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ABSTRACT

In the bustling social media landscape of Mumbai Suburbs, Gen Z, the generation born between 1997 and 2012,
stands out as a powerful and influential consumer force. The focus lies on comparing the effectiveness of two key
strategies: content marketing and paid advertising. Understanding Gen Z's unique characteristics is paramount.
They are digital natives, fluent in the language of social media, and prioritize authenticity, transparency, and
social responsibility from brands. Their attention spans are short, demanding bite-sized, visually appealing
content that resonates with their interests and values. Experiences trump possessions for them, and they seek
brands that align with their social conscience and offer unique connections. Content marketing strategies must
adapt to these preferences. Creating authentic, relatable content that reflects Gen Z's humour and values is key.
User-generated content and influencer partnerships can foster trust and engagement. Interactive formats like
short videos, polls, and quizzes grab attention and encourage participation. Building a sense of community
through online forums, groups, and events fosters brand loyalty and peer-to-peer interaction. Paid advertising
also plays a crucial role. Utilizing social media's advanced targeting options ensures Gen Z sees relevant ads
based on their demographics, interests, and online behaviour. This research delves into the effectiveness of
content marketing and paid advertising strategies in retaining Gen Z customers within the vibrant social media
landscape of Mumbai Suburbs. Through a comparative analysis, the study explores how these approaches
influence customer engagement, brand loyalty, and ultimately, retention. The research aims to provide valuable
insights for businesses seeking to effectively engage and retain this crucial demographic within Mumbai's
dynamic social media ecosystem.

Keywords: Content marketing, paid advertising, Gen Z, customer retention, social media marketing, Mumbai
Suburbs

INTRODUCTION

Gen Z, digital natives born between 1997-2012, wield immense social media power. They're the most connected
generation, spending hours daily across platforms like YouTube, Instagram, and TikTok. Unlike predecessors,
they prioritize authenticity and purpose-driven content, favouring short-form videos, user-generated content, and
brands with social responsibility. They're sceptical of advertising, valuing genuine community interaction and
peer recommendations. Influencers with relatable, diverse voices hold sway, while humour, social causes, and
interactive formats capture their attention. This digitally fluent generation rewrites the rules of engagement,
demanding transparency and immediacy from brands seeking their loyalty. They're active creators and critical
consumers, shaping the future of social media with their unique approach.

Impact of content marketing and paid advertising on Gen Z customers

Content marketing and paid advertising are two different but complementary strategies to reach and influence Gen
Z customers. Content marketing is the creation and distribution of valuable, relevant, and consistent content to
attract and retain a clearly defined audience. Paid advertising is the use of paid media channels to promote a
brand, product, or service to a target market. The impact of content marketing and paid advertising on Gen Z
customers depends on several factors, such as: The quality and authenticity of the content and ads. Gen Z
customers are savvy and discerning consumers who prefer seeing real customers and influencers in promotional
materials'2. They also value authenticity and integrity from brands, and are more likely to trust brands that use
user-generated content and show social responsibility. The relevance and personalization of the content and ads.
Gen Z customers expect brands to deliver content and ads that speak directly to their needs, preferences, and
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interests. They are willing to share their personal data with brands in exchange for a better customer experience,
but they also expect brands to respect their privacy and data preferences. The channel and format of the content
and ads. Gen Z customers are digital natives who consume content and ads across multiple platforms and devices.
They have short attention spans and prefer short and snappy video content over long-form text content!?. They
also use up-and-coming platforms such as TikTok, Snapchat, and Instagram to discover and engage with brands.
The engagement and community of the content and ads. Gen Z customers are not passive consumers, but active
participants and creators of content and ads. They like to interact with brands and other customers through
comments, reviews, ratings, feedback, and social media. They also seek out and join communities around brands
that share their values and passions. To summarize, content marketing and paid advertising can have a positive
impact on Gen Z customers if they are done in a way that is authentic, relevant, personalized, engaging, and
community-oriented. Brands that want to attract and retain Gen Z customers need to understand their perspectives
and preferences, and involve them in their marketing strategies.

Comparative Study: Content Marketing vs. Paid Advertising

Content Marketing:
- Definition: Content marketing involves creating valuable, relevant content (blogs, videos, social media posts) to
engage and retain an audience.

- Effectiveness:

- Pros:
- Builds trust and expertise.

- Nurtures relationships with GenZ customers.
- Cost-effective over the long term.

- Cons:
- Requires consistent effort.

- Results may take time to manifest.

Paid Advertising:
- Definition: Paid ads (PPC, social media ads, display ads) allow businesses to reach targeted audiences quickly.

- Effectiveness:

- Pros:
- Immediate visibility.

- Precise targeting options.

- Speedy results.

- Cons:

- Costs can add up.

- Requires expertise in ad management.

Content marketing factors for effectiveness
1. Clarity and Commitment Regarding Content Marketing Strategy:

- Clarity: Organizations must have a clear understanding of their content marketing goals, target audience, and
messaging.
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- Commitment: Consistent commitment to the strategy ensures long-term success. Regularly revisit and refine
your approach.

2. Content Production Aligned with Target Groups' Needs:
- Effective content addresses the specific needs, pain points, and interests of your audience.

- Understand what your target groups seek and create content that resonates with them.

3. Normative Journalistic Quality Criteria:
- Content quality matters. Adhere to journalistic standards:

- Accuracy: Ensure factual correctness.
- Relevance: Content should align with audience interests.
- Clarity: Communicate clearly and concisely.

4. Regular Measurement of Content Marketing Performance:
- Continuously assess how your content performs:

- Metrics: Track engagement, conversions, and other relevant KPIs.
- Feedback: Listen to audience feedback and adapt accordingly.

5. Structural Specialization and Enabling Processes:
- Structural Specialization: Organize content teams with specialized roles (e.g., writers, editors, designers).

- Enabling Processes: Streamline workflows, tools, and collaboration to enhance efficiency.

6. Content Distribution and Promotion:
- Effective content doesn't just end with creation; it needs strategic distribution:

- Channels: Choose platforms where your audience is active (social media, email, blogs).
- Promotion: Promote content through paid ads, influencer collaborations, or partnerships.
Paid advertisement factors of effectiveness

1. The Role of Artificial Intelligence (Al):
- Artificial intelligence (Al) is revolutionizing paid advertising by optimizing targeting and personalizing content.

- Al algorithms analyse user behaviour, improving ad relevance and overall campaign performance.

- Marketers who harness Al unlock new levels of precision and efficiency in crafting impactful, data-driven ad
strategies.

2. User-Generated Content (UGC) in Paid Campaigns:
- Integrating **user-generated content** into paid campaigns adds authenticity and trust.

- When real users share their experiences, it resonates with potential customers.
- UGC can include customer reviews, social media posts, and testimonials.

3. Voice Search and Paid Advertising:
- As voice search gains prominence, advertisers must adapt.

- Optimize ads for voice queries to capture the growing audience using voice assistants.
- Consider the conversational nature of voice searches when crafting ad copy.

4. Programmatic Advertising Insights:
- Programmatic advertising involves automated buying and placement of ads.
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- Leverage programmatic tools to target specific audiences, optimize bids, and deliver ads efficiently.
- Real-time data and machine learning enhance programmatic ad effectiveness.
LITERATURE REVIEW

How Paid Ads Work: Examining the Guts of PPC Advertising

How exactly do paid ads work? The actual steps will vary based on the platform and type of ads you create. Here
are the basic steps, which apply to most paid ad platforms. Choose an ad platform. Consider where your audience
spends the most time and your paid ad goals. Create an account, connect your payment method, and provide other
information required by the platform. Create your ad. Tell the ad platform who you want to reach, what ad copy to
use, and upload images. Set your ad budget. How much are you willing to spend? Depending on the platform, you
might set a daily or overall budget or tell them how much you want to spend per ad.set the time you want your ad
to show. Do you want to run your ad for two weeks or only between 2 and 4 on Saturday mornings? This is where
you’ll tell the platform when to show your ad.launch your ad. Most platforms review your ad to make sure it fits
their content policies. When someone takes an action or meets your targeting criteria (this varies based on the
kind of ad you create), an automatic bidding process decides who ‘wins,” and the ad is displayed. You pay the
amount agreed upon for each click on your ad.

What is included in content marketing?
The heart of content marketing lies in the creation of diverse and compelling content, including:

e Articles

¢ Real-life examples

e Detailed reports

e E-books

e Easy-to-read graphics
e Videos

e Online seminars

e Whitepapers

¢ Blog posts

e Podcasts

Simply creating content isn’t enough; to ensure your content doesn’t go unnoticed, a well-crafted distribution
strategy is required. To do this, you’ll want to share your content through different channels, including leveraging
social media, sending out emails, running ads, and getting your content in industry publications.

RESEARCH METHODOLOGY
The primary objectives of the study are-

e To assess the effectiveness of content marketing and paid advertisements in reaching and engaging Gen Z
consumers in Mumbai suburbs.

e To compare the relative effectiveness of content marketing and paid advertisements in achieving specific
marketing goals among Gen Z in Mumbai Suburbs.

e To understand what works better content marketing or paid advertising.

e To identify types of content marketing and paid advertising formats that are most resonating with Gen Z in
Mumbai Suburbs.
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e To understand how often people see content marketing and paid advertising efforts on social media

Research Design
The research is empirical and analytical. For gathering primary data a questionnaire had been framed to collect
data from the Gen Z.

Method of Sampling
In this research paper convenience sampling used.

Sample Area
Mumbai Suburbs is the selected sample area.

Sample Size
A sample size of 100 respondents is used for data collection.

Data Collection Method
The research was performed based on both primary and secondary data.

e Primary data- To attain the objectives, this study was undertaken by using a well framed questionnaire that
was duly filled by the Gen Z’s using social media platforms.

e Secondary data- Secondary data has been collected from articles, blogs and graphs on the internet.

SCOPE OF THE STUDY

The Gen Zs today are those who use social media every other hour. Social media platforms like Instagram and
Facebook are becoming a place where major business takes place. This is the place where brands try to sell their
goods and services. Thus, the objective of this study is to understand the type of content customers engage with
on social media.

The study is conducted to compare the effectiveness of content marketing and paid advertising on retention of
Gen Z customers on social media. This was carried out only in the Mumbai Suburbs. The study covers what
people prefer from the two options and what works well. By knowing this, brand will be able to understand what
customers prefer and what suits them.

This study also covers what are the preferences of customers in terms of content marketing and paid advertising
and what is the impact of content marketing and paid advertising on customers.

LIMITATIONS OF THE STUDY
e Not all respondents are honest with their answer.

e There might be a difference in understanding and interpretation of questions.

e The sample size is 100 due to limited span of time which cannot be referred to the population of India.
e The study is restricted to the Gen Z in the Mumbai Suburbs only.

DATA ANALYSIS AND INTERPRETATION

Question: On a scale of 1 to 5, how likely are you to engage with content marketing efforts on social media? 1
(Not likely) to 5 (Extremely likely)

Objective: To identify engagement of Gen Zs with content marketing efforts on social media.
Hy: Gen Zs are not likely to engage with content marketing efforts on social media.

H.,: Gen Zs are likely to engage with content marketing efforts on social media.
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One-Sample Kolmogorov-Smirnov Normal Test Summary
Total N 101
Most Extreme Absolute 201
Differences Positive 167
Negative -.201
Test Statistic 201
Asymptotic Sig.(2-sided test) .000"

One-Sample Kolmogorov-Smirnov Normal Test

Normal Parameters
Std. Deviation 1.04

Frequency

"On a scale of 1 to 5, how likely are you to
engage with content marketing efforts on social
media ? 1 (Not likely) to 5 (Extremely likely)"

Conclusion: Since the level of significance is 0.000 and 0.000 < 0.05 we reject the null hypothesis and accept the
alternate hypothesis.

Question: On a scale of 1 to 5, how often do you find content marketing on social media relevant to your
interests? 1 (Not often) to 5 (Extremely often)

Objective: To identify whether Gen Z’s find content marketing on social media relevant to their interests.
Hy: Gen Zs are not likely to find content marketing on social media relevant to their interests.

H,: Gen Zs are likely to find content marketing on social media relevant to their interests.
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One-Sample Kolmogorov-Smirnov Normal Test Summary
Total N 101
Most Extreme Differences Absolute 234
Positive 173
Negative -.234
Test Statistic 234
Asymptotic Sig.(2-sided test) .000"

One-Sample Kolmogorov-Smirnov Normal Test

i Mormal Parameters
sof--1 Mean 3.6
! Std. Deviation .93

Frequency

"On a scale of 1 to 5, how often do you find
content marketing on social media relevant to
your interests ? 1 (Not often) to 5 (Extremely
often)"

Conclusion: Since the level of significance is 0.000 and 0.000 < 0.05 we reject the null hypothesis and accept the
alternate hypothesis.

Question: On a scale of 1 to 5, to what extent do you think content marketing influences your decision to stay
engaged with a brand on social media? 1 (Not influential) to 5 (Extremely influential)

Objective: To identify whether content marketing influences the Gen Zs decision to stay engaged with a brand on
social media,

Hy: Content marketing is not likely to influence the Gen Zs decision to stay engaged with a brand on social
media.

H,: Content marketing is likely to influence the Gen Zs decision to stay engaged with a brand on social media.
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One-Sample Kolmogorov-Smirnov Normal Test Summary
Total N 101
Most Extreme Differences | Absolute 227
Positive .149
Negative -.227
Test Statistic 227
Asymptotic Sig.(2-sided test) .000"

One-Sample Kolmogorov-Smirnov Normal Test

40

30

20

Frequency

10

] 1

2 3

Normal Parameters
Mean 3.5
Deviation 1.04

4 ] G

"On a scale of 1 to 5, to what extent do you think
content marketing influences your decision to
stay engaged with a brand on social media ? 1

(Not influential) to 5 (Extremely influential)"

Conclusion: Since the level of significance is 0.000 and 0.000 < 0.05 we reject the null hypothesis and accept the

alternate hypothesis.

Question: On a scale of 1 to 5, how often do you click on paid advertisements on social media? 1 (Not often) to 5

(Extremely often)

Objective: To identify whether Gen Zs click on paid advertisements on social media platforms.

Hy: Gen Zs are not likely to click on paid advertisements on social media.

H.,: Gen Zs are likely to click on paid advertisements on social media.

One-Sample Kolmogorov-Smirnov Normal Test Summary
Total N 101
Most Extreme Absolute .193
Differences Positive .193
Negative -.187
Test Statistic .193
Asymptotic Sig.(2-sided test) .000"
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One-Sample Kolmogorov-Smirnov Normal Test

Normal Parameters
40 Mean 2.5
Std. Deviation 1.23

Frequency

0 1 2 3 4 5 6

"On a scale of 1 to 5, how often do you click on
paid advertisements on social media ? 1 (Not
often) to 5 (Extremely often)"

Conclusion: Since the level of significance is 0.000 and 0.000 < 0.05 we reject the null hypothesis and accept the

alternate hypothesis.

Question: On a scale of 1 to 5, how influential are paid advertisements in retaining your interest in a brand on
social media? 1 (Not influential) to 5 (Highly Influential)"

Objective: To identify whether paid advertisements are influential in retaining a Gen Zs interest in a brand on
social media platforms.

Hj: Paid advertisements are not likely to be influential in retaining interests of Gen Zs.

H,: Paid advertisements are likely to be influential in retaining interests of Gen Zs.

One-Sample Kolmogorov-Smirnov Normal Test Summary
Total N 101
Most Extreme Differences | Absolute 206
Positive 151
Negative -.206
Test Statistic 206
Asymptotic Sig.(2-sided test) .000"
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One-Sample Kolmogorov-Smirnov Normal Test

40

Frequency

0 1 2

3

Normal Parameters
——-Mean 3.0 -
Std. Deviation 1.13

4 3 g

"On a scale of 1 to 5, how influential are paid

advertisements in retaining your interest in a

brand on social media ? 1 (Not influential) to 5
(Highly Influential)"

Conclusion: Since the level of significance is 0.000 and 0.000 < 0.05 we reject the null hypothesis and accept the

alternate hypothesis.

Question: On a scale of 1 to 5, how likely are you to continue following a brand on social media once you have
engaged with their content or advertisements? 1 (Not likely) to 5 (Extremely likely)

Objective: To identify whether Gen Zs follow brands on social media that they engage with.

Hy: Gen Zs are not likely to follow brands on social media that they engage with.

H.: Gen Zs are likely to follow brands on social media that they engage with.

One-Sample Kolmogorov-Smirnov Normal Test Summary
Total N 101
Most Extreme Differences | Absolute 191
Positive 176
Negative -.191
Test Statistic 191
Asymptotic Sig.(2-sided test) .000"
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One-Sample Kolmogorov-Smirnov Normal Test

Normal Parameters
40 Mean 3.3
Std. Deviation 1.11

Frequency

"On a scale of 1 to 5, how likely are you to
continue following a brand on social media
once you have engaged with their content or
advertisements ? 1 I('I:OIt I)ikely) to 5 (Extremely
I e y n

Conclusion: Since the level of significance is 0.000 and 0.000 < 0.05 we reject the null hypothesis and accept the
alternate hypothesis.

CONCLUSION

On the Basis of the Hypothesis Test:

Likelihood to Engage with Content Marketing Efforts: The rejection of the null hypothesis indicates that Gen
Z individuals are indeed likely to engage with content marketing efforts on social media platforms. This suggests
that content marketing holds relevance and appeal for this demographic, potentially due to factors such as
personalized content, visual appeal, or alignment with their interests and values.

Relevance of Content Marketing to Gen Z's Interests: The rejection of the null hypothesis suggests that Gen
Zs do find content marketing on social media relevant to their interests. This underscores the importance of
creating content that resonates with Gen Z's preferences, passions, and lifestyle, as it increases the likelihood of
capturing their attention and fostering engagement.

Influence of Content Marketing on Brand Engagement: By rejecting the null hypothesis, we conclude that
content marketing does influence Gen Z's decision to stay engaged with a brand on social media. This highlights
the pivotal role of content marketing in building brand affinity and fostering ongoing relationships with Gen Z
consumers, who value authenticity, transparency, and meaningful interactions with brands.

Engagement with Paid Advertisements: The rejection of the null hypothesis indicates that Gen Z individuals do
click on paid advertisements on social media platforms. Despite the prevalence of ad fatigue and scepticism
among younger generations, well-targeted and compelling paid advertisements have the potential to capture Gen
Z!'s attention and drive engagement with brands.

Influence of Paid Advertisements on Brand Interest Retention: The rejection of the null hypothesis suggests
that paid advertisements are indeed influential in retaining Gen Z's interest in a brand on social media. This
emphasizes the importance of crafting persuasive ad content that not only grabs attention but also resonates with
Gen Z's values, aspirations, and lifestyle preferences to sustain their interest over time.
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Likelihood to Continue Following a Brand Post-Engagement: The rejection of the null hypothesis indicates
that Gen Zs are likely to follow brands on social media that they engage with. This underscores the significance of
fostering meaningful interactions and building community on social media platforms to encourage ongoing brand
advocacy and loyalty among Gen Z consumers.

In summary, these elaborations highlight the pivotal role of content marketing and paid advertisements in
engaging and retaining Gen Z consumers on social media platforms. By understanding Gen Z's preferences,
behaviours, and motivations, marketers can develop targeted strategies that resonate with this demographic,
driving meaningful connections and fostering long-term brand loyalty.

RECOMMENDATIONS

Create Authentic and Relevant Content: Develop content that is authentic, relatable, and resonates with Gen
Z's values, interests, and lifestyle. Focus on storytelling, user-generated content, and interactive experiences to
foster genuine connections with this demographic.

Optimize Content for Mobile Platforms: Since Gen Z individuals predominantly access social media via
mobile devices, ensure that content is optimized for mobile viewing and engagement. Use visually appealing and
concise formats, such as videos, infographics, and short-form content, to capture their attention and encourage
interaction.

Embrace User-Centric Marketing: Prioritize user-generated content, influencer collaborations, and community-
driven initiatives to empower Gen Z consumers and involve them in the brand experience. Encourage feedback,
participation, and co-creation to foster a sense of ownership and belonging among this demographic.

Utilize Data Analytics for Targeting: Leverage data analytics and insights to segment and target Gen Z
consumers with personalized and relevant content. Use demographic, behavioural, and psychographic data to
tailor marketing messages and offers to specific audience segments, maximizing engagement and conversion
rates.

Experiment with Emerging Platforms and Formats: Stay abreast of emerging social media platforms, trends,
and formats favoured by Gen Z, such as TikTok, Instagram Reels, and ephemeral content. Experiment with
innovative storytelling techniques, AR/VR experiences, and interactive features to captivate and engage Gen Z
audiences.

Foster Transparency and Authenticity: Be transparent, authentic, and socially responsible in brand
communications and actions. Gen Z consumers value authenticity, ethical practices, and alignment with social
causes, so prioritize transparency, sustainability, and social impact initiatives to build trust and credibility with
this demographic.

Encourage User Engagement and Advocacy: Foster a sense of community and belonging among Gen Z
consumers by encouraging user engagement, participation, and advocacy. Create opportunities for dialogue,
collaboration, and shared experiences, and recognize and reward loyal brand advocates to strengthen brand
affinity and loyalty.

Optimize Paid Advertising Strategies: Develop targeted and compelling paid advertising campaigns that
resonate with Gen Z's preferences and interests. Use creative storytelling, authentic messaging, and immersive ad
formats to capture attention and drive engagement, while also monitoring and optimizing ad performance based
on real-time data insights.

Prioritize Mobile Commerce and Seamless Experiences: Enable seamless and frictionless mobile shopping
experiences to cater to Gen Z's preference for convenience and instant gratification. Optimize e-commerce
platforms, streamline checkout processes, and integrate social commerce features to facilitate mobile transactions
and drive conversions.
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Stay Agile and Adapt to Evolving Preferences: Continuously monitor social media trends, consumer behaviour,
and market dynamics to adapt marketing strategies and tactics accordingly. Stay agile, responsive, and open to
experimentation, iteration, and innovation to maintain relevance and effectively engage Gen Z consumers in an
ever-changing digital landscape.

By implementing these recommendations, brands can effectively engage and retain Gen Z consumers on social
media platforms, fostering meaningful connections, driving brand loyalty, and ultimately, driving business growth
and success in today's digital era.
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