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Introduction

The rapid growth of social media has changed how people access, interpret, and discover
information. This is especially true for Generation Z (Gen Z), a group born between the mid-
1990s and early 2010s who have grown up with digital technologies and social networking
platforms. As digital natives, Gen Z increasingly relies on social media not just for
communication and information but also for learning, career exploration, and starting their own
businesses. This reliance has shifted how they seek information, moving toward a search-to-
discovery process. This process involves ongoing interaction, personalized content, and social
engagement. Given their digital skills and interest in entrepreneurship, Gen Z is a key group
for studying how social media impacts business development. Specifically, experiences with
social media can help them recognize opportunities, strengthen their business goals, and make
the transition to becoming entrepreneurs. Understanding these processes adds to the literature
on digital entrepreneurship by explaining how online interactions influence entrepreneurial
thinking, opportunity evaluation, and starting new ventures. This, in turn, sheds light on the
connection between social media use and entrepreneurial action.

Social media search behaviour goes beyond just acquiring information. It helps foster
entrepreneurial awareness and engagement among Generation Z. Entrepreneurial Cognition
Theory suggests that exposure to information, past experiences, and environmental triggers
shape the mental frameworks that support entrepreneurial awareness and decision-making
(Mitchell et al., 2002). This idea aligns with Opportunity Recognition Theory, which states that
access to information and social interactions helps people identify and assess entrepreneurial
opportunities (Shane & Venkataraman, 2000). In digital spaces, Social Commerce Theory
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points out how platform interactivity, user-generated content, and social influence affect
engagement and behaviour (Liang & Turban, 2011). Additionally, research on Digital
Consumer Behaviour highlights how trust, perceived value, and online experiences shape
intentions and ongoing participation (Lemon & Verhoef, 2016). Together, these views suggest
that experiences driven by social media can aid in entrepreneurial growth by improving
opportunity recognition, reinforcing entrepreneurial intentions, and helping individuals move
from consumers to entrepreneurs. Therefore, integrating these theories provides insight into
how digital interactions impact entrepreneurial entry among Generation Z and lays a
foundation for further research in digital entrepreneurship.

Existing studies describe Generation Z as skilled with technology and inclined toward
entrepreneurship. They value meaningful work, work-life balance, and social responsibility
(Botezat et al., 2024; Brinza & Butnaru, 2024; Goryunova & Jenkins, 2023; Sakashita, 2020;
Yazici & Ayazlar, 2021). This group also demonstrates strong awareness of environmental,
ethical, and social issues, which influences its consumption patterns, career aspirations, and
decision-making processes (Ameen & Anand, 2020; Goryunova & Jenkins, 2023; Salvietti et
al., 2023). Their use of social media comes from different ways of seeking information,
including heuristic, systematic, and defensive strategies. Heuristic searching is driven by
emotional appeal, trends, and personal relevance. In contrast, systematic searching focuses on
gathering task-oriented information and validation from experts. Defensive information-
seeking relates to worries about authority, self-image, and social approval (Zheng, 2024).
Additionally, Fear of Missing Out (FoMO) boosts social media use by pushing people to
consume content continuously. It encourages social comparison and increases reliance on
digital platforms for decision-making (Latupeirissa & Cistadewi, 2025). These behaviours
show that social media acts not just as an information source but also as a tool that influences
how Generation Z explores opportunities, develops entrepreneurial awareness, and gets
involved.

Literature Review

Social media plays an important role in the process of entrepreneurship development through
enabling access to social capital, knowledge networks, and entrepreneurship resources that help
to explore the opportunities and establish a venture. Individuals have the opportunity to gain
market information, develop their professional networks, and identify new business
opportunities, thus facilitating entrepreneurship entry through the use of digital technologies
(Wang et al., 2020). Furthermore, social media helps to raise awareness about sustainability,
ethics, and corporate social responsibility, promoting the development of entrepreneurial
ventures based on some purpose (Peird-Signes et al., 2025). In particular, social media is
actively used by Generation Z to look for job opportunities, assess products and services, and
receive health-related information (Babu & Ramakrishna, 2024; Choi et al., 2015; Liang et al.,
2022; Mowbray & Hall, 2021; Wiibbelt & Tirrel, 2022). The search process conducted by
generation Z is affected by such characteristics of the platform as visuality, interactivity,
credibility, and informational value (Leung et al., 2012; Priyambodo et al., 2025). All these
results indicate that social media is not just about information gathering and increasingly serves
as a search-to-discovery tool.

Generation Z entrepreneurial intentions are determined by a set of various psychological, social
and technological factors such as past experience, empathy, moral responsibility, self-efficacy
and social support (Nguyen, 2025). Moreover, the increasing involvement of social intelligence

456



International Journal of
Entrepreneurship and Management Practices

EISSN : 2600-8750
Volume 9 Issue 34 (June 2026) PP. 454-477
and artificial intelligence in Gen Z business ventures implies that the success of
entrepreneurship is dependent on the capacity to merge technology-related skills and
interpersonal skills (Sharma et al., 2025). Social media plays a significant role in this process
since it enables gaining access to social capital and entrepreneurial resources for individuals
with limited opportunities and makes it possible to participate in entrepreneurship and enter
into it (Wang et al., 2020, 2024). Social motives like social inclusion, identity formation and
self-efficacy contribute to entrepreneurial intentions (Burlea-Schiopoiu & Popovici, 2024).
Moreover, social media acts as a learning platform whereby users gain knowledge, develop
skills, and acquire experience through content sharing and interactions with other users as well
as entrepreneurship role models (Herlina et al., 2023). These experiences help Generation Z
develop digital entrepreneurial competencies and suggest that social media extends beyond
communication and information exchange to become a search-to-discovery mechanism that
enhances entrepreneurial awareness, strengthens intentions, and supports transitions into
entrepreneurial activities.

IJEMP

Even though past research has been conducted separately on Generation Z, social media usage,
and entrepreneurial intentions, there have been little efforts put into integrating these concepts
into one conceptual framework. Entrepreneurial Cognition Theory states that people process
environmental inputs and learned knowledge to facilitate entrepreneurial decision-making and
actions (Mitchell et al., 2002). Opportunity Recognition Theory stresses the role of information
input and social interactions in identifying new ventures (Shane & Venkataraman, 2000). The
theory of Social Commerce highlights the effect of social influence, interactivity of the
platform, and participation in communities on consumer behaviour in virtual markets (Liang
& Turban, 2011). Research on Digital Consumer Behaviour also reveals the effect of emotional
engagement, trust and value perceptions on behavioural intentions and loyalty in digital
environments (Lemon & Verhoef, 2016). Table 1 provides a consolidated overview of the
current body of research.

Table 1: Summary of Present Studies

Aspect Key Points References
Generation Z Entrepreneurial, technologically (Ameen & Anand, 2020;
Characteristics  sophisticated, globally aware, Sakashita, 2020; Yazici &

environmentally conscious, value social Ayazlar, 2021; Goryunova &
justice. Jenkins, 2023; Salvietti et al.,
2023; Botezat et al., 2024;

Brinza & Butnaru, 2024)
Social Media Driven by heuristic, systematic, and (Leung et al., 2012; Choi et al.,
Search defensive seeking factors. Use social 2015; Mowbray & Hall, 2021;
Behaviours media for job searches, health Liang et al., 2022; Wiibbelt &
information,  consumer  decisions; Tirrel, 2022; Babu &
influenced by visual appeal, user Ramakrishna, 2024; Zheng,

interactivity, perceived usefulness and
fear of missing out (FOMO).

2024; Latupeirissa & Cistadewi,
2025; Priyambodo et al., 2025)
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Entrepreneurial Social media use provides access to (Wang et al., 2020, 2024)

Entry social capital and information,
positively  impacts  entrepreneurial
entry, especially for disadvantages
populations.

IJEMP

Impact on Facilitates acquisition of social capital; (Wang et al.,, 2020; Peir6-
Entrepreneurial promotes sustainability and social Signes et al., 2025)
Entry responsibility.

Influencing Prior experience, empathy, moral (Leung et al., 2012; Burlea-
Factors obligation, self-efficacy, perceived Schiopoiu & Popovici, 2024;
social support. Desire for social Nguyen, 2025; Priyambodo et
inclusion, self-efficacy, visual appeal, al., 2025)
user interactivity.

Entrepreneurial Provides access to knowledge-based (Herlina et al., 2023)
Learning activities and resources, essential for
digital learning.

Source: Scopus

The concept map above highlights how the search-to-discovery experience acts as a tool
through which engagement with social media, Generation Z traits and entrepreneurial
outcomes can be associated. The model reveals that through search behaviour in social media,
entrepreneurial opportunities can be recognized and entrepreneurship practiced due to its
influence on consumer socialization, digital interaction and access to entrepreneurial
information. Being digital natives, Generation Z depends on technologically advanced
platforms for education, learning, building identity and exploring careers. Thus, social media
becomes a significant environment where Generation Z engage in entrepreneurial activities.
Social networking is essential for developing entrepreneurial intentions through knowledge
attainment, social capital and entrepreneurial education. It is important to note that entry into
entrepreneurship for Generation Z is a continuous process shaped by the repeated interactions
and discovery processes in the social platforms. The paper provides a new insight into the study
of digital entrepreneurship by associating search-to-discovery experience with entrepreneurial
opportunity recognition and development of entrepreneurial intentions.
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Figure 1: Concept Map of The Search-to-Discovery Evolution

Source: Scopus Al

In conclusion, a more comprehensive insight into the search activities of Generation Z on social
media and their effect on entrepreneurial entry will provide an opportunity to nurture future
entrepreneurs. Social media networks play a significant role in disseminating knowledge,
building networks, and accessing entrepreneurial resources and, therefore, have a direct effect
on how Generation Z approaches entrepreneurship. As natives of the digital era, members of
this generation use social media interactions to spot opportunities, build social capital, and
initiate their ventures. Further research should be conducted to study how social media
involvement influences the entrepreneurial intentions of members of Generation Z and how
digital platforms can be used for this purpose.

Theoretical Perspectives Underpinning Search-to-Discovery Behaviour

The search to discovery process that has been found in this literature review can be explained
using the theories that complement each other and show how social media affects
entrepreneurial involvement in Generation Z through different ways. The theory of
entrepreneurial cognition is based on the notion that the behaviour of entrepreneurs is driven
by their cognitive structures and mental scripts that allow them to recognize opportunities and
make venture decisions as a result of receiving certain information and gaining experience
(Mitchell et al., 2002). The theory of opportunity recognition is based on the idea that the
information asymmetry, previous knowledge, and social interaction lead to entrepreneurial
opportunities (Shane & Venkataraman, 2000). For digital contexts, Social Commerce Theory
provides an insight into the relationship between platform interactivity, user-generated content,
social influence, behavioural reactions, and value creation (Liang & Turban, 2011), while the
study of Digital Consumer Behaviour focuses on the role of trust, value perception, emotional
involvement, and online experience in determining behavioural intentions and continuity
(Lemon & Verhoef, 2016). In summary, these two theoretical approaches allow for
understanding the influence of social media search experiences on opportunity recognition,
development of entrepreneurial intentions, and transformation from consumers into
entrepreneurs for Gen Z individuals. The present review contributes to the development of
literature on digital entrepreneurship through providing the search-to-discovery theory
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incorporating such areas as entrepreneurial cognition, social commerce, consumer behaviour,
and opportunity recognition.

Research Question

Research questions provide an essential tool for conducting systematic literature reviews
through framing the scope of research, aiding in study selection, and ensuring consistency in
the connection between the review objectives, search methods, and analysis of the results.
Formulating effective research questions allows for better evidence identification and
integration, aids in consistent interpretation of the findings and increases transparency and
reproducibility of the review process, allowing future researchers to validate or extend the
findings. Besides that, research questions can be helpful for mapping out existing knowledge,
finding the gaps in research, and exploring the trends both theoretical and empirical.
Consequently, the formulation of the research questions is a key stage in the planning of the
systematic review since it determines the very direction of the research (Kitchenham, 2007).
In order to assure conceptual clarity and methodological rigour of the study, the current study
uses the PICo framework for formulating research questions, which focuses on the Population,
Interest and Context and is often used for qualitative and exploratory research question
formulation (Lockwood et al., 2015). Following the framework, three research questions were
formulated to explore search-to-discovery experience of Generation Z on social media.

1. How does the credibility of social media influencers affect the search-to-discovery
behavior of Generation Z’s in seeking entrepreneurial opportunities?

2. In what ways do the particular engagement methods and social commerce modalities
shape Generation Z’s online search strategies during entrepreneurial opportunity
discovery?

3. Which cognitive and affective factors associated with social media search behavior
affect Generation Z’s brand equity and loyalty in an entrepreneurial context?

Methodology

This study used the PRISMA (Preferred Reporting Items for Systematic Reviews and Meta-
Analyses) approach to enable systematic and transparent reviewing (Page et al., 2021). The
PRISMA approach offers a systematic way of conducting a literature review by facilitating a
structured identification, screening, selection, and synthesis of the relevant studies to increase
the methodological rigour and reliability of evidence synthesis. In order to get an extensive
coverage of the literature, the searches were done in Web of Science and Scopus databases
since these databases have extensive coverage of disciplines that can be used in
entrepreneurship and digital studies. The four steps in PRISMA approach were adopted in this
review including identification, screening, eligibility and data abstraction. These were done to
retrieve the relevant studies, apply the inclusion and exclusion criteria, evaluate the studies for
suitability and extract the important information from the studies for synthesis and analysis.

PRISMA consists of four systematic steps including identification, screening, eligibility, and
data abstraction. Identification refers to conducting a thorough search of all possible relevant
sources. Then comes the screening step when records are reviewed based on the inclusion and
exclusion criteria that have been set out in advance. The eligibility step refers to the review of
the remaining records that were identified during the screening stage to make sure that they are
eligible for analysis. Lastly, the data abstraction step entails extraction, synthesis, and analysis
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of information from the selected records. It is evident that such an approach is very analytical
and helps ensure that the findings are reliable and backed up by a good evidence base.

Identification

In accordance with the PRISMA guidelines, the identification phase helped to develop an
evidence base for conducting a systematic review of literature by undertaking comprehensive
searches in Scopus and Web of Science (WoS) databases. The selection of these databases was
justified by the wide range of indexed literature and their significance in terms of
interdisciplinary research in the fields of entrepreneurship, business, and social sciences.
Searches involving keywords such as social media search, digital entrepreneurship, generation
Z, and information seeking behaviour resulted in 4,473 studies, which included 1,402 articles
from Scopus and 3,071 articles from WoS. The wide variety of studies is caused by an increased
scientific interest in the issues related to digital behaviour and entrepreneurial activities of
generations in platform settings. The simultaneous use of both databases helped to minimize
the risk of database bias. In addition to finding potential literature sources, this phase laid the
foundation for the following stages of the review process such as screening, eligibility, and
thematic analysis. The search strings used in the identification phase are described in Table 2.

Table 2: The Search String

Scopus TITLE-ABS-KEY ( ( "Generation Z" OR "digital natives" OR "post-
millennial cohort" OR "digitally born generation" OR "internet-native
generation" OR "tech-savvy youth" ) AND ( "Social Media" OR "TikTok"
OR "Instagram" OR "Creator Economy" ) OR ( "digital entrepreneurship"
OR "online entrepreneurship" OR "digital business" ) ) AND ( LIMIT-TO (
PUBYEAR, 2023 ) OR LIMIT-TO ( PUBYEAR , 2024 ) OR LIMIT-TO (
PUBYEAR, 2025 ) OR LIMIT-TO ( PUBYEAR , 2026 ) ) AND ( LIMIT-
TO ( SUBJAREA , "SOCI" ) OR LIMIT-TO ( SUBJAREA , "BUSI" ) )
AND ( LIMIT-TO ( DOCTYPE, "ar" ) ) AND ( LIMIT-TO ( PUBSTAGE
, "final" ) ) AND ( LIMIT-TO ( LANGUAGE , "English" ) )

WoS ( "Generation Z" OR "digital natives" OR "post-millennial cohort" OR
"digitally born generation" OR "internet-native generation" OR "tech-savvy
youth" ) AND ( "Social Media" OR "TikTok" OR "Instagram" OR "Creator
Economy" ) OR ( "digital entrepreneurship" OR "online entrepreneurship”
OR "digital business" ) (Topic) and 2026 or 2025 or 2024 or 2023
(Publication Years) and Article (Document Types) and English
(Languages) and Business Economics or Social Sciences Other Topics
(Research Areas)

Source: Scopus and Web of Science

Screening

The screening step entailed the application of established inclusion and exclusion criteria aimed
at retaining those studies that meet the set requirements regarding relevance and methodology,
as provided in Table 3. After the identification step, a total number of 3,936 studies were
excluded according to language, year, document type, publication type, and subject area
criteria. Publications in other languages were excluded to keep the analysis consistent, while
articles published before 2024 were excluded to take into account the recent developments in
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digital entrepreneurship, social media use, and information seeking behaviour. Conferences,
book chapters, reviews, and in-press papers were excluded to give preference to peer-reviewed
journal articles as sources with higher levels of evidence. Finally, studies not belonging to the
subject areas of Business, Management, and Accounting were excluded to keep consistency
with the objectives of the literature review. Consequently, 537 articles qualified for the
screening step and were considered eligible for analysis, including 117 articles found in Scopus
and 420 from Web of Science. The criteria helped increase consistency and relevancy of the
evidence base for future analysis. Inclusion and exclusion criteria used in the screening step
are listed in Table 3.

Table 3: The Selection Criterion in Searching Process

Criterion Inclusion Exclusion

Language English Non-English

Timeline 2024 — 2026 <2024

Literature type Journal (Article) Conference, Book,
Review

Publication stage Final In Press

Subject area Business, Management Besides Business,

and Accounting. Management and

Accounting.

Source: Scopus and Web of Science
Eligibility

Following the screening stage, the eligibility assessment process entailed the full-text review
of 506 articles to identify whether they could be considered as eligible for inclusion in the
review. Out of the 506 articles identified at the screening level, 479 of them were found to be
ineligible for inclusion into the review. This is because they were outside the disciplinary and
thematic scope of the literature review, had no title or abstract that could clearly reflect the key
constructs in terms of digital entrepreneurship, social media engagement, generation Z, and
information seeking behaviours, or simply did not have any full text available for review. In
limiting the inclusion of the articles only to those that were conceptually relevant and well
documented, it was possible to achieve consistency in the synthesis of the evidence as well as
conducting methodological and empirical quality assessment. Therefore, 26 studies emerged
as eligible for inclusion into the review after meeting all the set criteria. Despite being fewer,
the selected evidence base considered more relevant concepts and methodologies and was
consistent with the review objectives.

Data Abstraction and Analysis

In this study, an integrative analysis approach has been used to consolidate evidence from
multiple qualitative studies that could contribute towards themes on Generation Z’s social
media search behaviour and digital entrepreneurship. The analysis was conducted using a
systematic review of 26 selected qualitative studies from which the empirical findings,
concepts, and statements were identified to be used for developing themes as shown in Figure
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2 below. Important studies were analysed based on the quality of methodology, analytical
contribution, and theoretical significance. The selected evidence was structured into themes
and sub-themes based on the discussions among the members of the research team. This helped
in ensuring the conceptual validity and coherence of the theme development. A detailed audit
trail of the analysis process and evolving interpretation was maintained to improve
transparency and replicability of findings. The findings from the different studies were
compared to find the recurring themes and overlapping concepts. Table 4 presents the
characteristics of the studies included in the final dataset and provides an overview of the
empirical evidence underpinning the review. Applying this structured analytical procedure
strengthened the consistency of the thematic synthesis and enabled a comprehensive
examination of Generation Z’s social media search behaviours within the context of digital
entrepreneurship.

Table 4: Number and Details of Primary Studies Database

No. Authors Title Year  Source title Scopus  WoS
1 Azharetal, Measuring buying 2025  Journal of /
(2025) intention of generation Economic and
Z on social networking Administrative
sites: an application of Sciences
social commerce
adoption model.
2 Vinishetal., Influencer Traits and 2025  International /
(2025) Information Credibility Journal of
in Driving Gen Z Accounting and
Women’s Purchase Economics
Intentions. Studies
3 Fongetal, Exploring the 2025  Journal of /
(2025) intermediary effects of Vacation
TikTok on Generation Marketing
Z’s visit intention.
4  (Duffett & Instagram Mega- 2025  Journal of /
Mxunyelwa, Influencers’ Effect on Theoretical and
(2025) Generation Z’s Applied
Intention to Purchase: Electronic
A Technology Commerce
Acceptance Model and Research
Source Credibility
Model Perspective.
5  Buckley et Leveraging 2025  California /
al., (2025) Livestreaming to Enrich Management
Influencer Marketing. Review
6 Kholkinaet  Virtual or human? The 2025  Journal of /
al., (2025) impact of the influencer Product and
type on Gen Z Brand
consumer outcomes. Management
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10

11

12

13

14

Sharma et al.,
(2025)

Giron et al.,
(2025)

Comicho et
al., (2025)

Garg &
Bakshi,
(2024)

Sarkar,
(2024)

Hood et al.,
(2024)

Ghaleb &
Alawad,
(2024)

Suprawan et
al., (2025)

Evaluating the relative
effect of Instagram and
celebrity influencers on
brand attitude and
purchase intention
among Generation-Z: a
fashion industry
perspective.

Can Affiliate Posts as a
Marketing Strategy
Influence Generation
Z’s Purchase Intention?

The Power of Beauty
Influencers in Building
a Positive Brand Image
in the Cosmetics
Industry.

Exploring the impact of
beauty vloggers’
credible attributes,
parasocial interaction,
and trust on consumer
purchase intention in
influencer marketing.

Assessing the impact of
social media influencers
on purchase intention of
male cosmetics:
mediating role of desire
to mimic.

Understanding the role
of Instagram in young
adult consumers'
purchase and post-
purchase evaluation
behaviours.

Social media and
Purchase Intentions of
Gen Z: Role of Social
Media Influencers.
Love me, love my
endorsed brand:
unveiling the impact of
Generation Z fan’s
celebrity worship on
online brand advocacy.

2025

2025

2025

2024

2024

2024

2024

2025
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EISSN : 2600-8750
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International
Journal of
Internet

Marketing and

Advertising

Review of
Integrative
Business and
Economics
Research
Review of
Integrative
Business and
Economics
Research

Humanities and
Social Sciences
Communications

SN Business and

Economics

Journal of
Fashion

Marketing and

Management

International
Journal of
Instructional
Cases
Journal of
Product and
Brand
Management

/
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16

17

18

19

20

21
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Rizomyliotis  TikTok short video 2024  Journal of Asia / /
etal., (2024) marketing and Gen Z’s Business Studies

purchase intention:

evidence from the

cosmetics industry in

Singapore.
Arizal & Gen Z Customer 2024 Journal of / /
Dwika Loyalty in Online Internet
Listihana, Shopping: An Commerce
(2024) Integrated Model of

Trust, Website Design,

and Security.
Ngo et al., The impact of eWOM 2024  Cogent Business / /
(2024) information in social and Management

media on the online

purchase intention of

Generation Z.
Lacap etal.,  How TikTok videos 2025  Young /
(2025) from local fashion Consumers

brands influence

Generation Z's purchase

intentions: the roles of

attitude and trust.
Guptaetal.,  Digital transformation, 2024  International /
(2024) online advertising, and Journal of

consumer behaviour. Advertising
Eastin et al.,  From Toddler to Teen: 2025  Journal of /
(2025) A Virtual Influencer's Advertising

Bit to Byte Growing-up

Narrative Effect on Ad

Engagement and

Consumer Perceptions

and Brand Choice

Behaviour.
Ong et al., Understanding 2024  Journal of /
(2024) followers' ' processing Hospitality and

and perceptions of Tourism

social media influencer Management

destination marketing:
Differences between
#Millennials and
#GenZs.
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22 Kalla & Scroll, Click, Abandon: 2025  Pacific Business /
Rajput, Unravelling the Impact Review
(2025) of Social Media International
Engagement on Cart
Abandonment
Behaviour Among Gen
Z.
23 Maghraoui & Instagram live- 2025  Young /
Khrouf, streaming: how does Consumers
(2025) influencer-follower

congruence affect Gen
Z trust, attitudes and

intentions?
24  Duffett & Customer engagement 2024  Young /
Maraule, and intention to Consumers
(2024) purchase attitudes of

generation Z consumers
toward emojis in digital

marketing
communications.
25 Costa-Feito Social media brand 2025  Academia- /
etal., (2025) communication's Revista
influence on brand Latinoamericana
equity in the fashion De
industry: the effect of Administration
youths' hedonic
expectations.
26 Leetal, Website quality's 2025  Asia Pacific /
(2025) impact on Gen Z's Journal of
eWOM behaviour and Marketing and
online purchase Logistics

intentions: the
mediating role of trust
in online shopping.

Source: Scopus and Web of Science
Quality of Appraisal

Following the study selection process, a quality assessment was conducted to evaluate the
methodological soundness and relevance of the included studies in accordance with the
guidelines proposed by Kitchenham, (2007). In order to make the evaluation consistent and
transparent, the criteria of quality assessment of the selected studies, offered by Abouzahra et
al., (2020), were used in this study. These six criteria include clearness of the research aim
(QATI), significance of the research (QA2), methodological transparency (QA3), definitions of
key terms (QA4), discussion of relevant literature (QAS), and the identification of limitations
of the research (QA6). The evaluation of each criterion was performed by means of three levels
of scores such as "Yes" (1), "Partly" (0.5), and "No" (0). Assessment was carried out by three
independent experts, and the scores were summed up in order to obtain an average quality score
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of each article. To preserve the quality of the evidence base, only those studies that received
more than 3.0 of total scores remained in the analysis.

IJEMP

g Record identify through Record identify through
w Scopus searching WoS searching
i
g (n=1402) (n=3071)
= — Records excluded
~ . .
Follow the criterion;
removed non-English
Records after screened <2024 .
Scopus (n=117), WoS (n = 420) Conference, Book. Review,
’ ¥ In Press
- (Total =537) Besides Business.
g Management and
3 Accounting.
(5]
= 3 (n=3936)
Duplicate record removed
(n=31) Full text excluded.
Due to the out of field.
& v Tittle not significant
= Article access for eligibility & ’
2 I
{20 (1= 506) Abstract not related on the
= objective of the study.
No Full text access.
J (n=480)
- Studies included in
= qualitative analysis
ﬁ (n=26)

Figure 2: Flow Diagram of the Proposed Searching Study by Page et al., (2021)

Source: Scopus and Web of Science
Result and Discussion

The quality assessment of the 26 selected studies reveals that in the majority of cases there is
a relatively high degree of adherence to basic criteria of reporting, but certain issues may be
identified with respect to criteria of higher order. In particular, all of the studies include
information on the goals of research (QA1); practical or theoretical importance of the research
(QA2); and methods used (QA3). At the same time, none of the studies provides any
comparison of results obtained with the previous research in the field (QAS5). Also, there are
certain differences in the way in which concepts were formulated (QA4) and limitations of the
study described (QA6), as many of them contain insufficient information on these issues. It
could be argued that currently available literature offers sufficient methodological reporting;
however, its improvement in such areas as comparative analysis, conceptual definition, and
critical reflection could contribute to further development of knowledge in the field. The results
of quality assessment of each paper under consideration in terms of six criteria are presented
in Table 5.
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Table 5: Quality Assessment of the Primary Study

IJEMP

Primary Study QA1 QA2 QA3 QA4 QAS QA6 Total Percentage (%)

Mark
PS1 1 0.5 0.5 0 0 0 2.0 33.3%
PS2 1 1 1 1 0.5 0 4.5 75.0%
PS3 1 1 1 1 0.5 0 4.5 75.0%
PS4 1 1 1 1 0 0 4.0 66.7%
PS5 1 1 0.5 1 0 0 35 58.3%
PS6 1 1 1 1 0.5 0 4.5 75.0%
PS7 1 1 1 1 0 0 4.0 66.7%
PS8 1 1 1 1 0.5 0 4.5 75.0%
PS9 1 1 1 1 0 0 4.0 66.7%
PS10 1 1 1 1 1 0 5.0 83.3%
PS11 1 1 1 1 1 0 5.0 83.3%
PS12 1 1 1 1 1 0 5.0 83.3%
PS13 1 1 1 1 0.5 0 4.5 75.0%
PS14 1 1 1 1 0.5 0 4.5 75.0%
PS15 1 1 1 1 0.5 0 4.5 75.0%
PS16 1 1 1 1 0 4.0 66.7%
PS17 1 1 1 1 1 1 6.0 100.0%
PS18 1 1 1 1 0.5 0 4.5 75.0%
PS19 1 1 1 1 0.5 0 4.5 75.0%
PS20 1 1 1 1 0.5 0 4.5 75.0%
PS21 1 1 1 1 1 0 5.0 83.3%
PS22 1 1 1 1 1 1 6.0 100.0%
PS23 1 1 1 1 0.5 1 55 91.7%
PS24 1 1 1 1 0.5 0 4.5 75.0%
PS25 1 1 1 1 0.5 0 4.5 75.0%
PS26 1 1 1 1 0.5 0 4.5 75.0%

Source: Scopus and Web of Science

The findings from the quality assessment suggest significant differences in the methodological
quality and reporting of the selected studies with an average score of 33.3% to 100%. The
studies by Ngo et al., (2024), and Kalla & Rajput, (2025), have scored the highest since they
demonstrate the most comprehensive research question, theoretical background, and
methodological approach. These papers utilize well-established theories such as the
Elaboration Likelihood Model, Social Identity Theory, and the Theory of Planned Behaviour
in combination with state-of-the-art analytical methods such as variance-based Structural
Equation Modelling and multi-stage experiments. In addition, Azhar et al., (2025), scored the
lowest (33.3%) due to their low level of reporting transparency in terms of lack of an abstract,
methodology and findings of their study. After applying the criteria of screening and quality
assessment, 26 papers were left for synthesis and three themes were revealed: influencer
characteristics and source credibility; social commerce platform engagement; and
cognitive/affective factors of brand equity and loyalty. These themes serve as an organizing
tool that can be used to understand search-to-discovery processes through social media in
digital entrepreneurship settings. In order to improve the reliability and validity of the thematic
analysis, the themes have been reviewed by two subject matter experts in digital
entrepreneurship and marketing.
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The results of this review will enrich the existing body of knowledge about digital
entrepreneurship by showing how social media search activities serve as a discovery process
for fostering entrepreneurship within Generation Z. According to Entrepreneurial Cognition,
influencers' credibility and online communication contribute to the creation of awareness and
decision-making abilities in entrepreneurship (Mitchell et al., 2002). Additionally, according
to the Opportunity Recognition Theory, algorithmically driven content, social networks, and
activities on platforms provide users with exposure to new entrepreneurial opportunities (Shane
& Venkataraman, 2000). Finally, the discovered themes are relevant for the Social Commerce
Theory since it states that such factors as platform features, socialization, and user-generated
content have an impact on behaviours (Liang & Turban, 2011). Moreover, the importance of
such factors as emotional engagement, perception of value, and branding are consistent with
the Digital Consumer Behaviour theory, which suggests that social media users can move from
being consumers to entrepreneurs via discovery experiences (Lemon & Verhoef, 2016).

Influencer Dynamics and Source Credibility

Generation Z consumption behaviour can be influenced using influencer marketing in modern
digital business. According to literature review, source credibility depends on personal and
professional characteristics of source, including expertise, reliability, likability, and homophily
that increase credibility of information especially in cosmetics market Vinish et al., (2025)
Vinish et al., (2025). Similarly, Comicho et al., (2025) state that youngsters pay attention to
behavioural and aesthetical attributes like personality and physical appearance while
determining brand legitimacy. It should be noted that the influence of these factors is
strengthened by platform features that promote more user engagement. Fong et al., (2025)
using extended technology acceptance model prove that TikTok influencer credibility increases
users' self-efficacy and intentions to visit tourism destinations in domestic market. In addition,
Buckley et al., (2025) prove that livestreaming boosts perceived authenticity through real time
interaction while Duffett & Mxunyelwa, (2025) prove that perceived ease of use and usefulness
moderate impact of influencer attractiveness on purchase intention. Although technological
advancements in automation have increased, people still build more trust and brand loyalty
compared to digital influencers owing to the increased socio-psychological distance that virtual
models create Kholkina et al., (2025). Likewise, Sharma et al., (2025) find that influencers help
to build a more positive attitude towards brands than celebrity endorsement especially during
high message involvement conditions. Affiliate marketing techniques are equally useful for
meeting shifting consumer preferences as noted by Giron et al., (2025). Overall, these studies
reveal that influencers serve as intermediaries that influence trustworthiness and engagement,
and ultimately, brand perception.

Platform-Specific Engagement and Social Commerce Modalities

Social commerce platforms can be considered as key environments that shape Generation Z's
consumption behaviour through the processes of building trust, engagement, and brand
advocacy. Literature shows that platform factors, such as the quality of web design and security,
play an important role in developing consumer trust and loyalty in online retailing environment
Arizal & Dwika Listihana, (2024). Short-form video platforms add to the effectiveness of these
relationships in their ability to combine information and entertainment and influence consumer
attitudes, trust and purchase intentions (Lacap et al., 2025; Rizomyliotis et al., 2024). In
addition to the platform-specific factors, the success of social commerce is influenced by the
credibility and relational power of digital intermediaries. Digital beauty bloggers and
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influencers with their expertise, attractiveness, and credibility generate parasocial interactions

which lower the level of psychological distance and motivate purchases Garg & Bakshi, 2024;

Sarkar, 2024). Similarly, engagement plays the mediating role between the value of information
and emotions and the effect on purchasing behaviours Ghaleb & Alawad, (2024).

Further still, the move from product discovery to brand advocacy is also affected by the level
of quality and credibility of the electronic word-of-mouth that influences information adoption
and feedback sharing, as well as post-purchase behaviour Ngo et al., 2024; Hood et al., 2024).
Additionally, social media use may induce celebrity worship, brand love, and brand advocacy
behaviour Suprawan et al., (2025), while human-like stories told by the virtual influencers can
create parasocial relationship experiences similar to those generated by human influencers
Eastin et al., (2025). Together, these findings indicate that social commerce facilitates a search
to discovery process where platform properties, influencer connection, and social interactions
together define Generation Z trust and behaviour.

Cognitive-Affective Drivers of Brand Equality and Loyalty

Brand equity and brand loyalty of Generation Z are determined by cognitive and emotional
reactions to digital experiences through the creation of trust and congruence between
consumers and the brand. Maghraoui & Khrouf, (2025) show that influencer—follower
congruence in live streaming helps create trust for a brand that results in positive attitudes
towards a brand and behavioural intentions. Website quality is another key antecedent of trust
in online purchasing environments and facilitates electronic word-of-mouth and positive
intentions to purchase (Le et al., 2025). Trust and psychological involvement increase customer
engagement, especially when there are expressive elements in digital communications,
including emojis (Duffett & Maraule, 2024). From a behavioural perspective, social media
activity builds brand relationship and prevents the process of shopping cart abandonment, while
passive users experience decision fatigue (Kalla & Rajput, 2025). These findings suggest that
brand loyalty can be seen as the result of repeated engagement and alignment of social identity
rather than just brand message exposure. Ong et al., (2024) highlight the importance of unique
cognitive processing that characterizes Generation Z, as well as parasocial interaction and self-
congruity in the decision-making process. Moreover, both user-generated and company-made
materials have an impact on brand recognition, but loyalty and quality perceptions are affected
by official brand communication that meets or exceeds the emotional expectations of
consumers (Costa-Feito et al., 2025). Thus, it can be concluded that brand equity of Generation
Z stems from digital experiences that lead to trust and emotional connection.

Conclusion

The purpose of the study is to explore the impact of the social media-driven search-to-discovery
process on entrepreneurial awareness and entry among Generation Z. This paper identifies
patterns in terms of information-seeking behaviour, platform engagement and
cognitive/aftfective processes involved in entrepreneurial entry among Generation Z based on
a systematic review of 26 high-quality articles found as a result of the structured screening and
quality appraisal process. Based on the findings, the literature reveals gaps in the existing
understanding of the mechanisms underlying the link between social media engagement and
entrepreneurship. The review shows that social media is not just a tool for seeking information
but can serve to recognize entrepreneurial opportunities, develop intentions of entering the
entrepreneurship realm, and engage in entrepreneurship. The main themes identified in the
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study include the importance of influencers' credibility and characteristics of the sources used
in making decisions and forming entrepreneurial awareness, the role of the platform
capabilities to foster engagement and discover entrepreneurial opportunities, and the
importance of cognitive and affective variables, such as trust, value perception, emotional
involvement, and social identification, in fostering entrepreneurial intention and commitment.
Using the theoretical framework of Entrepreneurial Cognition Theory, Opportunity
Recognition Theory, Social Commerce Theory, and Digital Consumer Behaviour studies, the
present study suggests a search-to-discovery approach to understanding the role of cognitive
processes, social influence processes, and digital processes in entrepreneurial development.
Through this theoretical lens, the study makes contributions to digital entrepreneurship
research in terms of understanding the processes via which social media discovery experiences
can increase opportunity recognition, enhance entrepreneurial intentions, and encourage
consumer-to-entrepreneur  transitions. Additionally, the review can make some
recommendations for educators, policymakers, digital platform designers, and digital
entrepreneurs on the necessity of authenticity, credibility, and interaction in terms of
encouraging entrepreneurial involvement of digital natives. Nonetheless, the use of secondary
sources, the consideration of contemporary publications, and the sole attention to Generation
Z make room for future research.

IJEMP
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