer of content of social media
behaviour marketing and offers platforms
Generation Z’s purchasing behaviour 0.801
Integration of influencer marketing 0.572 0.724
Personalisation of content and offers 0.400 0.442 0.815
Use of social media platforms 0.327 0.468 0.381 0.654

Table 5. Construct Correlation Matrix (HTMT)

Taonuya 5. Mampuya xoppenayuii koncmpykmog (kpumepuiit HTMT)

Generation Z’s Integration Personalisation Use
Constructs purchasing of influencer of content of social media
behaviour marketing and offers platforms
Generation Z’s purchasing behaviour 1.000
Integration of influencer marketing 0.572 1.000
Personalisation of content and offers 0.400 0.442 1.000
Use of social media platforms 0.327 0.468 0.381 1.000

to 0.748, which are below the recommended threshold of 0.85,
thereby confirming discriminant validity among all constructs.
Additionally, the cross-loadings criterion was satisfied, as each
indicator loaded highest on its intended construct.
Discriminant validity was further assessed using
the cross-loadings criterion. The results showed that all indica-
tors loaded highest on their respective constructs compared to
all other constructs. For example, the loadings for Integration
of Influencer Marketing ranged from 0.616 to 0.776, while
the loadings of these indicators on other constructs were sub-
stantially lower. Similar patterns were observed for Generation Z
Purchasing Behaviour, Personalization of Content and Offers,
and Use of Social Media Platforms. These findings confirm

that each indicator shares greater variance with its intended
construct than with other constructs, thereby satisfying
the cross-loadings criterion for discriminant validity.

RESULTS

Descriptive Statistics

Table 6 presents the descriptive statistics, including
mean values and standard deviations, for all the research
constructs and their respective measurement items. These
statistics provide an overview of respondents’ perceptions
and the distribution of responses across the study variables.
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Table 6. Descriptive Statistics
Taonuua 6. Onucamenvras cmamucmuxa

Research construct Mean Standard Deviation
USM 3.784 1.060
M 3.695 0.972
PCO 3.862 0.937
GPB 3.369 1.076

The descriptive results indicate generally positive re-
sponses across all constructs, with relatively higher agree-
ment for Personalisation of Content and Offers (PCO) com-
pared to the other variables. Overall, the findings show
moderate variability and acceptable response consistency,
supporting the suitability of the data for further analysis.

Structural Equation Modelling

The structural model examined the direct effects of so-
cial media platforms, influencer marketing, and personali-
sation on Generation Z purchasing behaviour. Prior to as-
sessing the structural model, multicollinearity was exam-
ined using Variance Inflation Factor (VIF) values. All VIF
values indicated the absence of multicollinearity issues.

Fig. 2 displays the path coefficients (values in the arrows
between variables) for the three hypotheses that were tested.
Using t-statistics and p-values, the significant levels were eval-
uated. The coefficient of determination (R?) for Generation Z
purchasing behaviour was 0.355, indicating that the use of
social media platforms, integration of influencer marketing,
and personalisation of content and offers collectively explain
35.5 % of the variance in Generation Z purchasing behaviour.

Hypotheses are significant at 95 % or higher signifi-
cance level (>95 %) or p<0.05. The t-statistics value must
be higher than 1.96 for a relationship to be acceptable.
The path coefficients and proposed hypotheses are shown first,
followed by t-statistics and p-values, which show the de-
gree of importance of the hypothesised correlations. Based
on the findings, the final column indicates whether the hy-
pothesis is supported. The degree of correlation between
the independent and dependent constructs is shown by
the route coefficient [11; 12]. After testing the p-values, it was
discovered that two of the three proposed hypotheses were
significant at p<0.05, and the USM’s proposed hypothesis
was insignificant at p>0.05 but positively affected GPB.

As shown in Table 7, H2 and H3 are supported while H1 is
not supported. The Integration of Influencer Marketing shows
the strongest significant positive effect on Generation Z pur-
chasing behaviour, followed by Personalisation of Content and
Offers, both demonstrating statistically significant relation-
ships. In contrast, the Use of Social Media Platforms does not
show a significant effect on purchasing behaviour, indicating
that it is not a direct predictor in this model.

DISCUSSION

First, the results indicate that the use of social media
platforms has a positive but statistically insignificant effect
on Generation Z purchasing behaviour. Although a positive

path coefficient (=0.037) was observed, the relationship
was not significant (t=0.504; p=0.615). This finding partial-
ly supports previous research that identifies social media as
an important source of information for Generation Z con-
sumers [3]. However, unlike studies that found a direct pos-
itive influence of social media engagement on purchase
intentions, the present study suggests that social media plat-
forms may primarily serve as channels for product discov-
ery and information gathering rather than direct purchase
drivers. This finding may be explained by concerns relating
to online fraud, misinformation, identity theft, and the cred-
ibility of online sellers, which continue to affect consumer
trust in digital environments [3; 15; 16]. In the context of
Mthatha, where consumers may exercise greater caution
when making online purchases, trust-related concerns may
weaken the direct influence of social media platforms on
purchasing decisions. Therefore, while social media
remains an important communication channel, its effective-
ness may depend on the credibility and trustworthiness of
the information presented.

Second, the findings reveal that influencer marketing inte-
gration has a significant positive effect on Generation Z pur-
chasing behaviour ($=0.478; t= .787; p<0.001). This was
the strongest predictor among the three marketing strategies
examined. The results are consistent with previous studies that
found influencer marketing to be highly effective in shaping
consumer attitudes and purchase decisions among younger
consumers [8; 17; 18]. Similar to these studies, the present
research demonstrates that Generation Z consumers place con-
siderable value on recommendations and product endorse-
ments from influencers whom they perceive as authentic, re-
latable, and trustworthy. However, this study extends existing
literature by demonstrating that influencer marketing exerts
a stronger influence on clothing purchase behaviour than gen-
eral social media platform usage in the Mthatha context. This
finding suggests that consumers may place greater trust in per-
sonalised recommendations from influencers than in promo-
tional content directly disseminated by brands. The strong
influence of influencer marketing may also reflect the im-
portance of social proof and peer influence in Generation Z
purchasing decisions.

And third, the findings also show that personalised con-
tent and offers significantly influence Generation Z pur-
chasing behaviour ($=0.174; t= 1.985; p=0.047). This find-
ing supports previous research which argues that personal-
ised marketing enhances consumer engagement by providing
relevant content that aligns with individual preferences and
interests [9; 19]. The results suggest that consumers are
more likely to respond positively to marketing messages
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Fig. 2. Structural Equation Model
Puc. 2. Mooenv cmpykmypHo2o0 ypaeHenus.

Table 7. Path Analysis Results
Taonuua 7. Pe3ynomamul nymegozo ananuza

Hypothesised relationship Hypothesis Path coefficient () T-statistics P-value Outcome
USM>GPB H, 0037 0.504 0615 Insignificant
& not supported
IM>GPB Significant
H, 0.478 5.787 0.000 & supported
PCO>GPB H, 0.174 1.985 0.047 Significant
& supported

Note: GPB is Generation Z purchasing behaviour;, USM is Use of social media platforms; IIM is Integration influencer marketing

and PCO is Personalisation of content and offers.

IIpumeuanue: GPB — noxynamenvckoe nogedenue noxonenusi Z;, USM — ucnonv3osanue niamgopm coyuanvuuix cemeii;
1IM — unmeepayus mapxemunea eruanus; PCO — nepconanusayus KOHmeHma u npeoarodceHuil.

that are tailored to their needs and shopping behaviours.
The significance of personalisation further indicates that
Generation Z consumers value customised experiences and
expect brands to understand their preferences. The findings
therefore reinforce the growing importance of data-driven
marketing strategies in the contemporary retail environment.
Overall, the study highlights that influencer marketing
and personalisation are key drivers of Generation Z cloth-
ing purchase behaviour in Mthatha. Marketers should there-
fore prioritise these strategies to enhance consumer en-
gagement and improve purchase outcomes. The results of
this study show that while social media platforms play
a role in Generation Z’s clothing purchase behaviour in
Mthatha, trust and security issues limit their direct impact.
However, the strong influence of influencer marketing
highlights the need for fashion brands to collaborate with
credible local influencers to drive engagement. Additional-

ly, personalised content and offers significantly impact pur-
chasing decisions, suggesting that retailers must focus on
delivering tailored shopping experiences to effectively con-
nect with Generation Z consumers.

Theoretical implications

The findings of this study contribute to the theoretical un-
derstanding of Generation Z consumer behaviour by providing
empirical support for the Technology Acceptance Model
(TAM) and Uses and Gratifications Theory (UGT). The signif-
icant positive influence of influencer marketing and personal-
ised content on purchasing behaviour suggests that Generation Z
consumers are more likely to engage with marketing strategies
that they perceive as useful, relevant, and beneficial, which is
consistent with the core principles of TAM [4; 20]. The results
indicate that when marketing content is tailored to consum-
ers’ preferences and delivered through trusted influencers,
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it enhances the perceived usefulness of the information and
positively influences purchase decisions.

Furthermore, the findings support UGT by demonstrat-
ing that Generation Z consumers actively use digital media
platforms to satisfy specific needs, such as information
seeking, social interaction, entertainment, and product eval-
uation [5]. The strong influence of influencer marketing
suggests that consumers derive value from influencer-
generated content because it fulfils their need for authentic
product information and peer recommendations. However,
the insignificant relationship between social media platform
usage and purchasing behaviour indicates that merely using
social media does not automatically translate into purchase
decisions. Instead, consumers appear to be selective in
the content they engage with, suggesting that gratification is
obtained from credible and relevant content rather than
from platform usage alone.

Therefore, this study extends the application of TAM and
UGT within the context of fashion retail marketing by demon-
strating that the effectiveness of innovative marketing strate-
gies depends not only on consumers’ access to social media
platforms but also on the perceived usefulness, relevance, and
gratification derived from the content delivered through those
platforms. These findings contribute to the growing body of
literature on Generation Z consumer behaviour in emerging
market contexts such as South Africa.

Practical Implications

Given the strong influence of influencer marketing,
clothing retailers should prioritise partnerships with credi-
ble influencers who possess strong relationships with their
audiences. Such collaborations can enhance brand trust,
increase consumer engagement, and positively influence
purchasing decisions. The significant effect of personalised
content and offers further suggests that retailers should in-
vest in customer analytics and digital technologies that ena-
ble the delivery of tailored promotions, recommendations,
and shopping experiences.

Although social media platform usage was not found to
significantly influence purchasing behaviour directly, social
media remains an important channel for communication
and product discovery. Retailers should therefore focus on
improving trust and credibility within social media envi-
ronments. Platforms such as Instagram and Facebook could
implement stronger verification systems for influencers and
retailers to reduce fraudulent activities and increase con-
sumer confidence. By addressing trust and security con-
cerns, businesses may improve the effectiveness of social
media marketing efforts among Generation Z consumers.

Limitations

Several limitations of this study should be considered
when interpreting the findings:

1. Sampling and generalisability. The study employed
purposive sampling and focused on a single university
campus in Mthatha. The sample was predominantly female
(73.7 %), which limits the generalisability of the results to
broader and more gender-balanced populations of Genera-
tion Z consumers.

2. Cross-sectional design. The study used a cross-sec-
tional design, which prevents causal inference. The identi-
fied relationships should be understood as associations
rather than causal effects.

3. Omitted control variables. The model did not include
control variables such as income, online shopping frequen-
cy, or prior purchasing experience, which may also influ-
ence Generation Z purchasing behaviour.

4. Measurement limitations. The Average Variance Ex-
tracted for the “Use of Social Media Platforms” construct
was 0.423, falling below the conventional threshold of 0.50
[11]. Although composite reliability for this construct was
satisfactory (0.787), the low AVE indicates limited conver-
gent validity. Consequently, findings involving this con-
struct should be interpreted with caution.

5. Future research directions. Future research would
benefit from refining the USM scale, diversifying the sam-
ple, and employing longitudinal or experimental designs to
strengthen causal inference.

CONCLUSION

This study examined the influence of social media us-
age, influencer marketing integration, and content personal-
isation on Generation Z clothing purchase behaviour in
Mthatha. The findings indicate that two of the three hypoth-
eses were supported, while one was not:

—H1 (Use of social media platforms and Generation Z
purchasing behaviour) was not supported (=0.037; t=0.504;
p=0.615), indicating that social media platforms alone have
an insignificant direct effect on purchase behaviour.

—H2 (Integration of influencer marketing and Generation
Z purchasing behaviour) was supported (=0.478; t=5.787;
p=0.000), demonstrating that influencer marketing is a strong
driver of purchase decisions among Generation Z.

— H3 (Personalisation of content and offers and Genera-
tion Z purchasing behaviour) was supported (f=0.174;
t=1.985; p=0.047), suggesting that tailored content enhanc-
es engagement and positively influences purchases.

Overall, the study highlights that influencer marketing
and personalised content are key determinants of Genera-
tion Z clothing purchase behaviour. While social media
platforms serve as channels for product discovery, their
direct impact is limited unless complemented by credible
influencer engagement and targeted content. These results
provide practical implications for marketers: to effectively
engage Generation Z, fashion brands should prioritise col-
laborations with trusted influencers and deliver personal-
ised shopping experiences. By focusing on these strategies,
retailers can enhance customer engagement and drive pur-
chase outcomes in this consumer segment.
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Annomayusn: Tpo6aema. Po3HUUHBIE NPOJABIBI O/ICXK/bI U HHTEPHET-OpEH/Ibl, OPUCHTUPOBAHHbIE Ha MOTpeOHUTENeit
TIOKOJIEHUS Z, CTAJIKUBAIOTCS C PACTYIIUMH TPYAHOCTSIMH IIPH NPEOOPa30BaHNUH BBICOKOH aKTHBHOCTH B COLMAJIBHBIX Ce-
TSX B peaJibHOE IOKYIaTeNIbCKOE TOBEJCHHE. B 1aHHOM HCClleIOBaHUN paccMaTpUBAETCs BIMSHUE MHHOBAIIMOHHBIX Map-
KeTHHIOBBIX CTPaTernii Ha MOKYNAaTeIbCKOE IOBEAEHHUE IMOKOJIeHHs Z B MTare, B 4acTHOCTH, B OTHOIICHHH OZEXKIBI.
Hean. KomnyecTBEHHO OIEHUTH NPSMOE W KOCBEHHOE BIIMSHUE aKTHBHOCTH B COLMANBHBIX CETSAX, MAPKETHHTA BIIMSHUS
1 TIEPCOHAIM3MPOBAHHOTO KOHTEHTAa Ha IOKYIATEIbCKUE pelleHus] noTpedureneii nokonenus Z (B Bo3pacre 18-25 ser)
B perruoHe MraTbl, YTOOB! MPEAOCTABUTH SMIIMPUYECKH 000CHOBAHHBIE PEKOMEHIALNH [Tl PO3HUYHBIX MPOJABLOB OJI€XK-
nel. Metonbl. BputH MCHONB30BaHBI KOMHMYECTBEHHBIE METONBI MCCIENOBAHMSA C HPHUMEHEHHEM CTpaTeTHH ymoOHOM
W TIpeIHaMepeHHON BBIOOPKH. lleneBoii rpynmoi sIBISTUCH CTYNEeHThl YHuBepcutTeTa Yonrepa Cucyny (WSU) B Mrare
B Bo3pacTe oT 18 10 25 mer. 3aBucuMas nepeMeHHas — MOKymnarelabckoe noseneHnue nokonenus: Z (GPB), HezaBucumbie
MIepEeMEHHBIE BKIIIOYAIOT MCIIONIb30BaHKe IaTthopM commanbHbIx ceteil (USM), naTerpanuio Mapkeruara siaustaus (1IM)
U TiepcoHanm3aIuio KoHTeHTa u npempioxkernit (PCO). lanusie cobpansl ot 205 cTyneHTOB kammyca B MTare, KOTOpbIe
4acTO COBEPIIAIOT MOKYNKH OJEKABI OHJIAHH. AHANINW3 MPOBOIWICS C MCHONb30BaHMEM mporpamM Smart PLS 4 u SPSS,
C MOJICJIMPOBAHNMEM CTPYKTYPHBIX YPaBHEHHUH JUIs N3y4YeHUs B3aMMOCBS3€il MeXIy nepeMeHHbIMU. Pe3yabTarsl. Boissie-
HO, 9TO HCIOJNB30BaHME IJIaTGOPM COLMAIBHBIX CETEH OKa3bIBAET HE3HAUUTEIHHOE MOJIOKUTENBHOE BIMSIHUE HA MOKYTIa-
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TEJILCKOE MTOBEACHHE, TOTa KaK MHTErpalys MapKETHHTA BIMSHHS U IEPCOHATIN3AIMS KOHTEHTA U MIPEATIOKCHUI 3HAYNMO
U TIOJIOKHUTEIBHO BIUSIOT Ha MOKYNATEIbCKUE PEIICHHS MOKOIEHHS Z. 3aKjadeHue. Pe3ynbTaTsl MO3BOISIOT MPEITIONO-
KNTb, YTO IOMUMO MPOCTOTO HCIOIB30BAHMUSI COLMANIBHBIX CETEH, CTPAaTETHIECKasi MHTETPALsl MapKETHHIa BIMSHUS U TIePCOo-
HAJIM3MPOBAHHOTO MAPKETHHTOBOTO KOHTEHTA SIBIIIOTCS KITFOYEBBIMU JpaiiBepaMy TOKYIATENbCKOTO TOBEACHUSI TIOKONICHUS Z.
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