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ABSTRACT 

Research suggests that the continuous development of online marketing has left many 

organisations struggling to capture their target audience’s attention online as consumers 

are bombarded with such a large volume of advertisements. At the core of the growth of 

online marketing is social media marketing, a beneficial tool for brands in engaging their 

customers, particularly useful in targeting younger generations who are constantly 

connected to social media through mobile devices. As ‘Digital Natives’, generation Z 

emerge as independent consumers, brands are needing to become increasingly innovative 

in engaging this diverse demographic through social media.  

This study examines the effectiveness of current social media marketing techniques in 

engaging generation Z through both primary and secondary research methods. The project 

examines the awareness of and acceptance of social media marketing among generation 

Z and examines whether there is a link between generation Z’s usage of social media and 

their perceived engagement with their preferred brands. The project further investigates 

the most effective methods of social media marketing in targeting generation Z.  

This project has adopted two core methods of testing the hypothesis of the study:  

A cross-sectional survey has been conducted with a sample of 100 individuals between 

the ages of 13-24 (generation Z). Data analysis has shown that though respondents were 

highly engaged with social media platforms, current advertising methods failed to engage 

them. This generation seek highly entertaining and engaging content but favourite brands 

fail to live up to their expectations, based on the sample surveyed. A depth interview has 

been carried out with a marketing professional directly involved in targeting generation Z 

to establish current techniques used in practice. This indicated that targeting generation Z 

is a challenge for marketing professionals and providing engaging content is one of the 

largest struggles in marketing to this generation. 

This study has been limited to a time period of 10 weeks and a limited budget which leaves 

recommendation for further research.  
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INTRODUCTION 

Generation Z have a particularly large spending power. This cohort spans between 

children with large amounts of discretionary expenditure and young adults who are 

beginning to become customers independent of their parents (Euromonitor - Passport, 

2011). This generation is constantly connected through mobile technology, particularly 

through social media (WARC, 2016). However, as this generation spend more time online, 

their tolerance and acknowledgement of social media advertising is diminishing. This 

generation expect brands to engage with them in innovative ways that are seamless to their 

usage of social media.  

This project will assess if current social media marketing techniques are effective in 

targeting generation Z and consider what the most effective methods of social media 

marketing are in targeting this generation. 

STATEMENT OF THE PROBLEM 

Though the importance of social media marketing is not disputed in targeting younger 

generations, brands are currently not using it to its fullest potential in engaging generation 

Z. Generation Z have a particularly low attention span while using social media that their 

openness to viewing social media marketing is limited, therefore organisations need to 

provide more engaging content that encourages brand recognition and purchase 

conversion. 

HYPOTHESIS 

The hypothesis of this study considers that generation Z are not actively engaged with 

their favourite brands through social media. It is expected that generation Z prioritise 

social engagement with their friends and entertainment and that brands must find ways of 

engaging the generation through more innovative and untraditional methods. It is expected 

that through secondary research, generation Z respondents will be more inclined to be 
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engaged with a brand if they use interactive, multimedia based advertising that blends 

seamlessly with their user experience on social media platforms. 

RESEARCH QUESTION 

“How successful are current social media methods in engaging generation Z? Where do 

organisations need to improve their approach?” 

RESEARCH OBJECTIVES 

1. To examine the awareness and acceptance of social media marketing among generation 

Z. 

2. To evaluate the engagement of generation Z with current social media marketing 

methods. 

3. To identify a link between generation Z's usage levels of the social media and their 

perceived brand engagement through social media marketing. 

4. To identify and explore the current and then the most effective methods of social media 

marketing in engaging generation Z. 

SCOPE & LIMITATIONS 

This project has a limited time frame of 10 weeks for completion and a predetermined 

budget of €100 which limits the researcher in regard to the methodology adopted. A 

limited sample will be used due to the convenience of the sample to the researcher, further 

research across a wider sample frame would be beneficial to testing the hypothesis of this 

study. In addition, other forms of research may yield more valuable information as 

identified in the methodology section of this report but have been excluded due to time 

and cost restraints. However, based on resources, the study gives insight into the 

effectiveness of current social media marketing techniques in engaging generation Z.  
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LITERATURE REVIEW  

INTRODUCTION 

The importance of social media marketing is undisputed within the marketing world today 

with one study showing 92% of businesses agreeing social media marketing was important 

to their marketing strategy (Stelzner, 2014). Its importance has risen as younger 

generations emerge with high usage rates of internet and mobile technology (Chaffey & 

Ellis-Chadwick, 2012) (Cameron-Kitchen & Ivanescu, 2016). Furthermore, social media 

marketing has become pivotal in engaging generation Z also considered to be “Generation 

Swipe”, constantly connected to social media platforms through mobile devices (WARC, 

2016). Social media marketing has opened up a range of new platforms for organisations 

to use in engaging their customer base. However, research shows that it is imperative that 

brands seek to identify the most appropriate and engaging platform and content in 

targeting their chosen demographic (Cameron-Kitchen & Ivanescu, 2016) (Euromonitor - 

Passport, 2011).  

Generation Z have grown up as digital natives, most of this generation not remembering 

a time where the internet didn’t exist (WARC, 2016) (Euromonitor - Passport, 2011). This 

generation have a particularly limited attention span for marketing communications and 

seek highly engaging content (Precourt, 2015).  

  



TO EXAMINE THE EFFECTIVENESS OF CURRENT SOCIAL MEDIA MARKETING 

TECHNIQUES IN ENGAGING GENERATION Z. 

 

Michéal Duffy 

 

8 

GENERATION Z 

 

 

Figure 1: Generation Z Analysis 

Generation Z does not have a clearly defined age category, however the general consensus 

is that generation Z comprises of those born between 1990 and the present day 

(Euromonitor, 2011) (WARC, 2016). Many researchers however have limited this 

generation to those born between 1990 and 2010, with those born after that time known 

as generation Alpha (Sterbenz, 2015). Generation Z account for 1.2 billion people or 

almost 20% of the world’s population according to two different Euromonitor reports, 

with the difference depending on what age category you use (Euromonitor, 2011).  

Their spending power is much greater than previous generations at their age, this is due to 

high amounts of money given to them by parents and their influence over family purchase 

decisions (Euromonitor, 2011) (WARC, 2016). In addition, many of this generation are 

Born between 1992 
and 2010

1.2 billion people

Spending Power of $44 
billion

Also known as 
"Generation Swipe" or 

"Digital Natives"

Generation Z
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now moving into further education and the workforce, making them independent 

consumers. The Institute for International Research outlined that this generation has a 

spending power of $44 billion (WARC, 2015). Research has shown that this generation 

are money conscious, with many of the generation saving a significant amount of their 

money (Letizia & Drew, 2013). Their main areas of expenditure are fashion, technology 

and entertainment (Euromonitor, 2011). This generation also have a much greater 

understanding of the marketplace and the alternatives available to them than previous 

generations as they have been brought up with access to the internet and thus the ability 

to compare products easily (Euromonitor, 2011). 

Generation Z are known as the “Swipe Generation” (or individually as “Digital Natives”) 

(WARC, 2016) (Prensky, 2001). Many of the generation have never lived in a time where 

smart technology hasn’t existed, none of this generation having lived through a time where 

the internet did not exist (Euromonitor - Passport, 2011). This phenomenon of digital 

natives makes them hugely technology savvy and they are almost always connected to 

social media through their mobile devices (Prensky, 2001). Research by JWT (2012) 

found that out of respondents in this generation, on average 90% (85% males and 95% 

females) would be upset if they had to give up their internet connection. Further to this, 

78% would feel upset giving up their mobile phone (JWT, 2012). Constant connection for 

this generation is a way of life and integral to their individual identities as well as social 

status. 

However, research shows that this generation have very little patience when it comes to 

online advertising and a very short attention span, particularly when using social media. 

As highlighted in the engagement section of this report, a study by Microsoft has shown 

that this generation have an attention span of 8 seconds for marketing communication 

(Precourt, 2015). This means that content needs to easily capture their attention and entice 

them to engage with brands on social media. This generation also highly values 

authenticity in communication with brands, with little acceptance for direct “push 

advertising”. Generation Z like authentic conversations where they are the center of the 
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communication and not only that, with brands that show true authenticity (WARC, 2016). 

One exception to these core traits of generation Z is their willingness to engage with ads 

in return for avoiding payment for services (Euromonitor - Passport, 2011). Some services 

which have capitalized on this are YouTube’s video advertising and Spotify’s basic 

membership advertising.  Though authenticity is important, it is also essential that 

organisations understand what is “cool” for this generation as their social media 

interactions are an extension of their personalities and a hugely important aspect of their 

social status (Euromonitor, 2011). 

Research shows that this generation have an almost real-time adoption rate of new 

technologies with their capacity to share information at an all-time high. An example of 

this is the rapid rise of Snapchat users in this category with an Ipsos MRBI poll showing 

84% of those between 15-18 are users of the social network with 85% of these users using 

it daily (Ipsos MRBI, 2016). Although there are no figures for Ireland, Snapchat claims 

that their advertising reaches 41% of the United States population between the ages of 18-

34 (Nielsen, 2015). This generation see the internet and particularly social media as a rite 

of passage and although they have tolerance for advertising, do not like it to interfere with 

their interaction online. Organisations need to ensure that they are continuously adapting 

to new technologies, just as fast as their consumers. 

SOCIAL MEDIA MARKETING 

Kaplan and Haenlein (2010) define social media as “a group of internet-based that build 

on the ideological and technical foundations of Web 2.0, and that allow the creation and 

exchange of user generated content.” Social media is used mainly for social and 

entertainment reasons however, one study provided that 80% of respondents to its study 

used social media to seek information (Whiting & Williams, 2013). This has presented 

huge opportunity for brands in engaging customers, particularly information seekers 

online (Kaplan & Haenlein, 2010). One research project concluded that 92% of businesses 

observed saw social media marketing as beneficial to their operations (Stelzner, 2014).  

Social media marketing has been developed based on traditional online marketing models 
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(SOSTAC model and Honeycomb model) which are outlined in the following sections, 

respectively. However, recent analysis has indicated that the original concept of social 

media leaning on user generated content and entertainment based advertising is much 

more impactful (Barallobre, 2015) (Stelzner, 2014). 

SOSTAC MODEL 

 

The SOSTAC model provided by PR Smith (2011) outlines a framework for planning 

digital marketing techniques and is heavily used in the design and implementation of 

social media marketing strategies by organisations. This model has been widely accepted 

and is replicated in various other frameworks such as the honeycomb model proposed by 

Kietzmann, et al. (2011). The SOSTAC model has six main stages of planning an online 

campaign including: situation analysis, objectives, strategy, tactics, actions and control.  

 

 

Figure 2: SOSTAC Model by PR Smith (See full model in appendix 1) 



TO EXAMINE THE EFFECTIVENESS OF CURRENT SOCIAL MEDIA MARKETING 

TECHNIQUES IN ENGAGING GENERATION Z. 

 

Michéal Duffy 

 

12 

The model outlines the importance of defining a target audience and completing an 

analysis on the current targeting of that market. It further recommends the planning of 

platforms and content to meet your target demographic and the continuous review of the 

user experience and the return on investment that can be gained by the company. Though 

this model provides a beneficial framework in the marketing world for integrating with 

online marketing, it doesn’t necessarily seek to explicitly identify different areas of 

potential for social media communication with customers.  

HONEYCOMB MODEL 

The honeycomb model provided by Kietzmann, et al. (2011) uses these fundamental steps 

in identifying the functionality of social media marketing but in addition to this puts 

further emphasis on the potential of different methods of marketing communications 

through 7 areas; presence online, building relationships, company reputation, community 

creation, conversations, sharing and consumer identity with brands.  

 

 

Figure 3 – The Honeycomb Model (Kietzmann, et al., 2011) 
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CONTEMPORARY ANALYSIS OF SOCIAL MEDIA MARKETING 

Though these models provide a framework for marketing professionals in implementing 

online marketing campaigns, so much of social media marketing happens as a result of 

organic conversations. A more recent analysis of the current drivers in social media 

marketing is provided in a report by Barallobre (2015). The research paper provided by 

Barallobre suggests numerous areas which brands must seek to fulfil in implementing a 

social strategy which are outlined below: 

1. Knowing your audience 

It is important for brands to understand their audience in terms of topics that their 

audience are interested in, what platforms that their audience are using as well as 

what competitors are doing on similar platforms in addition to how your audience 

feel about your communication.  

2. Buzz is a key part of digital communication 

Many brands are still learning that sending out marketing messages does not work 

on social media. Barallobre suggest that brands should be creating conversations 

with and between their customers encouraging user generated “buzz content”. The 

paper outlines that only 2% of conversations are created by brands online. 

3. True engagement is emotional, not transactional 

Barallobre outlines that true engagement online is emotional and not transactional. 

To have a successful social media marketing campaign, it is important for brands 

to leverage the emotional responses of consumers of their offering and use that to 

drive buzz about their product. Social media does not generally yield a high 

transactional engagement where the company gets something in return. 
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INSERT Figure 4 – Digital Communication Model, (Barallobre, 2015) 

 

Though these frameworks provide context for how best to use social media marketing, it 

is important that an appropriate approach is adopted for different channels (Chaffey & 

Ellis-Chadwick, 2012) (Kaplan & Haenlein, 2010). It is widely accepted that one approach 

does not fit all social media channels and that though an omni-channel approach should 

be adopted, individual tactics should be used for each individual channel (Barallobre, 

2015) (WARC, 2016). Essentially, brands should ensure that their content does not create 

stand-alone marketing communications but seamlessly blends with the social content on 

each platform to entice consumers to view it (Cameron-Kitchen & Ivanescu, 2016).  

Listening

Understanding

Analysing

1. Who is your 
audience?

2. What topics 
interest your 

audience?

3. Where you 
post your 

campaign?

4.What your 
competitiors 

are doing?

5. How your 
audience feel 

about your 
campaign?



TO EXAMINE THE EFFECTIVENESS OF CURRENT SOCIAL MEDIA MARKETING 

TECHNIQUES IN ENGAGING GENERATION Z. 

 

Michéal Duffy 

 

15 

In addition, there is difficulty in measuring the return on investment on some platforms, 

particularly the newer platforms (Barallobre, 2015) (WARC, 2016). This reason often 

leads to a slow adoption rate of new technologies and platforms as companies use a low 

risk approach to marketing (Barallobre, 2015) (WARC, 2016). This can result in 

organisations missing opportunities to engage customers through these platforms, 

particularly younger generations who are continuously adopting new platforms. This has 

most recently been seen with Snapchat where metrics were not offered until 2015, which 

made it a less appealing choice for organisations (WARC, 2016). Despite this, it has been 

the fastest growing social network in Ireland in recent years with a reported 25% of the 

Irish population having Snapchat and 65% of those using it daily (Ipsos MRBI, 2016). 

Thus it has been a missed opportunity for marketing departments that failed to embrace it 

as a new technology. 

The advent of social media marketing saw a range of new platforms for organisations to 

use in engaging their customer base. There has been continuous development of new 

platforms and technologies over the past number of years. This has posed many 

opportunities for marketing professionals in targeting their consumers. However, there 

have been many barriers for organisations to overcome in succeeding in engaging their 

target market.  

Firstly, choosing the right platform and content for their target audience. It is imperative 

that brands seek to identify the most appropriate and engaging platform and content in 

targeting their chosen demographic.  (Cameron-Kitchen & Ivanescu, 2016) (Chaffey & 

Ellis-Chadwick, 2012). The most popular social networks in Ireland, according to a poll 

in 2016, are Facebook (63%), Twitter (31%), LinkedIn (28%), Instagram (22%), Pinterest 

(15%) and Google+ (25%) (Ipsos MRBI, 2016). A research report from Mintel (2015) 

suggests similar popularity for these networks in addition to YouTube, with some of the 

statistics varying slightly. The aforementioned report also strongly indicates that 

respondents between the ages of 16-24 were the highest users of all social networks 

excluding LinkedIn and Google+, with older demographics more inclined to actively use 
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these platforms (Mintel, 2015). Recent polls indicate a strong rise in video sharing 

applications such as Snapchat, particularly with those aged under 24 (Mintel, 2015). The 

2016 social tracker reports from Ipsos MRBI suggest that Facebook and Snapchat are the 

most heavily used networks daily (Ipsos MRBI, 2016).  

In addition to understanding which social networks consumers are using, it is important 

that content is tailored to suit different consumer segments. Traditional online marketing 

consisted of side-bar and banner advertising which saw a relatively low click through rate, 

particularly on social media. Competitions fast became a method of luring customers into 

clicking on advertisements and engaging with brands. However, this led to the 

phenomenon of like-gating, where campaigns were being dominated by social network 

users who wanted no engagement with brands but just wished to win the prize. Sponsored 

posts with image, video and interactive content has become central to engagement on 

social networks for brands. These methods however are proving to be less successful in 

targeting younger generations (Cameron-Kitchen & Ivanescu, 2016). Some of the 

traditional methods that have been provided to suit each of these platforms are as follows: 
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Facebook

•Utilise page information sections

•Treat your timeline like a magazine

•Avoid being ad-heavy

•Use enough useful, interesting and 
entertaining content to keep audience 
engaged for commercial updates.

•Targeted Advertising (Sidebar & 
Sponsored Newsfeed)

Twitter

•Utilise the #

•Ensure you have the right message, the 
right market and the right media.

•Use visuals.

•Be prepared for real-time interaction.

•Keep it short and interesting.

Pinterest

•Treat your board like a magazine

•Show how your product will affect the 
lives of your audience.

•Demonstrate how your product is 
something to aspire to.

Instagram

•Utilise the #.

•Demonstrate how your product is 
something to aspire to.

•Implement sponsored advertising 
through Facebook.

Google+

•Use as a community tool.

•Greater adoption with professionals.

•Not utilised much by younger 
generations.

LinkedIn

•Greater adoption with professionals.

•Not utilised much by younger 
generations.

•Potential in targeting young 
professionals.

Snapchat

•Keep it entirely light-hearted.

•Be prepared for interaction.

•Use social influencers.

•Interact frequently.

•Show your product lifestyle.

Figure 5 -  Techniques for social platforms 

(Cameron-Kitchen & Ivanescu, 2016) 
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ENGAGEMENT 

A key development since the advent of social media is the way in which organisations 

communicate with their consumers. Solis (2010) suggests that consumers on social media 

have moved from being an audience of traditional social media marketing 

communications to being the center of communication. Solis provides us with the 

argument that consumers now control communication with organisations and desire 

organisations to actively engage with them one a person to person basis (Solis, 2010). 

Engagement through online marketing is difficult due to the vast amount of information 

that is shared through social media channels. The main difficulty for brands in targeting 

consumers through social media is ensuring that their content is what consumers want to 

see. Solis (2010) outlines that to do this, organisations need to be aware of the differences 

between consumer segments. This text further highlights that one of the main problems is 

the difference in preferred content between generations.  

A key difficulty is in maintaining your audience’s attention for long enough for them to 

actively engage with your content. Research by Microsoft has shown that the attention 

Span of generation Z for screen-based marketing communications in particular is only 8 

seconds (Precourt, 2015). This poses a challenge for organisations targeting this 

generation online as content must be adapted to provide high engagement in a relatively 

short amount of time.  

Ballorbre (2014) puts further emphasis on this aspect of engaging consumers online. 

However, this report emphasizes the importance of providing content which meets the 

current “buzz”. The importance of brands understanding current trends or “buzz” was 

found to be key to ensuring digital engagement. The paper suggests that organisations 

need to be ahead of these trends and plan for engaging with “buzz” and that more content 

does not necessarily mean more “buzz”. The underlying message in this report is that 

organisations need to plan their communication to appeal to the right audience, at the right 

time and on the right platform. This aspect of social communication is drastically different 
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from traditional uniform marketing communication that can be used across all marketing 

channels. 

Spies (2012) developed a model for social engagement which suggests short bursts of 

information with interactive content tends to be most successful in capturing audience 

engagement. Spies (2012) suggests that the development phase of interactive content is 

key to online engagement. Considering the amount of content social media users are 

exposed to, Spies suggests that content should be planned, interactive and with sufficient 

design appeal to entice users to choose your content over the vast amount of content 

available (Spies, 2015).  

CONCLUSION 

The literature reviewed in this study provides context for the environment in which 

marketing professionals are working today. There is continuous change in how social 

media marketing should be used in targeting different demographics. Younger generations 

such as generation Z are constantly engaged with mobile technology and are continuously 

fleeing to new platforms which provide more desirable user content. The rise of interactive 

content such as that on Snapchat and YouTube has attracted much of this younger 

generation to new more innovative social networks. It is evident from the research that 

brands are struggling to keep up with these generations as the difference in generational 

usage of internet and mobile technology varies. The secondary research provided within 

this report gives context for further study on what generation Z are looking for from brands 

through social media marketing. The methodology of this study is designed to answer 

those questions and poise a hypothesis for further study on this diverse generation. 
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METHODOLOGY 

 

INTRODUCTION 

This section will identify how the primary research methods were selected and how they 

will benefit the objectives of this study. Saunders, et al. (2009) defines methodology as 

“the theory of how research should be undertaken including the theoretical and 

philosophical assumptions upon which research is based and the implications of these for 

the method or methods adopted”. This section will explore three areas in relation to the 

methodology for this study including Research Design, Sampling and Instrumentation. It 

will outline how the chosen methods within these three areas will assist in meeting the 

objectives of the study and provide analysis on each method and its viability for the study. 

It further provides information on the sampling methods used in choosing a suitable 

population and sample and the instrumentation of the chosen methodology. It is important 

that the research question, objectives and hypothesis are considered for the purposes of 

ensuring a successful research methodology. 

Hypothesis 

The hypothesis of this study considers that generation Z are not actively engaged with 

their favourite brands through social media. It is expected that generation Z prioritise 

social engagement with their friends and entertainment and that brands must find ways of 

engaging the generation through more innovative and untraditional methods. It is expected 

that through secondary research, generation Z respondents will be more inclined to be 

engaged with a brand if they use interactive, multimedia based advertising that blends 

seamlessly with their user experience on social media platforms.  

Research Question 

“How successful are current social media strategies in engaging generation Z? Where do 

organisations need to improve their approach?” 
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Research Objectives 

1. To identify and explore the current and then the most effective methods of social 

media marketing in engaging generation Z. 

2. To examine the awareness and acceptance of social media marketing among 

generation Z. 

3. To evaluate the engagement of generation Z with current social media marketing 

techniques. 

4. To identify a link between generation Z's usage levels of the social media and their 

perceived brand engagement through social media marketing. 

RESEARCH DESIGN 

Lores (2011), describes a research design strategy as a framework in collection and 

analysing of data. There are three types of research design strategy; exploratory, 

descriptive and causal (Lores, 2011). A descriptive research design strategy will be 

implemented for this project through a questionnaire, examining the perception of 

generation Z on the effectiveness of social media marketing. This approach has the 

opportunity to gain insight into a much larger sample than an exploratory research design 

strategy. However, a focus group could enhance the research analysis through getting 

more in-depth responses.  
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DESCRIPTIVE RESEARCH 

Descriptive research is generally concerned with the relationship between two or more 

variables (Fleming & Domegan, 2007). 

There are several reasons for choosing a descriptive approach for this particular study: 

1. It allows the description of the particular sample group, in this case generation Z. 

2. It helps identify patterns in the perception of social media advertising engagement 

with generation Z. 

3. It helps to make specific predictions based on data collected. 

4. To determine the relationships between different variables, such as level of social 

media usage and engagement with brands online. 

There are two types of descriptive studies; longitudinal and cross sectional. Longitudinal 

studies seek to observe data on subjects over a prolonged period of time, whereas a cross 

sectional study analyses data at a fixed period in time.  
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Figure 6: Types of Descriptive Study (Lores, 2011). 

 

For the purpose of this study, a time frame of 12 weeks means that a cross sectional 

approach is the most viable form of descriptive research. This approach can be 

implemented quickly once a sample has been selected. It will allow research to be carried 

out with relative ease rather than the commitment of monitoring of the sample selected 

over time. However, a cross sectional approach fails to observe the development of this 

sample over time with regard to their perception of social media advertising. If it were 

viable to complete a longitudinal study, it would achieve this. 

EXPLORATORY RESEARCH 

Exploratory research aims to gain a deeper understanding of a situation (Lores, 2011). It 

can also be defined as qualitative research. Exploratory research often is used to identify 

the reasons for patterns or behaviour and generally focuses on a much smaller sample than 

descriptive research. Exploratory research aims to provide detailed primary data which 
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provides greater context for the research being carried out. Lores (2011), provides four 

different methods of exploratory research as outlined in the diagram below: 

 

Figure 7 -  Types of Exploratory Research (Lores, 2011) 

For the purpose of this study literature search is being used to identify the pre-existing 

research material that has been conducted in the subject areas of social media marketing, 

engagement and the behaviour of generation Z. The synthesis and analysis of this literature 

can be read in the literature review section of this report. 

A depth interview will be used to gain a greater understanding of the current methods used 

in targeting generation Z. This will help identify patterns in marketing communications 

through social media in targeting this generation and seek to identify the reasoning behind 

the usage of this media and identified methods in targeting this generation. A marketing 

professional working in the field of marketing has been chosen to conduct depth 

interviews to gain an insight to their experience in targeting generation Z. The individual 

chosen is: 
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Adam Crowther – Student Experience Manager at Dublin Business School 

A focus group would be beneficial for this study to identify more in depth responses of 

generation Z respondents and provide reasoning for the descriptive data that will be 

collected. A focus group would benefit the study in aiming to understand what the most 

effective methods of engaging this generation through social media are. The time 

limitations on this project do not warrant the time to set up a focus group based on the 

questionnaire data analysis.  

Case analysis is the process of compiling case studies of organisations, it would be 

beneficial to this project in identifying current social media marketing practices and the 

measurement of campaigns targeting this generation. However, case analysis is not being 

used for this study as the researcher has limited access to organisations who are targeting 

the chosen demographic. In addition to this, the 10-week time scale would not be viable 

for completing this form of research in addition to a depth interviews and a cross-sectional 

questionnaire. 

CAUSAL RESEARCH 

Causal research is done to establish cause and effect relationships between variables. This 

kind of research is beneficial in identifying the interdependence between different 

variables within a study. There are two forms of causal research – experiment based and 

laboratory experiment based. Some experiment based research would be advantageous to 

use in this study if a generation Z sample were to be given various forms of advertising 

and their responses measured. Their immediate responses and their likelihood to purchase 

or engage further with a brand could be more accurately judged through this kind of 

approach to research. However, causal research is much more expensive and complex to 

run both of which render it unviable for the scope of this project. Pending the outcome of 

this research project, further causal research may be beneficial in more deeply 

understanding the cause and effect relationship between different social media marketing 

techniques and the present and future engagement of generation Z respondents. 
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SAMPLING 

Sampling is important to address the scope of a project based on resources. It must be 

done where an entire population census is not viable to aid in gaining a significant insight 

into the population.  

The population for this study is: male and female social media users between the ages of 

13-24 in the Republic of Ireland. The study wishes to equally study male and female 

respondents to analyse if there are differences in their engagement with social media 

marketing techniques. The study has limited to those aged between13-24, as it seeks only 

to enquire about the engagement of those in the generation Z cohort. Those under the age 

of 13 have been omitted as the majority of social networks have an age requirement of 13 

and above.  

There are two types of sampling methods that can be implemented probability sampling 

and non-probability sampling (Domegan & Fleming, 2007). 

Probability sampling is where each member of a population has a known chance of being 

selected, though inclusion or exclusion of units in the sample are unknown (Domegan & 

Fleming, 2007). Non-probability sampling is inherently subjective with all units for the 

sample being chosen by the researcher, the probability of selection is unknown (Domegan 

& Fleming, 2007). The following diagram shows the different types of probability and 

non-probability sampling. 
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Figure 8 – Sampling Methods 

This study implements the non-probability sampling method of quota sampling for the 

purposes of the questionnaire with a quota of 100 respondents. To an extent, convenience 

sampling is being used as links to the online questionnaire is being widely distributed to 

members of generation Z at the researcher’s convenience. Though this sample is limited 

in terms of geographic reach, the population is strongly categorized already as it is 

restricted to generation Z. Probability sampling would not be viable due to the scope of 

the project both in terms of the time and cost involved in reaching a wide sample frame.  

Judgement and purposive sampling was used in selecting a respondent for the depth 

interview. The researcher had limited access to those working in the marketing field, thus 

chose a convenient respondent with a view to their role in targeting generation Z. The 

respondent Adam Crowther, was chosen as he was within DBS and had a significant 

exposure to marketing to generation Z. Two other respondents were considered on this 

basis but due to time constraints and accessibility, they had to be omitted, this would have 

S
am

p
lin

g

Probability 
Sampling

Simple Random

Systematic

Cluster

Stratified

Non-probability 
Sampling

Judgement

Convenience

Quota

Purposive



TO EXAMINE THE EFFECTIVENESS OF CURRENT SOCIAL MEDIA MARKETING 

TECHNIQUES IN ENGAGING GENERATION Z. 

 

Michéal Duffy 

 

28 

gained a more rounded insight into the marketing methods used in targeting this 

generation. 

INSTRUMENTATION 

SURVEY 

The questionnaire will be completed between June 10th 2016 and July 18th 2016. There 

are four main methods of completing questionnaires; personal, telephone, online and 

postal. (Economic and Demographic Research, 2003). This project will use online 

collection of data for a number of reasons which can be viewed in the following graphic: 

 

Figure 9 – Reasons for choosing online data collection 

  

• Due to time constrants of the project, online collextion is the most 
viable form of collecting data due to access to qualified candidates..

Time

• The researcher has the most convenient access to the target sample 
through online data collection.

Convenience

• Online collection is highly adaptable to changes in requirement to 
complete a quota. For example, if more males are required, search 
criteria can be changed to male only.

Adaptability
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The researcher has opted to use an online competition advertisement to attract candidates 

to the survey. The competition is to win a €50 River Island voucher, with a winner being 

chosen on the 18th July, the winner must be within the population specified – between 13-

24 and living in the Republic of Ireland. The competition will be re-distributed daily with 

the inclusion of qualifying information until 100 responses are achieved. The 

advertisement can be viewed below:   

 

Figure 10: Screenshots of advertisement 
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EDITING 

A pre-test survey was distributed to 10 individuals to limit errors in response and to ensure 

understanding of question language. This facilitated editing of the questionnaire before it 

went live for responses.  

The questionnaire was edited after initial pre-testing due to the following reasons: 

 The e-mail address being mandatory, respondents preferred to have the option to 

input this information. 

 Question 5 terminology was changed as there was an error, option 1 and 3 were 

mistakenly duplicated as “frequently”. Option 3 was changed to “rarely”. 

 Terminology was edited in numerous questions to make it more easily 

understandable to generation Z respondents.  

Some editing occurred after the survey was made live, as follows: 

 3 candidates were removed for not meeting the assigned criteria of being aged 

between 13-24 and living in the Republic of Ireland. 

 7 incomplete responses were removed from the sample as all questions were not 

answered in entirety.  
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CODING, TABULATION & PRESENTATION OF DATA 

The online software package chosen – surveymonkey.com -  provides an internal coding 

system for questions.  

The software used for the purpose of data collection automatically tabulates and presents 

data based on the coding inputted during the design of the questionnaire. This option has 

been chosen due to the time restraint of 10 weeks on this project and it is highly accurate 

as data is not transferred between programmes. Tabulation of data can be viewed in 

appendices. (See appendix 2) 

Due to the length of the questionnaire, it has not been included in appendices. The 

survey can be viewed at the following link:  

https://www.surveymonkey.com/r/JK55SD7 

DEPTH-INTERVIEW 

The in depth interview was completed and recorded on the 30th June 2016 with Adam 

Crowther, Student Experience Manager at Dublin Business School. The interview was 

audio recorded for ease of transcription and to maintain a backup-file for any necessary 

verification. A date for the face-face interview was organized 2 weeks in advance with 

questions issued to allow interviewee preparation 2-3 days in advance. A set number of 

questions were used to guide the format of the interview but probe questions were used to 

expand on topics of interest.  

The audio recording was transcribed to text format, excluding any personal information 

shared during the interview, this information was then analysed in comparison to the 

literature analysis of this study.  

A transcription of the interview can be viewed in the appendices. (See appendix 3) 
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CONCLUSION 

Implementing a clear methodology for the achievement of the study’s objectives is 

essential in ensuring that valid and valuable data and information are collected. The 

following graphic displays the chosen methodology for this study: 

 

Figure 11 – Methodology Analysis  

Research Design

•Descriptive - cross sectional survey.

•Exploratory - literature search, depth interview.

Population

•Male & female social media users between 13-24 years old in the Republic of Ireland.

Sampling

•Survey - convenience, quota sampling.

•Interview - convenience, judgement, purposive.

Instrumentation

•Online survey

•Automatic coding, tabulation and presentation of data.

•In-person recorded interview

•Manual transcription, analysis and presentation of data.
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DATA ANALYSIS 

INTRODUCTION 

This section will present the data that was collected from the survey and interview. 107 

respondents completed the survey, sharing their experience of social media marketing. 

One successful interview was completed with Adam Crowther, Student Experience 

Manager at Dublin Business School. The questionnaire was built using ‘Survey Monkey’, 

a programme that automatically provides tabulated data based on responses. The 

researcher found using this platform relatively easy and error free as the data can be 

viewed concisely at source, without the need for transferring between programmes. This 

section will only show analyzed data and will not aim to draw any conclusions or 

recommendations based on the data, this will be discussed in conclusions. The section has 

been divided into four sections, corresponding with the four objectives of the study.  
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QUESTION 1 - 2 

 

 

Figure 12 – Questionnaire Question 1 

Question 1 aimed to disqualify applicants based on their suitability to the target population. 

99% of respondents were suitable for the study as can be viewed in the graph above. Age 

categorization was not necessary for this study as the age was already limited to generation 

Z. 
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Figure 13 – Questionnaire Question 2 

 

Question 2 further aimed to disqualify unsuitable candidates based on their usage of social 

media. 100% of applicants rendered themselves eligible to complete the survey as they 

were users of social media. 

 

  



TO EXAMINE THE EFFECTIVENESS OF CURRENT SOCIAL MEDIA MARKETING 

TECHNIQUES IN ENGAGING GENERATION Z. 

 

Michéal Duffy 

 

36 

QUESTION 3- 4 

 

Figure 14 – Questionnaire Question 3 

Question 3 aimed to detail the number of male applicants versus female applicants to 

ensure an accurate sample was gathered with equal proportions of each gender. The survey 

had 47% male respondents and 53% male respondents. These criteria could then be used 

to examine if there were differences between male and female responses. However, no 

such differences were observed outside of the 10% deviation assigned. 
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Figure 15 – Questionnaire Question 4 

Question 4 considered different life stages based on profession to examine any differences 

in preferences with different age categories within generation Z. The majority of 

respondents (79%) were in education with no major differences in preferences of these 

individual categories.  
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QUESTION 5 

 

Figure 16 – Questionnaire Question 5 

This question aimed to establish the awareness of advertising on each social media 

platform, part of objective 1 of this study. It can be seen that there are stark differences in 

which platforms advertising is noticed on. 69% of Facebook users notice advertising 

frequently on the platform with 64% of YouTube users noticing advertising on the 

platform frequently. In comparison only 11% of generation Z LinkedIn users notice 

advertising on the platform. It is clear from the data collected that Facebook, YouTube, 

Instagram and Twitter have the highest proportion of users who notice advertising. 

LinkedIn, Pinterest and Google+ are much less used by this generation and therefore have 

significantly lower advertisement awareness. Snapchat has the highest number of users 

who don’t notice advertising on the platform at all with 42% of users never seeing 

advertising on the platform. A tabulation of all responses can be viewed in appendices. 
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QUESTION 6 

 

Figure 17 – Questionnaire Question 6 

Question 6 aimed to establish the willingness that users experience in engaging with 

advertising on different platforms, fulfilling objective 2 of this study. From the graph, it 

can be seen that Facebook advertising has a significantly higher chance of being clicked 

on with 73% of people having clicked on a Facebook advertisement before and only 6% 

of respondents would never consider clicking on an advertisement on Facebook. 50% of 

Snapchat users would click on an advertisement if it was made appealing to them with 

24% having already clicked on an advertisement and 23% not willing to click on an 

advertisement. Instagram and Twitter had similar likelihood of advertisement engagement, 

however Twitter had much less users than Instagram. LinkedIn and Google+ had the 

lowest number of users and a significant number of users unwilling to engage with 
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advertising on each platform respectively.  Pinterest also had a significantly low 

engagement rate comparatively. A tabulation of all responses can be viewed in appendices. 

QUESTION 7 

 

Figure 18 – Questionnaire Question 7 

It is evident that advertising is considered acceptable on the majority of platforms with 

considerable differences across each, this fulfils objective 1 of the study. Across all 

platforms a considerable number of people felt that advertising could be improved to make 

it more acceptable; Facebook (53%), Twitter (55%), Instagram (61%), Pinterest (35%), 

YouTube (55%). Snapchat (54%), LinkedIn (17%) and Google+ (18%). A significant 

number of people found advertising on Google+ and LinkedIn unacceptable (27% and 

32% respectively). On the other hand, a significant number of people considered 

advertising to enhance the experience of using Facebook (35%) and YouTube (21%). 

Although Snapchat had a high acceptance rate, it also had the largest number of people 

who felt advertising was unacceptable on the platform. This question had additional 
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comments which suggested that advertisements could be improved by offering more 

tailored information in addition to being less frequent and intrusive. A tabulation of all 

responses can be viewed in appendices. 

QUESTION 8 

 

Figure 19 – Questionnaire Question 8 

This question aimed to establish usage patterns of generation Z respondents across each 

platform in this study, this along with question 9 fulfils objective 3 of this study. It is 

evident from the chart that Snapchat and Facebook are the most used social media 

platforms with respondents in this sample. 91% of respondents use Snapchat multiple 

times daily with Facebook just behind that at 90% using the platform multiple times daily. 

The sample observed used other platforms much less with Twitter, Pinterest, LinkedIn 

and Google+ being the least used networks in this sample. 53% of respondents used 

YouTube daily and 50% of respondents used Instagram daily with a significant number 

of people using these platforms only once per day. It was clear from the information 
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collected that Twitter, Pinterest, Google+ and LinkedIn had a much lower usage rate with 

the sample considered in this survey. A tabulation of all responses can be viewed in 

appendices. 

 

QUESTION 9 

 

Figure 20 – Questionnaire Question 9 

This question aimed to establish the perceived engagement of generation Z respondents 

with their favourite brands on different platforms, objective 2 and 3 of this project. A 

significant number of users across all platforms did not feel engaged with their favourite 

brands online. Interestingly, the platform with the highest usage rate (Snapchat) had only 
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25% of users feeling that they were engaged with brands they like online. Facebook 

however, the second highest used platform had 83% of respondents feeling that they were 

engaged on the platform. Almost 3 quarters of respondents divulged that they did not like 

to engage with brands on LinkedIn or Google+, though these platforms had the lowest 

usage levels out of all platforms. Twitter and Instagram had similar engagement rates 

between 60%-80% of respondents feeling engaged online, Pinterest registered slightly 

behind that with less than 40% of users feeling they were engaged with brands they like 

on the platform. A tabulation of all responses can be viewed in appendices. 

QUESTION 10 

 

Figure 21 – Questionnaire Question 10 

This question aimed to establish the perceived engagement level with the commonly 

identified forms of social media marketing, fulfilling objective 4 of this study. It was noted 

that traditional methods of advertising such as sponsored posts, informational pages, 
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promotional videos and sidebar advertising had much lower engagement levels and even 

had the highest number of respondents not engaged at all. Competitions had significantly 

higher engagement levels, despite being a traditional social media marketing tool. 

Contemporary marketing methods such as interactive games, live streaming/live video 

and bloggers posts/updates had the most significant number of respondents engaged. A 

tabulation of all responses can be viewed in appendices. 
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DEPTH INTERVIEW 

The interview yielded some vital information in terms of marketing methods used in 

targeting this generation and in the different methods that are most effective in engaging 

this generation through social media marketing. A full transcription of the interview can 

be viewed in appendices. (See appendix 3) Some of the main findings were: 

 Facebook and Snapchat are seen as the most important communication tools; 

others follow on from those. 

 Content has a 10 second maximum attention span, if you don’t catch their attention 

in that amount of time, it is not going to work. 

 Highly engaging video, graphic or game content is especially appealing to this 

generation. 

 This generation is significantly more challenging to target as they are ahead of 

older generations in their adoption of new technologies.  

 The generation also expect a lot from marketing departments, if they don’t get the 

information or entertainment that they want, they won’t look for it. 

 Any advertising must help the user to engage with it, if it is not ready to play on 

their time line, it generally won’t be viewed. Links are no longer seen as an option 

for the generation, they prefer information to be integrated. 

 Live video and streaming is highly effective in ensuring that this generation engage 

with content, they like to be involved in the process and be a part of what is 

happening. 

 Cultural differences are evident with more refined content being more popular on 

the continent, in Ireland more instant content is valued higher, such as Snapchat.   
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CONCLUSION 

INTRODUCTION 

This section considers the data collected in the questionnaire and the depth interview, in 

comparison with current literature. It will seek to conclude on the four main objectives of 

this study before offering a final conclusion of the findings of this project.  

OBJECTIVE 1 

1. To examine the awareness and acceptance of social media marketing among 

generation Z. 

Generation Z proved to have varying degrees of awareness of advertising across different 

platforms. Although a significant number of respondents outlined that they noticed 

advertising on Facebook, YouTube and Instagram, there were a significant proportion of 

respondents who did not notice advertising on Snapchat, Twitter and Pinterest. This 

finding provides context for the varying attention span of generation Z as researched by 

Precourt (2015). In addition, it is vital that organisations embrace new technologies such 

as Snapchat as it has the highest usage rate with this generation but the lowest 

advertisement awareness. Acceptance of social media advertising was higher than 

anticipated on the majority of platforms, however many respondents felt that advertising 

could be improved to enhance the experience of social media. LinkedIn and Google+ were 

the only platforms that had significant numbers of respondents who felt that advertising 

was unacceptable on the platform. There was insufficient data in this study to conclude on 

a reason for this but it could be due to the lower usage rates of these platforms and due to 

their more professional nature. 
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OBJECTIVE 2 

2. To evaluate the engagement of generation Z with current social media marketing 

methods. 

There were key differences in how generation Z respondents viewed their engagement 

with different forms of social media marketing. It was clear that this generation felt that 

brands should be more aware of what they like in targeting them. Barallobre (2015) further 

highlighted the need for understanding the “buzz” on social networking sites and using it 

to fuel your marketing campaigns. A key pattern in the data observed and with the 

literature reviewed is that generation Z value authentic conversations, that put them at the 

center of communication (Barallobre, 2015). There were key differences in the frequency 

with which generation Z used different social media platforms with Facebook and 

Snapchat being the most used platforms. Engagement varied across all platforms with 

Facebook having the most engaged users in terms of social media advertising. YouTube, 

Instagram and Twitter had a moderate level of engagement but had room for improvement.  

It is evident that significant improvement could be made to ensure engagement with this 

generation on Snapchat, with the lowest engagement rate.  

 

OBJECTIVE 3 

3. To identify a link between generation Z's usage levels of the social media and their 

perceived brand engagement through social media marketing. 

There were key anomalies in the frequency of usage of different platforms and the 

perceived engagement with preferred brands on these platforms. Users were highly active 

on Facebook and Snapchat, with Facebook providing more engaging content than 

Snapchat. There is a considerable link between generation Z’s usage of social media 

platforms and their perceived engagement with brands on those platforms. However, 

Snapchat is an exception. As one of the newer social media platforms, it had very low 
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levels of perceived brand engagement which could be due to the reasons outlined by a 

WARC (2016) report. Due to the lack of measurement tools, brands have been slow to 

adopt to using Snapchat for social media marketing, meaning they are missing a huge 

amount of potential for engagement with their customers.  

 

OBJECTIVE 4 

4. To identify and explore the current and then the most effective methods of social 

media marketing in engaging generation Z.  

There was a clear divide in engagement with traditional methods of social media 

marketing and more contemporary methods of engaging users through social media. 

Traditional methods saw much less engagement with side bar advertising only actively 

engaging 12% of people, sponsored posts only having an actively engaged audience in 

8% of responses. On the other hand, newer methods of social media marketing such as 

live video had active engagement scores of 49%, interactive games actively engaging 52% 

of respondents and blogger’s posts/updates actively engaging 51% of the audience 

observed. This was further represented in the in-depth interview where it was noted that 

short interactive methods proved to be most engaging in targeting this generation. Much 

of the literature researched in this project also points to this being the case with Precourt 

(2015) outlining that generation Z have an attention span of only 8 seconds for advertising. 

It also considers the importance of authenticity and personal recommendation as outlined 

by Barallobre (2015).  

FINAL WORDS 

 

This study has considered early models of social media marketing that have been used as 

a corner stone of traditional social media marketing techniques such as the SOSTAC 

model by PR Smith (2011) and Kietzmann (2011). In addition, it has looked at the more 
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recent developments of social media marketing and newer concepts that consider the 

changing nature of online communication, particularly with generation Z (Barallobre, 

2015) (Marceux, 2014). The research question that provided context for this study was: 

“How successful are current social media marketing methods in engaging generation Z? 

Where do organisations need to improve their approach?”  

Through primary research it is evident that much of the current methods of social media 

marketing do not actively engage generation Z and their expectations have changed 

dramatically. It is clear that there is a necessity for organisations targeting this generation 

to improve their approach to social media marketing. Both primary and secondary 

research in this study indicated that organisations need to embrace new technologies much 

quicker as generation Z are adopting new platforms continuously. In addition, it is evident 

that organisations need to heavily focus on providing engaging content that enriches the 

experience of generation Z social media users. Marketing messages need to blend in with 

their user experience of each platform and remain authentic and short to capture attention 

and ultimately engagement.   
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RECOMMENDATIONS 

Based on the findings of this study, a number of recommendations can be drawn based on 

the observations of the literature, questionnaire and depth interview: 

Immediate Actions 

1. It is evident that generation Z are continuously adapting to new platforms, ahead 

of marketing professionals. Getting to these platforms early can mean engaging 

this generation ahead of the competition, this generation expect their favourite 

brands to know what platforms they’re using and to provide authentic, entertaining 

content to them. 

2. Some platforms are not being used by this generation, particularly in this sample. 

It is important for organisations to divide their resources accordingly; it is worth 

putting the time into the platforms that will yield the highest engagement. 

3. Content needs to be considered heavily. This generation want online experiences 

that are central to their personal identities and play on emotional transactions with 

brands. Understanding this generation is vital in ensuring that you engage them 

with entertaining, yet meaningful content. 

Further Research 

1. It is important to consider that this project has only considered a limited sample of 

generation Z respondents. The results certainly carry weight in regard to how 

organisations should be engaging this generation. However, further research 

would be necessary to demonstrate a thorough representation of this generation. 

2. Focus groups may prove to be a beneficial method of collecting information from 

this generation on this topic, as much of the results did not have explicit reasons 

explained. In addition, causal research, in the form of an experiment may be 

beneficial in analysing this generation’s engagement with different forms of 

advertising.  



TO EXAMINE THE EFFECTIVENESS OF CURRENT SOCIAL MEDIA MARKETING 

TECHNIQUES IN ENGAGING GENERATION Z. 

 

Michéal Duffy 

 

51 

3. Finally, this research was not benchmarked against other generations due to the 

scope of the project but this may be beneficial in understanding the engagement 

differences between generation Z, previous generations and of course, future 

generations. 

This study projects that a contemporary model of social media marketing should be 

developed. Although early models are still quite valid in terms of developing social media 

marketing strategy and newer models are valid in terms of considering the more fluid 

nature of online conversations, a model that represents both would be beneficial to 

marketers.   
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APPENDIX 

Appendix 1 – SOSTAC Model (Full version) 
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Appendix 2 – Tabulation 

Question 1 - Are you aged between 13-23 and living in the Republic of Ireland? 

 

Question 2 – Are you male or female? 

 

Question 3 – Which of the following best describes your current situation? 

 

Question 4 – Do you use social media? 
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Question 5 - Do you notice any advertising on the following platforms? 

 

Question 6 - Have you ever clicked on advertisements on the following websites? 
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Question 7 - Do you think that advertising is acceptable on the following websites? 

 

Question 8 - How often do you use the following social media platforms? 
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Question 9 - How would you rate your engagement with brands you like online? 
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Question 10 - Please rate how engaged you are with the following advertising methods 

on social media: 
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Appendix 3 – Transcription of Interview (Adam Crowther) 

Interview with Adam Crowther – Student Experience Manager, Dublin Business 

School. 

M. = Micheál Duffy (Interviewer) 

A. = Adam Crowther (Interviewee) 

 

M.  Hello Adam, I really appreciate you agreeing to be interviewed, an insight 

into your experience will really benefit my dissertation. I just have a disclosure 

agreement that I would like you to sign, just agreeing to the collection and 

processing of the data that you provide. If you would like to read it and sign 

at the bottom. 

A.  Thanks. 

M.  So, to get started. My dissertation is looking at the effectiveness of current 

social media marketing techniques in engaging generation Z, people between 

the ages of 13 and 23. For each of the questions, I’d like if you could reflect 

on how you engage that generation in particular, is that ok?  

A.  Yes. 

M.  Which out of the listed platforms do you use for targeting this Generation? 

A.  So, in terms of which I use in targeting generation Z? 

M.  Yes. 

A.  Facebook is the main one I use at the minute, Instagram, Snapchat, Facebook is 

like the mothership of the platforms and the others follow on from that. 

Facebook has the most tools available and is more of a focus point and the others 

are strands off that, which can be useful. Facebook is our main one, Instagram 

is used, Snapchat is used, YouTube is used but we share stuff from it mostly but 
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don’t have our own subscribers. LinkedIn is used by our careers department and 

we don’t use Google+ or Twitter. We also use others like MailChimp which is 

a newsletter tool. Facebook would be our main one. 

M. Do you use the analytical tools with Facebook? 

A. Sometimes, ours is not very targeted as it is mostly used to target our own 

students and providing them with information. Because we are a closed 

community, I’ve never really needed the option of using sponsored posts to 

target specific markets. There’s never been a need for us to expand beyond our 

student population, we use it to send out our resources of photographs of student 

life. We use it as a platform to show the fun side of the college, as younger 

generations don’t necessarily look for the more practical information about 

colleges. They’ll see all the events we have, the different interactive areas we 

have such as the canteen in Castle House and the parties that students go to. In 

addition to that, we use it to provide information about events such as keeping 

them updated with itineraries. I use it to advertise different things that are going 

on around the city and any places of interest in Ireland that students might be 

interested in, particularly international students. It’s more of an information 

platform for what goes on in the college life. Our Instagram isn’t used as much 

as it could be and I definitely see potential for improving the platform. We use 

Snapchat and it is great in engaging this generation. 

A.  We don’t use Twitter, it’s very fast, in real-time and it is difficult to keep 

updated. We don’t need it here, it’s not beneficial to what we want to achieve. 

Even if we look at Facebook, heavy content tends not to get read, I find it more 

effective to use short videos, nice images and minimum written content.  

M.  There is part of my study that looks at the attention span of this generation. 

When you say short videos what kind of time do you find most effective? 
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A.  Yeah, it’s hugely important. It depends on the content but I would imagine from 

experience that 20 seconds is the maximum. It’s an effective way to advertise 

and promote events for example such as the Christmas ball, it provides a face to 

the student experience and it also endorses my position as someone who students 

can associate with and rely on if they need anything in their time at DBS. Short 

videos is about the cut-off point, after that you lose interest. 

I don’t use paid advertising, it isn’t very beneficial for us as we are a closed 

community, the information is only really going out to those who are already in 

the college and we refer it to the incoming students at the beginning. It may be 

beneficial to have an option to display paid advertisements on our website that 

shows the student experience more as it is heavily bombarded with information 

about courses.  

M.  I have some other options here, I’m just going to read them out and you can 

say whether you use them and find them effective. 

So, interactive content, video content, picture content, you’ve spoken about 

these already and find them very beneficial?  

A. Yes. 

M.  Text content? 

A.  It serves its purpose in sending out Important information but it’s not very 

engaging for that generation. 

M.  User Generated Content? (explanation of different forms of User Generated 

Content) 

A. It’s mostly one-way traffic for us but I know it can be a beneficial method of 

social media marketing. As social media marketing is only a small part of my 

job, I don’t really have the time to put into managing User Generated Content. 

M. Competitions? 
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A.  Yeah, I do. They’re useful but it depends on the prize and the build-up needs to 

get people engaged. Sometimes the prizes don’t necessarily target the right 

audience but when it does, they tend to do quite well for us.  

It’s also hugely important to time posts, targeting people when they are using 

their social networks. I find commuting times and lunch time is the best time to 

get people. 

M.  Like-gating? 

A.  I done it for one competition and found that it attracted the wrong audience, 

people only try to win the competition even with no interest in the page itself. It 

can discredit what you’re trying to achieve. 

M.  Interactive games?  

A.  Yeah, we have done simple things like google docs for getting students to 

interact in different processes but we haven’t went about developing anything 

ourselves. Are they effective? Yeah, again it can lose interest if the process is 

too long but it’s improving as we gain more followers, we get more interaction 

with that kind of thing. We’ve seen our interactions with those kind of methods, 

double over the last few years. You have to tailor it to your audience. It’s very 

important to make the link to these things visually appealing if you can’t 

integrate it into the page that you’re putting it on. 

M.  The next question is look at changes in social media marketing in targeting 

generation Z in comparison to previous generations. Do you think they have 

different expectations and that you have to change your approach? 

A.  Yeah, everything is on their phones now so it has to be quick. The other thing is 

people don’t go into links anymore, they’re more inclined to view or interact 

with something if it is on the page itself for them. You have to give them the 

information, they don’t want to have to go looking for it. This generation tend 
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to want entertaining information rather than anything overly developmental or 

text heavy. I think though that you have to strike a balance, virility is great in 

the reach it achieves but it doesn’t create a lasting relationship with each 

customer. It has to be fast. 

M.  Do you think that this generation would be more inclined to be interested in 

traditional versus current content question from list? 

A.  Yes. Like we’ve moved on a lot in terms of how we interact with social media 

marketing. Blogging and live video content have hugely taken over. 

M.  Do you feel that gen Z are inconsistent in their response to social media 

marketing techniques?  

A.  Yes, definitely, you notice that if you’re sending out the same thing, you lose 

interest fairly fast. You have to ensure that you are constantly changing your 

message and your method to intrigue them in different ways. 

M.  Do you feel that SM marketing is the most effective method in targeting this 

generation? Versus other online marketing or external marketing.  

A.  It’s good but it has its place in the system, you have to adjust your message to 

the correct platform whether that’s a newspaper or an email or social media 

marketing? 

M.  What are the challenges in targeting generation Z? 

A.  Finding a balance of targeting generation Z and other generations. Like in my 

role I need to consider mature students also, so as well as content being fun and 

entertaining, it needs to be credible also. It’s hard to get that balance but I try to 

implement it into all posts by giving the vital information but also giving it in a 

way that grips you such as a short video or interesting picture to draw in the 

students to reading it. We’re also heavily controlled by our parent company in 

what we can and can’t post so that can be limiting in keeping up with what that 
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generation want to see. You’re not going to please everyone with it but you just 

have to try your best with the resources that you have. 

A. What engages them is something they can access quick, entertaining and not 

content heavy. Content has to be there for them, they won’t go looking for it. 

Snapchat is huge now, it’s probably the most important tool for us in terms of 

engaging students at events. Snapchat has only started in its potential and I 

predict that it will have huge opportunity in the future. However, it is more 

popular in Ireland than on the continent, a lot of our international students 

wouldn’t engage with Snapchat. I find that there are a lot of cultural differences 

like that, on the continent I find that Instagram and Periscope and the more 

refined platforms are more highly regarded whereas here Snapchat is more 

popular. Snapchat is a powerful tool for targeting that generation but it depends 

on the product you are selling and you really need a dedicated person for it who 

can keep it updated constantly. If it’s not interesting and current,  

M.  How do you find SM in engaging this demographic, is it effective?  

A.  It’s the main thing, they would sooner check their Facebook than email for 

example. And a lot of young people would have your Facebook before having 

your  

M. Do you have a specific budget for targeting generation Z? 

A.  No. 

M.  Do you use any tools to measure your Return on Investment? 

A.  No, we don’t use measurement tools, we simply observe what interaction we 

have with posts and adapt our methods depending on what the interaction is like. 

M.  Do you feel SM gives an adequate ROI?  

A.  Yes. I think so, definitely as an engagement tool for generation Z.  

M.  Do you have anything else you would like to add? 
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A.  No, we do explore all platforms and try to apply them but only some of them 

are really worth the ROI. We use it as an additional tool rather than our main 

focus but it’s definitely an area that we should use more effectively in the future. 

We depend on it a lot now that I’ve reflected on it, so I will definitely look into 

more how we target that particular generation. 

M.  That brings us to the end of the interview. Thank you very much for your 

insights, they will be very beneficial in my analysis of current social media 

marketing methods.  

A.  No problem, thank you. 

- END - 
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