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Abstract- 

Purpose: The main goal of this research is to investigate 

the online shopping habits of Generation Z, 

concentrating on the essential factors that affect their 

buying choices. The study seeks to understand how digital 

technologies, social media, and mobile commerce have 

altered their purchasing behaviors, expectations, and 

trust in online shopping platforms. 

 

Design/methodology/approach: This research employs a 

descriptive design, leveraging both primary and 

secondary data sources. A carefully structured 

questionnaire was distributed to a sample of Generation 

Z consumers to gain insights into their online shopping 

habits. Statistical tools were used to analyze the data, 

identifying trends, correlations, and factors that influence 

their choices. 

 

Findings: The results indicate that Generation Z 

consumers are largely motivated by convenience, 

competitive pricing, and the availability of products. 

Social media, influencer marketing, and online reviews 

significantly influence their purchasing decisions. 

Additionally, their preference for mobile-friendly 

platforms, easy payment options, and personalized 

experiences have a notable impact on their loyalty and 

satisfaction. However, issues related to data privacy, 

online security, and product authenticity remain ongoing 

challenges. 

 

Originality/Value: This research adds to the existing body 

of literature on digital consumer behavior by providing a 

concentrated analysis of Generation Z—a demographic 

that is inherently digital and is quickly shaping the future 

of e-commerce. The findings offer practical implications 

for marketers, retailers, and policymakers seeking to 

effectively connect with and retain Gen Z consumers in 

the competitive online market. 

 

Keywords: Generation Z, Online Shopping, Consumer 

Behavior, E-commerce, Social Media, Digital Marketing, 
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I. INTRODUCTION 

 

(Francis, 2018)In today’s fast-paced digital world, 

the retail sector has been transformed by online 

shopping, fundamentally altering how consumers 

engage with products and services. Generation Z, 

individuals born from the mid-1990s to the early 

2010s, constitutes an essential demographic due to 

their inherent link to technology. As digital natives, 

members of Generation Z have matured with 

smartphones, high-speed internet, and continual 

exposure to social media. Their purchasing habits are 

heavily shaped by digital trends, interactive 

platforms, and the ease of accessing information. In 

contrast to earlier generations, Gen Z shoppers 

prioritize speed, personalized experiences, genuine 

brand engagement, and ethical values in their buying 

choices. 

 

Grasping consumer behavior, especially among Gen 

Z, is crucial for e-commerce platforms and 

companies striving to stay relevant in a competitive 

online environment. Traditional shopping habits are 

gradually being overshadowed by demands for 

convenience, interactive engagement, and 

technology-enabled shopping features. This 

transformation compels businesses to adjust their 

strategies and invest in consumer-focused digital 

experiences. 

 

The study of consumer behavior has evolved since 

the mid-20th century, initially centering on economic 

aspects like income and pricing. As knowledge 

progressed in psychology, sociology, and data 

analytics, the focus widened to encompass lifestyle, 

emotional triggers, and behavioral psychology. 

Presently, consumer behavior studies incorporate 

artificial intelligence, predictive analytics, and 

tracking of user behavior to derive insights that 

inform marketing and operational strategies. 

 

Central to this inquiry are elements such as 

convenience, product assortment, price sensitivity, 

trust in digital environments, social media impact, 

and personalization. The increasing sway of social 

platforms like Instagram, TikTok, and YouTube has 

heightened the importance of social endorsement, 
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peer recommendations, and influencer content in 

influencing purchasing choices. Additionally, 

technologies including AI-driven recommendation 

systems, virtual try-on features, and frictionless 

payment systems are reshaping consumer 

expectations. 

 

This paper intends to explore and analyze the distinct 

online shopping tendencies of Generation Z while 

identifying key factors that shape their decisions. The 

study aims to fill existing gaps in literature by 

concentrating on a demographic that is frequently 

generalized yet exhibits diverse preferences and 

behaviors influenced by factors such as gender, 

location, and lifestyle. 

 

This chapter sets the stage for the study, outlines the 

significance of analyzing consumer behavior, and 

articulates the research issue: the necessity of 

comprehending Gen Z's specific online shopping 

inclinations. The following chapters will examine 

current literature, detail the research methodology, 

interpret the collected data, discuss the main findings, 

and provide recommendations for practical 

application in the industry. 

 

II. LITERATURE REVIEW 

 

The literature review offers an in-depth look at both 

academic and industry research related to the 

consumer habits of Generation Z in the realm of 

online shopping. While many studies have explored 

consumer behavior in the digital arena, there is still a 

scarcity of focused investigations into the preferences 

and decision-making processes of Generation Z, 

which underscores the importance of this study. 

 

(Rose, 2012)points out the significance of emotional 

involvement and experiential design in the context of 

online shopping. For Generation Z, shopping online 

transcends merely obtaining products; it involves 

interacting with engaging and responsive digital 

platforms. Websites that feature user-friendly 

interfaces, gamified shopping interactions, and AI-

enhanced personalization typically excel in attracting 

and retaining Generation Z consumers. 

 

(Smith, 2011)identifies three primary elements 

affecting Generation Z's online shopping habits: 

convenience, pricing, and brand perception. Growing 

up in a world dominated by technology, Generation 

Z consumers anticipate quick navigation, minimal 

barriers to completing purchases, and immediate 

availability of products. There is a strong focus on 

price, with consumers frequently utilizing 

applications and tools to compare prices and find the 

best offers. 

 

(De Veirman, 2017)highlight the increasing impact 

of peer influence, especially via social media. 

Influencer marketing, particularly that from relatable 

micro- and nano-influencers, has proven to be more 

effective than endorsements from celebrities for 

Generation Z audiences. Platforms such as TikTok 

and Instagram act as centers for discovering products, 

receiving peer validation, and accessing real-time 

reviews, transforming the customer experience. 

 

(Priporas, 2017)explore the essential role of trust and 

data security. Even though they are proficient with 

technology, Generation Z consumers approach data 

privacy cautiously, prioritizing transparency and 

dependability of platforms. Elements like secure 

payment systems, return policies, and accessible 

customer reviews help foster trust. 

 

(Sabitha, 2024)examines the impact of personalized 

marketing and AI-driven ads. Generation Z 

consumers have come to expect brands to recognize 

their preferences and provide customized 

suggestions. This relevance boosts emotional 

connection, brand recall, and conversion rates. 

reinforces this point by stressing the importance of 

immersive digital technologies such as augmented 

reality and live shopping events, which simulate in-

store experiences and alleviate hesitation regarding 

online purchases. 

 

(Loureiro S. M.-B., 2021)The review also uncovers 

emerging topics like sustainability, ethical sourcing, 

and social responsibility. (Loureiro, 2021) and 

(Gurău) note that Generation Z is inclined to support 

brands that align with their principles, including 

climate consciousness, fair labor practices, and 

inclusivity. 

 

(Alabdulmohsin, 2023)Despite the breadth of 

contributions, several research gaps persist. Existing 

literature frequently treats Generation Z as a uniform 

cohort, overlooking variations based on regional, 

cultural, and demographic differences. Additionally, 

there is a demand for longitudinal studies and 

research specific to platforms to gain a deeper 

understanding of the changes in Generation Z's 
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behavior. The absence of studies linking engagement 

metrics with actual purchase choices underscores the 

importance of this research. 

 

This chapter illustrates that, although considerable 

knowledge about digital consumer behavior has been 

attained, targeted studies focusing on the nuanced 

expectations and preferences of Generation Z are still 

in the early stages. This paper intends to address that 

gap by expanding on existing foundational work and 

providing updated, region-specific, and 

demographically segmented insights into Generation 

Z's online shopping behaviors. 

 

III. RESEARCH METHODOLOGY 

 

(Hassan, 2021)This study adopts a quantitative 

research approach to understand the online shopping 

behaviour of Generation Z. The goal is to identify key 

influencing factors such as pricing, convenience, 

social media influence, and digital trust. A structured 

survey questionnaire was used as the primary tool to 

gather relevant data from Gen Z individuals aged 18 

to 27. The respondents were chosen using a purposive 

sampling technique to ensure that only active online 

shoppers were included in the sample. 

 

The sample size consisted of 380 respondents from 

urban and semi-urban regions, selected through a 

combination of convenience and purposive sampling 

to reflect the diversity within the Gen Z demographic. 

The data was collected through online platforms like 

Google Forms and analyzed using SPSS 23.0 for 

accuracy and statistical significance. The use of 

online channels for data collection aligned with the 

digital engagement habits of the target population. 

 

The questionnaire was divided into two parts: 

demographic details and behaviour-related queries. It 

included close-ended questions measured on a Likert 

scale to assess the impact of various influencing 

factors. The questions targeted elements such as 

satisfaction with pricing, the impact of social media 

campaigns, preferences for influencer marketing, and 

trust in user-generated content. 

For data analysis, both descriptive and inferential 

statistical tools were applied. Descriptive analysis 

provided insights into demographic trends and 

shopping preferences, while inferential tests such as 

chi-square, correlation analysis, regression analysis, 

and Mann-Whitney U test were used to test the 

hypotheses. These tests helped determine the 

significance of relationships between demographic 

characteristics and consumer behaviour. 

 

The study also employed secondary research by 

reviewing journal articles, industry reports, and 

digital marketing studies relevant to Generation Z. 

This secondary data provided context for interpreting 

primary data and reinforced the trends observed 

through the survey. 

 

The limitations of the study included a restricted 

geographic focus and a moderate sample size, which 

may limit the generalizability of the findings. 

Additionally, the study acknowledged the challenge 

of rapidly changing digital trends, which may affect 

the long-term relevance of the insights. Response 

bias was also a potential limitation, as participants 

may have provided socially desirable answers. 

 

Overall, the methodology was designed to ensure a 

valid and comprehensive understanding of Gen Z's 

online shopping behaviour. It integrates both data-

driven analytics and theoretical frameworks, 

providing a solid foundation for the subsequent 

analysis and discussion in this paper. 

 

IV. DATA ANALYSIS AN INTERPRETATION 

 

Introduction: 

This chapter provides an in-depth examination of the 

key data gathered from structured surveys aimed at 

Generation Z consumers. The goal is to understand 

the shopping habits, preferences, and factors that 

influence Gen Z's behavior in the online shopping 

environment. The information was analyzed using 

statistical software, specifically SPSS 23.0, allowing 

for both descriptive and inferential analysis. 

 

Age Distribution: 

Table 4.1 

Age (In Yrs) Frequency Percentage Cumulative % 

20-30 180 47.40% 47.40% 

31-50 100 26.30% 73.70% 

Above 50 100 26.30% 100.00% 
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Total 380 100.00% 100.00% 

(Source: Prepared by MS word & Excel) 

 

 
(Source: Prepared by MS word & Excel) 

 

Interpretation: The majority (47.4%) of respondents belong to the age group of 20-30 years, followed by 31-50 

years (26.3%) and above 50 years (26.3%). This indicates that young adults are more inclined towards online 

shopping. 

 

Gender 

Table 4.3 

Gender Frequency Percent           Valid Percent Cumulative % 

Male 220 57.9% 57.9% 57,9% 

Female 160 42.1% 42.1% 42.1% 

Total 380 100.00% 100.00% 100.00% 

(Source: Prepared by MS Word & Excel) 

 

 
(Source: Prepared from MS Word & Excel) 
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Findings: 

The finding reveals that out of 380 respondents of 

Online Shopping 57.9% are males and 42.1% are 

females. This shows that online shopping is more 

preferred by males. This may be because there is no 

hope of bargaining for females in online shopping. 

Also females consumers prefer to buy the product 

after actually trying it. Therefore they prefer offline 

shopping over online shopping.        

 

Occupation 

Table 4.4 

Occupation Frequency Percent           Valid Percent      Cumulative % 

Valid Student 60 15.8% 15.8% 15.8% 

Service 200 52.6% 52.6% 68.4% 

Business 60 26.30% 100.00% 84.2% 

Housewife 20 100.00% 100.00% 89.54% 

 380 100.0 100.0  

(Source: Prepared by MS Word & Excel) 

 

 
(Source: Prepared from MS Word & Excel) 

 

Findings:  Out of 380 respondents of Online 

Shopping 15.8% are students, 52.6% are doing 

service, 15.8% business, 5.3% housewife and 10.5% 

are retired. This finding show that online shopping is 

least preferred by housewives, as they find no scope 

for bargaining in online shopping. While the service 

class people prefer online shopping as they hardly 

getting any time to go out and shop. Online shopping 

gives them the opportunity to shop at the comfort of 

their office or home 

 

Who influenced you to start shopping here? 

Table 4.5 

Influenced by Frequency Percent           Valid Percent      Cumulative % 

Valid Family 80 21.1% 21.1% 

 

21,1% 

Media 60 15,8% 15.8% 36.8% 

Friends  80 21,1% 21.1% 57.9% 

Self 120 31.6% 31.6% 89.54% 

Co- Workers 40 100.0 100.0 100.00% 

Total 380 100 100  

(Source: Prepared from MS Word & Excel) 



© NOV 2025 | IRE Journals | Volume 9 Issue 5 | ISSN: 2456-8880 

IRE 1711773      ICONIC RESEARCH AND ENGINEERING JOURNALS            194 

 
(Source: Prepared from MS Word & Excel) 

 

Findings: 

This latest technology and huge discount online 

encourage people to shop online. Out of 380 

respondents of Online Shopping 21.1% are 

influenced by family, 15.8% are influenced by media, 

21.1% are influenced by friends, 31.6% are self-

driven and 10.5% are influenced by co-workers. 

 

Table 4.6 Chi-Square Tests 

 Value  Df Asymp. Sig. (2-sided) 

Pearson Chi-Square 4.523E2a 5 .000 

Likelihood Ratio 278.534 5 .000 

Linear-by-Linear Association 0.007 1 .000 

N of Valid Cases 380   

(Source: Prepared by MS word & Excel)  

 

Interpretation: Chi Square 

In a Chi-square test, for a 95 per cent confidence 

level, if the significance level (p-value) is greater than 

or equal to 0.5, it signifies that there is no association 

between the two variables and if the significance 

level is less than 0.5, then it signifies that there is a 

significant relationship between the selected 

variables. 

 

V. MAJOR FINDINGS 

 

1) The largest segment of online shoppers (47.4%) 

is comprised of individuals aged 20 30, 

indicating that young adults from Generation Z 

are the most active in the realm of online 

shopping.  

2) The gender demographics show that 57.9% of 

respondents are male, suggesting that males are 

more predisposed to engage in online shopping 

compared to females. 

 

3) When examining education levels, a 

considerable number of respondents belong to 

the higher education demographic, indicating 

that individuals with more education feel more at 

ease and confident when conducting online 

transactions. 

 

4) An analysis of occupations reveals that 52.6% of 

participants work in the service industry, 

demonstrating that professionals tend to prefer 

online shopping due to time limitations and 

convenience. 
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5) The results indicate that 31.6% of respondents 

initiated their online shopping independently, 

while 21.1% each were encouraged by family 

and friends. This signifies the substantial 

influence of self-initiation and peer 

encouragement in forming online shopping 

behaviours. 

 

6) A significant 57.9% of the respondents express 

high satisfaction with the price reductions 

offered in online shopping, primarily owing to 

the lack of intermediaries and various seasonal 

or festive deals. 

 

7) In terms of promotional offers, 33.3% of 

respondents report high satisfaction, whereas 

66.7% are simply satisfied. This suggests that 

ongoing promotional initiatives strongly 

influence consumer purchasing patterns. 

 

8) The Chi-square test results indicate a meaningful 

connection between income levels and online 

purchasing choices. With a p-value of 0.000, this 

confirms that income plays a significant role in 

shaping the buying behaviours of Generation Z 

consumers. 

 

9) The Mann-Whitney U Test reveals a significant 

disparity in online shopping habits between male 

and female Generation Z consumers. Female 

respondents exhibit a higher mean rank (210.55), 

suggesting they are more engaged with or 

impacted by online shopping elements than their 

male counterparts 

 

10) The statistical findings support that Generation Z 

is not a uniform cohort and displays diverse 

preferences shaped by factors like trust in digital 

platforms, social media influence, pricing 

strategies, and product reviews. 

 

11) The study also indicates that individuals in the 

service sector and urban consumers demonstrate 

a greater trust in online platforms, likely due to 

increased familiarity with digital technologies 

and payment methods. 

 

VI. CONCLUSION 

 

The current research titled "Consumer Buying 

Behaviour Towards Online Shopping with Reference 

to Generation Z" represents a thorough effort to 

comprehend the preferences, behaviours, and 

attitudes of Generation Z within the realm of online 

shopping. Being digital natives, Generation Z 

displays a distinct set of behaviours shaped by 

technology, social media, convenience, pricing, and 

product accessibility.  

 

The data analysis collected from a substantial sample 

size indicated that online shopping is more than just 

a trend; it has become a lifestyle for Generation Z. 

Aspects like easy access, a broader range of products, 

appealing discounts, smooth payment options, and 

quick delivery have a significant impact on their 

purchasing choices. Product quality, presentation, 

availability, and brand reputation are also crucial in 

influencing consumer decisions. 

 

The testing of hypotheses and statistical results 

(including Chi-square tests and rankings) offered 

clear perspectives on how demographic factors 

correlate with consumer preferences. The findings 

emphasize that price discounts, product quality, and 

variety are highly valued by consumers. 

Additionally, online platforms must prioritize 

transparency, data security, and user-friendly designs 

to preserve the trust of Gen Z shoppers.  

 

Another noteworthy finding is the influence of social 

proof and influencer marketing. Generation Z tends 

to place greater trust in peer opinions, endorsements 

from influencers, and digital storytelling rather than 

conventional advertising. Platforms that effectively 

integrate these factors tend to achieve higher 

engagement and conversion rates.  

 

In summary, the study verifies that Generation Z is 

shaping the future of e-commerce with expectations 

based on convenience, personalization, and 

technological advancement. 

 

VII. RECOMMENDATIONS 

 

1) Enhance Mobile Shopping Experience  

As Gen Z dedicates significant time to their mobile 

devices, e-commerce sites must refine their platforms 

and applications for a smooth, user-friendly, and 

swift mobile shopping experience. 

 

2) Focus on Personalization   

By leveraging AI and machine learning, online 

retailers can offer tailored recommendations, search 
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options, and curated product assortments based on 

individual tastes and browsing history. 

 

3) Strengthen Digital Engagement   

Integrate interactive features such as video reels, 

partnerships with influencers, and live 

demonstrations of products. Platforms that enable 

virtual try-ons or augmented reality (AR) experiences 

can boost user engagement. 

 

4) Ensure Trust and Transparency   

Establish trust by displaying customer feedback, 

clear return policies, and securing transactions. 

Communicating data privacy and the ethical use of 

consumer information is essential. 

 

5) Offer Competitive Pricing & Discounts   

Generation Z is particularly sensitive to pricing. 

Frequent discounts, seasonal promotions, and loyalty 

programs can improve customer retention and 

satisfaction. 
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