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Abstract 
This study explores the impact of Gen Z on entrepreneurial marketing, examining how their unique 
values, behaviors, and preferences are redefining marketing strategies. Investigate Gen Z's 
influence on entrepreneurial marketing practices. Identify key marketing strategies that resonate 
with Gen Z entrepreneurs. Examine the role of digital technologies in shaping Gen Z's 
entrepreneurial marketing approaches. A mixed-methods approach was employed, combining 
surveys, interviews, and social media analysis to gather insights from Gen Z entrepreneurs and 
marketing professionals. The study reveals that Gen Z entrepreneurs prioritize authenticity, 
sustainability, and social responsibility in their marketing strategies, leveraging digital technologies 
to create engaging, interactive experiences. This research contributes to the literature on 
entrepreneurial marketing, providing new insights into Gen Z's impact on marketing practices and 
highlighting opportunities for innovation and growth. The findings have significant implications for 
businesses seeking to connect with Gen Z entrepreneurs and consumers, emphasizing the need for 
authentic, socially responsible, and digitally savvy marketing strategies. Develop marketing 
strategies that prioritize authenticity, sustainability, and social responsibility. Leverage digital 
technologies to create engaging, interactive experiences that resonate with Gen Z. Foster a culture 
of innovation and experimentation in entrepreneurial marketing practices. 
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INTRODUCTION 
Generation Z is revolutionizing entrepreneurship with their unique blend of technological savvy, 
social consciousness, and innovative thinking. As digital natives, they're redefining business on their 
own terms, prioritizing authenticity, sustainability, and social impact. This article explores the rise 
of Gen Z entrepreneurs, their distinct approach to business, and the implications for the future works 
and entrepreneurship.  
 
Gen Z Entrepreneurs: How Young Leaders Are Revolutionizing Modern Business. Generation Z 
entrepreneurs (born 1997-2012) are transforming the business landscape with their unique 
approach to entrepreneurship and innovation. Unlike traditional business models, these young 
leaders prioritize purpose-driven ventures that align with their values while leveraging digital 
technology for rapid growth. Recent studies show that 62% of Gen Z individuals already run or plan 
to start their own business, making them the most entrepreneurial generation in history. 
 
To understand who or what Generation Z is, it's first important to clarify what a generation itself is. 
According to Pilcher (1994) a generation comprises individuals of similar ages who are exposed to 
the same political, social, and economic events, and have a collective consciousness based on shared 
values, beliefs, and attitudes. Hence, a generation is more than just people from the same 
chronological age span. It's a sociologically meaningful unit that forms characteristics, attitudes, and 
values along the historical events of its time. Researchers agree on this matter. The era in which 
we are born and grow up matters; it has an impact on our perspective and behavior. Campbell et 
al. (2015) argue that the time which we are born, and the events that we experience shape us and 
our culture, and they appear to make a strong bond between members of a generation. 
Understanding the values and attitudes that a generation share helps in better comprehending what 
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defines the generation, how it's characterized, and what influences it (Luttrell & McGarth, 2021; 
Magano, et al., 2020; Andrione, 2018).  
 What exactly constitutes Gen Z? In research, there are various approaches defining the age range 
of Gen Z. For the purposes of this study, I will limit the age range to the years from 1995 to 2010. 
I believe that these particular cohorts are shaped by similar events such as digitization, climate 
change, or the impacts of war and terrorism. Above all, they share similar attitudes towards 
sustainability, trends, personal development, and digital media. Especially those born before 1995 
are simply not as influenced by digitalization as those born between 1995 and 2010, who grew up 
with it. And those born after 2010 already have too much distance from certain issues that are 
normal for them, such as personal development and individual interpretation. The cohorts from 
1995 to 2010 are marked by a variety of changes, a period of transition that other cohorts may not 
have been as acutely aware of.  
 
Despite the various approaches to defining who belongs to Gen Z, there is one characteristic that 
unites them all: Gen Z was born into Technology. This generation has grown up with digital media, 
and for most of them, a life without the internet and smartphones is unthinkable. Therefore, this 
generation is often referred to as the 'children of the internet,' 'digital Generation,' 'Digital natives,' 
or 'iGen'. However, it's not just unlimited access to digital media that has shaped this generation; 
many social, political, and economic events, such as wars, Covid-19, natural disasters, and 
environmental crises, have also influenced this generation. Many of these events and occurrences 
are why this generation is rightfully different from previous ones. In the literature, Gen Z is often 
referred to as the engine of innovation and change. This generation has a completely different 
dynamic and perspective than previous ones. I will further explore the characteristics that make Gen 
Z distinct or different in the following sections, (Magano, et al., 2020; Dragolea, et al., 2023; D’Arco 
et al., 2023).  
 
EXTANT LITERATURE REVIEW 
Strong Characteristics of Gen Z  
A generation is so much more than just a time span, and what exactly makes Generation Z stand 
out, which positive traits have emerged, and what values this generation strives for will be clarified 
in the foregoing. Gen Z and their behaviors have been extensively studied by many researchers, 
attempting to find explanatory approaches. There is agreement that Gen Z's mentality is different. 
Freedom and independence are immensely important to this generation. They make decisions for 
themselves, are very flexible, and keep the possibility open to change their minds whenever and 
however they want to. According to Magano, et al. (2020), Gen Zer’s do not like stereotypes; their 
identity shapes over time, and they are very individual and versatile in their nature.  
 
Liang, et. al, (2022) describe this generation as confident individuals who love self-expression, are 
happy, creative, adventurous, and more eager to achieve their values. Values such as individual 
development, enjoyment of life, and a spirit of experimentation are very important to this generation. 
Gen Zer’s, in particular, have developed into responsible adolescents. They are more willing to stand 
up, especially concerning environmental issues, and civil rights. They have been taught that they 
have a voice and that what they do and say matters. Activism is part of their identity, at least for 
most of this generation. Movements like FridaysForFuture or the #Metoo movement are just 
examples of the pressure and power Gen Z can bring. FridaysForFuture, initiated by Greta Thunberg, 
aims for climate protection. The #Metoo movement was started by Tarana Burke, a sexual 
harassment survivor, with the intention of giving victims of sexual violence a platform to speak, be 
heard, and listened to, (Brand, et al., 2022, Berkup, 2014; Niezurawska-Zajac et al., 2023).  
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Figure: 2.1: Conceptual Framework of:   

ENTREPRENEURSHIP REIMAGINED:  
The Gen Z Revolution 

  
 

 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Dimensions                           Measures 
 

Researcher’s Analytical framework Constructs to Depict Hypotheses construction, Predictor, 
mediating, intervening and Criterion Variables. 
Source: Author’s constructs, (2025). 
 
Rodrigues, (2018) has also elaborated on a variety of trends of this generation. They are not in a 
hurry to grow up or to surrender to the pressure of society. They take the time to find themselves 
and their path. They embrace inclusiveness and equality. Both physical and mental health are very 
important to them. Especially in terms of emotions, they are open to display. Lastly, an important 
aspect that defines this generation is the internet and digital devices. They are technology savvy; 
they recreate, learn, and work in a digital world. They are well informed and educated due to the 
spread of communication technologies. In-person communication has shifted towards electronic 
interaction. Many Gen Zer’s feel more comfortable and confident in the virtual world. According to 
Berkup (2014) this generation is able to be interested in more than one issue at a time, which is 
highly advanced. They are thought to have the highest motor skill synchronization for hand, eye, 
and ear in the history of humanity, which shows their multitasking ability. It is therefore not without 
reason that this generation is referred to as the "Children of the Internet”. (Luttrell & McGarth, 2021; 
Rodrigues, 2018).   
 
Weak Characteristics of Gen Z  
Alongside all these positive traits, there are also a variety of weaknesses present in this generation. 
And most of them can be attributed to the use of digital media. This generation is online 24/7 and 
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therefore easily influenced by opinion leaders. Their constant interaction and engagement with 
smartphones, video games, and social media have, in many cases, led to media dependency. The 
consequences include anxiety, depression, stress, and a lack of sleep quality. Fears such as Fear of 
Living Online (FOLO) or Fear of Missing out (FOMO) are no longer uncommon. Dr. Nicola Davies 
has analyzed a variety of negative effects in relation to nomophobia (a term encompassing FOMO 
and FOLO). Nomophobia mainly presents symptoms such as increased heart rate and blood pressure, 
shortness of breath, panic, and fear. Migraines, weight loss or gain, fatigue, and other symptoms 
are increasingly being associated with Gen Z. Furthermore, according to Berkup (2014), they have 
a short attention span and are impatient. Their social and communicative skills also suffer from the 
constant influence of digital media. They are much more individualistic, have limited communication 
skills in terms of in-person interaction, shy away from teamwork, and are discussion-averse. Due to 
the constant influence of social media, many Gen Zer’s have become insecure. The continuous 
positivity and presentation of a perfect life by various opinion leaders lead to low self-esteem and 
self-confidence among Gen Zer’s, ultimately resulting in behavioral patterns such as depression, 
anxiety, or panic attacks, (Rodrigues, 2018; Scholz, 2014; Luttrell & McGarth, 2021; Pichler et al., 
2021). 
  
Characteristics of Gen Z Business Approach 
a). Mission-First Mind-set: Gen Z entrepreneurs build companies around core values: a). 
Sustainability and environmental responsibility; b). Diversity, equity, and inclusion initiatives, c). 
Mental health and wellness advocacy, d). Social impact and community building. These young 
business leaders understand that modern consumers, especially their peers, choose brands based 
on shared values rather than just product quality. 
 
b). Digital-Native Advantage: Growing up with social media platforms and e-commerce tools, 
Gen Z entrepreneurs excel at: a). Building online businesses through Instagram, TikTok, and 
YouTube, b). Creating digital products and services, c). Mastering content marketing and influencer 
strategies, d). Using AI tools and automation for business efficiency. Their digital marketing skills 
and understanding of the creator economy give them a significant competitive advantage in today’s 
market. 
 
c). Redefining Business Success: For Gen Z entrepreneurs, success means: a). Work-life balance 
over toxic hustle culture, b). Financial freedom and flexible lifestyle, c). Creative fulfilment and 
personal growth, d). Social impact and meaningful contribution. e). They embrace remote work, 
asynchronous collaboration, and location independence as core business principles. 
 
d). Community-Driven Growth: Young entrepreneurs leverage collaborative networks and peer-
to-peer mentorship: i). Sharing resources and knowledge in online communities, ii). Building founder 
collectives and start-up ecosystems; iii). Participating in co-creation and partnership opportunities; 
iv). Creating supportive business networks over competitive environments; and v). Impact on 
Traditional Business Models 
 
3. METHODOLGY 
A mixed-methods approach was employed, combining surveys, interviews, and social media 
analysis to gather insights from Gen Z entrepreneurs and marketing professionals. Using a 
descriptive survey research design, data were collected from 390 small businesses in Southeastern 
Nigeria. The data sources were semi-structured interviews and a review of organizational 
documents, including statutes; articles of incorporation, history, and background; and press 
releases from company websites. The eight emerging themes from using the thematic analysis 
were (a) Gen Z entrepreneurs, (b) Digital business, (c) Start-up culture, (d) Young entrepreneurs 
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(e) Purpose-driven business, (f). Social Entrepreneurship, (g). Digital marketing, and (h). Business 
innovation. 
 
 
 
 
DISCUSSION PF FINDINGS AND PRAXIS 
Gen Z and Their Perception towards Entrepreneurial Sustainability  
As mentioned earlier, Gen Z is a generation that is informed and stands up for values that are 
important to them. This includes environmental issues and the negative consequences of 
unsustainable behavior. Gen Z is very environmentally conscious and aware of sustainability issues, 
and in the literature, it is often referred to as the 'Generation Green'. They actively advocate for a 
sustainable lifestyle, and literature suggests that this generation is the first to naturally recognize 
the importance of the environment, specific consumption patterns, and adopting sustainable 
behaviors. Climate change, pollution, and resource depletion are among the top vital challenges for 
Gen Z. They are more concerned than other generations about global warming and environmental 
degradation and feel a strong responsibility towards the environment and its natural resources 
(Dragolea et al., 2023; Brand et al., 2022; D’Arco et al., 2023).   
  
Particularly through movements like Fridays For Future, where they express their pro environmental 
commitment, one can see how intensely issues such as the negative implications of non-
environmental development, the exploitation of nature, unbalanced ecosystems, and human 
ignorance towards environmental sustainability move them. These attitudes are also reflected in 
their intention to purchase green products. This attitude is also closely related to their knowledge 
and awareness of nature. In this context, environmental knowledge refers to the understanding and 
awareness of environmental problems and possible solutions to those problems (Zsóka et al., 2013, 
Rashmita et al., 2023; Alvarez-Monzoncillo, 2023; FRIDAYS FOR FUTURE, 2024). 
 
To continue engaging with this generation in the future and to meet their demands for more 
sustainable practices, it is important to adapt marketing strategies and meet the expectations of 
sustainable consumers. From a marketing perspective, it is therefore extremely important to 
understand Gen Z and their environmental concerns, acquire deeper knowledge, and utilize 
marketing resources better and more efficiently to continue engaging with this generation, (Gomes, 
et al., 2023; Dragolea, et al., 2023).  
 
Attitude-Behavior-Gap  
Although sustainability and a sustainable lifestyle are important to this generation, their attitude is 
only partially reflected in the purchase of sustainable products, which is why there is also talk of a 
credibility problem in this regard. While Gen Z values a sustainable lifestyle, it seems difficult for 
them to integrate green behavior into their daily routines. This leads to one of the biggest challenges 
of the future, the Attention-Behavior-Gap. This gap, especially in the context of environmental 
sustainability, is referred to as the ‘Green Gap’ phenomenon, which is also closely linked to the 
Theory of planned behavior (Elhaffar, et al., 2020, Mamun, et al., 2018; Kleiser, et al., 2023).   
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Figure: 4.1: EMERGENT MODEL:   
ENTREPRENEURSHIP REIMAGINED:  

The Gen Z Revolution 
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NOTE: Researcher’s Analytical framework Constructs showing hypotheses construction, Predictor, 
mediating, intervening and Criterion Variables; which now becomes the Emergent Model of the 
Study.  Source: Author’s constructs, (2025). 
 
According to Elhaffar et al. (2020), the Attitude-Behavior-Gap is the problem where consumers who 
declare positive attitudes and intentions to act in a pro-environmental manner do not transform 
these thoughts into actual behavior. Kleiser et al. (2023) speak of a discrepancy between the 
communicated attitude and the actual actions of a person. Especially, Gen Z prefers to reflect their 
social status and prestige, which is why they are also very likely to be involved in compulsive buying 
behavior of nonenvironmentally friendly products. A very good example here is fashion items. White, 
et al. (2019) have shown in his research that 65% of the surveyed participants would buy 
sustainable products, but only 26% actually do so. On one hand, Gen Z possesses a strong 
underlying concern for environmental issues, which also reflects in their subjective norms. But on 
the other hand, they are deeply involved in over-consumption and nonenvironmentally friendly 
consumption. This discrepancy gives rise to the problem of the so-called 'Green Gap'.  
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The Green Gap is the 'inconsistency between what the individual says regarding his/her growing 
concern about the environmental problems and what he/she does in terms of actions, behaviors, 
and contributions to lessen the consequences of these problems'. Several studies have already 
explored the reasons for the Attitude-Behavior-Gap. Bocti et al. (2021) argue that reasons for the 
Green Gap can include lack of availability of sustainable products, pressure of social norms to keep 
up with social obligations ('to do what others do'), lack of information and legitimacy (consumers 
have difficulty finding the right information and mistrust the legitimacy of the information provided), 
limited budget and high prices, or even the motivation to behave sustainably, (Elhaffar et al., 2020).   
Content Creation Entrepreneurship  
The concept of Digital Marketing emerged in the 1990s and early 2000s and further sophisticated 
in the late 2000s and 2010s, changing the way brands and businesses use technology for marketing. 
Digital Marketing refers to the use of technologies to aid marketing activities in order to improve 
customer knowledge by matching their needs. Over time, companies have realized the importance 
of Digital Marketing and have incorporated it into their strategies. As consumers become more 
reliant on digital electronics in their daily lives, digital marketing campaigns are becoming more 
efficient. Digital Marketing, or Internet Marketing, unlike traditional marketing instruments, enables 
real-time communication and marketing, flexibility, and is cost-effective. Furthermore, Digital 
Technologies have opened new possibilities for selling products. It enables continuous online 
shopping, products and services can be updated in real-time, content can be shared limitlessly, and 
greater engagement can be achieved. Digital Marketing can take various forms, the most well-
known being Search Engine Optimization, Social Media Marketing, Affiliate Marketing, Pay-per-Click, 
Email Marketing, among others. In this work, I mainly focus on Social Media Marketing, as Social 
Media has the greatest influence on Gen Z,  (Vaibhava, 2019; Bala & Verma, 2018).  
 
Social Media Entrepreneurial Marketing (SMEM)  
Through the use of digital media and the daily use of social media, companies are presented with 
entirely new possibilities in their communication and communication channels. According to Bala & 
Verma (2018), the internet is now the most powerful tool for business. Social Media is a global 
phenomenon and the way we interact and socialize has drastically changed. People use the internet 
and social media to inform themselves, communicate, and interact. Due to the availability of Social 
Media, the nature of communication has changed significantly. In this Context we speak of platforms 
such as Instagram, TikTok, Facebook, YouTube, Snapchat. 
 
Thanks to Social Media, geographical barriers between users are breaking down, facilitating 
communication, and creating the opportunity to connect people from all over the world. This is 
referred to as a two-way conversation, meaning the exchange both from consumer to supplier and 
from consumer to consumer. Therefore, it is crucial for companies to position themselves, be present, 
and develop strategies to engage with potential customers on social networks. Hence the term 
'Social Media Marketing'. This means marketing using Social Media. Social Media Marketing is the 
endeavor to make one's own content, products, or services known on social networks and to connect 
with many people, especially potential customers (Weinberg, et al., 2012; Garzotto, 2016).   
Kreutzer & Hinz (2010) refer to a few core elements that must be pursued for Social Media Marketing 
to be successful. He mainly speaks of concepts such as authenticity, honesty, transparency, or the 
ability to accept criticism from. The user should be at the center here. The goal of Social Media 
Marketing is to build long-term customer relationships, create loyalty and trust, improve image and 
awareness, increase share of voice; increase traffic, as well as increase brand awareness. Or ideally, 
also achieving viral marketing through e-wordof-mouth. This means that the shared content spreads 
and is shared exponentially, greatly promoting the brand's traffic (Bala & Verma, 2018).   
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According to Li, et al. (2021), social media has led to three fundamental shifts: (1) Social Media 
enables Firms and customers to Connect in ways that were not possible in the past; (2) Social Media 
has transformed the ways Firms and Customers interact and influence each other; (3) Better 
Management of Customer Relationship.  Through the use of Social Media, however, the power 
balance between consumers and companies has also changed. Marketing now often takes place 
without the involvement of companies. Consumers are increasingly empowered by social media. 
They become creators, collaborators, and commentators of messages and are almost in control of 
marketing communication. Companies do not have direct control; the rules are defined, monitored, 
and possibly further developed by users. Therefore, communication on an equal footing, the creation 
of transparency and valuable content, and especially engaging with customers properly are 
immensely important. Social Media Marketing has diverse approaches, and below I would like to 
discuss the most important strategies. (Holland, 2016; Kreutzer & Hinz, 2010)  
Social Media Entrepreneurial Marketing Strategies   
To attract the attention of potential customers, companies employ various social media marketing 
strategies. Below, I would like to discuss the following strategies: Influencer Marketing, Content 
Marketing, Community Management, Paid Media, and Owned Media. The collaboration between 
companies and popular users, aimed at promoting a brand, is known as Influencer Marketing. 
Influencer marketing is a new strategy for companies, and when implemented effectively, it can be 
extremely successful. Influencers or popular users are individuals who have a large network of 
followers who trust them and follow their daily lives. Influencers are 'Opinion Leaders' and therefore 
play an important role in introducing new products and services. Social Media platforms like 
Instagram and TikTok stand out in terms of their importance in Influencer Marketing, as they are 
the preferred platforms used to convey the marketing message to younger customers. According to 
Martínez-López et al. (2020), Influencer Marketing can lead to better engagement results and even 
double its ROI. Influencer Marketing is successful because it reaches a broad audience, and 
consumers perceive it as more reliable, personal, less commercial, and more authentic, (Haenlein 
et al., 2020, (Haenlein et al., 2020, Alvarez-Monzoncillo, 2023).  
  
Content Marketing has become a leading marketing technique in digital marketing communication. 
Content Marketing is the strategic marketing approach of creating and distributing valuable, relevant, 
and consistent content to attract and acquire a clearly defined audience with the objective of driving 
profitable customer action (Content Marketing Institute, n/d). According to Patrution Baltes (2015), 
Content Marketing is the art of communicating with your customers and prospects without selling. 
Content Marketing is a pulling technique, and the attraction of customer attention is paramount. 
The focus lies in the creation of authentic brand stories and follows a consumer-centered philosophy. 
It aims to create relevant and compelling content to earn the admiration of consumers. The goal of 
Content Marketing is to achieve brand awareness, foster relationships, reach new customers, create 
customer loyalty, promote consumer engagement, and generally build an audience, (Patrutio Baltes, 
2015; Du Plessis, 2017).  
  
There are various ways for companies to reach their audience. Another one is Community 
Management; creating communities for their brands. Habibi, et al. (2014) refer to communities as 
being at the intersection of brands and social media, groups or communities of brand admirers 
which we label social media-based brand communities. Community Management is one of the most 
effective instruments for the management activities of companies. Communities allow consumers to 
talk to the brand and among each other to reduce information asymmetry between them and the 
brand. Such communities offer the opportunity to generate and exchange information. The core 
idea is that users can interact with each other based on common interests, goals, or activities. 
Through consumer engagement in social media brand communities, trust, brand loyalty, and brand 
awareness can be created. Above all, marketers use these communities to connect with consumers 
and understand their needs and desires (Kavoura, 2014, Santos et al., 2022).  
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Social Media advertising has also gained increased attention. This is referred to as Paid Media. Paid 
Media describes the placement of brand advertisements on platforms of choice in exchange for 
compensation, and in return, the social media platforms display these posts to targeted users. It is 
thus a form of Internet advertising, but specifically placed within Web 2.0. According to Herver & 
Guitart (2022), Social Media ads create new product awareness, generate curiosity, and induce 
consumers to visit the brand's website. The challenge, according to Alalwan (2018), is to plan and 
design social media ads in a more effective and attractive manner. The goal is to increase brand 
awareness, build knowledge, shape customer perception, and motivate customers to make 
purchases through paid ads. According to Herver & Guitart (2022), paid ads will have a positive 
impact on website visits. Furthermore, the content provided should be vivid, interactive, entertaining, 
and social to generate content engagement (Wahid, 2021).  
  
Owned Media is driven by brand officials and describes the brand's communication, created and 
shared through its own social network accounts. This involves the social media presence that allows 
them to interact directly with their consumers. According to Liadeli, et al. (2023), shared content 
can be distinguished under informative and emotional aspects, known as functional benefits and 
hedonic benefits. These benefits are then shared in the form of videos, images, and stories on the 
brand's own channels. Brands will be successful in the long term with this strategy only if they 
generate a strong social media presence. According to Colicev, et al. (2018) and Zhou, et al. (2023), 
owned media has a positive effect on brand awareness and customer satisfaction, as well as on 
online traffic and image. Since Owned Media is based on the principle of 'on its own control', one 
should also be aware that the shared content is the most positive information and positively 
overwhelming, which does have a negative impact on the authenticity and transparency provided. 
When discussing Owned and Paid Media, the term Earned Media also arises. Earned Media refers to 
social media activities that a company does not directly generate or control. The social media 
exposure arises through voluntary brand mentions and recommendations. While a company may 
pursue and encourage the goal of earned media, it is not a direct social media marketing strategy 
since it is beyond the control of the company, (Colicev, et al. 2018; & Zhou, et al. 2023).  
 
Entrepreneurial Social Media Content  
Content can be diverse and is as important as the conversation taking place, overtime, in the form 
of comments, mentions, hashtags, ratings, location and followers. Organic posts can take the form 
of text, images, or videos. Posts, surveys, stories, live streams, or giveaway actions are all potential 
content forms used on social media. When considering the type of content, two types can be 
distinguished: User-generated content and Firm-generated content, (Gemma & Antoni, 2022, Faster 
Capital, 2024)   
  
User-Generated Content: refers to consumers expressing themselves, sharing their experiences, 
being entertained, informed, and socializing with others by consuming, contributing, and creating 
brand-related content. It is a form of non-sponsored brand content, public content. Creative content 
is designed freely outside of professional routines and practices. Potential consumers appreciate 
user-generated content due to its high credibility According to research, there is a link between 
User-generated content and purchase intention. Positive User-generated content can increase 
product sales (Tyrväinen et al., 2023; .Müller & Christandl, 2019).  
  
Firm-Generated Content: refers to firm-managed marketing communications. The goal of Firm-
generated content is to influence consumers' brand perception and consequently includes 
information that increases consumers' knowledge of the brand. According to research, Firm-
generated content has a strong impact on sales and is therefore highly efficient. A very effective 
approach of Firm-generated content is 'Storytelling'. Storytelling is a narrative practice in which 
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people express themselves, tell stories, and try to convey emotions. It is a representation of content 
that forms a strategy in the mind of the receiver. Through the conveyance of stories, a variety of 
touch points emerge, such as emotional connection, communication of brand values, or authenticity. 
Storytelling can influence consumers' values and perceptions. Benefits of this type of content include 
an increase in the ability to recall information and a positive relationship towards brand trust and 
loyalty (Laurell & Söderman).  
  
In connection with user-generated content and firm-generated content, Tyrväinen et al. (2023) 
formulated attributes that social media content should fulfill to be efficient. These include 
information quality, which is a characteristic of information that satisfies consumers' expectations; 
information credibility, which refers to the trustworthiness of the provided information; and 
information usefulness, which is especially important in the context of Firm-generated content. It 
pertains to information that will enhance consumers' performance. Positive emotions should be 
conveyed through the content, as emotional states such as entertainment, enjoyment, and arousal 
influence consumers' attitudes and behaviors. Self-congruity refers to choosing brands and products 
that fit one's self-image. Lastly, interactivity, especially in the realm of social media, plays a focal 
role in generating brand loyalty.  

           
           Gen Z and Social Media Entrepreneurship  

Gen Z, also known as iGen, as discussed in previous sections, has grown up with digital technology. 
Therefore, both mobile phones and Social Media are integrated into their daily lives, which is also 
reflected in their media usage. They watch Netflix instead of TV, they listen to Spotify instead of 
Radio and instead of reading magazines, and they rely on Reddit, (Haenlein, et al., 2020).  
 
 According to a study of Deck (2022), German Gen Z individuals in 2020, had a total daily usage 
time, including video, audio, text, and internet, of 621 minutes. In 2022, 54% of respondents spent 
at least 4 hours daily on social media alone, with 38% spending even more according to Netpulse 
AG (2023). In 2023, the internet was the primary source of information for 72.8% of surveyed Gen 
Z individuals in Germany. Similar results were found in a study of Appinio Research (2022). When 
examining the platforms where this generation spends their time, surveys indicate that 68% use 
Instagram, 59% use YouTube, and 46% use TikTok. The same studies also revealed that every 
second individual purchases products due to advertised content on Social Media channels: 
Instagram (53%), YouTube (51%), and TikTok (51%). Additionally, it was analyzed that 40% of 
Gen Z individuals use Social Media for entertainment purposes, and TikTok is the platform where 
the most content is shared (32%). This highlights the potential for viral marketing. The following 
will explain how Gen Z responds to various social media strategies and what type of content is 
expected, (Die Medienanstalten (2023).  
 
The Impact of Social Media Entrepreneurial Strategies on Gen Z  
In previous sections, various approaches to social media entrepreneurship have been examined. 
Many researchers have also focused on understanding the impact of Social Media Marketing on Gen 
Z. According to Anjum et al. (2020), Gen Z is highly attracted to Social Media Entrepreneurial 
Marketing Strategies, making this generation the primary focus of companies. Studies show that 
social media marketing does affect the purchase intention of Gen Z according to Waworuntu, et al., 
(2022) and furthermore increases brand awareness, perception, and brand loyalty. Social media 
platforms are perceived as the most influential platforms, especially in the form of audio-visual 
advertisements as Gen Z does have shorter attention spans (Kontos, 2023).   
  
According to Nguyen, et al. (2022), Influencer Marketing has a significant effect on the consumption 
behavior of Gen Z. This is also reflected in the exponential use of this methodology with the aim of 
building brand reputation. In this Context Instagram and TikTok are perceived as particularly well-
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suited for Influencer Marketing. Influencer Marketing is so effective precisely because it has a 
marginal influence on the decision-making process of Gen Z. Through this form of marketing, Gen 
Z develops a kind of loyalty and friendly relationship. This methodology is even more effective when 
it involves major influencers or even celebrities. Researchers have also found a positive effect of 
Content Marketing on the purchase intention of Gen Z. This generation prefers compelling and 
creative content rather than lengthy policies and information, making Content Marketing a very 
effective strategy.  According to Anjum, et al. (2020), Paid Media also has a positive effect, especially 
when used personally and targeted. In general, various studies have shown that Social Media 
Marketing has a positive effect on Gen Z in terms of interaction, engagement, and purchase intention.  
In particular, the interaction between companies and consumers is the most influential factor in 
purchase intention according to research. The same study also demonstrated that Instagram has 
the greatest effect on impulsive buying behavior and that TikTok and Instagram are the best-suited 
platforms for marketing local products due to their potential for large reach. In conclusion, social 
media marketing is successful with Gen Z when it fulfils the principle of ad recall, meaning that 
advertisements are designed to be memorable to the target audience, and the more a target group 
is exposed, and the better, (Waworuntu, et al., 2022; Nadanyiova & Sujanska, 2023).  
 
Social Media Entrepreneurial Marketing Content that attracts Gen Z 
Not only the type of strategy to reach Gen Z is important, but also the content that is shared is 
fundamentally important. Therefore, it is crucial to understand the expectations of this generation 
Z regarding social media content and to respond to them.  Initially, it should be noted that each 
platform has its own language and culture, which is why marketing should be targeted and 
individually placed. Gen Z advocates for values such as diversity and equality, so they also want to 
see these reflected in advertising. Advertising should be creative and stand out, both visually and 
verbally. Furthermore, they value communication on a personal level, so advertising should be 
personalized and unique (Anjum, et al, 2020; Haenlein, et al., 2020).   
  
Authenticity is also expected from this generation, not just hoped for. They want to see the human 
side, unfiltered stories, behind the scenes. The more honest and vulnerable the conversation, the 
stronger the bond. Furthermore, the video content revolution should be embraced. This refers to 
the adoption of short-video features, which also results from the short attention span of this 
generation. User-generated content, which stands for authenticity, trustworthiness, and 
transparency, is also increasingly expected, as well as the rise of social advocacy. Companies should 
stand up for social and political issues and position themselves (HGS Interactive, 2023).   
  
According to Liu, et al. (2022), Gen Z also responds more to content that is interactive, entertaining, 
and trending. The same result is shown in the longitudinal study of Appinio, Research (2022), in 
which 40% of Gen Z use Social Media because of its entertaining factor. Wahid, (2021) refers to 
good content as being vivid, interactive, and social, but above all, it should be consistent. Since Gen 
Z is a generation for whom sustainability is important, this aspect of sustainability should also be 
reflected in Social Media advertising.  
 
Gen Z Entrepreneurship is influencing Established Companies to: 
i). Adopt sustainable business practices; ii). Implement flexible work arrangements; iii). Focus on 
brand authenticity and social responsibility; iv). Embrace digital transformation and innovative 
technologies 
 
Gen Z entrepreneurs are proving that successful businesses can be both profitable and purposeful. 
Their approach to Start-up culture, digital innovation, and social entrepreneurship is setting new 
standards for the entire business world. As these young leaders continue to grow their influence, 
traditional businesses must adapt to remain competitive in an increasingly values-driven 
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marketplace. Ready to embrace the Gen Z approach to business? Start by identifying your purpose, 
building authentic connections, and leveraging digital tools to create meaningful impact in your 
industry. 
 
Concluding Thoughts 
In conclusion, the rise of Gen Z entrepreneurs is redefining the business landscape, driven by their 
unique values, perspectives, and approaches. This study highlights the importance of innovation, 
sustainability, and social impact in Gen Z entrepreneurship, as well as their reliance on digital 
technologies. As Gen Z entrepreneurs continue to shape the future of business, it is essential for 
policymakers, educators, and industry leaders to understand and support their needs. By fostering 
a supportive ecosystem, providing access to resources and mentorship, and promoting 
entrepreneurship education, we can empower Gen Z entrepreneurs to thrive and create a more 
sustainable and equitable future for all. The following recommendations are imperative: Modern 
entrepreneurs and business leaders can learn from Gen Z by: i). Prioritizing authentic brand 
storytelling; ii). Leveraging digital platforms for customer engagement; iii). Building purpose-driven 
business models; vi). Creating inclusive and diverse workplace cultures; v). Focusing on community 
building and customer relationships.  
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