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Abstract

The aim of this research work is to investigate the impact of motivations and attitudes towards social media on Generation Z
purchasing behavior in the marketplace. This research is about what affects people’s purchase and how social media can be used in
good ways in order to succeed as a marketer. The research method is a quantitative with analytical tool SMART PLS. The
respondents from Generation Z in Jabodetabek as many as 236. The path analysis was used to assess the association of the variables
studied. Influence on Purchase Decision The findings from the study reveal that social media has a direct as well as indirect impact
on the consumer purchase decision (via consumer motivation and attitude). It can be concluded, from the path coefficient value, that
motivation has a very significant effect on to purchasing decision (all hypotheses are accepted).
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1. Introduction

Generation Z, characterized as the digital cohort, predominantly utilizes smartphones for various daily activities, with
a particular emphasis on mobile devices for shopping. In order to satisfy their expectations, brands are required to
enhance the user experience on mobile applications and websites through the implementation of intuitive interfaces,
rapid access times, and streamlined transaction processes, thereby fostering customer loyalty. Conversely, social media
serves as a significant driver of consumption behavior among Generation Z. Platforms such as TikTok and Instagram
function simultaneously as social environments and digital marketplaces where product trends emerge and proliferate.
Empirical data indicates that 60% of Generation Z discovers new brands through Instagram, thus necessitating that
marketing strategies prioritize collaborations with influencers, the development of innovative content, and the
facilitation of genuine interactions to effectively engage this demographic. (Bouet, 2024). In the contemporary digital
landscape, social media platforms have transformed into indispensable elements that influence consumer inclinations
during online purchasing activities. Instagram, TikTok, and Facebook have transcended their original function as mere
product discovery mechanisms, evolving instead into instruments that foster an emotional bond between brands and
consumers through innovative content creation. (Arafah et al., 2022).

Social media platforms fall into a number of types, including micro-blog platforms like Weibo, content sharing
platforms like TikTok and Xiaohongshu, instant messaging platforms like QQ and Wechat, and social network
platforms like Wechat. Every platform has distinct user bases and modes of communication. Wechat, for instance, is
appropriate for both B2C and B2B marketing initiatives and is primarily used to establish and preserve interpersonal
relationships (Chen, 2024). The impact of social media on consumer perceptions and anticipations regarding
commercial products and services is considerable. The pervasive incorporation of social media into the habitual
practices of numerous consumers underscores the necessity for enterprises to utilize these platforms as instruments for
marketing, disseminating information, and acquiring insights to augment sales and fortify customer loyalty, while
simultaneously enhancing the overall shopping experience. (Adiyatma & Trianasari, 2022; Sujatmiko & Aditya, 2024;
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Susilo & Yoestini, 2024). Social media has a crucial role in shaping purchasing decisions through strengthening
consumer trust (Regina, 2024; Tajuddien & Praditya, 2022; Tapada et al., 2023).

Purchase decisions are greatly influenced by social media, and businesses can benefit more from offering engaging
material on computer-based media. Generation Z and Millennials' purchase decisions are greatly influenced by social
media influencers, and their decision-making processes heavily rely on trust and authenticity, which also affect how
customers view the business. (Hapsari et al., 2024). Social media is a significant contributor to building consumer trust
and purchase decisions for consumers in Indonesia (Yudha P, 2024). The results of other studies state that there is a
significant impact of social media on Pakistani consumers’ buying decision behavior. The contribution of the study is
twofold. Tt extends the current literature in terms of social media and its impact on consumers’ behavior (Palalic et al.,
2021).

Social media platforms facilitate the rapid and contemporaneous dissemination of content via smartphones, tablets,
laptops, and desktop computers. The findings presented by Alkharabsheh & Zhen, (2021) indicate that the consumer
decision-making process during purchasing activities is profoundly affected by social media marketing strategies. The
level of brand awareness among Generation Z consumers is significantly shaped by social media, which also plays a
pivotal role in their considerations regarding purchases. Social media serves as a vital platform for engagement and
conversion, contributing to the establishment of robust relationships with the Generation Z demographic (Regina, 2024).
The consumption patterns of social media have a considerable impact on consumer behavior, especially in the realm of
purchasing decisions. The predominant use of social media by Generation Z underscores the importance of these
findings for media professionals and the creative industry, as they seek to effectively engage and influence this
demographic through social media channels (Yussof et al., 2018).

2. Literature Review

2.1 Social Media

Social media is an online platform where we create, share, and exchange content (such as writing, photos, or videos).
In essence, social media allows for direct interaction between users and the super-fast dissemination of information.
The content is mostly from the users themselves (UGC), so it is more authentic and dynamic (Yang, 2024) . Social
media is characterized as a platform and instrument that individuals utilize to exchange ideas, perspectives, experiences,
and insights. Additionally, it serves as a platform for the creation and exchange of content based on online user
relationships. Social media include social (Chu, 2024). Customers can interact with each other more directly thanks to
social media. Social media offers a more personal communication channel. Social media allows users to interact
privately, understand their own habits, and generate deeper engagement. (Faryabi et al., 2015)

The results of the study show a strong correlation between social media marketing and the buying behavior of
consumers. According to the findings of other research, social media significantly influences the process of consumer
behavior and has a positive correlation with consumer behavior. (Alkharabsheh & Zhen, 2021; Ansari et al., 2019).
Entertainment, interaction, trendiness, advertising, and customization are the metrics used to gauge how successful
social media is as a marketing tool. (Bilgin, 2018). The study explores how social media affects consumer purchasing
decisions and shows how social media marketing tactics have a big impact on consumers' intentions to make purchases.
Using a combination of case analysis, literature evaluation, and a multifaceted approach, the study concludes that social
media's quantity, openness, and interaction influence customer purchasing decisions (Huang, 2024).

The influence of social media on the behavior of Indonesian consumers is supported by empirical data. According to
Syihab et al., (2023), consumer motivation is thought to be a key mediating factor in relation to purchasing decisions.
Motivation and work ethic are greatly enhanced by social media (both generally and among Magelang users of
Instagram and TikTok in particular). For relationship marketing and communication with Generation Z, social media
is an essential tool (Regina, 2024). Perception, trust, and post-purchase reluctance are all markedly increased by
computer-based content (Yudha P, 2024)

2.2 Motivation

Consumer motivation is the desire within each individual to carry out actions in order to achieve a particular goal. Every
consumer's motivation will have an impact on the decision to buy that will be made (Khuong & Duyen, 2016). The
study concludes that every variable that was examined had an impact on other variables. The use of social media by
consumers has a positive impact on their motivation to purchase fast fashion items. (Setiadi & Se, 2019). Consumer
motivation for fast fashion products has a positive impact on the decision to purchase them. Prior research indicates
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that social media has a positive impact on consumers' decisions to purchase fast fashion items. Nowadays, social media
is widely used to find information, sometimes even to carry out the buying process (Indriyani & Suri, 2020). Generation
Z's purchasing decisions are heavily influenced by consumer motivation, which is influenced by a combination of
social, psychological, and technological variables. Online buying is driven by both hedonic (pleasure-seeking) and
utilitarian (practical) factors for Gen Z, with efficiency and the thrill of discovering new concepts having a significant
impact (Ang, 2024). These results demonstrate that motivation and attitude continue to be reliable indicators of purchase
decisions, even though social media's impact varies depending on the product context. Motivation to mediate social
media on purchase decisions (Adaji et al., 2020; Indriyani & Suri, 2020; Syihab et al., 2023).

2.3 Consumer Attitude

Attitude can be explained as a statement or evaluation related to the subject, individual, or event in question. Attitude
related to the practice of buying products as a result of silent research into them, information obtained from other people
or from advertisements in print and online media, and other forms of silent research (Sungkawati et al., 2022).
Consumer attitude indicators include the following are the consumer attitude indicators Cognitive Component,
Affective Component and Behavioral Component (Robbins & Coulter, 2016).

Empirical evidence indicates a significant influence of consumer attitudes (attitudes) on the purchase decision-making
process on Indonesian e-commerce platforms. The results of the study reported a positive regression coefficient for the
attitude variable, implying that a high volume of customers could have an impact on an increase in the number of buyers
(Viora & Suyanto, 2020). Generation Z's purchasing habits are greatly influenced by consumer attitudes, although these
influences are frequently nuanced and influenced by other variables. While Gen Z tends to have high positive opinions
about problems like sustainability, brand trust, and innovation, studies regularly demonstrate that these attitudes may
not always convert into actual purchasing behavior (Ang, 2024; Pandey & Yadav, 2023; Talesara, 2025). The
consistency of these findings is confirmed that the positive and significant impact of attitudes, and is strengthened by
the example of positive relationships that affect purchasing decisions at Cafe Gwalk Surabaya. In the Indonesian online
market and for Acer mobile computing devices, consumer attitude has a big impact on decisions about what to buy
(Ikbal, 2022; Viora & Suyanto, 2020). Consumer attitudes are the most important factor and element that determines
product purchase decisions. If the attitude of consumers is getting better, it will result in a higher willingness of

consumers to make purchases on the product (Aini et al., 2022; Hardiansyah & Suryani, 2024). Consumers' positive
attitudes significantly encourage the purchase of Herbalife products. (Huda & Hidayati, 2024; Singh et al., 2024).

2.3. Purchase decision

Customer feedback will be closely related to what they are buying, including the product or service, the quantity
purchased, the time spent purchasing, the amount spent, and the method of purchasing (Pratminingsih et al., 2019)
Marketers must provide their products to customers and ensure that the purchasing process is easy and safe for them
(BUI et al., 2021). Utilizing digital marketing tools such as email, social media, online ads, and selular services can
increase consumer loyalty. at the point of sale by making it easier for customers to buy, sell, and pay for products, hence
reducing customer wait times and costs (Qazzafi, 2019).

Indicators to measure purchasing decisions are purchasing stability, consideration in buying. The appropriateness of
attributes with requirements and wants, is what makes consumers reluctant to purchase a product since there are needs
that must be met (Shadrina & Yoestini, 2022). As many as 69% of the variants of Instagram/TikTok users' purchase
decisions in Magelang were explained by social media (adjusted R? = 0.69). This confirms the significant influence of
content marketing, influencers, and social media itself (Shadrina & Yoestini, 2022).

Based on the above explanation, this study aims to examine the influence of social media on purchasing decisions with
consumer motivation and attitudes as mediating variables. The conceptual framework and research hypotheses are as
shown in the following figure:
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Figure 1. Framework Conceptual

Hypothesis Development:

Hypothesis 1: Social Media affects Purchase Decisions

Hypothesis 2: Social Media affects Motivation

Hypothesis 3: Social Media affects Consumer Attitudes

Hypothesis 4: Motivation affects the purchase decision

Hypothesis 5: Consumer attitudes affect purchase decisions

Hypothesis 6: Social Media affects Purchasing Decisions Mediated by Motivation
Hypothesis 7: Social Media affects Purchasing Decisions Mediated by Consumer Attitudes

3. Methods

The research method used was quantitative using multiple linear regression analysis techniques. The purpose of the
study was descriptive and causal (Leon et al., 2023). The sampling technique used is non-probability sampling. Non-
probability sampling is a method used to select individuals to be included in the sample for a statistical study. In
particular, in non-probability sampling, individuals were selected based on the researcher's subjective criteria (Sumargo,
2020). The type of sample criteria used is purposive sampling. The data collection technique was carried out by
distributing questionnaires to respondents and literature studies. The measurement scale used is the Likert scale (Hair
et al.,, 2019). The sampling technique uses purposive sampling. The purposive sampling technique is a sampling
technique that uses certain criteria (Sujarweni & Utami, 2019). The research population is generation Z who are in the
Greater Jakarta area as much as possible. The number of respondents who have been sampled is 236 people. Data
analysis uses inferential descriptive statistics to measure and explain each variable. Meanwhile, inferential statistics use
regression tests using SAMRT-PLS Version 3 software.

4. Result and Discussions

4.1 Characteristics of Respondent

The respondents in this study were 236 Gen Z individuals in the Greater Jakarta area aged 17-30 years. Based on
gender, there were 95 male respondents (40.25%) and 141 female respondents (59.75%), with educational levels
ranging from high school to master's degree, The distributed can shown on Table 1:

Table 1. Characteristics Respondent

Percentages
Categories Detail Amount %
Gender Man 95 40.25
Women 141 59.75
Age 17-20 190 80.51
21-25 45 19.07
26-30 1 0.42
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Percentages
Categories Detail Amount Y%

Domicile Bekasi 198 83.90
Bogor 17 7.20
Jakarta 15 6.36
Tangerang 6 2.54
Education Level High School 194 82.20
Diploma 9 3.81
Bachelor's Degree 32 13.56
Magister 1 0.42

Source : SMART PLS analysis results, 2025
4.2. Construct Reliability and Validity Testing

The Composite Reliability test is performed to assess the reliability of the instrument using SMART-PLS. Composite
Reliability evaluates internal consistency and Cronbach's Alpha. Construct Reliability indicates the level of consistency
demonstrated by the measurement instrument in effectively capturing theoretical constructs, which can be measured
through coefficients such as Alpha Cronbach (a > 0.7) or Composite Reliability (cR/Q > 0.7) (Hayes & Coutts, 2020).

Convergent Validity is assessed by examining the outer loading and Average variance extracted (AVE) values.
Indicators with an outer loading > 0.7 are considered valid, although values between 0.5 and 0.6 are acceptable for the
initial research stage, provided that the AVE value > 0.5 (Ronkkd & Cho, 2022). The result of Construct Reliability
and Validity values can shown on Table 2.

Table 2. Construct Reliability and Validity

Cronbach's rho_ Composite Average Variance Extracted
Alpha A Reliability (AVE)
Social Media (X) 0.810 0.816 0.868 0.567
Motivation (Z1) 0.629 0.645 0.801 0.574
Consumer Attitudes 0.870 0.874 0.920 0.793
(22)
Purchasng(;)ecmons 0.812 0.818 0.876 0.638

Source : SMART PLS analysis results, 2025

It can be concluded that each latent variable has a better ability to predict the size of each block compared to the size
of the other blocks. Thus, the evaluation of an external model with discriminant validity is valid. In addition, the validity
of the composite can be assessed through an Average Variance Extract (AVE) value of more than 0.5 and a Composite
Reliability of more than 0.7.

4.3 Outer Model Evaluation

The Discriminant Validity test evaluates the correlation between constructs and other variables. This test assesses the
measurement model with reflective indicators by examining the cross-charge between the construct and the
measurement indicator, respectively. In order for a construct to effectively predict its indicators, the correlation between
the construct and its measurement indicator must be higher than its correlation with other constructs. The result of cross-
loadings for each indicator can shown on Table 4.

Table 4. Cross Loading

Variable Social Media (X) Motivation (Z1) Consumer Attitudes (Z2) Dle’:l;“;‘;s&)
Social Media 0.795 0.511 0.470 0.545
0.722 0.390 0.368 0.387
0.722 0.384 0.420 0.444
0.746 0.459 0.509 0.491

596



Widiawatia et.al | Quantitative Economics and Management Studies (QEMS), 2025, 6(4): 592-603

Variable Social Media (X) Motivation (Z1) Consumer Attitudes (Z2) Dle):il;ict?l‘:ls(eY)
0.778 0.563 0.499 0.474
Motivation 0.539 0.823 0.547 0.535
0.442 0.727 0.418 0.376
0.418 0.717 0.489 0.446
Consumer 0.509 0.606 0.887 0.607
Attitudes 0.594 0.572 0.903 0.612
0.515 0.540 0.881 0.533
Purchase 0.543 0.521 0.530 0.785
Decision 0.553 0.532 0.601 0.807
0.485 0.442 0.505 0.827
0.394 0.413 0.441 0.774

Source : SMART PLS analysis results, 2025
4.4. Inner Model Evaluation

Determinant Analysis Results (R Square) refers to regression analysis results that show a few significant proportions
of variables in the dependent variable that are well explained by the independent/factor/determinant variable in the
model.

Table 5. R-Square Test

R Square R Square Adjusted
Purchasing Decisions (Y) 0.533 0.527
Motivation (Z1) 0.385 0.382
Consumer Attitudes (Z2) 0.369 0.366

Source : SMART PLS analysis results, 2025

Based on Table 5, it can be concluded that 73% of Generation Z Purchasing Decisions in the Greater Jakarta area,
which is explained through this model, the rest are 38.5% influenced by Motivation and 36.9% are Consumer Attitude.
The results of this study are explained on Table 6.

Table 6. F-Square Test
Attitudes (Z2) Motivation (Z1) Purchasing Decisions (Y) Social Media (X)

Consumer Attitudes (Z2) 0.140
Motivation (Z1) 0.041
Purchasing Decisions (Y)

Social Media (X) 0.584 0.625 0.097

Source : SMART PLS analysis results, 2025

Referring to the results of the F-Square Test can be seen that the effect of each variable relationship in the model
varies. Social media (X) showed a very strong influence on consumer motivation (Z1) with a value = 0.584 (large
effect) and on consumer attitudes (Z2) = 0.625 (large effect), indicating the crucial role of social media in shaping these
two mediating variables. However, the direct influence of social media on the purchase decision (Y) is relatively weak
=0.097, (small effect). Consumer attitudes (Z2) have a significant influence on purchasing decisions = 0.140, medium
effect), while motivation (Z1) makes a limited contribution = 0.041, small effect). This confirms that the effect of social
media on purchasing decisions is more strongly mediated by changes in consumer attitudes than motivation (J. Hair &
Alamer, 2022).

4.5. Hypothesis Testing
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This study examines causal links between social media (independent variable), consumer motivation and attitude
(mediating variables), and purchase decisions (dependent variable) using Structural Equation Modeling (SEM) or Path
Analysis. Both direct and indirect effects are tested through measurement and structural models developed via Partial
Least Squares (PLS).

MO
MOo2
MO3
Motivation
MS1 13.788 1) 2.631
L KP1
MSs2 29.356
*“16.897 KP2
MS3 415,929+ 4486
423.882 KP3
MS4 726.363
A Social Media Purchasing KP4
MS5 ) 12.668 5.220 Decisions (Y)

S1

S2
S3
Consumer
Attitudes
Z2)

Figure 1. Research Model Construct

Based on figure 1, this study reveals the complex dynamics between social media, motivation, attitudes, and purchasing
decisions of Generation Z in the marketplace. This test is a regression test of the influence of each independent variable
on the dependent variable and the mediated variable. Here's an in-depth discussion view of each finding:

Table 7. Path Analysis Test Result

(;;ir%lill)llzl Sample lS)te:iflil:tz;Z(lll T Statistics P Values
(0) Mean (M) (STDEYV) (|O/STDEYV))
Ic)‘égfs‘;g;f (A;)ﬁt“des (22) > Purchasing 0.357 0.362 0.070 5.101 0.000
i\;[{(;tivation (Z1) -> Purchasing Decisions 0.195 0.194 0.075 2602 0.010
(Szc’zc)ial Media (X) -> Consumer Atitudes ) 57 0.610 0.046 13.286 0.000
Social Media (X) -> Motivation (Z1) 0.620 0.624 0.048 12.964 0.000
%‘;‘;ﬁgﬁ:‘gﬁ)(x) -> Purchasing 0.289 0.284 0.067 4.486 0.000
Source: SMART PLS analysis results, 2025
Table 8. Specific Indirect Effects (Intervening Test Results)
(S);iriil?lil Sample ls)teiiflil:ti;z(lil T Statistics P Values
o Mean(M)  @rppvy,  (O/STDEV)
(SZ"Sa}fg‘ﬁiS:i;;D(;‘c)?ssigﬁlse{Smt“deS 0217 0.221 0.048 4.499 0.000
Social Media (X) -> Motivation (Z1) -> 0.121 0.120 0.046 2.606 0.009

Purchasing Decisions (Y)

Source: SMART PLS analysis results, 2025
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Table 9. Hypothesis Testing

Path

Path Analysis Coefficient T Statistics  Hypothesis Conclusion
Social Media (X) -> Purchasing Decisions (Y) 0.289 4.486 H1 Accepted
Social Media (X) -> Motivation (Z1) 0.620 12.964 H2 Accepted
Social Media (X) -> Consumer Attitudes (Z2) 0.607 13.286 H3 Accepted
Motivation (Z1) -> Purchasing Decisions (Y) 0.195 2.602 H4 Accepted
(C;))nsumer Attitudes (Z2) -> Purchasing Decisions 0.357 5101 HS Accepted
S 0 Mo D> g e A
Social Media (X) -> Consumer Attitudes (Z2) -> 0217 4499 H7 Accepted

Purchasing Decisions (Y)

Source: SMART PLS analysis results, 2025

Based on table 9, referring to the results of hypothesis testing explain :

1.

Hypothesis 1 (H1): Direct Influence of Social Media on Purchasing Decision.

Social media (X) is proven to have a significant direct influence on Generation Z's purchasing decisions (Y) in the
marketplace. The path coefficient of 0.289 with a T-statistic of 4.486 indicates that the more intense the use of social
media. Confirming that this hypothesis is accepted.

Hypothesis 2 (H2): Effect of Social Media on Motivation

Social media also significantly influences consumer motivation (Z1). The path coefficient of 0.620 and T -statistic
of 12.964, so H2 is accepted.

. Hypothesis 3 (H3): The Effect of Social Media on Consumer Attitudes

In addition to motivation, social media is also effective in shaping positive consumer attitudes (Z2). With a path
coefficient of 0.607 and a T-statistic of 13.286, so H3 is accepted.

Hypothesis 4 (H4): The Effect of Motivation on Purchasing Decisions

Consumer motivation (Z1) has a direct effect on Generation Z's purchase decision (Y) in the marketplace, although
the strength is relatively small. The path coefficient of 0.195 and T-statistic of 2.602 indicate that motivation (such
as the desire for discounts) plays a role in driving purchases, but not as strong as other factors. However, since the
T-statistic > 1.96, H4 is still accepted.

Hypothesis 5 (H5): Influence of Consumer Attitude on Purchase Decision

Consumers' positive attitude (Z2) has a stronger influence than motivation in increasing purchasing decisions. The
path coefficient of 0.357 and T-statistic of 5.101. Thus, HS5 is accepted.

Hypothesis 6 (H6): Mediating Effect of Motivation

Social media not only has a direct impact, but also influences purchasing decisions through motivation (Z1). The
mediation coefficient of 0.121 and T-statistic of 2.606. This effect is significant, so H6 is accepted.

Hypothesis 7 (H7): Mediating Effect of Attitude

Mediation through consumer attitude (Z2) makes a greater contribution than motivation. The mediation coefficient
of 0.217 and T-statistic of 4.499, With a T-statistic > 1.96, H7 is accepted.

4.6. Discussion

Social Media variables contribute directly and indirectly to motivation, consumer attitudes and purchasing decisions
for Generation Z in the Greater Jakarta area. The results of the analysis reinforce that the more intensive the use of
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social media, the higher the tendency of Generation Z to make purchases. Thus, the results of the analysis are in line
with the theory and the results of previous research stated that social media is a significant contributor to building
consumer trust and purchase decisions for consumers in Indonesia (Yudha P, 2024).

Social media content, such as promotions or testimonials, plays a crucial role in increasing Generation Z's motivation
to act on purchases in the marketplace. The power of this influence is high, the more promotional content on social
media will build the motivation of generation Z, so that the results of the analysis are in line with previous research that
consumer motivation has a significance value of 0.00—Iess than 0.05—it can be that social media has a big impact on
fashion product purchases (Ikbal, 2022).

Social media is also effective in shaping positive consumer attitudes, it can be concluded that interactions on social
media (e.g. product reviews or educational content) are able to create trust and positive perceptions. The results of the
analysis support previous research that social media significantly influences the process of consumer behavior and has
a positive correlation with consumer behavior. (Alkharabsheh & Zhen, 2021; Ansari et al., 2019)

Consumer motivation (Z1) has a direct influence on Generation Z(Y)'s purchasing decisions in the market, although its
power of influence is relatively small. suggests that motivation (such as the desire to get a discount) plays a role in
driving a purchase, but not as strongly as other factors. The analysis corroborates the research that consumer motivation
for fast fashion products has a positive impact on the decision to purchase process (Indriyani & Suri, 2020).

The influence of consumer attitudes on Purchase Decisions has a stronger influence than motivation in improving
purchasing decisions. Trust and positive perception of the product or market are key factors that encourage Generation
Z to buy Consumer attitude has a big impact on decisions about what to buy (Ikbal, 2022; Viora & Suyanto, 2020).
consumer attitude has a big impact on decisions about what to buy. Generation Z's purchasing habits are greatly
influenced by consumer attitudes (Ang, 2024; Pandey & Yadav, 2023; Talesara, 2025).

Social media not only has a direct impact, but it also influences purchasing decisions through motivation. Part of the
influence of social media is realized through increased consumer motivation. The results of the analysis prove that the
research is in line with the research where consumer motivation has a significance value of 0.00—Iess than 0.05—it
can be said that social media has a big impact on fashion product purchases (Ikbal, 2022). Motivation and attitude
continue to be reliable indicators of purchase decisions, even though social media's impact varies depending on the
product context. Motivation to mediate social media on purchase decisions (Adaji et al., 2020; Indriyani & Suri, 2020;
Syihab et al., 2023).

The role of mediation through consumer attitudes contributes more than motivation. Social media indirectly strengthens
Generation Z's purchasing decisions in the market by forming positive attitudes, such as trust in the quality of products
or platforms that are in line with previous research that consumer attitudes are the determining factors for millennials'
purchasing decisions in the marketplace (Sari, 2024)

4.6.1. Synthesis of Results

All hypotheses (H1-H7) are accepted as they meet the statistical significance criteria (T-statistic > 1.96). Social media
has a dual influence: directly on purchase decisions, and indirectly through motivation and attitude. Consumer attitudes
proved to be the more dominant mediator, emphasizing the importance of building a positive image on social media to
increase Generation Z purchase conversions in the marketplace.

4.6.2. Hypothesis Test Conclusion:

All hypotheses (H1-H7) are accepted as the T-statistic value > 1.96 (95% confidence level). Social media not only has
a direct effect, but also through the mediation of consumer motivation and attitude in increasing Generation Z's
purchasing decisions in the marketplace. The effect of attitude (Z2) is stronger as a mediator than motivation (Z1).

4.6.3. Limitations and Advanced Research Agenda

The study only focused on Generation Z, so generalizations to other generations (e.g., millennials) need more research.
Cross-sectional data cannot measure attitude/motivation change in the long term. Further Research Suggestions: Add
variables such as brand loyalty or risk perception to enrich the model. Qualitative method (in-depth interview) to
understand the nuances of Generation Z's attitude towards social media content.
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5. Conclusions

Based on the results of the regression test and analysis, it was concluded that social media positively and significantly
influenced the direct purchasing decisions of Generation Z, thus H1 was accepted. Directly, exposure to social media
content (X1) was shown to significantly increase purchasing decisions (Y) with a coefficient of 0.289, suggesting that
interaction on digital platforms instantly drives purchasing behavior. More deeply, social media dominantly shapes
consumer motivation (Z1) through urgency-based strategies such as flash sales (coefficient of 0.620), as well as building
a positive consumption attitude (Z2) with a coefficient value of 0.607 through educational content and two-way
interaction so that H2 and H3 are accepted. Consumer motivation and consumer attitudes as critical mediators
contributed to purchasing decisions with a coefficient of 0.195, while consumer attitudes were positively the most
directly influential factors (coefficient of 0.357) thus H4 and H5 were accepted. The mediation effect states that social
media influences purchases through consumer motivation indirectly, meaning that the purchase decision is not fully
influenced by consumer motivation, this is indicated by the coefficient value of 0.121. The strong influence is shown
by the attitude of consumers who positively and strongly reinforce the purchasing decisions of generation Z, which is
shown by the value of the coefficient of 0.217. Thus H6 and H7 are accepted. The suggestions given for further research
are to develop variables or factors that dominate the purchasing decisions of generation Z. Generation Z as the largest
consumers also gives a big impact on marketing activities as a determinant in increasing marketing activities through
purchase decisions.
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