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ABSTRACT

This article aims to present social media usage behavior and content selection on social media of
Generation Z. The objective of this study was to enable online content creators and online marketer to understand
and provide content marketing that can reach Generation Z which is found to be the world largest population
group shortly and become the entrepreneurs and buyers of the next decade. The results of the study showed that
the content form that catch the attention spans of Generation Z are short, concise, easy to understand, trendy, the
content that reflecting their identity and allows them to participate or express themselves and their creativity by
creating creative content. Furthermore, the content must entertain with transparent purpose. sincerity is an

important element of creating a meaningful content marketing.

Keywords: Form of Content Marketing, Social Media ,Generation Z
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