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Abstract – In the modern marketing landscape, businesses are increasingly recognizing the need to tailor strategies according to 

demographic differences, especially in relation to Generation Z (born between 1997–2012). This study examines the effectiveness 

of various marketing strategies across demographic segments, focusing particularly on Generation Z. Using a mixed-method 

approach involving a survey of 150 respondents from different age groups, the study evaluates the impact of digital marketing, 

influencer marketing, traditional advertising, and experiential marketing. The results reveal that Generation Z demonstrates a 

higher responsiveness to digital and influencer-based marketing, while older generations still rely more on traditional media. 

The findings provide valuable insights for marketers to optimize campaigns according to demographic preferences. 
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I. INTRODUCTION  
 

 Marketing strategies have evolved drastically in the 

digital age. With technological advancement and 

globalization, consumer preferences have become 

increasingly diverse. To stay competitive, organizations 

must understand the demographic variations influencing 

consumer behavior. Among these demographics, 

Generation Z—the first truly digital-native generation—has 

emerged as a powerful consumer group with unique 

expectations and engagement preferences. 

This research explores the effectiveness of different 

marketing strategies (digital, traditional, influencer, and 

experiential) across demographics, emphasizing 

Generation Z’s behavioral patterns and responsiveness to 

these approaches. 

 

Definition of Key Terms 

 Marketing Strategy: 

A marketing strategy refers to a company’s overall plan for 

reaching prospective consumers and turning them into 

customers of their products or services. 

 Demographics: 

Statistical data relating to the population and particular 

groups within it, including age, gender, income, education, 

etc. 

 Generation Z (Gen Z): 

Individuals born approximately between 1997 and 2012, 

characterized by digital nativity, social awareness, and 

preference for authenticity in marketing. 

 Digital Marketing: 

The use of online platforms such as social media, websites, 

and email to promote products and services. 

 Influencer Marketing: 

A marketing technique that relies on endorsements and 

product mentions from influencers with dedicated social 

media followings. 

. 

 

 

II. REVIEW OF RELATED LITERATURE 

 
 Smith, J. (2021) found that Generation Z consumers 

respond more positively to brands that maintain 

authenticity and transparency in digital 

communications. 

 Lee & Kim (2020) observed that social media 

advertising significantly affects Gen Z’s purchase 

decisions compared to traditional marketing methods. 

 Patel (2019) analyzed generational differences and 

concluded that Baby Boomers and Generation X still 

prefer television and print ads, whereas younger 

consumers prefer interactive formats. 

 Nguyen & Brown (2022) highlighted that influencer 

marketing drives higher engagement and brand trust 

among Gen Z, provided the influencers align with their 

values. 

 Martinez (2023) suggested that experiential marketing 

(events, pop-ups) creates lasting impressions across 

demographics but has a stronger effect when integrated 

with digital engagement for Gen Z. 

These studies collectively suggest that the effectiveness of 

marketing strategies varies across age groups, with 

Generation Z preferring digital engagement and 

personalized content. 

 

III. STATEMENT OF THE PROBLEM 
 

With the rise of Generation Z as a major consumer 

demographic, traditional marketing strategies may not be as 

effective as before. Businesses need to identify which 

marketing approaches resonate best with Gen Z compared 

to older generations. The problem addressed in this study 

is: 

“How effective are different marketing strategies across 

demographics, particularly among Generation Z?” 

 

 

 

Objectives of the Study 

To identify the most effective marketing strategies among 

Generation Z. 
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To compare the effectiveness of traditional and digital 

marketing strategies across different age demographics. 

To analyze the influence of influencer marketing on 

Generation Z’s purchasing behavior. 

 

Hypotheses 

H₁: Digital and influencer marketing strategies are more 

effective for Generation Z than for older generations. 

H₂: Traditional marketing strategies (TV, print) are more 

effective for older generations than for Generation Z. 

H₃: Experiential marketing positively influences all 

demographics but has the strongest impact on Generation 

Z. 

 

IV. METHODOLOGY 
 

Research Design: 

Descriptive survey research design was used to assess 

perceptions and effectiveness of marketing strategies across 

demographics. 

 

Sample: 

A total of 150 respondents were selected through stratified 

random sampling: 

 Generation Z (18–27 years): 60 respondents 

 Millennials (28–43 years): 50 respondents 

 Generation X (44–59 years): 40 respondents 

 

Tools: 

A structured questionnaire using a 5-point Likert scale was 

used to measure respondents’ attitudes toward: 

 Traditional Marketing 

 Digital Marketing 

 Influencer Marketing 

 Experiential Marketing 

 

Data Collection: 

Responses were collected via Google Forms and in-person 

surveys conducted in universities and workplaces. 

 

Data Interpretation and Analysis 

Table 1: Mean Scores of Effectiveness Ratings (5-Point 

Scale) 

 

Marketing 

Strategy 

Gen Z 

(18–27) 

Millennials 

(28–43) 

Gen X 

(44–59) 

Traditional 

Marketing 
2.4 3.6 4.2 

Digital Marketing 4.6 4.1 3.3 

Influencer 

Marketing 
4.7 3.8 2.5 

Experiential 

Marketing 
4.3 4.0 3.9 

 

Analysis: 

Generation Z rated influencer and digital marketing highest, 

reflecting their digital affinity. 

Generation X showed strong preference for traditional 

advertising such as television and print. 

Experiential marketing showed balanced effectiveness 

across demographics. 

 

Graphical Interpretation: 

A bar chart indicates that digital and influencer marketing 

are the most preferred among Gen Z, while traditional 

media remains most effective for older consumers. 

 

Results 

 Hypothesis H₁ was accepted: Digital and influencer 

marketing are significantly more effective for 

Generation Z. 

 Hypothesis H₂ was accepted: Traditional marketing 

shows higher effectiveness among older 

demographics. 

 Hypothesis H₃ was partially accepted: Experiential 

marketing has universal appeal but resonates slightly 

more with younger consumers. 

 

V. CONCLUSION 
 

The study concludes that marketing effectiveness varies 

significantly across demographics. Generation Z responds 

most positively to digital and influencer-driven campaigns 

that emphasize authenticity, engagement, and social 

relevance. In contrast, traditional marketing continues to 

yield results among older demographics who rely on print 

and television. Experiential marketing serves as a bridge 

between both groups, offering sensory engagement and 

memorable brand experiences. 

 

Businesses must adopt a multichannel approach, 

customizing their marketing mix to match the preferences 

of each demographic segment. 

 

Suggestions for Future Researchers 

Extend the sample size to include global participants for 

cross-cultural comparison. 

Examine the role of AI-driven personalization in marketing 

effectiveness. 

Study the long-term brand loyalty effects of influencer 

marketing on Generation Z. 

 

REFERENCES  
 

1. Lee, M., & Kim, J. (2020). Social media advertising 

and generational differences in consumer response. 

Journal of Digital Marketing Research, 12(3), 45–58. 

2. Martinez, R. (2023). Experiential marketing in the 

digital era: A demographic analysis. International 

Journal of Marketing Studies, 18(2), 101–117. 

3. Nguyen, T., & Brown, L. (2022). Influencer trust and 

purchase intention among Generation Z consumers. 

Marketing Insights Review, 27(4), 211–230. 

4. Patel, S. (2019). Generational preferences and media 

consumption patterns. Global Business Review, 20(1), 

87–102. 



 

International Journal for Novel Research in Economics , Finance and Management  

www.ijnrefm.com 
Volume 3, Issue 6, Nov-Dec-2025, PP: 01-03 

 

 Page-3 

  

5. Smith, J. (2021). Authenticity and brand 

communication in the Gen Z market. Contemporary 

Marketing Perspectives, 15(2), 56–73. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


