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Abstracts

The objectives of this research are to study the factors of media exposure, brand awareness, the
attitude towards hidden advertising, and the credibility of hidden advertisements on YouTube that affect
the purchase intentions of Generation Z consumers in Chonburi province, Thailand. It is a quantitative
research study. The sample group was unisex Generation Z consumers aged 18 to25 that were living in
Chonburi province and watched the Khotkool channel on YouTube. A sample size of 400 people was
used. Data were analyzed using descriptive statistics, including percentage, means, and standard deviation.
The inferential analysis statistics included multiple regression analyses and correlation coefficients. The
results of the research showed that media exposure, brand awareness, attitude towards hidden advertising,
and the credibility of hidden advertising positively affected the purchase intentions of Generation Z consumers

in Chonburi province, Thailand.

Keywords : Media exposure, Brand awareness, Attitude, Trustworthiness, Advertising, Purchase intention
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Ussnsfiaulafinuiniuiesas 50 duuadaudesiuiosas 95 miueanndeuivenlhiAntuldfesas 5

U o [

athy vunangudegndluassinliannnsaununisaeiilddesnii 385 au wazilonuazaINtunNTInTIERveya

N

o

Wedsdmualidmunevesuangudiied1a wirdu 400 au wazldisn1sdudiegrsuuuldonduainuiiazdu

e>°

(Nonprobability Sampling) Iagidaniznisquinedauuusnduauazein (Convenience Sampling) Tun1siiu
ssdeyannnguiuslaa Generation Z Tngasshnisdusesislunguiuilaadenann Affenghoust 18 Vauly
pamdnnasivemdnSessalunsiseluuyws sufefitony 25 Yy
4.2 \e3psilaildlun1sie

inseaflefildlunisifusiusuteyadunuuasuawesulatl (Online Questionnaires) Usznausig
fosnuionun 4 daudsil dawdl 1 uwvasunmReduteyaiiugiuvesineuuuvasuniu S1uau 3 do diufl 2
wuasunuAgudadasumsdadude d1uu 2 4o uuuasuauivafutladesunmssuinsaud s1uu 3 4o
wuuasunuieafuadeiurimuaselawanuds S1uou 4 9o uwwuasuauiAsatutedesuanuiniedeves
Tawaunusls $1u7u 3 9o daudl 3 wuvaeunuiAsuTadedunsdalate S1um 3 4o wazdil 4 felauouus
s 1 9o saduiutoseuisdu 19 4o Tnsuuvaeuaiudind 2 uay 3 Bususdadedumsiuinmaudds
Hasedunsidatensiidnvaiduuuuiasanussna (Rating scale) 5 seiuvasdiAsm (Likert Scale) fio
wnfian 1 Yrunans e toefign andumeAiarudesiu (Reliability) Tngvinsasuuuaouniufungumaan
$1uau 30 90 wagvhmTieseimAaudeliuresuuasuny TagldiSmerdulsaviuearuesasouuia
(Cronbach’s Alpha Coefficient) wui1 Andinszavisuoarhiimegsening 0.718-0.772 Fawuinaniilddiannnnin 0.70
wansuuuaeuanuiianuundeds Wulumunasivazanusailuldlunsinuldogramunzan (wma 2560,
2559)

4.3 maniusiusaudeya

nsfnwadeildnnsidededinna (Survey) HunmsiuuuasunILuL Google forms LA¥NIZANBUUY
aouniueaniunnitmune Tnensgareuuugeuniuesnty 91w 450 ¥a ludsAlugingusiiegisluwnaneosy
714 9 laun woundlatu Line, Facebook, Instagram, Websites tag Communities ﬁﬂwmwmﬂu@uémmaﬁaju
Dustu ielildteyaiianysal uazieldsunsneunduinvesuuuasuaisiuauimne 400 au Jmeanisiiu
SITBMUUARUIN venant Tuuuuasunueeulaviasdidnudanses 3 4o ilensdaiiuardnsonasnguiogd

azid1sulumsneuuuuaeunu laud 1. vimendeegludwminvayivield 2. vinuilony 18-25 Unsald 3. viuiee
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80 1 U9 NeuNTRBULUUERUNNNINEILN 1-4 AuaIsu N15aNTIdsEeEnaLAuTINTINwULasUaueaulalsenIng
NANFBUNNTIALAFURABUNNANUS 2567 T8eziIanTIu 29 Ju
4.4 msimszidoya

Ya o

TumsiesgideyadidelalinslinsgsialifiBanssaun (Descriptive Statistics) NflauiAgidesriy

U

aa a

Foyamlulaemsinszideyaadfidmssaun WWinsldaaifldunidnads (Mean) Andeauumasgiu(Standard
Deviation) waz¥euaz (Percentage) ttothsnAuindeyaluudazdiuls uazmeraguanuuvasunalunisesune
Foyaieniuiadonmsilindude tadumssuinsdud dadeiinuadsolavanuds Jadunnunindofioveawanuds
uartladunssidlate uenanissldadidouuu (nferential Statistics) ldun n1sisesinsannesnyAMLLY

\Jutumou (Stepwise multiple regression analysis) titeldlunisnaseuaunfigiu

5. NAN15338

5.1 nausegnslumaivdoyansl Ao nquiuilaa Generation Z 91y 18-25 T AvBLAzUdTiondy
ogluiniiuiitaingay? uazieiumu YouTube Fodansga nsdsafidnmmanaunduresdouiuuaouniu
Andufesay 100 Qmamwuaaumuﬁwmuﬁqgu 400 A @wlvgiluwanrdgunnninndee lnomendgs S1uau
257 e Anludesas 64.3 dwlngfisviunsanuuigans Sesay 79 I51eldindesieiiiou 10,000-25,000 UM
Soway 46

52 MMIUATILI Alade uazAnToauunsgu nuidedefidmadensddatoaudivesiuilnain
m3surslasanussindfleuu YouTube lngsweglussauinne Uadunissuinsdu (Mean = 4.172, SD = 0.477)
soeanretasurnuidetevedawanuls (Mean = 4.078, 5D = 0.514) Yaderiruainelawanudls (Mean = 4.073,
S.D = 0438) YadumsiUnude (Mean = 4.007, S.0 = 0.620) mwEFU

53 wamsnsgiiieveasuauuigi Taodenlimslinnesianneswan (Multiple Regression Analysis)

v v o w

Msgiutiudndny 0.05 luudayladendmasanisadladeduivesiusinannmssusulavanudewnifleuy YouTube

M990 1 Wan1TIATInIsanneenvAM (Multiple regression analysis) Yadeiidwadenisaslatiodunves

AustnAaInn1sTuTalavausleEnuIRleud YouTube

Unstandardized Standardized
Fruus Coefficients Coefficients t sig
B SE. B
Constant 2.624 0.303 8.649 0.001
Hadusunisidndude 0.068 0.034 0.088 2.040 0.042*
Uadeinunisiuinsdud 0.107 0.044 0.106 2.457 0.014*
Uaduauvirunfnelaeai 0.128 0.052 0.116 2.484 0.013*
Padesuauiidedevedavaurls 0.416 0.044 0.442 9.502 0.001**

R =0.518, R%= 0.268, Adjust R?=0.261,F = 36.168, * P < 0.05, ** P < 0.01
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21915197 1 nuhdadendwmadenisasladeduavesusianainnisiualavaunaiuialouu

o Y

YouTube Tagfudsiléwensal Ae Jadunslinfude Jadunisiuing Jedeiimunisolamanuladudn dade
astndedevedlavanul ludiuvesiaudsau fio n1sdslade fesuaneinsel (R) = 0.268 wilefwuaeh
P-value 13itAu 0.05 warnensalfuusiudmasefuusaulagiinseiduussansanass (B) nuidudsi
ansaliviedsmaromiilatedudesiuilnaainnisurilavanuseiiuiflovu YouTube Suduusn léun
Hadurnudetioveslawanusl (B = 0.442, P = 0001, ¥=0.662) sesasunfetadevimunfiselaunnud (B = 0.116,
P = 0.013, ¥=0.407) Jadun1s3uinsrdud (B = 0.106, P = 0.014, ¥=0.367) waztlidenisdndude (B = 0.088,
P =0.042, ¥=0.063)
54 mM3NuadsUauNAgIu

[

HAN1INAFOUANNAFIN awsaasuledail

A13197 2 HANISVAABUALLAFIUNTIRY

FUNAFIY NAN1SVNATUANNAFIY

H1 : JadansiUasudearnnmssuralawanulsun YouTube danalsuindanisnsla YRUTUANNAFIU

Fouoeruslam Generation Z Tuwsiuiidwminyays

H2 : Jadenisfuinsduaannissurdlayanulsuy YouTube dawalgauinse RHRIGHERRN

nsaalagevedfuilnm Generation Z Tuwsiuidsinyays

H3 : JadevimuaRainnissusalawanelaun YouTube desiaigauinnsnslatiodun YRUTUANNATIU

Va3ULnA Generation Z Tuwaiundwinyays

Ha : Jadpanuuteiiovedawaniaannssusdlayanuwlsuy YouTube dna gouSuALNAFIU

Weuindenisadladeves fuslna Generation Z luwaiiuniminvays

6. 9AUTENAIY
Mnuan1sinuniadefidmarentsnclatodudvesfuilanainnisuelavaudeiuiflouy YouTube
oRUTeHaldwsl
aunAgiuil 1 dadunaidndudeannisiuralevanudsuy YouTube ﬁ'ﬂNaL‘TN‘U?ﬂﬁiaﬂﬂiﬁzﬂiﬂ]%aﬂméuﬁﬂﬂ
Generation Z luwsiiuiidmiavays wandiiuisnadnsudeiiufenosseznafidslvlumadaivdeuas
audlumsdnude andulneiulianuddgrensidadovesiuslng namiemnlasaniusimadasudonniay
dmaliuslaedaudlaluaudunntu auilugemuddladofinnisuieatu Ussnaududuslaandu Generation Z

@

fidnwazulunslidumesidauwazduneiumeluladinfwsongdales danuaulasenisdearsesulatilusgns
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wn Flimadaivdeldiouasnniniiguilaangudu q dwaludwandensasladeiiues dsaonadoaiy
MATees 15w v (2564) idnwides madaiude mudlaela msfudanudes uasanudidlate iesis
nunuuvaasandndndsieiiu WWhanuih malinsudouazanufimelafivinadindeaudslatodudves
Fuslam Generation Z MnmssutlawaussmARTouY YouTube Fsasunaldmalinsudotudmasromanila
Foaudwasiuilng Generation Z

duuAgIun 2 Yadunissuinsrdumannissuvalawanuniuu YouTube daaidauindenisaslagoves

€

a

Uslnn Generation Z luiwniiufidainvays wansbiiuinnmsiuiluasdudvientssuitwusudduanuaunse

e

vosjdoididnanmlunsansmiessanliuusuddu 4 faaenndestunuifoves Keller (2008) ifinyi3os
MIIANFLUTUATINAENS N5a319 TANE LaMITANITAMAITBIUTUA WUTT NMIINTINTIFUAT (Brand Recognition) Ae
nsfifuslnranansodududenauddu q IWdususuusnidovendutoifefunsauduazmsssantansaudi
(Brand Recall) Ao msfifuslnnaninsnsznnsiaudiunldnaumssidonaninssinvosmeswinsus
anunsaifiasTunieaniuiive wandliifiuiinsiifuilaad Brand Recognition uay Brand Recall figeanunsn

o

viuanavauewialuvaudldognadiussAniamunnau iesmndenuduiasias seanfawusun envdavinli

€

U3lnA Generation Z fianuwaiivlunsdndulagedusmseusnisannuusuatugiuanglulavanuislaunngwu

e

suisenudnuarvesiuslaandy Generation Z itlnsniumelulad wasdinldinalufudedsnueaulatiing 4
youmvinme Whdseuesuladdldininnguislnndu q SwsdusuliAnlonaiioriinduneiuusudlsves 9
ylanduusudldinetu deadenanslatonuanléiiues

sunAgit 3 Yadertruainnnissuralavanuliuy YouTube dswalsuandenisddladedudvesuilnn
Generation Z Tuimiluiidminans wandififufaimniannmasurilevanusmesuilaaludosuiemmdila
ndeyadldsululavanusiidsnaunfmgingsy nsruiunishn AliAeieuaituin Ussneufuguilaangu

v

Generation Z iflguiideveuviadlluulanduwmesids voudhswdedinueaulasig q iliduslannguiignnssdu

IndnszAunInIsnaInegnslavanlidedu dnlemvesnislavandudelulundifviedsuin fezdae

willgrhiiAausegdlanagiirunindseddadmilils Feaenadosiuiuideves Mehta (2000) NAnwILToIviAUAR

v '
v adada a

Tunslewanuazyszansuavesnislawan wui ruadvesuilaadenslavandundsumdinfidsninaves
Ussﬁm’%mwmﬂwwLﬁmmﬂmmamWiamaﬂzyzgwmﬁuﬁmﬁiamﬂmwmazﬁauiﬁl,ﬁuiummﬁmLLazmmiﬁﬂ
VBININKY UazFaxRziiBvEnasaviruafvesminuIdensiuyakaslavanaunsadulatianuidnvesuslan
wazaufianslalumssunild msuaendeyavhmihiidusvinuedaindmiunsasiruadvesiuslaase
nslawaneeulal

duuAgiui 4 Yadeanuundetoveslawanurannmssurulavanuiaul YouTube dnaieuinsian1sndla

v
= 1%

Fov0uuslna Generation Z luwpituiidminsays wansifiuhmiiideiovedavaniludomesmsiiaus
foyaiiiuanuats mafimudednduazmislatuanudelannguilaatuianuddgsenisddatovesiuilng
Generation Z namAevnlaantudarindefiewnfordmalianuddlatomnivufeniu fedoradunsy
Fonudnuuzvoinguiuilaa Generation Z findosnuyanadunioduing 1 ldiedumisiag nans1dsilss
aonndosiuaAdeves nua aAgauARlna wag audR 51598Un1T (2566) TidnwEoseuLTeTioveslewan
Ussawduliledidea wazerulBlaludefidmaromeidatondnsnmiftogunmussuiloalunsammumunas nut

v

guslnnvzdndulafendniueiiiiogunmdmnewnsiasuieguaguam mnlasudeyannlawandulriuesides

U
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ufnauianelaludndndusiwasiinanutelalulavan asldienuideiiovedavaniudmasienisddla

a v v

FoduAveUIlNA Generation Z

7. ayluazdoiauauuz
INMIAnwIIes Jadedmasienisadlagedumveuilaa Generation Z nnssurulawaua ey
FAloun YouTube nsdifinwdeslansnares Generation Z luwaiunidminvays welinanisnuluassiiidu

Useloviwazanunsavenem U luriauenn ety Ay Jaduskugiiionsidensenabuilead

o A

7.1 TunsnuiteluadsdinsAnuuddissiadensdaiude Jadenssuinmaud Yatevinuaise
Tawauuls Yadeenuindedeveslavanudsiidsmasonisisladodudivasiuilnaannissursulawaudsi
Aleuu YouTube oslansgaues Generation Z ddlusuanmsiimsdnutiadelusnuduiiudy weidudsslond
wazuuImMeUFTRUAGTIvilaanuseEn YouTube

7.2 masdnwiluadadlilfasoungulufemenislavanudlsluromedu deiulunsfnuiseluounag
AsTgfinsfnwisdesmenslavanuduiniuiteliiansaseuaguiininiu sulufafuwmiduouian
T leanuddlutesmaduiiueniviionindeanis YouTube

73 annsAneiselundsidmuinguilng Generation Z fifunilasanursuy YouTube lutadlansga
fruaulalumstoduiussavgUnsaidiinmsedind summmnu wavomsiasy dafu fussneumslugaamvingsy
sananannsainan1TIdeluvssendldlunisnasuniseain nsmvuanagnsnianseain laglanznisd
nslawanusadudnszdumanmsmanaesulaifluunanrlesy YouTube Taegusznaumsmsjatiusaslviniuddny
oganAunmsainsasideiiovedlavanuds uagliasiaefiorarairundiiarelavanud aansfusuusud

wazmaasudelunguiuilnasiia

8. LaNE1391984
aMulng

nua (amgauialwena wavaudR s1sedunns. (2023). mnmidefiovedavanussiandulvuedifuauazay
Blaluefidmaroniilatondndumifiogunmvssiuilaatovanilunsammamues. 275375559775
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information.aspx

weysed Sszlsaundan. (2564). SvsnavesnInniude uasmseensuuinssuuRneguA mAdse
nviledovesuslnniinsing gty (mendmusimamansumindin). Poansalmiiveds,
NANNUMIUAT.

Wigyds Lontiamning, etiusd sendu uwavsudng Winsauzna. (2565). dvinavinlavanveseyivesneviauad
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12


https://www.hu.ac.th/Conference/

& ol

NIFIVINsAaUmansUszend UN 17 adudl 2 n.a. - 5.0 2567

The Journal of Faculty of Applied Arts, Vol. 17, No. 2, Jul. — Dec. 2024

uanssnd Indanssnl. (2560). madasunmdnuainnaud uazanudiladendnsusilunmeunlavandi
weUsziunguUzuesuilan. GneninusimamansumUnde). Pnansalimineds,
NIUNNUMIUAS.

Inena 3. (2559). 719798m790719AnY7 (Education Research). 1vansAIy : Andain1siam.

W $ena. (2568). nisidiasudonawitamels nsuiaamdes uasaasiledeinoiunuuuualing
augnIaavaeU Y. (meinusilmamansundada). PaNIaIINIINg sy, NTUINLIIUAS.
1573500 sARTNSNW. (2566). NsiUTeuiBuTiruARdayULUBSIaNaUATY WasngRinssunouauDIralauaIus

sumﬁliﬁiﬂﬂ%'rﬂmﬂ LLam’nﬁjﬂu. Journal of Public Relations and Advertising, 16(2), 72-90.

F3anwal uawes. (2563). Uszlgwdomnnislawal. dUAUIN https//www.one31.net/activity/detail/70

duuas uames. (2563). Mudnsurnimisuaznsisusmmsidowndednsooulaveaaueissuae
Tumngammuniuas Gnendwusmsnuduaindassimamansumdadin arvdnnsdeasidenagns).
UFIAINGNEE UMNINGIRENTUNN, NTIVNUAIUAS.

afivn newuilay uasasudss ARsuInsUAa. (2020). A wdiussErinsdelavanuuduanunsuanesiu
mméﬁgﬂaeﬁaauﬁwaqéjﬁiﬂﬂiuwmngamwumum. Journal of Studies in the Field of Humanities,
27(1), 188-209.

oo lvediung, a¥udss aRsuinsui uazaswssal efdnzlun. (2565). dviswanslniudeseulat uas
Hhdvdulsvanmenmaaiidssaronundlatoodmzuning Srudenvesnguiauuesiune.
Journal of MCU Nakhondhat, 9(5), 313-330.

InsightERA. (2565). Thailand’s Top Social by Generation Usage. &UAUAIN https://www.insightera.co.th/
thailand-top-social-2022/

Marketing-oops. (2545). (Unai@ngiinssunid social media ¥n Brand aznng;@a?ﬁlfﬁ’?n”v Gen Z lne.
dUAUIN https://www.marketingoops.com/reports/behaviors/genz-social-media-stats/

Thailand Digital Outlook. (2566). 10 suduAanTsy Uaswginssumsidoumesiinvesaulng 2566.

(%

AUAUDIN https://www.thairath.co.th/lifestyle/life/2722450

M1

Aaker, D. A. (1991). Managing Brand Equity : Capitalizing on the value of a brand name. New York Free
Press.

Aaker, D. A. (1996). Building Strong Brands. New York : Free Press. Broadbent, S., Bridson, K., Ferkins, L.
& Rentschler, R. (2010). Brand love, brand image and loyalty in Australian elite sport. Australian
and New Zealand Marketing Academy, 9(1).

Broadbent, S., Bridson, K., Ferkins, L. & Rentschler, R. (2010). Brand love, brand image and loyalty in
Australian elite sport. Australian and New Zealand Marketing Academy, 9(1).

Cochran, W. G. (1977). Sampling Techniques. 3rd Edition. New York : John Wiley & Sons.

Cotte, J., Coulter, R. A. & Moore, M. (2005). Enhancing or disrupting guilt : The role of ad credibility and

perceived manipulative intent. Journal of Business Research, 58(3), 361-368.

13


https://www.insightera.co.th/%20%09thailand-top-social-2022/
https://www.insightera.co.th/%20%09thailand-top-social-2022/
https://www.marketingoops.com/reports/behaviors/genz-social-media-stats/
https://www.thairath.co.th/lifestyle/life/2722450

& ol

NIFIVINsAaUmansUszend UN 17 adudl 2 n.a. - 5.0 2567

The Journal of Faculty of Applied Arts, Vol. 17, No. 2, Jul. — Dec. 2024

ERIC. (1997). The Impact of Teaching Strategies on Intrinsic Motivation.

Farjam, S. & Hongyi, X. (2015). Reviewing the concept of brand equity and evaluating consumer-based
brand equity (CBBE) models. International Journal of Management Science and Business
Administration, 1(8), 14-29.

Ghosh, A. (1990). Retail Management Dryden Press. Chicago, IL, USA. : Fort Worth.

Gillespie, B. & Joireman, J. (2016). The role of consumer narrative enjoyment and persuasion awareness
in product placement advertising. American Behavioral Scientist, 60(12), 1510-1528.

Ginosar, A. & Levi-Faur, D. (2010). Regulating product placement in the European Union and Canada :
Explaining regime change and diversity. Journal of Comparative Policy Analysis, 12(5), 467-490.

Gogoi, B. (2013). Study of antecedents of purchase intention and its effect on brand loyalty of private
label brand of apparel. International Journal of Sales & Marketing, 3(2), 73-86.

Wai Lai, I. K. & Liu, Y. (2020). The effects of content likeability, content credibility, and social media
engagement on users’ acceptance of product placement in mobile social networks. Journal of
theoretical and applied electronic commerce research, 15(3), 1-19.

Keller, K. L. (2008). Strategic Brand Management: Building, Measuring, and Managing Brand Equity.

(3rd ed.). NJ: Prentice-Hall.

Kotler, P. & Keller, K. L. (2009). A Framework for Marketing Management. (4th ed.). New Jursey :
Prentice-Hall.

Mehta, A. (2000). Advertising attitudes and advertising effectiveness. Journal of advertising research,
40(3), 67-72.

Montano, D. E. & Kasprzyk, D. (2015). Theory of reasoned action, theory of planned behavior, and the
integrated behavioral model. Health behavior : Theory, research and practice, 70(4), 231.

Ongkrutraksa, W. (2022). Exploring Young Consumers’ Exposure, Attitude, and Behavioral Response to
YouTube Video Game Streaming’s Product Placement. International Journal of Electronic Commerce
Studies, 13(3), 45-68.

Panda, T. K. (2004). Effectiveness of product placements in Indian films and its effects on brand memory
and attitude with special reference to Hindi films.

Russell, C. A, Stern, B. B. & Stern, B. B. (2006). Consumers, characters, and products: A balance model of
sitcom product placement effects. Journal of Advertising, 35(1), 7-21.

Salleh, M. S. M., Mahbob, N. N. & Baharudin, N. S. (2017). Overview of General Z Behavioral Characteristic
and Its Effect towards Hostel Faculty. International Journal of Real Estate Studlies, 11(2), 59-67.

Saunders, M., Lewis, P. H. I. L. I. P. & Thornhill, A. D. R. I. A. N. (2007). Research methods Business Students.
(4th edition). England : Pearson Education Limited.

Schiffman, L. G. & Kanuk, L. L. (2007). Reference Groups and Family Influences in Consumer Behaviour.

London : Prentice Hall.

14



& ol

NIFIVINsAaUmansUszend UN 17 adudl 2 n.a. - 5.0 2567

The Journal of Faculty of Applied Arts, Vol. 17, No. 2, Jul. — Dec. 2024

Schramm, W. (1971). Notes on Case Studies of Instructional Medlia Projects.Social Media Engagement on
Users” Acceptance of Product Placement in Mobile Social Networks.

semrush. (2024). Most Visited Websites in Thailand. Retrieved from https://www.semrush.com/website/
top/thailand/all/

Solomon, M. R. (2020). Consumer behavior : Buying, having, and being. Pearson.

Strauss, W. & Howe, N. (1991). Generations : The history of America’s future, 1584 to 2069. New York :
William Morrow and Company.

Sundar, S. S, Bellur, S., Oh, J.,, Xu, Q. & Jia, H. (2014). User experience of on-screen interaction techniques :
An experimental investigation of clicking, sliding, zooming, hovering, dragging, and flipping. Human-
Computer Interaction, 29(2), 109-152.

Tritama, H. B. & Tarigan, R. E. (2016). The Effect of Social Media to the Brand Awareness of a Product of
a Company. International Journal of Communication & Information Technology, 10(1), 9-14.

Turner, A. (2015). Generation Z : Technology and Social Interest. Journal of Individual Psychology, 71(2),
103-113.

Yadav, G. P. & Rai, J. (2017). The Generation Z and their Social Media Usage : A Review and a Research
Outline. Global Journal of Enterprise Information System, 9(2).110-116.

15


https://www.semrush.com/website/



