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This conceptual paper explores the factors shaping Generation Z's perceptions 

of public figures, with a particular focus on social media engagement, 

authenticity, socio-political stances, and celebrity endorsements. As a 

generation raised in a digital environment, Gen Z connects with public figures 

mostly through social media platforms, where both curated content and real-

time interactions influence how they form opinions and emotional bonds. The 

paper looks closely at authenticity, suggesting that when public figures are 

transparent, relatable, and willing to show vulnerability, they are more likely 

to gain Gen Z's trust and admiration. It also considers how socio-political 

stances taken by public figures can influence their perception, especially when 

those stances reflect values that matter deeply to Gen Z, such as climate change, 

social justice, and equality. Celebrity endorsements are examined as well, not 

only in terms of promotional impact but also in relation to how well they align 

with the public figure's personal brand and the social relevance of the endorsed 

message. When this alignment is strong, credibility tends to be enhanced, while 

a lack of alignment may lead to scepticism or reduced influence. By bringing 
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together insights from existing literature and theoretical frameworks, this study 

offers a thoughtful and nuanced understanding of how these variables interact 

and what they mean for public figures, brands, and social influence strategies 

that aim to resonate with this socially aware and digitally fluent generation. 
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Introduction  

The way public figures are perceived has undergone a major transformation, particularly 

among Generation Z. Growing up in the digital age, this generation has been shaped by constant 

exposure to social media, where celebrities, influencers, and thought leaders interact directly 

with their audience (Reinikainen, Kari & Luoma-Aho, 2020). Unlike previous generations, 

Gen Z expects more than just entertainment from public figures. They value authenticity, 

transparency, and a sense of relatability (Yunissov et al., 2023). Public figures who openly 

share their lives, thoughts, and values tend to build stronger connections with this audience. 

Social media engagement plays a major role in shaping how Gen Z perceives public figures.  

 

The ability to interact in real-time fosters a sense of accessibility and trust (Buheji,2024). 

Beyond engagement, authenticity is another key factor. This generation is quick to detect 

insincerity and is more likely to support public figures who present themselves genuinely rather 

than those who appear overly curated (Pradan et al., 2023). Furthermore, socio-political stances 

influence how Gen Z evaluates public figures. They expect them to use their platforms to 

address social issues and advocate for meaningful change (Munsch, 2021). Endorsements also 

shape public perception, with Gen Z favoring collaborations that align with a celebrity’s 

personal brand and values (Thangavel, Pathak & Chandra, 2022). This study explores how 

these factors interact to influence Gen Z’s perceptions and trust in public figures. 

 

Background 

Gen Z, born between the mid-1990s and early 2010s, has grown up surrounded by technology 

and digital connectivity (Leslie et al., 2021). Unlike previous generations, they place great 

importance on inclusivity, social justice, and digital transparency. Their familiarity with digital 

platforms and ability to navigate multiple forms of online media make them highly critical and 

selective in their engagement (Kuncoro & Kusumawati, 2021). Public figures have had to adapt 

to this shift by fostering more interactive and immersive digital experiences (Waworuntu, 

Mandagi & Pangemanan, A. S. (2022). They use social media to maintain their influence, 

create direct connections, and establish a relatable persona. The way they present themselves 

online, whether carefully curated or spontaneously genuinely, plays a crucial role in shaping 

public perception (Djafarova & Bowes, 2021). Understanding these interactions, particularly 

through authenticity, political stance, and commercial endorsements, is essential for predicting 

how Gen Z evaluates credibility and influence. 

 

Literature Review  

Social media engagement refers to how public figures interact with their audience through 

likes, comments, shares, and direct messaging (Cheung & Rosenberger, 2020). Research 

suggests that increased engagement fosters a sense of community and relatability, 

strengthening trust between public figures and their followers. Studies show that consistent and 

https://creativecommons.org/licenses/by/4.0/?ref=chooser-v1
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meaningful interaction enhances credibility and builds emotional connections with an audience 

(Pezzuti, Leonhardt & Warren, 2021). Beyond simple interactions, the quality and frequency 

of engagement play a major role in how it is perceived (Cao, Wong & Xia, 2021). Gen Z values 

engagement when public figures respond to comments, share personal experiences, and 

maintain a two-way communication channel (Pang, 2021). Furthermore, social media 

algorithms play a role in amplifying content, ensuring it reaches specific audiences Onofrei, 

Filieri & Kennedy, 2022). This study highlights that engagement should be both strategic and 

authentic to sustain trust and avoid appearing performative. 

 

Authenticity is one of the most important factors in how Gen Z perceives public figures. 

Elements such as transparency, vulnerability, and relatability strongly influence how genuine 

a public figure appears (Pöyry et al., 2021). Research shows that Gen Z favours individuals 

who demonstrate authenticity by sharing personal experiences, discussing real-life challenges, 

and maintaining consistency in their values and behaviour (Hund, 2023). Public figures who 

embrace transparency in both their personal and professional lives tend to resonate more with 

Gen Z (Audrezet, De Kerviler & Moulard, 2020). This generation is highly sceptical of 

individuals who appear overly polished or insincere. Many influencers and celebrities have 

built massive followings by sharing raw, unfiltered moments of their lives, whether through 

personal struggles, behind-the-scenes content, or candid discussions (Luebke, 2021). This trend 

suggests that authenticity is not just a desirable trait but a necessary one for maintaining 

influence. 

 

Public figures who take a stance on socio-political issues tend to connect more with Gen Z, 

especially when their values align with important causes such as climate change, social justice, 

and inclusivity (Biaswas, 2021). Studies suggest that Gen Z expects public figures to use their 

platforms for meaningful advocacy rather than staying neutral (Robin, Alvin & Hasugian, 

2022). With the current socio-political climate, Gen Z increasingly demands that public figures 

speak out on critical issues (Alfaruqy, Padmonurcahyo & Salsabila, 2022). Silence on key 

topics can be interpreted as a lack of integrity, leading to disengagement or backlash. However, 

there is also a fine line between genuine advocacy and performative activism, where public 

figures adopt certain causes for attention rather than true commitment (Gürel & Eyüboğlu, 

2023). This study explores the factors that separate credible advocacy from opportunistic 

branding, highlighting the importance of consistency and long-term commitment. 

 

Celebrity endorsements influence Gen Z’s perception based on how well they align with a 

celebrity’s personal brand and societal relevance (Tamara, Irwansah & Anwar, 2023). Research 

suggests that endorsements are most effective when the celebrity’s values match the brands, as 

misalignment can lead to scepticism or a loss of credibility. Authentic and value-driven 

endorsements are more persuasive to Gen Z consumers (Aquinia, Sutejo & Prabowo, 2023). 

Traditional celebrity endorsements have evolved into a more sophisticated strategy. Instead of 

simply featuring celebrities in advertisements, brands now integrate influencers and public 

figures into long-term marketing campaigns (Tumundo, Kindangen  & Gunawan, 2023). This 

study explores how Gen Z evaluates the authenticity of endorsements and distinguishes 

between genuine partnerships and commercialized collaborations. The effectiveness of 

endorsements depends on credibility, alignment with personal ethics, and how naturally the 

product or service fits into the public figure’s narrative (Begum Saliha & Srivarshini, 2025) 
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Research Findings 

The findings from the study indicate that Generation Z’s perception of public figures is 

significantly influenced by four key factors: social media engagement, authenticity, socio-

political stance, and celebrity endorsement. The following table summarizes the key insights: 

 

Table 1: Summary Of Articles’ Reviews 

Article Abstract’s summary Major Findings 

Efektivitas strategi 

komunikasi pemasaran 

celebrity endorsement di 

Instagram terhadap 

generasi Z 

Generation Z perceives 

celebrity endorsements on 

Instagram as relatively 

ineffective due to factors 

like lack of authenticity 

and creativity. 

• Generation Z perceives 

celebrity endorsement as 

relatively ineffective. 

• Key reasons include lack of 

creativity, mismatch between 

celebrity and brand, 

inauthentic reviews, 

excessive endorsement 

content, and poor visual 

quality. 

• The study also identified 

examples of effective 

celebrity endorsement 

practices, as suggested by 

Generation Z. 

The role of influencer 

authenticity and brand trust 

in shaping consumer 

behaviour: strategies to 

engage generation z 

The paper explores how 

influencer authenticity and 

brand trust shape 

Generation Z's consumer 

behaviour and 

engagement. 

• Influencer authenticity and 

brand trust are key factors in 

shaping the consumer 

behaviour of Generation Z. 

• Influencers are pivotal in 

brand promotion due to their 

perceived authenticity and 

trustworthiness. 

• - Brands can develop targeted 

marketing strategies that 

leverage authenticity and 

trust to engage the Gen Z 

consumer market and foster 

long-term relationships. 

A Study on Gen Z 

Consumer Perception 

towards Celebrity 

Endorsement and Its 

Impact on Brand Building 

The paper explores 

Generation Z's perceptions 

of celebrity endorsements 

and their impact on brand 

building. 

• Gen Z consumers have 

conflicting opinions on 

celebrity endorsements, as 

they can increase brand 

awareness but are often 

perceived as lacking in 

trustworthiness and 

authenticity. 

• Gen Z consumers prefer 

celebrity endorsements from 

individuals who share their 

beliefs and demonstrate a 
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genuine connection to the 

brand and its products. 

• Gen Z consumers place more 

value on the opinions and 

recommendations of their 

peers and micro-influencers 

within their social circles, 

rather than traditional 

celebrity endorsements. 

The Relationship between 

the Perception of Social 

Media Credibility and 

Political Engagement in 

social media among 

Generation Z 

Generation Z's perception 

of social media credibility 

is positively related to their 

political engagement on 

social media. 

• Generation Z in Malaysia has 

a positive perception of the 

credibility of political 

information on social media. 

• Generation Z in Malaysia 

shows a high level of political 

engagement and interest on 

social media. 

• - The perception of social 

media credibility is 

significantly correlated with 

political engagement in social 

media among Generation Z in 

Malaysia. 

Influence of Micro-

Celebrities on Generation 

Z 

Generation Z follows 

micro-celebrities for 

trends, but their influence 

on purchase decisions is 

uncertain, and some see it 

as a side hustle rather than 

a career. 

• Generation Z follows micro-

celebrities to stay updated 

with trends 

• Micro-celebrities help 

companies reach a wider 

audience, but their influence 

on purchase decisions is 

uncertain 

• Many Gen Z individuals 

aspire to be micro-celebrities, 

but some prefer to pursue it as 

a side hustle rather than a 

primary career 

The Impact of Social 

Media Influencers on 

Generation Z's Consumer 

Buying Behaviour: A 

Conceptual Analysis 

This paper explores how 

social media influencers 

impact Generation Z's 

consumer buying 

behaviour, focusing on 

factors like authenticity, 

ethics, and trustworthiness. 

• The study examines the 

significant influence of social 

media influencers on the 

purchasing decisions of 

Generation Z. 

• The research focuses on 

factors like authenticity, 

ethics, and trustworthiness of 

influencers and how they 

affect their impact on 

Generation Z's buying 

behaviour. 
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• - The study investigates both 

the immediate and long-term 

effects of influencer 

marketing on brand loyalty 

and consumer attitudes. 

Differences in perceived 

influencer authenticity: a 

comparison of Gen Z and 

Millennials’ definitions of 

influencer authenticity 

during the de-influencer 

movement 

Gen Z and Millennials 

have different perceptions 

of social media influencer 

authenticity, with Gen Z 

viewing them as educated 

friends and Millennials as 

a profession requiring 

transparency. 

• Gen Z sees social media 

influencers as personal 

friends and values influencer 

vulnerability and authenticity 

in this context. 

• Millennials see social media 

influencers more as working 

professionals and are more 

sceptical of their intentions, 

but they still value 

authenticity in terms of the 

influencer's good intentions 

and the content they provide. 

• - Both Gen Z and Millennials 

value accuracy and 

connectedness as the most 

important factors in 

perceiving influencer 

authenticity, but they 

prioritize them differently 

based on their generational 

perspectives. 

Media and Celebrity 

Culture: The Influencer 

Phenomenon on social 

media 

The paper explores how 

social media influencers 

impact Generation Z's 

perceptions and 

behaviours, including 

issues of transparency, 

authenticity, and ethics. 

• The influencer phenomenon 

on social media has become a 

major issue in modern digital 

culture, with influencers 

influencing consumer 

opinions, behaviours, and 

trends. 

• Generation Z (Zoomers) are 

closely associated with the 

latest technological trends 

and have a high dependency 

on the internet, with many 

young influencers emerging 

on social media who have a 

large following. 

• Becoming an influencer is 

now one of the new ideals 

among Zoomers, who see it as 

a promising profession that 

keeps up with the times due to 

the ease of creating content 
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on social media and the high-

income potential. 

Media figures as 

adolescent role models: 

(Dis)similarities between 

the Millennials and 

Generation Z 

Generation Z identifies 

more media figures as role 

models than Millennials, 

with a growing influence 

of new media celebrities 

like YouTubers and 

influencers. 

• Media figures are much more 

prevalent as role models for 

Gen Z adolescents compared 

to Millennials, with a 

significant increase in the 

number of public figures 

being named as idols by Gen 

Z. 

• Both Millennial and Gen Z 

adolescents most frequently 

choose show business 

celebrities and athletes as 

their role models, with show 

business celebrities being the 

most popular type of role 

model in both generations. 

• - Gen Z adolescents named a 

significantly larger number of 

media figures as role models 

compared to Millennials and 

also identified a new type of 

role model - 

"microcelebrities" such as 

YouTubers and influencers. 

Hubungan Antara Media 

Sosial dan Perilaku 

Altruistik pada Generasi Z 

This paper is not relevant 

to the given search query, 

which explores factors 

shaping Generation Z's 

perceptions of public 

figures. The paper instead 

examines the relationship 

between social media and 

altruistic behaviour among 

Generation Z. 

• Social media plays a dual role 

in shaping altruism, enabling 

actions like fundraising and 

volunteering but also posing 

challenges like slacktivism 

and compassion fatigue. 

• Generation Z's digital fluency 

and emphasis on authenticity 

shape their approach to 

altruistic behaviour, with 

preferences for digital 

activism and campaigns 

aligned with their values. 

• - The study highlights the 

need for designing authentic, 

transparent, and impactful 

digital campaigns to promote 

sustained altruism and calls 

for further exploration of the 

long-term effects of social 

media-driven altruism. 
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The Influence of social 

media on Perceptions of 

Political Authenticity 

This paper explores how 

social media impacts 

voters' perceptions of 

political authenticity. 

• The main objective of the 

research is to explore how 

social media impacts voters' 

perceptions of political 

authenticity. 

• The study aims to advance the 

understanding of political 

authenticity by defining it and 

establishing a theoretical 

framework that can be 

applied in future research. 

• - The first study involved an 

open-ended questionnaire to 

explore how university 

students perceive the 

authenticity of political 

candidates based on their 

social media presence. 

A Call for Authenticity: 

Audience Responses to 

Social Media Influencer 

Endorsements in Strategic 

Communication 

Authenticity of social 

media influencers and 

congruence between 

content and celebrity are 

key factors shaping 

audience perceptions and 

purchase intentions. 

• Perceived authenticity of the 

celebrity endorser is more 

important than their 

attractiveness in influencing 

purchase intentions. 

• Social media influencers are 

more effective at driving 

purchase intentions compared 

to traditional celebrities. 

• - Sponsored content is less 

favourably perceived than 

non-sponsored content, but 

disclosing the sponsorship 

does not impact purchase 

intentions. 

The Generation Z and their 

Social Media Usage: A 

Review and a Research 

Outline 

The paper explores 

Generation Z's social 

media usage and its impact 

on individuals, 

organizations, and society. 

• The paper explores how 

Generation Z uses social 

media and the impacts on 

individuals, organizations, 

and society. 

• The paper examines how 

Generation Z's social media 

usage differs based on 

environmental and personal 

factors, including steady and 

driving personal factors. 

• - The paper discusses how 

Generation Z's social media 

use impacts them, 

organizations, and society, as 
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well as potential managerial 

implications and a research 

outline. 

Pemasaran sosial pada 

Generasi Z: Efek ulasan 

konsumen, selebriti 

endorser, dan kepercayaan 

merek 

This paper is not relevant 

to the given search query, 

which explores factors 

shaping Generation Z's 

perceptions of public 

figures. The paper instead 

examines the determinants 

of purchase intention in 

Generation Z through 

social media marketing. 

• Purchase intention among 

Generation Z consumers on 

social media is driven by 

consumer reviews and brand 

trust. 

• Celebrity endorsers do not 

significantly predict purchase 

intention in this context. 

The Influence of Social 

Media Influencers on 

Generation Z Consumer 

Behaviour in Indonesia 

This paper examines how 

social media influencers 

affect Indonesian 

Generation Z consumer 

behaviour, finding that 

authenticity, transparency, 

and sponsored content are 

key factors. 

• Social media influencers have 

a significant influence on the 

purchasing decisions of 

Generation Z consumers in 

Indonesia. 

• Transparency and 

authenticity are critical 

factors that contribute to the 

credibility and 

trustworthiness of social 

media influencers. 

• Sponsored content is an 

effective influencer 

marketing strategy, but 

consumers prefer authentic 

collaborations where 

influencers genuinely use and 

endorse the products they 

promote. 

The Role of Social Media 

Influencers in Consumer 

Psychology: An 

Evaluation of Generation Z 

Research 

The paper explores how 

social media influencers 

shape Generation Z's 

perceptions and 

behaviours through factors 

like parasocial 

relationships, influencer 

credibility, and content 

value. 

• Parasocial relationship, 

influencer credibility, brand-

influencer compatibility, 

content value and originality, 

and influencer-follower 

engagement positively 

impact self-brand connection, 

brand image, purchase 

intention, and brand loyalty 

for Gen Z consumers. 

• The proposed model can 

inspire interdisciplinary 

research integrating 

psychology and marketing to 

further understand Gen Z 

consumer behaviour in 
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relation to social media 

influencers. 

 

These findings suggest that Gen Z seeks a deeper connection with public figures, preferring 

those who demonstrate genuine engagement and strong values. Public figures who fail to align 

with these expectations risk losing influence and credibility. Additionally, strategic yet 

authentic brand endorsements can be highly effective when executed with sincerity and 

alignment with societal values. 

 

Conclusion 

Understanding the factors influencing Gen Z’s perception of public figures is crucial in today’s 

digital landscape. This study highlights the importance of social media engagement, 

authenticity, socio-political advocacy, and value-driven endorsements. Public figures who 

embrace transparency, engage actively with their audience, and align with social causes tend 

to build stronger connections and maintain credibility. As Gen Z continues to shape consumer 

culture and public discourse, these insights provide valuable guidance for influencers, 

marketers, and brands navigating the evolving digital environment. 

 

The table below summarizes suggestions for future research based on past articles reviewed in 

this paper: 

Table 2: Future Research 

Article Title 

A
u
th

en
ti

ci
ty

 

S
o
ci

al
 M

ed
ia

 

E
n
g
ag

em
en

t 

S
o
ci

o
-P

o
li

ti
ca

l 

S
ta

n
ce

 

C
el

eb
ri

ty
 

E
n
d
o
rs

em
en

t 

Gaps / Research Implications 

Efektivitas Strategi 

Komunikasi Pemasaran 

Celebrity Endorsement di 

Instagram terhadap 

Generasi Z 

✖ ✔ ✖ ✔ 

Lacks exploration of 

authenticity in shaping 

perception; focuses more on 

branding mismatches. 

The Role of Influencer 

Authenticity and Brand 

Trust in Shaping Consumer 

Behavior 

✔ ✔ ✖ ✔ 

Does not cover socio-

political stance; more focus 

on consumerism than 

perception. 

A Study on Gen Z 

Consumer Perception 

towards Celebrity 

Endorsement and Its 

Impact on Brand Building 

✔ ✔ 

✔ 

(implied 

by 

"shared 

beliefs") 

✔ 

Needs deeper focus on how 

political or ethical alignment 

impacts endorsement 

perception. 

The Relationship between 

the Perception of Social 

Media Credibility and 

Political Engagement in 

social media among 

Generation Z 

✖ ✔ ✔ ✖ 

Lacks focus on specific 

public figures; only addresses 

general political content. 
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Article Title 

A
u
th

en
ti

ci
ty

 

S
o
ci

al
 M

ed
ia

 

E
n
g
ag

em
en

t 

S
o
ci

o
-P

o
li

ti
ca

l 

S
ta

n
ce

 

C
el

eb
ri

ty
 

E
n
d
o
rs

em
en

t 

Gaps / Research Implications 

Influence of Micro-

Celebrities on Generation 

Z 

✔ 

(percei

ved 

relatabi

lity) 

✔ ✖ ✔ 

Limited insight into the depth 

of authenticity; does not 

consider ethical stances or 

broader public impact. 

The Impact of Social 

Media Influencers on 

Generation Z's Consumer 

Buying Behavior 

✔ ✔ 

✔ 

(ethical 

dimensi

ons) 

✔ 

Does not distinguish between 

influence for consumer 

behaviour vs. public figure 

perception. 

Differences in Perceived 

Influencer Authenticity: A 

Comparison of Gen Z and 

Millennials 

✔ ✔ ✖ ✖ 

Strong on authenticity but 

limited on other variables like 

socio-political positioning or 

endorsements. 

Media and Celebrity 

Culture: The Influencer 

Phenomenon on social 

media 

✔ ✔ ✖ ✔ 

Does not explore 

implications of socio-

political alignment; focuses 

more on influence as a career. 

Media Figures as 

Adolescent Role Models 
✔ ✔ ✖ ✔ 

Does not explore how socio-

political content from these 

figures affects perception. 

A Call for Authenticity: 

Audience Responses to 

Social Media Influencer 

Endorsements 

✔ ✔ ✖ ✔ 

Does not consider socio-

political stance or long-term 

perception. Focus is limited 

to short-term purchase intent. 

The Influence of Social 

Media Influencers on Gen 

Z Consumer Behavior in 

Indonesia 

✔ ✔ ✖ ✔ 

Good regional perspective 

but lacks broader cross-

cultural or ideological 

dimensions. 

The Role of Social Media 

Influencers in Consumer 

Psychology 
✔ ✔ ✖ ✔ 

Strong on influencer-

follower dynamics but 

limited attention to public 

figures with social advocacy 

roles. 

 

Many existing studies have provided valuable insights into authenticity and social media 

engagement, but there remains a noticeable lack of focus on socio political stances, particularly 

how a public figure’s alignment with causes like climate change or equality shapes Generation 

Z’s perception. Most of the research also leans heavily towards examining how public figures 

influence consumer behaviour, such as buying decisions, rather than exploring deeper aspects 

like trust, admiration, or social impact. Another key limitation is the lack of holistic analysis 
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since few studies bring together all four major variables in one cohesive framework. This opens 

an opportunity for more integrated research that considers how authenticity, social media 

engagement, socio political values, and celebrity endorsements collectively influence 

perception. Additionally, many existing studies are limited to specific cultural or regional 

settings, which means we are missing a broader global understanding of how these perceptions 

may vary. Finally, most of the findings focus on short term effects, leaving a gap in 

understanding how long-term exposure to public figures shapes lasting attitudes and values 

among Generation Z 
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