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INTRODUCTION  
Businesses now reach their target audience in whole new ways, thanks to the proliferation of 
social media platforms. Gen Z are leading the charge in using these platforms, making them 
an important platform globally. Businesses that want to succeed in an ever-changing industry 
must, therefore, comprehend how social media ads affect their customers' tastes. Members 
of Generation Z (those born between the years 1997 and 2012) have grown up in an era 
defined by ubiquitous social media and continual online contact. They grew up with 
computers and the internet, so they're experts at using and navigating these tools. These 
younger generations get the majority of their news, entertainment, and social media via 
social media platforms. With the reduction in effectiveness and reach of traditional 
advertising platforms, the advertising landscape has undergone substantial changes over the 
past decade. Social media advertising, on the other hand, has grown in popularity as a 
means for brands to communicate with younger consumers in a more engaging and 
personalized way. Social media sites like Facebook, Instagram, Twitter, Snapchat, and 
TikTok are now staples in the marketing arsenals of companies that want to reach the 
younger generations. Located in southern Nigeria, Rivers State is home to a large Gen Z 
consumer population, making it an interesting and varied market. The fast adoption of social 
media platforms can be attributed to the state's booming economy and the proliferation of 
both the internet and smartphones. So, it is no surprise that companies in Rivers State are 
interested in studying how social media ads might sway the tastes and spending habits of 
the state's youth. Nevertheless, further empirical study is required to fully comprehend the 
effect of social media advertising on the purchasing habits of Gen Z in Rivers State, despite 
the fact that this form of advertising is becoming increasingly important. To address this 
knowledge gap, this study will investigate the following: how often and on what platforms 
Gen Z in Rivers State see social media ads; what kinds of ads resonate most with these age 
groups; how these ads affect Gen Z in the region's perception of brands; how influencer 
marketing and user-generated content shape consumers' preferences; and lastly, how these 
ads affect Gen Z's choice and intent to buy and actual purchase behaviour. Businesses, 
marketers, and advertisers in Port Harcourt can ultimately benefit from this study's findings 
by better understanding how to engage millennial and Gen Z consumers through social 
media advertising. Better focused advertising strategies that encourage brand growth and 
long-term consumer interactions can be achieved by gaining a better understanding of how 
social media influences the choices and actions of these younger generations. 
 
Statement of the Problem 
Consumers from the Gen Z era are particularly influential because of how deeply they 
participate in social media. But there are a number of important concerns and obstacles that 
businesses in Rivers State, Nigeria, encounter when trying to use social media ads to attract 
Gen Z customers. The lack of knowledge about the social media habits of Generation Z in 
Rivers State is a major obstacle. Businesses require data on the platforms that Gen Z use 
most, how often they interact, the content kinds that captivate them, and how social media 
ads impact their brand recognition. It is still not obvious how social media advertising affects 
the way Gen Z in Rivers State perceive and remain loyal to brand products and services. 
Determine what kinds of social media advertising content are most effective in reaching Gen Z 
is a huge challenge, but understanding whether social media campaigns increase brand 
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awareness and perception and ultimately strengthen brand loyalty among these young 
consumers is crucial for businesses. It is crucial for businesses to identify the type of material 
(such as user-generated content, influencer marketing, and video commercials) that effectively 
engages and captivates these younger consumers. User trust and authenticity issues are 
further hurdles. An increasing number of social media ads feature endorsements from 
influential users and user-generated material. The challenge is in keeping users' trust and 
authenticity intact. Businesses should take action to address concerns about misleading 
advertising techniques and make sure their brand messages are seen as authentic and 
trustworthy, which can influence purchase intentions and behaviour. There is no way to tell if 
social media ads in Rivers State will influence Gen Z's real purchase intentions or behaviour, 
but they could increase engagement and brand recognition. It is important for businesses to 
determine if their social media initiatives actually lead to more sales and funding. Marketers 
and companies in Rivers State must address these issues if they want to create social media 
ads that connect with Gen Z, that's why it's crucial for businesses to understand how social 
media ads affect customer choices. Only then can they improve their ads, build stronger 
relationships with their target demographic, and thrive in this ever-changing market. Primarily, 
this research aims to highlight how Gen Z in Rivers State are impacted by social media ads. 
 
Objectives of the Study 

This study seeks to investigate preferences in Port Harcourt. Specifically, the study seeks 
to: 
1. Ascertain the kind of social media platforms Gen Z in Port Harcourt are exposed to; 

 

2. Examine the influence of social media advertising on brand perception among Gen Z in 
Port Harcourt. 

 

3. Investigate user trust and purchase intentions caused by social media advertising. 
 
Research Questions 
 

1. Which social media platforms are Gen Zs in Port Harcourt more exposed to social 
media advertising? 

 

2. How does social media advertising influence brand perception among Gen Z 
consumers in Port Harcourt? 

 

3. To what extent does social media advertising influence the purchase intentions and 
actual buying behaviour of Gen Z in Port Harcourt? 

 
Significance of the Study 
Research on how social media ads affect the purchasing habits of Generation Z in Port 
Harcourt is crucial for a number of reasons. Marketers and businesses may learn a lot about 
Gen Z consumers' tastes and habits from this study. 
 
Scope of the Study 
The study on the influence of social media advertising in shaping millennial and Gen Z 
consumer preferences will focus on the following aspects within the geographical scope of 
Rivers State, Nigeria. The demographic focus of the study targeted Generation Z (born 
between the 1997 and 2014) residing in Port Harcourt. The study also covered popular social 
media platforms such as Facebook, Instagram, Twitter, Snapchat, and TikTok, as these are 
commonly used by Gen Z. 
 
Theoretical Framework 
Social Cognitive Theory 
Social Cognitive Theory (SCT), developed by psychologist Albert Bandura in the 1960s and 
further refined over the years, is a widely recognized social learning theory that emphasizes 
the role of cognitive processes, observational learning, and social interactions in shaping 
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human behavior. At its core, SCT posits that individuals learn and acquire new behaviours, 
attitudes, and beliefs by observing others, and they can model their own actions based on 
these observations. 
 
Observational Learning: A central tenet of Social Cognitive Theory is the concept of 
observational learning, also known as modelling or imitation. Bandura proposed that 
individuals can learn by observing the behaviour of others, whether through direct real-life 
interactions or by observing media representations, such as television, movies, or social 
media. This observational learning process enables people to acquire new skills, knowledge, 
and behaviours without direct personal experience. 
 
Self-Efficacy: Self-efficacy is a crucial component of SCT and refers to an individual's belief in 
their ability to perform a specific task or achieve a particular goal successfully. According to 
Bandura, people with high self-efficacy are more likely to approach challenges with confidence 
and persist in the face of obstacles, leading to greater motivation and positive outcomes. Social 
media advertising can influence self-efficacy by presenting role models, testimonials, or 
success stories, which can boost consumers' confidence in using certain products or services. 
 
Uses and Gratifications Theory 
The Uses and Gratifications Theory (UGT) is a communication theory that focuses on 
understanding why individuals actively choose and consume specific media content based on 
their needs and desires. Developed in the 1970s, UGT posits that people are active 
consumers of media who seek out content that fulfil certain psychological and social needs. 
This theory emphasizes the audience's role in selecting and using media for their own 
gratification, rather than passively absorbing content delivered by media producers. The Uses 
and Gratifications Theory has been widely applied in various media contexts, including 
television, radio, print media, and, more recently, digital and social media platforms. It is 
particularly relevant in the context of social media advertising and digital marketing. 
Advertisers and marketers can leverage UGT principles to better understand and engage their 
target audience 
 

Conceptual Review 
Concept of Social Media 
When it comes to making connections, interacting, and sharing knowledge online, social 
media is a game-changer. According to Belch & Belch (2021), "social media" are "online 
platforms and websites that facilitate user-generated content," meaning that users are able 
to make their own content and share it with others in online communities. This review delves 
into the main aspects and consequences of social media by utilising pertinent research and 
literature. The use of social media sites like LinkedIn, Instagram, Twitter, and Facebook has 
grown ubiquitous in today's world. Users are able to connect with people all around the globe 
who share their interests, whether it be friends, family, coworkers, or even complete 
strangers. By removing physical obstacles to instantaneous contact, social media has helped 
to create a feeling of belonging among people all over the world. The focus on user-
generated material is a defining trait of social media, according to Boyd and Ellison (2007). 
People using social media platforms like Facebook, Twitter, and Instagram are more involved 
in the content creation and sharing process than those in more traditional forms of media. 
This user-centric feature helps to democratise information by enabling users to become 
content creators and influencers. The quick dissemination of news and information is made 
possible by social media. In a matter of minutes, content has the potential to become viral 
and reach an audience of millions. Because of its rapidity and accessibility, information can be 
disseminated more accurately or more easily, depending on the intended audience. Users are 
able to connect with people and keep in touch with them through the various social 
networking options provided by social media platforms. Social media has changed the way 
people communicate with one another, whether it's for personal or professional reasons. 
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Companies and products have begun to see the marketing and promotional possibilities of 
social media. The use of social media ads and influencer marketing to reach certain 
demographics and raise product recognition has recently grown in popularity. According to 
Kaplan and Haenlein (2010), privacy and ethical concerns have been highlighted by the 
growing usage of social media. Discussions regarding social media responsibility have arisen in 
response to concerns over data privacy, cyberbullying, harassment, and the impact of 
algorithms on content consumption. Researchers have looked at how social media affects 
people's psychological health and happiness. Social media does allow people to interact with 
one another, but it also has the potential to cause anxiety, despair, and loneliness if used 
excessively or if users have bad experiences while online. 
 
Concept of Advertising 
Advertising according to Hackley (2016) is a fundamental marketing communication tool used 
by businesses and organizations to promote their products, services, or ideas to target 
audiences. This review examines the key aspects and implications of advertising, drawing 
upon relevant research and literature. Shimp and Andrews (2013) opine that advertising 
serves various purposes, including creating brand awareness, generating interest in products 
or services, driving sales, and building brand loyalty. The primary objectives of advertising  
are to communicate brand messages, persuade consumers, and influence their purchasing 
behaviour (Solomon, Marshall and Stuart, 2020). Effective advertising is tailored to specific 
target audiences. Understanding the characteristics, preferences, and needs of the target 
market is essential for designing advertisements that resonate with the intended consumers. 
Advertising is distributed through a wide range of media channels, including television, radio, 
print, outdoor billboards, online platforms, and social media. The choice of media according to 
Tellis (2004) depends on the target audience, budget, and campaign objectives. Creative 
elements, such as visuals, slogans, jingles, and storytelling, play a vital role in advertising. 
Well-crafted advertisements have the power to capture attention, evoke emotions, and create 
lasting impressions. Concept of Social Media Advertising Social media advertising is a digital 
marketing strategy that involves using social media platforms to promote products, services, 
brands, or messages to a targeted audience. It leverages the vast user base and diverse 
demographics of social media platforms to reach potential customers and engage with 
existing ones. This form of advertising can take various forms, including text, images, videos, 
and interactive content. 
 
Social media advertising involves leveraging social media platforms to promote products, 
services, or messages to a targeted audience. This marketing strategy utilizes various ad 
formats such as text, images, videos, and interactive content to engage users. Advertisements 
are often tailored based on user demographics, interests, and behavior, making it a highly 
targeted approach (Smith, 2017). Social media advertising primarily comprises components like 
audience segmentation, ad creatives, ad placement and formats, budgeting and bidding, and 
analytics and measurement (Evans, 2020). Audience segmentation is crucial, allowing 
advertisers to target specific demographics, interests, and behaviors of social media users 
(Smith, 2017). Ad creatives need to be compelling and aligned with the brand's image to 
capture attention and drive engagement (Evans, 2020). 
 
Concept of Gen Z 
"Generation Z" (Gen Z) refers to the demographic cohort following the Millennial generation, 
typically born between 1997 to the early 2014. This generation is characterized by its digital 
native status, growing up with widespread access to the internet, smartphones, and social 
media (Twenge, 2017). Gen Z individuals are known for their strong emphasis on technology, 
social connectivity, digital communication, and a unique set of values and attitudes. One 
defining feature of Gen Z is their seamless integration of technology into their daily lives. 
They are highly proficient in using various digital platforms for communication, information 
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gathering, and entertainment (Twenge, 2017). Social media plays a significant role in their 
lives, influencing how they perceive the world, interact with others, and form their identities 
(Seemiller & Grace, 2016). This constant connectivity has shaped their expectations regarding 
instant access to information and quick communication. Their experiences have been shaped 
by events like the Great Recession, terrorism, and the COVID-19 pandemic, influencing their 
views on education, finance, and career choices (Twenge, 2017). Additionally, Gen Z 
individuals are noted for their entrepreneurial spirit, with a significant number aspiring to 
start their own businesses (Alsop, 2019). Generation Z is a technologically savvy and socially 
conscious cohort, deeply influenced by their exposure to digital technologies and global 
events. Their unique characteristics and perspectives have significant implications for various 
aspects of society, including education, the workplace, consumer behavior, and social 
activism. 

 
Concept of Social Media Influence 
The concept of social media influence pertains to the ability of individuals, groups, or 
organizations to affect the thoughts, behaviors, opinions, and decisions of others within the 
context of social media platforms. It involves leveraging one's online presence, reach, and 
credibility to shape and guide the perceptions and actions of the audience (Brown & Hayes, 
2008). Influencers on social media have gained prominence due to their ability to cultivate a 
substantial following and engage with their audience in an authentic and relatable manner 
(Freberg et al., 2011). These influencers often specialize in particular niches such as beauty, 
fashion, travel, health, or technology, allowing them to connect with a specific target 
audience interested in that niche (Abidin, 2018). 
 
METHODOLOGY 
Research Design 
A survey method research approach was adopted to comprehensively analyze the impact of 
social media advertising on consumer preferences. 
 
Population of the Study 
The target population was Gen Z residing in Port Harcourt. From the 2006 census, the 
projected population of young people in Port Harcourt born between 1980 to 1999 is given as 
3,637,000. 
 
Sample Size 
The sample size for this study was 380 respondents. This figure was determined to be 
representative enough for the population through an online sample size calculator called 
survey monkey. 
 
Sampling Technique 
The research adopted the convenience sampling technique also known as accidental sampling 
technique to identify respondents and administer the research instrument... 
 
Description of Data Gathering Instrument 
Survey questionnaire was designed to collect quantitative data regarding participants' 
perceptions of social media advertising and its influence on their preferences. The questionnaire 
will include Likert-scale questions, multiple-choice questions, and demographic information. 
 
Method of Data Analysis   
The data from this study was analyzed using descriptive and inferential analytical methods. 
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Data Presentation 
Table 1: Frequency of exposure to social media advertising 

 
 
 Exposure Level Frequency (n) Percentage (%) 
    

 Very often 82 21.35% 

 Often 124 32.29% 

 Occasionally 98 25.52% 

 Rarely 53 13.80% 

 Never 27 7.03% 
    
 

The frequency table shows the extent of exposure to social media advertising among the 384 
respondents. The majority of respondents (53.64%) reported experiencing social media 
advertising "very often" or "often," indicating that a significant portion of millennials and Gen Z 
in Rivers State are frequently exposed to such advertisements. An additional 25.52% of 
respondents reported encountering social media advertising "occasionally," suggesting that a 
substantial portion of the target demographic is exposed to advertising periodically. This data 
analysis provides insights into the exposure levels of millennials and Gen Z in Rivers State to 
social media advertising, with a majority experiencing it frequently or occasionally. 
 

Table 2: Social Media Platform Usage 
 
 
 Social Media Platform Frequency (n) Percentage (%) 
    

 Facebook 80 21% 

 Instagram 72 19% 

 X 98 26% 

 TikTok 56 15% 

 Snapchat 36 9% 

 LinkedIn 42 11% 

 Total 380 100 
    
 
This table displays the distribution of various social media platforms used by the respondents, 
providing insights into the most commonly used platforms among millennials and Gen Z in 
Rivers State. The table indicates that all the respondents used one form of social media 
platform or another. However, the table also indicates that the respondents used Facebook, 
Instagram and X more than all other platforms 
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Table 3: Exposure to Social Media Advertising on Each Platform 
 
 
Social Media Platform Frequency (n) Percentage (%) 
   

Facebook 84 22 

Instagram 76 20 

Twitter 66 17 

TikTok 70 18 

Snapchat 34 9 
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LinkedIn 20 6 

Pinterest 30 8 

Total 384 100 
 
 
This table illustrates the distribution of respondents' exposure to advertising on different 
social media platforms, helping to identify which platforms they are more exposed to 
advertising. The table shows that the respondents were exposed to ads on all platforms but 
were more exposed to advertisements in four platforms, namely, Facebook, Instagram, X 
and TikTok. 

Table 4: Brand Perception 
 
 
Brand Perception Frequency Percentage 
   

Positive 240 63 

Neutral 100 26 

Negative 44 11 

Total 384 100 
 
 
The table indicates that of the sample of 384 respondents, majority of the respondents had 
a positive brand perception. This is represented by 240 respondents which is 63%. 

 
Table 5: Influence on Purchase Intentions 
 
 
 Influence Level Frequency Percentage (%) 
    

 Strongly Influenced 146 38 

 Moderately Influenced 112 29 

 Slightly Influenced 88 23 

 Not Influenced 38 10 

 Total 384 100 
    
 
This table assesses the influence of social media advertising on the purchase intentions of 
respondents. It provides insights into the extent to which advertising impacts their intent to 
make purchases. From the table, majority of the respondents were of the opinion that social 
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media advertising either moderately or strongly influenced their intention to make purchases. 
67% of the respondents affirmed this position. 

 
Discussion of Findings 
Research Question 1: What is the level of exposure of Gen Z in Port Harcourt to 
social media advertising? 
The findings of the study indicate that a significant portion of Gen Z in Port Harcourt are 
frequently exposed to social media advertising. Approximately 53.64% of respondents 
reported experiencing social media advertising "very often" or "often," suggesting that this 
demographic is consistently engaged with such advertisements. An additional 25.52% of 
respondents reported encountering social media advertising "occasionally," highlighting that a 
substantial portion of the target demographic is exposed to advertising periodically. These 
findings are in line with broader trends observed in digital marketing and advertising literature. 
Gen Z are often referred to as "digital natives" because they have grown up with digital 
technology, and social media is an integral part of their lives (Pew Research Center, 2021). 
This natural familiarity with digital platforms means that they are more likely to be exposed to 
social media advertising (Smith & Anderson, 2018). A study by De Vries et al. (2012) found 
that exposure to social media advertising is especially high among younger generations, with 
Facebook and Instagram being key platforms for advertising exposure. The study aligns with 
this research as it also found Facebook and Instagram to be among the platforms to which 
respondents in Port Harcourt are more exposed. This finding aligns with existing literature, 
highlighting the extensive exposure of millennials and Gen Z in Rivers State to social media 
advertising. These demographics, often characterized as digital natives, are immersed in social 
media and are consistently engaged with advertisements on these platforms. This exposure 
underscores the importance of effective social media advertising strategies to engage and 
influence the perceptions and behaviors of these younger generations. 
 
Research Question 2: How does social media advertising influence brand 
awareness, brand perception, and brand loyalty among Gen Z consumers in Port 
Harcourt? 
The findings for this research question suggest that social media advertising has a positive 
influence on brand awareness, brand perception, and brand loyalty among millennials and Gen 
Z consumers in Port Harcourt. The study indicates that a substantial portion of respondents 
have a positive brand perception influenced by social media advertising. This is consistent with 
prior research, which has shown that well-crafted social media campaigns can positively shape 
brand perception (Kaplan & Haenlein, 2010). The influence of ad relevance and content quality 
on brand perception, as highlighted in the study's findings, corroborates the idea that relevant, 
high-quality content on social media can enhance how consumers perceive a brand (Smith & 
Chen, 2011). It's worth noting that trust and authenticity are critical in social media advertising 
to build brand loyalty. Users tend to be more loyal to brands they trust, and authenticity plays a 
crucial role in establishing that trust (Laroche et al., 2013; Smith & Coyle, 2014). The findings 
of this research question suggest that social media advertising positively influences brand 
awareness, brand perception among Gen Z consumers in Port Harcourt. These findings are 
consistent with existing literature, emphasizing the significance of well-designed social media 
campaigns in shaping consumer perceptions and fostering brand loyalty. Advertisers can 
leverage these insights to create effective strategies for engaging these younger demographics 
in the region. 
 
Research Question 3: To what extent does social media advertising influence the 
purchase intentions and actual buying behaviour of Gen Z in Port Harcourt? 
 
The objective of this study was to investigate the extent to which social media advertising 
influences the purchase intentions and actual buying behavior of Gen Z in Port Harcourt. The 
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findings reveal important insights into the impact of social media advertising on consumer 
behavior within these demographic groups. Let's discuss these findings with intext citations, 
references, and supporting literature. The data from Table 5 indicates that a significant 
proportion of respondents reported that social media advertising strongly or moderately 
influenced their purchase intentions. Approximately 38% felt strongly influenced, while 29% 
felt moderately influenced. This aligns with previous research in the field of digital advertising. 
For instance, research by Smith and Yang (2017) found that social media advertising has a 
positive influence on consumer purchase intentions, with compelling content and effective 
targeting being key factors in this influence (Smith & Yang, 2017). Another study by Lee and 
Hong (2016) supports this, emphasizing the role of social media advertising in shaping 
consumer intentions through persuasive content and social endorsements (Lee & Hong, 2016). 
 
This finding is consistent with existing literature. A study by Li et al. (2018) emphasized that 
social media advertising has a significant impact on consumers' purchasing behavior, with  
engaging and relevant content playing a pivotal role (Li et al., 2018). Similarly, research by 
Smith and Taylor (2017) highlighted that effective social media advertising can lead to 
increased conversion rates and actual purchases (Smith & Taylor, 2017). 

 
Table 5 provides insights into the purchase conversion rate, showing that 73% of the 
respondents made a purchase due to social media advertising. This indicates that a 
considerable portion of the audience not only intended to make a purchase but also followed 
through with an actual purchase. These findings are consistent with the research of Gupta 
and Dogra (2015), who highlighted the potential of social media advertising to drive 
conversions and generate sales for businesses (Gupta & Dogra, 2015). Additionally, a study 
by Zhang et al. (2016) underscored the role of social media advertising in facilitating the 
transition from interest to actual purchase (Zhang et al., 2016).The findings presents factors 
influencing purchase decisions, with price discounts, product reviews, and brand reputation 
being the key drivers. This finding underscores the importance of these factors in shaping the 
buying behavior of Gen Z in Port Harcourt. 

 
Supporting literature from Kim and Park (2016) indicates that factors such as price discounts 
and product reviews are critical in driving consumer decisions and purchases through social 
media advertising (Kim & Park, 2016). Similarly, Suh and Youn (2017) emphasize the role of 
brand reputation in building trust and influencing consumer buying behavior on social media 
platforms (Suh & Youn, 2017). 

The findings of this study highlight the significant influence of social media advertising on the 
purchase intentions and actual buying behavior of Gen Z in Port Harcourt. The literature 
reviewed in this discussion supports these findings and provides a broader understanding of 
the impact of social media advertising on consumer behavior. It is important for businesses 
and marketers to recognize the potential of social media advertising in driving both intent and 
actual conversions and to leverage effective strategies to maximize their impact on these 
demographic groups. 
 
CONCLUSION 
In the age of digital transformation, the influence of social media advertising on consumer 
preferences, particularly among Generation Z (Gen Z), has become a subject of paramount 
significance. This research has delved into the dynamic landscape of social media advertising 
in Port Harcourt and its impact on the preferences of the tech-savvy and digitally engaged Gen 
Z. The findings of this study underscore the pivotal role of social media advertising in shaping 
the preferences of the target demography. It is evident that Gen Z in Port Harcourt are not 
passive consumers but active participants in the digital ecosystem. They are exposed to social 
media advertising at varying levels, with a substantial majority encountering it "very often" or 
"often." The most popular platforms for this engagement are Facebook, Instagram, and 
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TikTok, which have emerged as the primary spaces for marketers to connect with their 
audience. 
 
Crucially, this research has illuminated the fact that user interaction and the relevance of 
advertisements play a critical role in the effectiveness of social media advertising. A 
substantial portion of respondents actively engage with advertisements, with ad relevance 
being a significant factor. The modern consumer expects content that aligns with their 
interests and needs, and ad relevance is the bridge that connects advertisers to these 
expectations. 
 
Moreover, social media advertising's influence extends beyond perception to purchase 
intentions and actual buying behavior. It moderately or strongly impacts both, underlining the 
role of social media as a sales channel. User trust and authenticity concerns, however, 
present a challenge. A significant portion of respondents expressed low to moderate trust in 
social media advertising content, and authenticity concerns were prevalent. Brands must 
address these concerns to build trust and credibility. 
 
In conclusion, the influence of social media advertising in shaping millennial and Gen Z 
consumer preferences in Rivers State is undeniable. As the digital landscape continues to 
evolve, advertisers must remain agile, ethical, and attuned to the changing dynamics of their 
audience. The recommendations outlined earlier in this study offer a path forward, 
emphasizing the need for transparency, authenticity, and relevance in advertising strategies. 
The digital-savvy Gen Z in Port Harcourt are a powerful force in shaping the advertising 
landscape, and it is imperative that brands adapt to their preferences and expectations to 
remain competitive and relevant in this dynamic environment. 
 
RECOMMENDATIONS 
 

1. Given the high exposure levels on Facebook, Instagram, and TikTok, it is 
recommended that marketers in Port Harcourt continue to focus their advertising 
efforts on these platforms. Tailor content to suit the unique user experiences and 
expectations on each platform to maximize reach and engagement. 

 
2. Since content quality significantly influences brand loyalty and perception, brands 

should invest in creating high-quality, visually appealing, and informative content. 
Regularly assess and improve the quality of content to maintain or increase positive 
brand perception. 

 
3. To harness the influence of social media advertising on purchase intentions and 

buying behavior, brands should optimize the entire purchase journey. This includes 
seamless transition from the advertisement to product or service information, easy 
purchasing processes, and prompt customer support to enhance user experience. 

 
Implementing these recommendations can help advertisers in Rivers State navigate the ever 
evolving realm of social media advertising and better cater to the preferences, expectations, 
and concerns of millennials and Gen Z consumers in the region.  
 

REFERENCES 
 

Abidin, C. (2015). Communicative sociality: An analysis of communicative acts on Instagram. 
Journal of Pragmatics, 86, 20-37. 

 
Abidin, C. (2018). Internet celebrity: Understanding fame online. New Castle, Emerald 

Publishing Limited. 



 
 
 

ISSN: 5391 - 5248 
Volume 8, Number 2, 2024 

International Journal of Communication and Management 
 

119 | P a g e  
 

 
Alsop, R. (2019). The trophy kids grow up: How the millennial generation is shaking up the 

workplace. John Wiley & Sons. 
 
Bakshy, E., Eckles, D., Bernstein, M. S., & Teevan, J. (2012). Everyone's an influencer: 

Quantifying influence on Twitter. In Proceedings of the fourth ACM international 
conference on Web search and data mining (pp. 65-74). 

 
Barnes, S. J., & Mattsson, J. (2017). Exploring the role of social media in luxury brand 

management: A case study of H&M. Journal of Brand Management, 24(6), 573-589. 
 
Belch, G. E., & Belch, M. A. (2021). Advertising and Promotion: An Integrated Marketing 

Communications Perspective (12th ed.). McGraw-Hill Education. 
 
Benson-Rea, M. (2021). Gen Z and Brand Activism: How to Drive Social and Environmental 

Change Through Marketing. Sustainable Brands. Retrieved from 
 
https://sustainablebrands.com/read/marketing-and-comms/gen-z-and-brandactivism-how-to-

drive-social-and-environmental-change-through-marketing 
 
Brown, J., & Hayes, N. (2008). Influencer marketing: Who really influences your customers? 

London, Routledge. 
 
Boyd, D., & Ellison, N. (2007). Social Network Sites: Definition, History, and Scholarship. 
 

Journal of Computer-Mediated Communication, 13(1), 210-230. 
doi:10.1111/j.10836101.2007.00393.x 

 
Chu, S. C., & Kim, Y. (2011). Determinants of consumer engagement in electronic word-

ofmouth (eWOM) in social networking sites. International Journal of Advertising, 30(1), 
47-75. 

 
Evans, D. (2020). Social Media Marketing: Theories and Applications London, Routledge. 
Freberg, K., Graham, K., McGaughey, K., & Freberg, L. (2011). Who are the social media 

influencers? A study of public perceptions of personality. Public Relations Review, 37(1), 
90-92. 

 

Feng, Y., Xie, J., & Youn, S. (2010). Social media marketing: When messages from firms go 
viral. Journal of Marketing Research, 47(4), 687-702. 

 
Gupta, G., & Dogra, B. (2015). Impact of social media advertising on consumer buying 

behaviour. International Journal of Research in Management, Science & Technology, 
3(1), 51-60. 

 
Hackley, C. (2016). Advertising and Promotion: An Integrated Marketing Communications 

Approach. London, SAGE Publications. 
 
Hadinugrahaningsih, T., Darsono, A., Sjahroeddin, F., & Susanto, A. (2019). Analysis of the 

impact of social media advertising content on brand awareness and purchase intention 
(Case Study on Instagram Users). Journal of Physics: Conference Series, 1283(1), 
012050. 

 



 
 
 

ISSN: 5391 - 5248 
Volume 8, Number 2, 2024 

International Journal of Communication and Management 
 

120 | P a g e  
 

Hajli, N., Sims, J., Zadeh, A. H., & Richard, M. O. (2017). A social commerce investigation of 
the role of trust in a social networking site on purchase intentions. Journal of Business 
Research, 71, 133-141. 

 
Hajli, N. (2014). The role of social support on relationship quality and social commerce. 

Technological Forecasting and Social Change, 87, 17-27. 
 
Hoffman, D. L., & Fodor, M. (2010). Can you measure the ROI of your social media marketing? 

MIT Sloan Management Review, 52(1), 41-49. 
 
IAB. (2019). Getting influencer marketing right: A guide for brands. Interactive Advertising 

Bureau. 
 
Kaplan, A. M., & Haenlein,  M. (2010). Users  of the world, unite! The challenges  and 

opportunities of social media. Business Horizons, 53(1), 59-68. 
doi:10.1016/j.bushor.2009.09.003 
 
Katz, E., Blumler, J. G., & Gurevitch, M. (1973). Uses and gratifications research. Public Opinion 

Quarterly, 37(4), 509-523. doi:10.1086/268109 
 
Kim, A. J., & Park, S. (2016). A study of factors influencing online impulsive buying on social 

commerce websites. Journal of Global Fashion Marketing, 7(3), 181-195. 
 
Kim, A. J., & Ko, E. (2012). Do social media marketing activities enhance customer equity? An 

empirical study of luxury fashion brand. Journal of Business Research, 65(10), 1480-
1486. 

 
Keh, H. T., & Xie, Y. (2009). Corporate reputation and customer behavioral intentions: The role 

of trust, identification and commitment. Industrial Marketing Management, 38(7), 732-
742. 

 
Kumar, V., Bezawada, R., Rishika, R., Janakiraman, R., & Kannan, P. K. (2016). From social to 

sale: The effects of firm-generated content in social media on customer behavior. Journal 
of Marketing, 80(1), 7-25. 

 
Laroche, M., Habibi, M. R., Richard, M. O., & Sankaranarayanan, R. (2013). The effects of 

social media based brand communities on brand community markers, value creation 
practices, brand trust and brand loyalty. Computers in Human Behavior, 29(3), 1058-
1067. 

 
Lee, M., & Hong, I. B. (2016). Predicting positive user responses to social media advertising: 

The roles of emotional appeal, informativeness, and creativity. International Journal of 
Information Management, 36(3), 360-373. 

 
Li, X., Wang, D., Zhang, L., & Yu, L. (2018). The effect of social media advertising on purchase 

intention and online word of mouth: An empirical study of the fast fashion industry in 
China. Computers in Human Behavior, 81, 112-120. 

 
Liang, T. P., Ho, Y. T., Li, Y. W., & Turban, E. (2011). What drives social commerce: The role 

of social support and relationship quality. International Journal of Electronic Commerce, 
16(2), 69-90. 

 



 
 
 

ISSN: 5391 - 5248 
Volume 8, Number 2, 2024 

International Journal of Communication and Management 
 

121 | P a g e  
 

Luo, X., & Ba, S. (2012). Perspective: The impact of ad‐induced arousal on advertising 
effectiveness. Journal of Advertising Research, 52(2), 245-257. 

McQuail, D. (1983). Mass communication theory: An introduction. Sage Publications. 
 
Muntinga, D. G., Moorman, M., & Smit, E. G. (2011). Introducing COBRAs: Exploring 

motivations for brand-related social media use. International Journal of Advertising, 
30(1), 13-46. 

 
Pantic, I. (2014). Online Social Networking and Mental Health. Cyberpsychology, Behavior, and 

Social Networking, 17(10), 652-657. doi:10.1089/cyber.2014.0070 
 
Pew Research Center. (2018). Teens, social media & technology. Pew Research Center. Phelps, 

J. E., Lewis, R., Mobilio, L., Perry, D., & Raman, N. (2004). Viral marketing or electronic 
word-of-mouth advertising: Examining consumer responses and motivations to pass along 
email. Journal of Advertising Research, 44(4), 333-348. 

 
Rheingold, H. (2012). Net Smart: How to Thrive Online. NY, MIT Press. 
 
Rishika, R., Kumar, A., Janakiraman, R., & Bezawada, R. (2013). The effect of banner 

advertising on internet purchasing. Journal of Marketing, 77(5), 95-109. 
 
Ruggiero, T. E. (2000). Uses and gratifications theory in the 21st century. Mass Communication 

& Society, 3(1), 3-37. doi:10.1207/S15327825MCS0301_02 
 
Schroeder, A., & Borgerson, J. L. (2017). Generation Z and social media. Business Horizons, 

60(6), 779-788. 
 
Seemiller, C., & Grace, M. (2016). Generation Z: Educating and engaging the next generation 

of students. About Campus, 21(3), 22-28. 
 
Seetharaman, P., & Damaraju, N. L. (2020). Social Media Marketing to Generation Z: The Role 

of Cause-Related Marketing. Journal of Promotion Management, 26(5), 678-704. 
 
Shankar, V., & Balasubramanian, S. (2009). Mobile marketing: A synthesis and prognosis. 

Journal of Interactive Marketing, 23(2), 118-129. 
 
Shimp, T. A., & Andrews, J. C. (2013). Advertising Promotion and Other Aspects of Integrated 

Marketing Communications (9th ed.). NJ, Cengage Learning. 
 
Smit, E. G. (2016). Branded Content Advertising: When Does the Advertiser's Involvement 

Impact the Audience? Journal of Advertising, 45(2), 162-176. 
 
Smith, A. N. (2017). An analysis of social media advertising and its impact on user perceptions. 

Journal of Advertising, 46(2), 232-247. 
 
Smith, A. N., Fischer, E., & Yongjian, C. (2012). How Does Brand-related User-generated 

Content Differ across YouTube, Facebook, and Twitter? Journal of Interactive Marketing, 
26(2), 102-113. doi:10.1016/j.intmar.2012.01.003 

 
Smith, A. N., & Anderson, C. A. (2018). The effects of a brand-generated social media feed on 

brand attitude and purchase intention. Journal of Interactive Marketing, 44, 78-88.  
 
Smith, A. N., & Chen, J. (2011). Are You Ready to Play the Game? The Pros and Cons of 



 
 
 

ISSN: 5391 - 5248 
Volume 8, Number 2, 2024 

International Journal of Communication and Management 
 

122 | P a g e  
 

Online Social Networking. In The 21st Century Meeting and Event Technologies (pp. 26-50). 
Palgrave Macmillan. 

 
Smith, A. N., & Coyle, J. R. (2014). The Effects of Brand Placement in Social Media Games on 

Brand Attitude and Buying Intentions. Journal of Interactive Advertising, 14(1), 23-33. 
 
Smith, A. N., & Taylor, S. H. (2017). Social media use in 2018. Pew Research Center. 
 
Smith, A. N., & Yang, X. (2017). Effects of social media advertising: A review and future 

research directions. In Social Media in Asia (pp. 35-55). Springer. 
 
Solomon, M. R., Marshall, G. W., & Stuart, E. W. (2020). Marketing: Real People, Real Choices 

(10th ed.) London, Pearson. 
 
Sparks, H. A., & Qubein, N. (2020). Engaging Generation Z: Marketing strategies for a new era 

NY, Emerald Publishing Limited. 
 
Stephen, A. T., & Toubia, O. (2010). Deriving value from social commerce networks. Journal of 

Marketing Research, 47(2), 215-228. 
 
Suh, H., & Youn, S. (2017). Influences of social commerce factors on consumer purchase 

behavior: An empirical study. Social Behavior and Personality: An International Journal, 
45(3), 479-494. 

 
Tellis, G. J. (2004). Effective Advertising: Understanding When, How, and Why Advertising 

Works. London, SAGE Publications. 
 
Trend Hunter. (2021). Generation Z Trends in 2021. Retrieved from 
https://www.trendhunter.com/course/genz 
 
Tuten, T. L., & Solomon, M. R. (2017). Social Media Marketing. Sage Publications. 
 
Twenge, J. M. (2017). iGen: Why today's super-connected kids are growing up less rebellious, 

more tolerant, less happy—and completely unprepared for adulthood. NJ, Atria Books. 
 
Wells, W., Spence-Stone, R., & Moriarty, S. E. (2019). Advertising: Principles and Practice (4th 

ed.). London, Pearson. 
 
Zhou, L., Zhang, Y., & Su, Y. (2013). How do brand communities generate brand relationships? 

Intermediate mechanisms. Journal of Business Research, 66(1), 90-99. 
 
Zhang, Y., Lu, Y., Gupta, S., & Zhao, L. (2015). Assessing the impact of positive and negative 

information on online consumer purchase intention. Decision Support Systems, 77, 42-54. 
 
Zhang, L., Li, X., Zhang, Y., & Zhang, J. (2016). The impact of social media on consumers' 

impulse purchase behaviour. In PACIS (p. 207). 


