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Abstract 

This study investigates the influence of social media content on Gen Z students' purchasing decisions in e-commerce. The 

problem is how significantly social media—through promotional content, influencers, and short videos—affects the 

behavior of Gen Z consumers. Using a descriptive quantitative method, data were collected from 30 students at 

Universitas Citra Bangsa using a closed-ended questionnaire. The results indicate that 86.6% of students use social 

media frequently, 70% often see promotional content, and 50% are influenced by short-form videos and testimonials. The 

findings confirm that decision-making is shaped by engaging and trustworthy content, such as influencer 

recommendations and viral trends. Thus, social media plays a central role in shaping purchasing behavior among Gen 

Z students. 
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INTRODUCTION 

The advancement of digital technology 

has brought about major changes in people's 

consumption patterns, especially in generation Z. 

This generation is very close to technology and 

relies on social media in many aspects of life, 

including in shopping decisions. In the context of 

e-commerce, social media is the main means of 

promotion and product information used by 

companies to reach the young target market. 

Previous studies, such as by Prasetyo and 

Rahma (2021), show that Gen Z is highly 

influenced by visual content and digital 

testimonials in determining product choices. In 

addition, according to Kotler and Keller (2016), 

consumer behavior is highly influenced by 

social, cultural, and psychological factors that are 

often mediated by digital media. Therefore, this 

study is important to explain how social media 

shapes the digital shopping patterns of the 

younger generation. 

The purpose of this study is to determine 

how much influence social media has on Gen Z 
students' purchasing decisions in the e-commerce 

realm. 

 

METHOD 

This type of research is quantitative 

descriptive with a survey approach. The subjects 

of the study were 30 students of the Informatics 

Education Study Program, Citra Bangsa 

University consisting of semesters 2, 4, and 6, 10 

people each. The data collection technique was 

carried out using a closed questionnaire on a 

Likert scale of 15 questions. 

Data analysis techniques are carried out 

by calculating the frequency distribution and 

percentage for each answer, then analyzing it 

descriptively to see the tendencies and response 

patterns. 

 

RESULTS AND DISCUSSION 

The results of the questionnaire showed that: 

1. 86.6% of respondents use social media 

frequently to very frequently. 

2. 70% of respondents often see product 

promotions on social media. 

3. 56.6% stated that they had quite a bit of 

trust in influencers. 

4. 60% are influenced by short video 

content (TikTok, Reels). 

5. 63.3% always look for 

reviews/testimonials before purchasing a 

product. 

These findings show that digital elements such as 

visual content, testimonials, and a personal 
approach have a strong appeal to Gen Z. In 

visualizing the results, here is a summary 

diagram of the findings: 
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Figure 1. Diagram of the Influence of Social 

Media Content on Shopping Decisions 

 

This finding is in line with a study by Hollebeek 

& Macky (2019) which shows that engaging 

digital content significantly drives interaction 

and shopping decisions. 

 

CONCLUSION 

Social media has been shown to have a 

significant influence on Gen Z’s purchasing 

decisions, especially through short-form content 

visualization, testimonials, and relatable 

promotions. Gen Z are active consumers who are 

sensitive to personal approaches in digital 

marketing. 

 

SUGGESTION 

Further research is recommended to 

expand the scope of the area and add inferential 

analysis techniques such as correlation or 

regression to measure the relationship between 

variables statistically. 
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