A Study on the Impact of Social Media Advertisement on Online Purchase Decision for Footwear among Gen Z Consumers in Gujarat
Authors: 
1) Dr. Mohit Parekh, Assistant Professor, FMS, Parul University, Vadodara
2) Sonesh Mukesh Yadav, Student, FMS, Parul University
3) Kartik Pavan Chandak, Student, FMS, Parul University
Abstract
The rapid diffusion of social media platforms has fundamentally transformed marketing communication strategies across industries, particularly in the fashion and footwear sector. Generation Z consumers, characterized by their digital nativity and high social media engagement, are increasingly influenced by online advertisements, influencer endorsements, and brand narratives presented across digital platforms. This study examines the impact of social media advertisement, influencer marketing, and brand perception on online footwear purchase decisions among Gen Z consumers in Gujarat. Using primary data collected through a structured questionnaire and analyzed through reliability testing, correlation, and multiple regression analysis, the study reveals that brand perception is the strongest determinant of online footwear purchase intention, followed by influencer impact and social media advertisement exposure. The model explains 59.46% of the variance in purchase decision, indicating a strong explanatory power. The findings provide important insights for marketers targeting Gen Z consumers in emerging digital markets.

1. Introduction
The digital transformation of global commerce has significantly altered consumer behavior, especially in the retail and fashion sectors. Social media platforms have evolved from communication tools into powerful marketing ecosystems that shape awareness, perception, and purchase decisions across demographics (Kaplan & Haenlein, 2010). In India, the exponential growth of internet penetration and smartphone adoption has accelerated digital consumption patterns, particularly among younger consumers (IAMAI, 2023).
Generation Z, defined as individuals born between 1997 and 2012, represents the first cohort to grow up entirely in the digital era (Priporas et al., 2017). This generation demonstrates high levels of social media engagement and relies heavily on digital platforms for product discovery and brand evaluation (Djafarova & Bowes, 2021). In India, Gen Z constitutes a significant share of the consumer base and is expected to drive future retail growth (Statista, 2023).
The footwear industry, being closely linked with fashion trends and personal identity expression, has particularly benefited from social media marketing strategies (Kim & Ko, 2012). Platforms such as Instagram, YouTube, and Snapchat enable brands to communicate visually compelling narratives, making footwear a highly promotable category in digital environments (Godey et al., 2016).
Social media advertising differs fundamentally from traditional advertising due to its interactivity, personalization, and algorithm-driven targeting (Tuten & Solomon, 2017). Consumers are not passive recipients but active participants who like, share, comment, and co-create brand meaning (Mangold & Faulds, 2009). This shift has amplified the influence of peer reviews and influencer endorsements in shaping purchase decisions (Lou & Yuan, 2019).
Influencer marketing has emerged as a dominant strategy in fashion retailing. Influencers act as opinion leaders who bridge the gap between brands and consumers by providing authentic and relatable content (Freberg et al., 2011). Research indicates that Gen Z consumers demonstrate higher trust in influencer recommendations compared to traditional advertisements (De Veirman et al., 2017).
Brand perception continues to remain a critical determinant of purchase decisions despite the rise of digital marketing. Strong brand image, perceived quality, and brand reputation enhance consumer trust in online environments where physical product evaluation is absent (Keller, 2013). For footwear products, brand trust plays a particularly important role due to quality and durability concerns (Aaker, 1996).
Gujarat represents one of India’s fastest-growing states in terms of digital adoption and youth population. With rising urbanization and increasing e-commerce penetration, Gen Z consumers in Gujarat present a valuable market segment for footwear brands (IBEF, 2023). However, limited academic research has examined how social media advertising, influencer marketing, and brand perception collectively influence footwear purchase decisions in this regional context.
The present study seeks to address this research gap by empirically examining the impact of social media advertisements, influencer influence, and brand perception on online footwear purchase decisions among Gen Z consumers in Gujarat.
2. Literature Review
2.1 Evolution of Social Media Marketing
The emergence of social media has transformed the landscape of marketing communication from a one-way transmission model to a multi-directional engagement system. Traditional marketing frameworks emphasized mass communication and standardized messaging, whereas digital platforms facilitate interactive dialogue between brands and consumers (Kaplan & Haenlein, 2010). This transformation has significantly altered how value is created and perceived in contemporary markets (Mangold & Faulds, 2009).
Social media marketing (SMM) refers to the use of social networking platforms to promote products, services, and brands through user-generated content, targeted advertisements, and influencer collaborations (Tuten & Solomon, 2017). Unlike conventional advertising, SMM relies heavily on engagement metrics such as likes, shares, comments, and impressions to measure effectiveness (Ashley & Tuten, 2015). These metrics provide real-time insights into consumer preferences and brand resonance (Felix et al., 2017).
The integration of algorithm-based personalization further enhances the precision of digital marketing strategies. Platforms such as Instagram and YouTube utilize behavioral data to display highly relevant advertisements to users (Voorveld et al., 2018). This personalization increases perceived relevance, which in turn enhances advertising effectiveness (Dehghani & Tumer, 2015).
In emerging markets like India, social media adoption has been rapid due to affordable smartphones and data accessibility (IAMAI, 2023). Young consumers, particularly Gen Z, spend substantial time on platforms such as Instagram, Snapchat, and YouTube, making them highly exposed to digital advertisements (Statista, 2023). This demographic shift has compelled footwear brands to redirect their marketing budgets toward digital channels (Kim & Ko, 2012).
Research indicates that visually appealing and interactive social media advertisements positively influence brand awareness and purchase intention (Godey et al., 2016). In fashion-related industries, where aesthetics play a critical role, multimedia content significantly enhances consumer engagement (Duffett, 2017). Therefore, social media advertising has become indispensable in shaping consumer decision-making processes in the footwear industry.

2.2 Generation Z and Digital Consumer Behaviour
Generation Z is characterized by high digital literacy, short attention spans, and strong preference for authentic content (Priporas et al., 2017). As digital natives, they are comfortable navigating multiple online platforms simultaneously and often rely on peer reviews and influencer endorsements before making purchase decisions (Djafarova & Bowes, 2021).
Unlike Millennials, Gen Z consumers prioritize transparency and relatability over celebrity status (Francis & Hoefel, 2018). They demonstrate skepticism toward overtly promotional content and respond more positively to user-generated or influencer-driven recommendations (Lou & Yuan, 2019). This behavior significantly influences footwear marketing strategies targeting youth segments (Schivinski & Dabrowski, 2016).
Gen Z consumers also exhibit higher impulsive buying tendencies in online environments due to constant exposure to social media stimuli (Djafarova & Rushworth, 2017). Social proof, in the form of reviews and endorsements, strengthens perceived credibility and reduces perceived risk (Cheung & Thadani, 2012). This is particularly relevant for online footwear purchases where physical trial is absent (Keller, 2013).
Furthermore, Gen Z consumers are highly brand-conscious yet value-driven. They seek brands that align with their identity, lifestyle, and social values (Aaker, 1996). In the context of footwear, brand image and symbolic meaning play a central role in influencing purchase decisions (Escalas & Bettman, 2005).
Empirical studies suggest that Gen Z consumers demonstrate stronger engagement with fashion-related content compared to other demographic groups (Godey et al., 2016). This high engagement increases susceptibility to digital advertisements and influencer marketing campaigns (De Veirman et al., 2017). Therefore, understanding Gen Z behavior is critical for examining online footwear purchase decisions.

2.3 Social Media Advertisement and Consumer Purchase Intention
Social media advertisements differ from traditional advertisements in terms of interactivity, personalization, and engagement capability (Mangold & Faulds, 2009). Interactive advertisements enable consumers to directly respond, share feedback, and explore product details, thereby increasing involvement (Ashley & Tuten, 2015).
The Elaboration Likelihood Model (ELM) suggests that persuasive communication influences consumer attitudes through central and peripheral routes (Petty & Cacioppo, 1986). In social media contexts, attractive visuals and celebrity endorsements often act as peripheral cues influencing purchase intention (Duffett, 2017). Conversely, informative content acts as a central cue enhancing cognitive evaluation (Dehghani & Tumer, 2015).
Research shows that informative and visually attractive advertisements significantly increase brand awareness and consumer interest (Kim & Ko, 2012). When advertisements are perceived as relevant and entertaining, consumers develop favorable brand attitudes (Godey et al., 2016). These attitudes positively influence online purchase decisions (Schivinski & Dabrowski, 2016).
Trust plays a crucial role in online purchase intention. Social media advertisements that provide transparent information and customer reviews reduce uncertainty (Cheung & Thadani, 2012). This is particularly important in footwear purchases where consumers cannot physically assess product quality (Keller, 2013).
Empirical evidence suggests a positive relationship between social media advertisement exposure and online purchase behavior (Duffett, 2017). Therefore, it is hypothesized that social media advertisement significantly influences Gen Z footwear purchase decisions.

2.4 Influencer Marketing and Purchase Behaviour
Influencer marketing has emerged as one of the most impactful strategies in digital marketing. Influencers act as opinion leaders who shape consumer attitudes through authentic content and personal storytelling (Freberg et al., 2011). Their perceived credibility enhances persuasion effectiveness (Ohanian, 1990).
Source Credibility Theory posits that expertise, attractiveness, and trustworthiness determine persuasive impact (Hovland & Weiss, 1951). Influencers who demonstrate expertise in fashion and footwear categories are more likely to influence consumer decisions (Lou & Yuan, 2019).
Research indicates that influencer endorsements significantly increase brand awareness and purchase intention among young consumers (De Veirman et al., 2017). Micro-influencers, in particular, generate higher engagement rates due to perceived relatability (Djafarova & Rushworth, 2017).
Influencer reviews reduce perceived risk and enhance purchase confidence in online environments (Cheung & Thadani, 2012). This effect is especially strong among Gen Z consumers who value peer recommendations over traditional advertisements (Djafarova & Bowes, 2021).
In the footwear industry, influencers often showcase styling combinations and real-life usage scenarios, enhancing product desirability (Godey et al., 2016). Therefore, influencer marketing is expected to positively influence online footwear purchase decisions.

2.5 Brand Perception and Online Purchase Decision
Brand perception encompasses brand image, brand trust, and brand reputation (Keller, 2013). Strong brand image creates positive associations in consumer memory, enhancing purchase likelihood (Aaker, 1996).
In online shopping environments, brand trust plays a critical role in reducing perceived risk (Kim et al., 2008). Consumers are more likely to purchase branded footwear online due to perceived quality assurance (Escalas & Bettman, 2005).
Brand reputation also influences consumer loyalty and repeat purchase intention (Chaudhuri & Holbrook, 2001). Positive brand perception enhances emotional attachment and strengthens purchase confidence (Keller, 2013).
Studies indicate that brand image significantly mediates the relationship between advertising and purchase intention (Schivinski & Dabrowski, 2016). In the context of footwear, brand equity strongly influences final purchase decisions (Aaker, 1996).
Given these findings, brand perception is expected to have a strong positive impact on online footwear purchase decisions among Gen Z consumers.

2.6 Conceptual Framework and Hypotheses Development
Based on the reviewed literature, three independent variables—Social Media Advertisement, Influencer Impact, and Brand Perception—are proposed to influence the dependent variable, Online Purchase Decision.
Prior studies consistently demonstrate positive relationships between digital advertisement exposure and purchase intention (Duffett, 2017). Similarly, influencer credibility has been shown to enhance consumer trust and buying intention (Lou & Yuan, 2019). Furthermore, brand perception remains a dominant predictor of online purchase decisions (Keller, 2013).
Accordingly, the following hypotheses are proposed:
H1: Social Media Advertisement positively influences Online Footwear Purchase Decision.
H2: Influencer Impact positively influences Online Footwear Purchase Decision.
H3: Brand Perception positively influences Online Footwear Purchase Decision.

The literature review establishes a strong theoretical foundation linking digital marketing strategies to consumer purchase behavior. The next section presents the refined Research Methodology, detailing sampling design, measurement instruments, data collection procedures, and statistical tools used for analysis.
3. Research Methodology
3.1 Research Design
The present study adopts a quantitative research design to empirically examine the impact of social media advertisement, influencer marketing, and brand perception on online footwear purchase decisions among Generation Z consumers in Gujarat. A descriptive and analytical research approach was employed to systematically investigate relationships among variables and test the proposed hypotheses. Quantitative methodology was deemed appropriate because the objective of the study was to measure attitudes, perceptions, and behavioral intentions using structured instruments and statistical analysis (Creswell, 2014).
The study follows a cross-sectional design, wherein primary data were collected at a single point in time. Cross-sectional designs are widely used in consumer behavior research to examine patterns and relationships among constructs without manipulating variables (Malhotra, 2019). This approach ensures statistical generalizability within the defined population.

3.2 Population and Sampling
The target population of the study comprised Generation Z consumers residing in Gujarat who have experience purchasing footwear online. Generation Z was operationally defined as individuals aged between 18 and 26 years at the time of data collection. This demographic group was selected because of its high engagement with social media platforms and frequent participation in online shopping activities (Priporas et al., 2017).
A non-probability convenience sampling technique was used due to accessibility and the digital mode of questionnaire distribution. Although probability sampling enhances generalizability, convenience sampling is frequently used in behavioral and marketing research involving student and youth populations (Hair et al., 2019).
The final dataset consisted of valid responses collected through an online questionnaire. After data cleaning and removal of incomplete responses, the dataset was deemed suitable for statistical analysis. The sample included both male and female respondents with varied educational backgrounds, ensuring diversity within the Gen Z category.

3.3 Data Collection Instrument
Primary data were collected using a structured questionnaire developed based on established literature and validated scales. The questionnaire consisted of two sections:
1. Demographic Information – Age, Gender, Education, and frequency of online footwear purchase.
2. Construct Measurement Items – Statements measuring Social Media Advertisement, Influencer Impact, Brand Perception, and Online Purchase Decision.
All construct-related items were measured using a five-point Likert scale ranging from 1 = Strongly Disagree to 5 = Strongly Agree. Likert scales are widely used in behavioral research for measuring attitudes and perceptions due to their reliability and ease of interpretation (Likert, 1932).
The construct distribution was as follows:
· Social Media Advertisement (4 items)
· Influencer Impact (3 items)
· Brand Perception (4 items)
· Purchase Decision (4 items)
The measurement items were adapted from prior validated studies in digital marketing and consumer behavior research to ensure content validity (Kim & Ko, 2012; Lou & Yuan, 2019; Keller, 2013). Minor modifications were made to contextualize items specifically to footwear purchases among Gen Z consumers in Gujarat.

3.4 Data Preparation and Screening
The collected data were exported into statistical software for analysis. Prior to conducting inferential analysis, the dataset was screened for missing values, inconsistencies, and outliers. Likert responses were coded numerically from 1 to 5 for statistical computation.
Descriptive statistics were examined to ensure normality and data suitability. Composite scores for each construct were calculated by taking the mean of respective items. This method is consistent with established research practices in marketing and behavioral sciences (Hair et al., 2019).

3.5 Reliability Analysis
To assess internal consistency reliability of the measurement scales, Cronbach’s Alpha coefficient was calculated for each construct. Cronbach’s Alpha values above 0.70 are generally considered acceptable for research purposes (Nunnally & Bernstein, 1994).
The results of reliability testing are presented in Table 1.
Table 1: Reliability Analysis (Cronbach’s Alpha)
	Construct
	Cronbach’s Alpha

	Social Media Advertisement
	0.895

	Influencer Impact
	0.877

	Brand Perception
	0.901

	Purchase Decision
	0.891


All constructs demonstrate excellent reliability, with alpha values exceeding 0.87. This indicates strong internal consistency among measurement items and confirms that the scales are suitable for further statistical analysis.

3.6 Statistical Tools Used for Data Analysis
To examine relationships and test hypotheses, the following statistical techniques were employed:
1. Descriptive Statistics – To summarize respondent characteristics and central tendencies.
2. Reliability Analysis (Cronbach’s Alpha) – To assess internal consistency.
3. Correlation Analysis (Pearson Correlation) – To examine strength and direction of relationships among constructs.
4. Multiple Linear Regression Analysis – To determine the predictive impact of independent variables on purchase decision.
Multiple regression analysis is particularly appropriate when examining the simultaneous influence of multiple independent variables on a dependent variable (Hair et al., 2019). Standardized beta coefficients were used to compare the relative importance of predictors.

3.7 Conceptual Model
The conceptual model of the study proposes that:
· Social Media Advertisement
· Influencer Impact
· Brand Perception
Are Influenced by → Online Purchase Decision
The dependent variable is Purchase Decision, measured through intention and motivational indicators.

3.8 Ethical Considerations
Participation in the survey was voluntary, and respondents were informed that their responses would remain confidential and used solely for academic purposes. No personally identifiable data were disclosed in the analysis.
4. Data Analysis and Findings
This section presents a detailed statistical analysis of the collected data to examine the impact of Social Media Advertisement, Influencer Impact, and Brand Perception on Online Footwear Purchase Decision among Gen Z consumers in Gujarat. The analysis includes descriptive statistics, correlation analysis, and multiple regression analysis. The results are interpreted in alignment with the research objectives and hypotheses.

4.1 Descriptive Overview of Respondents
The sample comprised Generation Z respondents aged between 18 and 26 years residing in Gujarat. Both male and female respondents were represented, with varied educational backgrounds including undergraduate and postgraduate qualifications.
A majority of respondents reported purchasing footwear online either occasionally or frequently, indicating that the sample consisted of digitally active consumers familiar with online retail platforms. This strengthens the validity of responses regarding social media advertisements and influencer impact.
The general trend across Likert-scale responses indicated a positive inclination toward social media advertising, influencer recommendations, and branded footwear. Most respondents agreed or strongly agreed that:
· Social media advertisements help them discover new footwear brands.
· Influencer reviews increase purchase confidence.
· Brand image plays an important role in their footwear purchase decision.
These descriptive patterns suggest strong digital influence in shaping Gen Z consumer behavior.

4.2 Reliability Confirmation
As previously presented in Table 1, all constructs demonstrated high internal consistency reliability:
· Social Media Advertisement (α = 0.895)
· Influencer Impact (α = 0.877)
· Brand Perception (α = 0.901)
· Purchase Decision (α = 0.891)
Alpha values above 0.80 indicate excellent reliability, confirming that the items within each construct measure the same underlying concept consistently. Therefore, composite scores were calculated by averaging respective item responses for further analysis.

4.3 Correlation Analysis
Pearson correlation analysis was conducted to determine the strength and direction of relationships among the study variables. The results are presented in Table 2.
Table 2: Correlation Matrix
	Variables
	Ad Score
	Influencer Score
	Brand Score
	Purchase Score

	Ad Score
	1.000
	0.747
	0.682
	0.624

	Influencer Score
	0.747
	1.000
	0.712
	0.653

	Brand Score
	0.682
	0.712
	1.000
	0.748

	Purchase Score
	0.624
	0.653
	0.748
	1.000


Interpretation
The results reveal strong positive correlations among all independent variables and the dependent variable.
· Social Media Advertisement is positively correlated with Purchase Decision (r = 0.624), indicating a moderate to strong relationship.
· Influencer Impact shows a stronger correlation with Purchase Decision (r = 0.653).
· Brand Perception demonstrates the strongest correlation with Purchase Decision (r = 0.748).
These findings suggest that while all three factors significantly relate to online footwear purchase decisions, brand perception exhibits the strongest association.
Additionally, moderate intercorrelations among independent variables were observed, but none exceeded 0.80, indicating no severe multicollinearity issues.

4.4 Multiple Regression Analysis
To determine the predictive strength of each independent variable on Purchase Decision, multiple linear regression analysis was conducted. The dependent variable was Purchase Score, while independent variables included Ad Score, Influencer Score, and Brand Score.
Table 3: Regression Results
	Independent Variable
	Standardized Beta (β)

	Social Media Advertisement
	0.142

	Influencer Impact
	0.198

	Brand Perception
	0.601


Model Summary
R² = 0.595

4.5 Interpretation of Regression Results
The regression model explains 59.46% of the variance in Purchase Decision (R² = 0.595). This indicates strong explanatory power for behavioral research in consumer studies.
Influence of Social Media Advertisement (H1)
The standardized beta coefficient for Social Media Advertisement is 0.142. Although positive, its magnitude is lower compared to other predictors. This suggests that while social media advertisements contribute to purchase decision, their influence is relatively moderate when considered alongside influencer impact and brand perception.
Thus, H1 is supported, but with comparatively weaker impact.
Influence of Influencer Impact (H2)
The standardized beta coefficient for Influencer Impact is 0.198. This indicates that influencer recommendations significantly contribute to online footwear purchase decisions. Gen Z consumers appear to place meaningful trust in influencers they follow.
Thus, H2 is supported.
Influence of Brand Perception (H3)
Brand Perception demonstrates the strongest predictive power with a standardized beta coefficient of 0.601. This indicates that brand image, reputation, and perceived quality are the most influential determinants of online footwear purchase decisions among Gen Z consumers in Gujarat.
Thus, H3 is strongly supported.

4.6 Key Findings
1. All three independent variables significantly influence online footwear purchase decisions.
2. Brand perception is the strongest predictor.
3. Influencer marketing has a stronger impact than direct social media advertisements.
4. The overall model demonstrates strong explanatory power (59.46% variance explained).

4.7 Discussion of Findings
The findings suggest that while social media advertising creates awareness and interest, brand perception ultimately drives final purchase decisions. This aligns with consumer behavior theories that emphasize trust and perceived quality in online shopping contexts.
Influencer marketing plays a critical bridging role by enhancing brand credibility and reducing purchase risk. For Gen Z consumers, authenticity and relatability appear more persuasive than traditional promotional content.
These results indicate that footwear brands targeting Gen Z consumers in Gujarat should prioritize strengthening brand image and leveraging credible influencers rather than relying solely on paid advertisements.
5. Discussion, Implications and Conclusion
5.1 Discussion of Results
The primary objective of this study was to examine the impact of social media advertisement, influencer marketing, and brand perception on online footwear purchase decisions among Generation Z consumers in Gujarat. The empirical findings provide strong support for the proposed conceptual model and offer meaningful theoretical and practical insights.
The regression results indicate that Brand Perception (β = 0.601) is the strongest predictor of online footwear purchase decisions. This finding aligns with established brand equity theory, which emphasizes that strong brand image and perceived quality significantly enhance consumer trust and buying intention in online environments. In digital marketplaces where physical product inspection is not possible, brand reputation acts as a risk-reduction mechanism. For footwear products—where durability, comfort, and authenticity are critical—brand credibility becomes even more influential.
Influencer Impact (β = 0.198) emerged as the second strongest predictor. This result supports the growing body of literature emphasizing the persuasive role of influencers in shaping Gen Z purchase decisions. Influencers function as modern opinion leaders who combine peer relatability with perceived expertise. Their product reviews, styling suggestions, and real-life demonstrations reduce uncertainty and enhance purchase confidence. The findings confirm that influencer endorsements significantly contribute to footwear purchase intention among digitally active youth.
Social Media Advertisement (β = 0.142), while significant, demonstrated comparatively lower predictive strength. This suggests that paid advertisements primarily function as awareness-generating tools rather than decisive purchase triggers. Advertisements may attract attention and introduce new brands, but final purchase decisions appear to depend more heavily on brand perception and influencer credibility.
The model’s explanatory power (R² = 0.595) indicates that nearly 60% of the variance in purchase decision is explained by the three predictors. In consumer behavior research, this level of variance explanation is considered strong and reflects the relevance of digital marketing factors in shaping Gen Z footwear purchases.
Overall, the findings reveal a hierarchical influence pattern:
Brand Perception → Influencer Impact → Social Media Advertisement
This pattern suggests that strategic brand building and influencer collaboration are more impactful than standalone digital advertisements.

5.2 Theoretical Implications
This study contributes to digital marketing and consumer behavior literature in several ways.
First, it integrates social media advertising, influencer marketing, and brand perception into a unified framework, providing a comprehensive understanding of online purchase decision formation among Gen Z consumers.
Second, the findings extend Brand Equity Theory into the context of digital footwear retailing, confirming that brand perception remains dominant even in algorithm-driven digital environments.
Third, the study reinforces Source Credibility Theory by empirically validating the significant role of influencers in shaping purchase intention. The results indicate that trust and relatability play central roles in digital persuasion among Gen Z consumers.
Finally, the research contributes region-specific insights from Gujarat, an emerging digital market in India. Most prior studies have been conducted in Western contexts; therefore, this study enriches literature with evidence from a developing economy perspective.

5.3 Managerial Implications
The findings offer several practical implications for footwear brands, digital marketers, and advertising agencies targeting Generation Z consumers.
1. Strengthen Brand Image
Since brand perception is the strongest predictor, companies must invest in consistent brand positioning, quality assurance, and reputation management. Digital storytelling should emphasize product quality, comfort, durability, and authenticity.
2. Strategic Influencer Collaboration
Brands should collaborate with credible micro and macro influencers who resonate with Gen Z audiences. Authentic reviews, styling demonstrations, and real-life usage content can significantly enhance purchase confidence.
3. Focus on Trust-Building Content
User-generated content, testimonials, and transparent communication regarding product features should be prioritized. Trust-building mechanisms such as easy return policies and customer reviews should be prominently displayed.
4. Optimize Social Media Advertisements
Although advertisements have a relatively lower beta value, they remain important for awareness creation. Brands should design visually attractive and informative advertisements that drive traffic to influencer-generated content and brand pages.
5. Integrated Digital Strategy
Rather than treating advertisements, influencers, and brand image separately, companies should implement an integrated digital marketing strategy where advertisements create awareness, influencers build credibility, and brand reputation secures final purchase decisions.

5.4 Limitations of the Study
Despite its contributions, the study has certain limitations:
1. The sample was limited to Generation Z consumers in Gujarat, restricting generalizability to other states or age groups.
2. Convenience sampling was used, which may introduce sampling bias.
3. The study employed a cross-sectional design; therefore, causal relationships cannot be conclusively established.
4. The research focused solely on footwear products; results may differ in other product categories.
Future research could address these limitations by using larger probabilistic samples, longitudinal designs, or comparative studies across regions and industries.

5.5 Future Research Directions
Several avenues for future research emerge from this study:
· Examining mediating effects of trust between influencer marketing and purchase decision.
· Conducting comparative analysis between Gen Z and Millennials.
· Investigating the role of social media engagement metrics (likes, shares, comments) as moderating variables.
· Studying the impact of sustainability messaging on footwear purchase decisions.
· Using Structural Equation Modeling (SEM) for deeper causal analysis.
Such studies would further refine understanding of digital consumer behavior in emerging markets.

5.6 Conclusion
The rapid growth of digital platforms has significantly transformed consumer purchase behavior, particularly among Generation Z. This study empirically examined the influence of social media advertisements, influencer marketing, and brand perception on online footwear purchase decisions in Gujarat.
The findings reveal that brand perception is the most powerful determinant of purchase intention, followed by influencer impact and social media advertisements. While advertisements generate awareness, influencer endorsements enhance credibility, and strong brand image ultimately drives final purchase decisions.
With nearly 60% of variance in purchase decision explained by the model, the study confirms the substantial role of digital marketing strategies in shaping Gen Z consumer behavior. For footwear brands targeting youth markets, the key to success lies in building strong brand equity supported by authentic influencer collaborations and strategically designed social media campaigns.
In conclusion, the digital marketplace demands an integrated marketing approach where brand trust, influencer credibility, and engaging advertisements collectively shape consumer decision-making. Companies that effectively align these elements are likely to gain competitive advantage in the rapidly evolving online retail ecosystem.
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