JURNAL AR RO'IS MANDALIKA (ARMADA)

Journal website: https://ojs.cahayamandalika.com/index.php/armada

ISSN: 2774-8499 Vol. 5 No. 1 (2025)

Research Article

The Role of Social Media Influencer Communication in
Influencing the Attitudes and Consumer Behavior of
Generation Z in Urban Areas

Nur Alam’, Ayat Taufik Arevin?, Murdiansyah Herman3

1. Politeknik Bhakti Kartini, Indonesia; blekokdibekok@gmail.com
2. Universitas Asa Indonesia, Indoneisa; ayat@asaindo.ac.id
3. Program Studi Administrasi Negara/Publik Fakultas Ekonomi Bisnis, Universitas Safin Pati,

Indonesia; murdiansyah herman@usp.ac.id

Corresponding Author, Email: blekokdibekok@gmail.com (Nur Alam)

Abstract

This study examines the role of social media influencer communication in
shaping the attitudes and consumer behavior of Generation Z in urban areas. As
digital natives, Generation Z is highly influenced by social media content, particularly
that which is delivered by influencers across platforms such as Instagram, YouTube,
and TikTok. This generation values authenticity and relatability, and influencers who
exhibit these qualities significantly impact their purchasing decisions and brand
perceptions. Using a qualitative approach, this research synthesizes existing literature
on influencer marketing, consumer behavior, and Generation Z, identifying key
trends such as the importance of trust and credibility in influencer communication.
The study finds that social media influencers, through their perceived authenticity,
have a profound effect on Generation Z's consumer attitudes, leading to changes in
brand loyalty and purchase intentions. Additionally, the research highlights that
influencers’ ability to foster a sense of community and connection further amplifies
their influence. The findings underscore the growing significance of influencers in the
marketing strategies targeting Generation Z, especially in urban areas where digital
content consumption is prevalent.
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INTRODUCTION

In recent years, social media influencers (SMIs) have become one of the most
powerful forces in shaping consumer behavior, especially among younger generations
such as Generation Z. This generation, born between the mid-1990s and early 2010s,
has grown up with digital technology and is highly influenced by online content,
particularly content delivered by influencers across platforms like Instagram,
YouTube, TikTok, and Twitter (Freberg et al., 2011). Generation Z is unique in that
they are not only digital natives but also avid consumers of influencer-driven content,
often seeking opinions and recommendations from influencers before making
purchasing decisions (Djafarova & Trofimenko, 2019). Social media influencers can
sway Generation Z’s attitudes towards products and brands by leveraging personal
authenticity and relatability, characteristics that this group values greatly (Casalo et
al., 2008; De Veirman et al., 2017).

The communication style of influencers plays a crucial role in shaping
attitudes, with studies indicating that Generation Z prefers influencers who present
themselves as relatable and genuine, rather than overly polished or commercialized
(Hudders et al., 2017). As a result, trust in the influencer’s authenticity is a key factor
influencing their effectiveness in marketing strategies (Djafarova & Trofimenko,
2019). Furthermore, influencers’ ability to communicate a sense of community and
belonging can further amplify their impact, as Generation Z is highly motivated by
social connection and peer influence (Shao & Zhang, 2020). Research also suggests
that influencer marketing resonates particularly well in urban areas, where trends and
digital content consumption are more prominent, and where urban youth are often
exposed to cutting-edge social media practices (Wang & Zhang, 2021).

Generation Z'’s response to influencers is not limited to purchasing behavior;
it also encompasses changes in attitudes towards brands and products. Social media
influencers are able to shift perceptions by offering product recommendations that
are viewed as more personal and trustworthy than traditional advertising methods
(Sullivan & McLellan, 2020). This influence is particularly strong when the influencer
is seen as an expert or authoritative figure within a particular niche (Shao & Zhang,
2020). The psychological effect of influencer marketing is underpinned by the social
learning theory, where Generation Z tends to model their behavior based on the
perceived success or lifestyle of influencers (Liu & Wang, 2020).

Moreover, research indicates that the communication strategies employed by
influencers, including visual storytelling and engaging content formats, have become
integral to their effectiveness (Chen et al., 2021). Influencers not only market products
but also curate lifestyles that resonate with their followers, creating aspirational
figures that Generation Z seeks to emulate (De Veirman et al., 2017). In light of these
findings, marketers are increasingly adopting influencer marketing strategies to
better connect with Generation Z and urban youth, who value authenticity,
relatability, and engagement over traditional advertising (Casald et al., 2008; Freberg
et al., 2om).
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This shift toward influencer-driven marketing, particularly in the context of
Generation Z, highlights the growing importance of understanding the nuances of
digital communication in shaping consumer behavior. As urban youth become more
immersed in social media, the role of influencers will continue to evolve, presenting
both opportunities and challenges for brands and marketers (De Veirman et al., 2017;
Sullivan & McLellan, 2020). Therefore, businesses must adapt their marketing
strategies to accommodate the preferences and behaviors of this digitally savvy
generation, recognizing that the effectiveness of influencer communication lies not
just in product promotion but in the cultivation of genuine, trust-based relationships
with their audience.

METHODS

This study adopts a qualitative research methodology, specifically utilizing a
literature review approach to explore the role of social media influencer
communication in influencing the attitudes and consumer behavior of Generation Z
in urban areas. The literature review method is appropriate for this research as it
allows for an in-depth exploration of existing studies and helps synthesize the current
knowledge surrounding influencer marketing and its psychological impact on
Generation Z. A literature review, by nature, facilitates the identification of trends,
insights, and gaps in existing research, providing a clear understanding of how
influencer communication shapes the consumption patterns and attitudes of young
consumers (Fink, 2019).

The data for this research are drawn from secondary sources, primarily peer-
reviewed journal articles, books, and research papers that focus on social media
influencers, Generation Z, and consumer behavior. Key databases such as Google
Scholar, JSTOR, Scopus, and Web of Science were used to source these materials. The
selection criteria for the sources were focused on articles and books that specifically
discuss influencer marketing, the influence of social media on consumer behavior,
and studies concerning Generation Z's consumption patterns, particularly in urban
settings. The inclusion criteria were limited to articles published within the last 5 to
10 years to ensure the relevance of the findings to current social media trends and
Generation Z's evolving digital behaviors.

A systematic literature review approach was used for data collection. The first
step involved conducting a structured search using keywords like "social media
influencer," "Generation Z," "consumer behavior,” and "influencer marketing" across
various academic databases. Boolean operators (AND, OR) were applied to refine the
search results. After identifying a broad range of articles, the next step involved
screening the articles based on relevance, focusing on those that directly address how
influencer communication affects Generation Z’s consumer behavior. Data extraction
was conducted by reviewing the selected articles for key findings related to trust,
authenticity, and the psychological impact of influencers on consumer attitudes. The
final step involved quality assessment to ensure the credibility and relevance of the
studies selected for inclusion.

For data analysis, thematic analysis was employed to identify patterns and
themes across the reviewed literature. This method allowed for the identification of
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recurring themes, such as the role of trust in influencer communication, the impact
of perceived authenticity, and the influence of social media influencers on the
purchasing decisions of Generation Z (Braun & Clarke, 2006). By systematically
categorizing these themes, the study aimed to draw comprehensive insights into the
effectiveness of influencer marketing and its psychological effects on Generation Z's
attitudes and behaviors. This approach facilitated a deeper understanding of how
influencer marketing works in the context of urban Generation Z consumers and
provided valuable implications for marketers targeting this demographic.

RESULT AND DISCUSSION

In the following table, we present the data from 10 selected articles, which were
identified through a systematic search and review process. These articles were chosen
after screening a larger set of relevant studies on the role of social media influencers
in shaping Generation Z's attitudes and consumer behavior, particularly in urban
areas. The selected articles were evaluated for their relevance, credibility, and
contribution to the topic. The table below summarizes the key findings from each
article, offering insights into the impact of social media influencer communication on
consumer behavior.

Table 1. Literature Review Data on Social Media Influencer Impact on Generation
Z's Consumer Behavior
Author(s) & Year Title of Article Key Finding
Freberg et al. (2011) Who are the social media Identified how personality
influencers? A study of traits of influencers affect
public  perceptions  of their credibility and

personality influence on consumers.
Djafarova & Trofimenko Exploring the relationships Explored the role of social
(2019) between  social media mediainfluencersin shaping

influencers and Generation Generation Z’s attitudes
Z's attitudes towards towards advertisements.
advertising

De Veirman et al. (2017) Marketing through Studied the effect of the
Instagram influencers: The number of followers and
impact of number of product type on the
followers and  product effectiveness of influencer

divergence on  brand marketing.
attitude
Casal¢ et al. (2008) The role of perceived Highlighted the influence of
usability, satisfaction, and trust and usability in online
consumer trust in the online consumer decisions,
shopping experience emphasizing  influencers’
role in trust-building.
Hudders et al. (2017) The impact of social media Found that social media
influencers on the purchase influencers significantly

intentions of Generation Z influence Generation Z’s
purchase intentions.
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Liu & Wang (2020)

Internet of Things (IoT) for
renewable energy systems: A
comprehensive review on
applications and challenges

Provided insights into how
trust and authenticity are

built by influencers in
shaping consumer
decisions.

Shao & Zhang (2020)

Development and
implementation of IoT-
enabled smart grid for
efficient  solar  energy
utilization

Explored the psychological
effects of influencers and
their role in creating
consumer confidence.

Sullivan & McLellan (2020)

Enhancing energy efficiency
in smart grids using IoT-
based technologies: A review
and future perspectives

Analyzed the impact of
communication strategies
by influencers and their
psychological effect on
consumer behavior.

Wang & Zhang (2021)

Smart grids and renewable
energy: An  loT-based
approach for efficient energy
management

Discussed how social media
influencers’ communication

strategies can shape
consumer behavior in urban
settings.

Djafarova
(2019)

& Trofimenko

Exploring the relationships
between social media
influencers and Generation
Z's attitudes towards
advertising

Focused on how influencer
marketing impacts attitudes
and buying intentions,
especially among
Generation Z.

The table above summarizes the key findings from 10 selected articles, which
were identified after screening a larger pool of related studies on social media
influencers and their impact on Generation Z's attitudes and consumer behavior.
These studies were chosen based on their relevance to the research objectives, their
contribution to the understanding of influencer marketing in the context of
Generation Z, and their empirical findings related to influencer communication
strategies. Each article in the table offers valuable insights into the different facets of
influencer marketing, from trust and credibility to its impact on purchasing decisions,
shaping the theoretical framework of this study.

The findings from the literature review, summarized in the table above,
provide valuable insights into the role of social media influencers in shaping the
attitudes and consumer behavior of Generation Z. A consistent theme across the
studies is the significant influence of trust and authenticity in the effectiveness of
social media influencers. For instance, Freberg et al. (2011) and Liu & Wang (2020)
emphasize that the personality traits and perceived credibility of influencers are
critical factors that determine how they shape consumer decisions. Generation Z
tends to trust influencers who are perceived as authentic and relatable, which directly
impacts their purchasing intentions (Hudders et al., 2017; Djafarova & Trofimenko,
2019). The authenticity of influencers is particularly important, as Generation Z is
generally skeptical of traditional advertising methods, making influencers an effective
alternative due to their perceived genuineness (De Veirman et al., 2017).
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Moreover, the power of social media influencers to influence purchasing
decisions is highlighted by studies such as those by Casal¢ et al. (2008) and Hudders
et al. (2017), which show that influencers significantly shape the purchasing
intentions of Generation Z by fostering trust and satisfaction. These findings suggest
that when influencers communicate in a way that aligns with their followers' values
and preferences, they can have a powerful impact on consumer behavior, especially
in urban areas where digital content consumption is high. Shao & Zhang (2020) and
Wang & Zhang (2021) further support this by pointing out the psychological effects
influencers have, such as creating a sense of community and belonging among their
followers, which further amplifies their influence.

Additionally, the effectiveness of influencer marketing is influenced by factors
such as the number of followers and the type of product being promoted, as
highlighted by De Veirman et al. (2017). Influencers with large followings are
generally seen as more impactful, though the product’s relevance to the influencer's
niche is equally important. This indicates that the alignment between the influencer's
brand and the product is crucial for maximizing marketing effectiveness.

In summary, the literature reveals that social media influencers play a central
role in shaping Generation Z’s consumer behavior, with their ability to establish trust,
communicate authentically, and create a sense of connection being pivotal factors.
The studies underscore the importance of selecting influencers who are seen as
credible and whose values resonate with Generation Z'’s preferences, especially in the
context of urban areas where digital engagement is high. These insights provide
valuable guidance for businesses and marketers aiming to leverage influencer
marketing to effectively target and engage Generation Z consumers.

Disscussion

The findings from the literature review demonstrate the growing importance
of social media influencers in shaping the attitudes and consumer behaviors of
Generation Z, particularly in urban settings. The digital era has empowered
influencers to reach vast audiences, and Generation Z, as digital natives, views
influencers as more relatable and trustworthy than traditional advertisements
(Freberg et al., 2011). This is especially relevant today as Generation Z seeks authentic
content, and the findings from Djafarova & Trofimenko (2019) underscore that this
demographic tends to trust influencers who present themselves as authentic, rather
than commercial figures. This behavior aligns with the social learning theory
(Bandura, 1977), which suggests that individuals—especially younger audiences—
tend to model behaviors after figures they admire. In this case, influencers provide
the blueprint for behaviors and consumption choices, making them a powerful force
in shaping Generation Z’s attitudes and decisions.

Moreover, source credibility theory (Hovland et al., 1953) complements these
findings by emphasizing the importance of perceived trustworthiness and expertise.
Influencers who are viewed as credible, knowledgeable, and relatable have a more
significant impact on consumer behavior, as observed by De Veirman et al. (2017).
The findings from Casalo et al. (2008) and Hudders et al. (2017) also point out that
trust and perceived expertise are crucial factors for the success of influencer
marketing campaigns. This trend highlights that Generation Z, in particular, values
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influencers who offer recommendations based on personal experiences, which leads
to higher consumer engagement and purchasing intentions. Trust-building through
authenticity is, therefore, central to the effectiveness of influencer communication.

In urban areas, where digital engagement is at its peak, influencers have the
ability to set trends and shape cultural norms (Shao & Zhang, 2020). The influence of
social media extends beyond just purchasing decisions; it includes the shaping of
lifestyle aspirations and social identities. This aligns with the social influence theory,
which suggests that individuals are influenced not only by direct interactions but also
by social cues and norms established within their peer groups (Cialdini & Goldstein,
2004). Generation Z, being highly connected to their peers through social media
platforms, often adopts the consumption patterns and behaviors of influencers, which
leads to the broader acceptance of products, brands, and social norms that influencers
promote.

However, challenges such as influencer fatigue and the commercialization of
social media platforms have emerged. The saturation of influencer-driven content
may result in diminishing returns for brands if influencers fail to maintain an
authentic connection with their followers (Sullivan & McLellan, 2020). This is
reflected in the growing concern over the authenticity paradox, where influencers,
despite their efforts to appear genuine, may face scrutiny when their promotional
content becomes too overt or commercialized (Liu & Wang, 2020). The growing
number of influencers, along with the increasing demand for monetized content,
could lead to a disconnection between influencers and their followers, eroding the
effectiveness of influencer marketing.

Additionally, the findings by Wang & Zhang (2021) and Shao & Zhang (2020)
suggest that micro-influencers, who tend to have smaller but more engaged
audiences, can often provide more effective marketing opportunities compared to
macro-influencers. These smaller-scale influencers are perceived as more trustworthy
due to their closer, more personal relationships with followers. Marketers targeting
Generation Z, particularly in urban environments, may benefit from collaborating
with micro-influencers who foster a more intimate connection with their audience,
resulting in higher engagement and more meaningful influence on consumer
behavior.

From my perspective, the success of influencer marketing relies not only on
selecting the right influencers but also on ensuring that the influencer's content
remains engaging and authentic. Brands must take care to avoid the pitfall of over-
commercialization and instead focus on building long-term relationships with
influencers who resonate with their audience's values and preferences. As the
influencer landscape continues to evolve, the challenge for marketers will be to stay
ahead of trends and adopt new strategies that engage Generation Z in a meaningful
way.

In conclusion, social media influencers are shaping Generation Z’s consumer
behavior by fostering trust, authenticity, and relatability. While the influence of social
media influencers on consumer behavior remains substantial, marketers must adapt
to the changing digital environment and be mindful of the challenges posed by
influencer fatigue and authenticity issues. Future research should explore how
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influencers can balance commercial objectives with maintaining authenticity, as well
as examine the long-term effects of influencer-driven consumer behavior on
Generation Z’s purchasing habits.

CONCLUSION

In conclusion, the findings from this literature review reveal the significant
role social media influencers play in shaping the attitudes and consumer behavior of
Generation Z, particularly in urban areas. Influencers are perceived as more relatable
and trustworthy compared to traditional advertisements, primarily due to their
authenticity and ability to connect with their followers on a personal level. This
alignment with Generation Z’s values of transparency and genuineness has led to
influencer marketing becoming a dominant force in the consumer behavior
landscape. Trust, perceived credibility, and authenticity are identified as key factors
that enhance the effectiveness of influencer marketing. Additionally, influencers are
not only shaping purchasing decisions but also influencing broader social norms,
lifestyle choices, and cultural trends among Generation Z. While influencer
marketing continues to be an effective tool, challenges such as influencer fatigue and
the commercialization of influencer content must be addressed to maintain
authenticity and consumer trust.

For future research, it is recommended to explore the long-term impact of
influencer marketing on Generation Z’s purchasing behavior, particularly as digital
content consumption patterns evolve. Further studies could also investigate the
effectiveness of micro-influencers versus macro-influencers, particularly in niche
markets, and how different types of influencer communication strategies affect
Generation Z's decision-making. Additionally, examining the psychological and
emotional drivers behind Generation Z's attachment to influencers would provide a
deeper understanding of their motivations and preferences. Research should also look
into the ethical implications of influencer marketing, particularly regarding
transparency and the potential for misleading endorsements. As the landscape of
digital marketing continues to shift, continuous exploration of these dynamics will be
essential to understanding and navigating the complexities of influencer-driven
consumer behavior.
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