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Study background 
Social commerce is one of the most powerful tendencies in contemporary retailing, the social component of which combines with the comfort of online commerce. The consumer shopping experience is now being characterized by shopping platforms like TikTok Shop, Instagram Shops and live shopping layouts (Bray, 2024). These innovations represent bigger shifts in digital marketing where personalized content, influencers, and interactive functionality are playing a central role in contemporary consumer behavior.
Significance of the Topic
The Gen Z buying behavior is something to learn when companies are looking to remain competitive in an already highly digitalized marketplace. Their preferences dictate the marketing approaches, the contact with a brand, and are a source of the new social commerce trends. Practically, companies must be capable of adapting to their fast-changing demands. In academic sources, the reaction of Gen Z to platform-specific elements of social commerce is a topic that has hardly been studied, so further research is needed.
Problem Statement
The available study about social commerce do not give significant attention to the platform-specific factor, such as TikTok Shop algorithms, Instagram product tagging, and live shopping, and their distinct contribution to the Gen Z purchasing behavior (Djafarova and Bowes, 2021). It is a gap that is very crucial since Gen Z is a rapidly expanding consumer, and their way of making decisions online is not as it used to be in the previous generations. This is one of the gaps that must be researched to develop an appropriate theoretical knowledge and business strategies.
Aim 
The main aim of the research is to evaluate how Gen Z's purchasing patterns are impacted by social commerce features on different websites, including live shopping, peer-driven recommendations, Instagram Shops, and TikTok Shops.
Objectives 
1. To examine the primary aspects of social commerce which influence Gen Z's purchasing decisions.
2. To determine the manner in which specific platform elements promote involvement and impulse buys.
3. To determine how peer recommendation and influencers contribute to developing confidence.
4. To assess successful strategies that businesses have the potential that use online commerce to reach Generation Z.
Research Questions
Q1. What consequences do social commerce features impact on Gen Z's important platform purchase decisions?
Q2. Which TikTok Shop and Instagram Shop components are most important in influencing Gen Z's purchasing and engagement?
Q3. What effects do peers, influencers, and content uploaded by users have on the loyalty and spending intentions of Generation Z?
Q4. What tactics can companies use to effectively appeal to Generation Z using social media platforms?
Overview of approach 
The study will rely on quantitative research, and a survey will be conducted in the form of a structured survey that will gather measurable data regarding the behaviour of Gen Z about social commerce. Through such a strategy, trends, relations, and affecting factors can be set without procedural elaboration to ensure the consistency of the research questions with the overall direction of the research.
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Scope of the review 
The three themes addressed in the review are features of social commerce, platform-based engagement and impulse buying, and peer-influenced trust, based on the S-O-R framework and the Social Commerce Constructs theory. These themes and theories are topical as they clearly outline the processes which affect the emergence of the digital buying behavior of Gen Z in modern social commerce environments.
Theoretical foundation
The principal foundation of this study is the Stimulus-Organism-Response (S-O-R) theory, where external events like platform features, influencer content, and peer recommendation drive internal psychological states of trust, excitement, or involvement. The theory is highly relevant to the study because social commerce environments expose Gen Z consumers to digital stimuli, which directly influence their emotional reaction and decision-making (Wei et al. 2025). Therefore, S-O-R is a practical theory that can be used to investigate their online shopping behavior.
Key Social Commerce Features Influencing Gen Z Purchasing Behaviour
The research shows that the purchasing behavior of Gen Z is strongly affected by specific features of social commerce. According to Huwaida et al. (2024), Gen Z is already highly influenced by the quality of information, hedonic expectations, and utilitarian value regarding purchase intentions that can be measured through Structural Equation Modelling (SEM). Similarly, Azhar et al. (2023) used SPSS and AMOS to demonstrate that the perception of usefulness is best predictive of the intention to purchase, which implies that Gen Z is more likely to use features likely to add to convenience and efficiency.
Platform-Specific Elements Driving Engagement and Impulsive Buying Tendencies
Research also indicates that the presence of features in TikTok and Instagram also adds significantly to the engagement and impulse buying among the young consumers. TikTok is highly visual, and with the feasibility of its product that enhances perceived enjoyment and utility, which in turn leads to impulsive purchasing as disclosed through the application of SPSS and SmartPLS analysis (Tee and Teo, 2022). 
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Figure 1: Consumer behavior of Generation Z
(Source: Kahawandala and Peter, 2020)
Similarly, Hu (2024) notes that the user engagement of both Instagram Shopping and TikTok Shop is high; however, the consumer reaction is not identical, and each platform is designed in a different way and offers a different shopping experience.
Peer Influence, Trust Formation, and Influencer Roles in Social Commerce Decision-Making
The research has identified the strong influence of peer influence, user-generated content, and influencers in motivating the trust and loyalty of Gen Z in social commerce. In-depth interviews (thematic analysis) by Putra et al. (2025) revealed that authentic stories, UGC, and influencer collaborations were identified to play a role in formalizing emotional attachment and loyalty. Similarly, Cagnin and Nicolas (2022) analyzed the 150 answers to the questionnaires using the assistance of linear regression and found that entertaining content and experience-based values encourage attitudinal loyalty.
Literature gaps 
Despite growing focus on the social commerce area and Gen Z behavior, the existing literature is scanty in delving into the platform-specifics, such as TikTok Shop and Instagram Shops and their direct effects on trust, impulse buying, and loyalty. The existing body of literature is dedicated to digital behavior overall, and there exists a gap in the knowledge regarding the uniqueness of integrated shopping environments in Gen Z’s decision-making process.
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Research Approach
The proposed research will presuppose the quantitative research design that will be backed by the inductive research approach. This combination will allow the development of the behavioral patterns based on the collected data and the study of the correlation between the most significant variables.
Types of Data
The proposed study will focus on the primary data, which will be collected through online surveys of the Gen Z TikTok Shop users, Instagram Shops and live shopping with the purpose of comprehending the motives, trust and purchasing behavior. The secondary data will rely on academic studies, publications and research of industry platforms that will be providing the contextual information of the market trends, digital engagements, and peer influence.
Data Collection Methods
The data will be collected in the form of a structured questionnaire using Google Forms and distributed using the digital available sources. The survey will be placed upon the measurements of such variables as experience of the platform, engagement, intention to purchase, impulsiveness and trust (Hussain and Farea, 2025). It will consist of a set of closed-ended questions that will be based on a Likert scale to introduce the possibility of conducting quantifiable analysis, which is suitable for the objectives of the study.
Sampling Strategy
The study will target Gen Z individuals, between the ages of 18 and 25 years, who are serious users of social commerce platforms. Random sampling will be used in carrying out the sampling in order to be representative of the population. The sample size will approximate 66 respondents, which will be sufficient to make statistical analysis within the context of the study.
Data Analysis Techniques
Data analysis will be performed with the help of SPSS software since data cleaning and coding are the first steps taken to ensure the correctness and validity of the data. Descriptive statistics, frequencies, means and standard deviations will be used to provide a summary of the features and behaviors of the respondents (Festyan et al. 2023). Inferential techniques such as correlation and regression analysis will then be adopted to explore the relationships between key variables, which are features of the platform, trust and purchase intention. 
Ethical Considerations
The study will be conducted in full ethical standards by making sure that all the participants are informed with full consent and anonymity, and confidentiality of the responses. The participation will be rather optional, and the participant can withdraw at any time (Badampudi et al. 2022). Each of the steps is going to be conducted on the basis of the institutional ethics to protect the rights of the participants and maintain the integrity of the research.
Feasibility and Alignment
The quantitative approach identified will be sufficient to answer the research questions since it will enable measuring Gen Z behaviors and perceptions systematically. The use of the survey allows the collection of information about a vast amount of data and leads to credible, comparable, and generalizable information.
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The expected outcomes will show that the most significant features of social commerce significantly influence the purchasing behavior of Gen Z. Survey data can show that there are strong relationships between platform-specific variables like short-form video on TikTok and product tagging on Instagram and growth in engagement or impulse purchase. The results will also indicate the positive impact of peer recommendations, user-generated and influence credibility on the trust and purchase intention. Correlation and regression that will be performed in SPSS will be able to reveal the evidence that trust and perceived usefulness may be regarded as the key predictors of buying behavior. The findings can also be described to highlight the best practices that companies may adopt, such as the use of influencers, the social proof, and the optimization of the interactive capabilities to appeal to the Gen Z consumer behavior.
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There are several limitations in this research that may interfere with the level and interpretation of the findings. The information about Gen Z participants is quite small and restricts the extrapolation of the results to the whole population. There are also chances that it may affect the variety of answers due to possible limited access to those who are the active users of TikTok Shop, Instagram Shops or live shopping. The threat of response bias arises due to the use of self-reported survey data, whereby the respondents are likely to fulfil social desirability in responding or providing partial responses. The quantitative design may also not bring up motives and contextual factors that will bring about purchasing behavior. It may also have time constraints, which will limit the possibility of gathering more information.
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	Task
	W1
	W2
	W3
	W4
	W5
	W6
	W7
	W8
	W9
	W10
	W11
	W12

	Finalise topic, aim, objectives, RQs
	
	
	
	
	
	
	
	
	
	
	
	

	Preliminary literature review
	
	
	
	
	
	
	
	
	
	
	
	

	Full literature review + theory
	
	
	
	
	
	
	
	
	
	
	
	

	Survey design + ethics
	
	
	
	
	
	
	
	
	
	
	
	

	Pilot testing
	
	
	
	
	
	
	
	
	
	
	
	

	Distribute survey
	
	
	
	
	
	
	
	
	
	
	
	

	Collect responses
	
	
	
	
	
	
	
	
	
	
	
	

	Data cleaning
	
	
	
	
	
	
	
	
	
	
	
	

	SPSS Descriptive Analysis
	
	
	
	
	
	
	
	
	
	
	
	

	SPSS Inferential Analysis
	
	
	
	
	
	
	
	
	
	
	
	

	Interpret results & draft findings
	
	
	
	
	
	
	
	
	
	
	
	

	Finalise report & submission
	
	
	
	
	
	
	
	
	
	
	
	


Table 1: Research timeline 
(Source: Self-created)
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This research has introduced the importance of conducting a study to determine how the nature of social commerce affects the purchasing behavior of Gen Z with respect to the use of social media such as TikTok and Instagram. The research goals and objectives represent a topical and urgent issue, which is supported by a sufficient quantitative research methodology. The study would generate valuable academic insights and business suggestions through the analysis of behavioral patterns, trusted factors and platform-centered communication. Overall, the research will contribute to the comprehension of the online decision-making process of Gen Z and support the social commerce practices.
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