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(4)Abstract 


This  Master  thesis  aims  to  answer  these  research  questions  “How  Generation  Z 
 perceives current celebrity brand ambassadors of cosmetics brands, and who they would 
 like to propose as a new representative?” and “What main characteristics of a brand 
 ambassador are important for Generation Z?”. This thesis was created in collaboration 
 with  Czech  cosmetic  brand  –  Dermacol,  which  has  more  than  five  celebrity  brand 
 ambassadors. The first portion of this thesis concentrates on desk research, whereas 
 the second describes the primary research. For the primary research, there were ten 
 interviews conducted among representatives of Generation Z. In the results, the research 
 showed  that  celebrities  ambassadors  are  not  an  appropriate  method  of  targeting 
 Generation Z. A new face of a cosmetics brand should be an ordinary person relatable 
 to those who use that brand regularly and has an in-depth knowledge about the brand 
 and products. The appearance of this person should be extraordinary and stand out from 
 the  crowd.  Moreover,  this  new  face  should  cooperate  just  with  a  few  brands  and  act 
 responsibly in public, as well as in society. 


“177 words”
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1 .   I n t r o d u c t i o n  

 1.1.  Background 

Celebrities  such  as  actors,  musicians,  models,  and  athletes  all  have  one  thing  in 
 common, they are often cast in the role of brand ambassadors in order to increase the 
 efficiency of a promotion. But the question is whether celebrities have a significant impact 
 on the brand’s promotion.  


The  term  “celebrity  sells”  almost  sounds  like  cliché.  The  main  reason  is  that  people 
 consider celebrities as role models and by purchasing the promoted product they are 
 identifying  themselves  with  that  celebrity.  As  such,  at  first  glance,  the  connection 
 between celebrities and customers guarantee a desirable result. (Pringle, 2004, p. 78) 
 However, the results of a survey conducted by the research agency of Millward Brown 
 does not support the same opinion. This survey does not show any connection between 
 celebrity endorsement and an increased effectiveness of brand promotion. Globally, the 
 public perceives commercials with celebrities just a slightly more impressive than those 
 commercials with unknown faces. (Brown, 2006, p. 1) 


The use of celebrity endorsement may pose a risk to a company due to the celebrity’s 
 potential to act inappropriately in public. In the past, a number of singers and athletes 
 have  been  involved  in  media  scandals  which  can  destroy  a  company’s  image.  For 
 instance,  Michael  Jackson  was  accused  of  sexually  abusing  children  and  Madonna 
 received criticism for the integration of religious beliefs into her “Like a Prayer” music 
 video, both of these instances led to consumer protests from buying company’s products. 


Moreover,  there  are  ways  to  avoid  these  inconveniences  by  forming  a  contract  that 
 contains a moral clause, as well as researching information about a celebrity’s personal 
 life and their history in public media. (Belch and Belch, 2004, p. 175) 


Many people are often confused about the difference between Ambassadors, Influencers 
and Bloggers. Nowadays, these terms coincide with the development of online marketing 
and  social  media  platforms. ”A  brand  ambassador  is  a  person  you  select  for  a  long 
assignment  to  help  you  build  brand  awareness.  They  either  get  paid  by  the  brand  or 
receive swag in return for payment.” (Topper, 2019, p.88) On the other hand, influencers 
and bloggers are usually based on short-term assignments. For instance, the review of 
a product’s uses or the demonstration of its service. (Topper, 2019, p. 88) 



(9)This  master  thesis  focuses  on  the  research  of  brand  ambassadors  in  the  cosmetic 
 industry  of  the  Czech  Republic  with  the  cooperation  of  the  Czech  cosmetics  brand 
 Dermacol. Dermacol is a Czech cosmetics company based in Prague. Dermacol focuses 
 on  the  development,  sale  and  export  of  beautifying  cosmetics.  The  brand  was 
 established in 1966, in the then Czechoslovakia. In the 1960s, Dermacol launched a skin 
 cover  up  cosmetic  as  one  of  the  first  in  Europe  and  the  world  in  general.  The  word 


“Dermacol” became synonymous with make-up in what was then Czechoslovakia. The 
 name originated from two words: derma (skin) and colour (colour) = Dermacol.  


Olga  Knoblochová,  a  beautician  from  the  Medical  Cosmetics  Institute  in  Prague,  is 
 responsible for the conception of the first skin cover up cosmetics, these where labelled 
 cosmetics that were being developed and manufactured in cooperation with Barrandov 
 Film  Studios  (based  on  experience  with  film  make-up).  In  1969,  a  license  for  a  high 
 coverage make-up was bought by film studios in Hollywood. Nowadays, Dermacol is a 
 Czech family business, and its products are sold in more than sixty countries worldwide. 


Since 2002, the company is owned and managed by a Czechoslovakian couple, Věra 
 Komárová together with her husband Vladimír Komár. In 2014, the first Dermacol store 
 was opened in Prague which offers a wide selection of their cosmetics products. From 
 2019, the brand uses a new logo with the added word “Prague” as you can see in figure 
 1. 


Figure 1: Logo of Dermacol 


Retrieved from: www.dermacol.cz 


Their products are not tested on the animals and are used by women of various religions, 
 nationalities,  and  ages.  More  than  five  brand  ambassadors,  including  famous  Czech 
 actors, singers and Miss World represent the company. However, Olga Knoblochová is 
 considered as the brand’s first ambassador and is called “lady Dermacol” because she 
 stood with the heart and soul at the birth of the brand. (“About Dermacol”, 2020)  


According to the brand manager of Dermacol, celebrities are still important for the first 
connection with customers. A famous face will usually attract the attention of a consumer 



(10)for the first purchase. For instance, we can note the cooperation of Dermacol with the 
 Czech Miss contest, where based on their partnership, the finalists attended a make-up 
 course sponsored by the cosmetics company. (Česká Miss, 2019) 


Dermacol has The Beauty Club which provides several benefits for customers such as 
 club prices, bonuses, birthday gifts, promotion codes and a credit of 100 Czech crowns 
 for  registration.  Its  target  is  to  provide  loyal  customers  with  extra  benefits  and  price 
 advantages. (Dermacol, 2020) 


This master thesis is focused on the research of Generation Z which provides a large 
 number  of  potential  customers  for  the  company.  Generation  Z,  currently  aged  14-25 
 differs from other generations in many aspects. (Weise & Wuebben, 2019) First being 
 that teenagers are more technologically advanced than previous generations. They use 
 smartphones, tablets or computers from an early age and often spend a lot of time per 
 day on social media such as Facebook or Instagram. (Fromm & Read, 2019, p.24) This 
 is shown to have an impact on every-day communication as people are using or watching 
 their smartphones more than they are talking with each other. Further, Generation Z is 
 also accustomed to searching the internet for any information at any time of the day. 


(Kotler et. al., 2017, p. 32) Another sign of this generation is that they prefer to receive 
 information in a visual form rather than reading text. The last main characteristic is that 
 they are environmentally conscious, and thus prefer environmentally friendly products 
 and follow a healthy lifestyle.  


1.2.   Problem statement 


1.2.1. Theoretical perspective 


Celebrity marketing still remains limited on the Czech market. In comparison, celebrity 
marketing  and  brand  endorsement  is  a  common  part  of  marketing  communication  in 
western  countries.  (Pringle,  2004,  p.281)  However,  the  small  number  of  suitable 
celebrities on the Czech market limits the appropriate selection by sponsors. The level 
of personality awareness depends on the frequency of representation in tabloids. Many 
Czech  celebrities  well-known  abroad  are  not  famous  in  the  Czech  Republic  and  vice 
versa.  



(11)Generation Z represents an attractive opportunity for many companies, but it is difficult 
 to understand the customer’s needs and wants. Marketers face problems of targeting 
 Generation Z and orienting the advertisement towards them. (Weise & Wuebben, 2019, 
 p.2)  It  is  difficult  to  empathize  with  the  younger  generation  and  imagine  their  daily 
 problems.  We  could  say  that  online  marketing  is  a  crucial  tool,  but  the  message  of 
 advertisement  can  be  lost  among  other  marketing  tools.  Another  consideration  is  the 
 various  channels  where  it  can  be  implemented.  Bloggers,  YouTubers,  Influencers, 
 musicians and actors can cooperate with a brand, but the choice of the right celebrity for 
 representing the product and method of implementation remains challenging.  


1.2.2. Management perspective 


Nowadays,  Generation  Z  has  become  a  topic  for  marketers  that  make  marketing 
 standards relatively unknown. Some research has been already done on Generation Z. 


However, a lot of the research was focused on entering the workplace and main their 
 characteristics.  (Gomez  et  al.,  2019)  Many  companies  still  concentrate  on  Millennials 
 and previous generations. However, Generation Z is already prominent in society and in 
 the next few years will become the purchasing power. For this reason, it will be necessary 
 to  shift  marketing  research  from  Millennials  to  Generation  Z,  especially  since  this 
 generation represents a large number of consumers in some countries. For instance, in 
 the  United  States,  Generation  Z  accounts  for  40%  of  the  American  population  and 
 represents $44 billion in direct buying power. (Weise & Wuebben, 2019, p.2) 


1.2.3. Research question  


“How Generation Z perceives current celebrity brand ambassadors of cosmetics 
 brands, and who they would like to propose as a new representative?” 


Sub Questions:  


•  “What main characteristics of a brand ambassador are important for 
 Generation Z?” 


1.3.  Research objective 


The aim of this study is to investigate the perception of Generation Z for the current brand 
ambassadors of Dermacol and the discovery of new potential faces. The sub-question 
should consider what characteristics are typical for Generation Z, such as preference 



(12)toward vegan products, influencers, musicians or hobbies. All these attributes can play 
 a significant role in the selection of a remarkable brand ambassador. 


The method used for the research will be a qualitative method in order to obtain more 
relevant  data  and  understand  the  topic  from  different  perspectives.  As  a  qualitative 
method, I will conduct semi-structured interviews with ten representants of the age group, 
from  fifteen  to  twenty-five  in  order  to  investigate  the  strengths  and  weaknesses  of 
Generation Z. Generation Z includes all people who were born between the years 1995 
and 2006. (Palahicky, 2020, p. 192) I expect to receive a comprehensive view of their 
daily habits, objects of interests, buying habits, priorities in life, and their perception of 
appropriate brand ambassadors. 
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2 .   L i t e r a t u r e   r e v i e w  

 2.1.  Generation Z 

Generation Z, born to a globally connected world, presents a tremendous opportunity for 
 marketers. According to The Czech Statistical Office, it is estimated that in 2011 there 
 were  approximately  1.1  million  citizens  born  between  1995  and  2006  in  the  Czech 
 Republic. It accounts for 10,78 percent of the whole Czech population. (Czech Statistical 
 Office, 2018). However, it is estimated that Generation Z represents around 30 % of the 
 consumers  in  the  world  range.  (McCrindle,  2020)  Moreover,  this  group  of  teens  and 
 young  adults  in  their  20s  has  an  influence  on  the  buying  decision  of  every  other 
 generation as well as it impacts just about every industry. 


We have to realize that these high-skilled future customers cannot imagine the world 
 without  technology,  especially  their  smartphones.  According  to  the  Czech  Statistical 
 Office, 98.6 per cent of this young generation owns a smartphone in the Czech Republic. 


(Czech  Statistical  office,  2019)  It  is  scientifically  proven  that  this  generation  prefers  a 
 smartphone to a laptop, except for their studies. Young consumers are searching for new 
 products through social media such as Instagram and more often seek recommendations 
 of their peers before a first purchase. They highly regard opinions from friends and family, 
 but also of unpaid influencers. By influencers, we also refer to micro or nano-influencers 
 with approximately 1000 followers who can give a better impression as they appear to 
 be more authentic. (Weise & Wuebben, 2019, p. 9). 


2.1.1. The difference from other generations 


In the following chapter, there is a comparison of the Generation Z with two previous 
generations,  in  terms  of  life  values,  working  goals,  technology  development,  eating 
habits or their motivation for studies. Between generations there are different patterns of 
behaviour  and  content  consumption  that  arise  from  their  previous  experiences.  I 
determined  ten  criteria  and  compared  them  among  three  last  generations,  who 
contributed to purchasing cosmetics products. However, it is difficult to agree on the age 
range of each generation because of the varying start and end dates described in the 
literature and also, considering that every person’s experience is different. For instance, 
the  environment  an  individual  lives  in  or  his  social  status  can  play  significant  role.  A 
generation  is  defined  as “A  group  of  people  within  the  population  who  have  shared 
experiences  and  a  collective  sense  of  history  that  influences  how  they  think  and  act 
today.” (Weise, S., & Wuebben, J., 2019, p. 16) I followed the classification established 



(14)by  McCrindle,  an  Australia-based  demographer.  According  to  the  McCrindle, 
 generations are divided into six groups: 


•  The Silent Generation  


•  Baby Boomers 


•  Generation X 


•  Generation Y / Millennials 


•  Generation Z 


•  Generation Alpha (2007 or later) 



(15)Table 1: Generational differences 


Created by myself: Retrieved from: https://generationz.com.au/wp-


content/uploads/2018/09/GenZGenAlpha.pdf, http://generace.forbes.cz/tabulka/ (With 
 cooperation of the NMS Market Research and PR.Konektor) 


Generation Z Generation Y / Millennials Generation X


1995-2006 1983-1994 1968-1982


Who are they?


Online generation – today’s 
 teenagers. They did not 
 experience a time without 


internet or smartphones. 


The first globalized generation 
 who is online all the time. Free 
 movement across borders is 
 considered inherent. They are 


technologically skilled. 


They experienced socialism 
 and the wild nineties. They 


stopped getting married.


What they spend
 money on?


Their purchasing decision is 
 influenced by the popularity of 


products and the promotion 
 through social media. Common 


shopping such as food or 
 pharmacy products are 


provided by parents.


Their motivation behind earning 
 money is to enjoy their life as 


much as they can. Money 
 represents a freedom for them.


They search for information 
 about products on the internet 
 before purchasing. They like to 
 participate in loyalty programs 
 and own several loyalty cards. 


Life values Have real friends and 
 experience a lot.


To be happy and satisfied with 
 the life. Their life motto is to enjoy 
 their life and have enough money 


in their bank account.


Financial security, a peaceful 
 life and their own residence.


Working goals They will start working in the 
 next few years. 


Even working can be fun. They 
 do not want to sacrifice 
 everything for their job.


Finish work first and have fun 
 later. They don’t mind getting up 


early or working overtime.


Dominant 
 technology of the
 Generation


They perceive the world 
 through the screens of their 


smartphones. 


MP3, smart phone, internet 
 connection, notebook from 
 secondary school, streaming 


television, addiction to social 
 media.


Mobile, computer, Walkman, 
 video, dial up. Last generation 


of developing photos.


How do they keep 
 their 


relationships with 
 the others?


They are filming videos on 
 YouTube and on social media. 


Their parents are like their 
 friends with whom they maintain 


the good relationship.


They do not call. However, they 
 have thousands of apps for 


communication.


They created Facebook 
 accounts, prefer calling over 
 sending messages – because it 


is faster. They used ICQ and 
 Skype. They remember 
 correspondence cards.


Eating habits


They are used to following a 
 healthy lifestyle and can cook 
 from early age. Bubble tea has 


become a popular trend.


The food is considered as a 
 lifestyle. They cook from local 


products and are interested 
 about an ingredients country of 
 origin. They were drinking alcohol 


mostly during their university 
 studies. Food delivery is popular 


is larger cities. 


We consider them as picky and 
 spoiled. They started to cook in 
 western style and read food 
 magazines. They also follow 
 detoxes which often alternates 


with uncontrolled drinking. 


Motivation for 
 studies


A generation that is dependent 
 on online education, learning at 


a distance and even via 
 YouTube.


A generation that adopted the 
 Erasmus exchange program. 


They are more interested about 
 their field of studies than previous 


generations.


They learnt Russian during their 
 studies. They attended 
 university because it was better 


than getting married or going to 
 the military.


Travelling


They are going for holidays with 
 their parents and already visited 
 many countries. This includes 
 weekend trips to Paris or Rome. 


They would like to have 
 experience from living abroad.


They would like to meet the local 
 culture. They plan a journey by 
 themselves and in advance with 
 the help of recommendation 


algorithms and Airbnb.


After the revolution, they set out 
 to explore the world. 


Nowadays, they travel with 
 family with the help of a travel 
 agency, but they dream about 
 holidays in exotic destinations. 


They like reading Lonely Planet 
guides during their travels.



(16)Generation Z has some characteristics in common with Millennials, for example, they 
 have grown up surrounded by digital communications from an early age. (Kotler et al., 
 2020, p. 98) However, they require a different type of content, since, the interests of each 
 generation differ. The behaviour of Generation Z was influenced by economic instability 
 and  social  change.  Indeed,  we  could  consider  them  as  responsible  teens  who  are 
 working hard to achieve their goals. We should also emphasize that most of them live in 
 households  with  Millennial  siblings.  Millennials  are  considered  as  naive  and  entitled. 


Parenting  habits  have  also  changed  in  the  past  few  years.  Upbringing  became  more 
 independent  than  other  generations  had  experienced.  For  the  Generation  Y,  parents 
 used to be the authority who always had a truth. Nowadays, young people would rather 
 believe  the  online  content  they  read  on  Google  than  the  word  of  their  parents. 


Furthermore, unlike the millennials the Generation Z tends to be less risky in the meaning 
 of underage drinking or smoking. (Seemiller & Grace, 2019, p. 157) 


2.1.2. Characteristics of generation Z 


In the next chapter, I would like to summarize the main characteristics of Generation Z. 


After comparison with previous generations, the members of Generation Z have shown 
 a positive shift in behaviour, attitudes and lifestyle.   


It is often said that this generation is considered to be more responsible than previous 
 ones because they were raised during uncertain economic times and saw their parents 
 struggle with unemployment. (Kirchmayer & Fratričová, 2020, p. 3) For the purpose of 
 being  self-supportive,  they  strive  for  work.  A  lot  of  young  teens  are  already  earning 
 money  by  business-centred  Instagram  profiles  or  YouTube  channels.  These  young 
 influencers are likely to be sponsored by bigger brands. Unlike the other generations, 
 many representatives of Generation Z have more than one Instagram account, in order 
 protect their privacy. (Elmore & McPeak, 2019, p. 25) In the future, they would like to run 
 their own business rather than working for somebody else. Another typical indicator of 
 Generation  Z  is  the  negotiation  of  salary,  or  money  in  general,  to  achieve  better 
 conditions. While underage drinking or smoking is not a typical attribute of them, they 
 prefer juice bars to parties as the latter is expensive, boring and unhealthy. They typically 
 follow a healthy lifestyle, buying organic products and exercise regularly. (Seemiller & 


Grace, 2019, p. 157) 


We  live  in  the  age  where  many  of  us  are  surrounded  by  digital  communications. 


However, Generation Z has been exposed to the internet and social media from an early 



(17)age,  so  we  can  consider  them  as  digital  natives.  (Kotler  et  al.,  2020,  p.  99)  This 
 generation is overwhelmed with information; however, they can process it quicker. They 
 tend to search for answers to their questions on Google instead of asking parents. Social 
 media constitutes a common part of their life. For instance, Snapchat connects them with 
 friends,  Instagram  provides  them  an  inspiration,  and  YouTube  is  a  useful  tool  for 
 education. Because of these social media applications and the internet, they are easily 
 globally  connected.  Emojis,  short  videos  or  selfies  are  preferred  ways  of  their  open 
 communication. (Fromm & Read, 2018, p. 48) 


When  it  comes  the  family  structure,  many  things  have  changed.  Gen  Z  experienced 
parents  divorcing,  unmarried  parents,  same-sex  parented  families  or  multicultural 
relationships as a natural thing. Furthermore, the majority of Generation Z grew up in 
multigenerational  households  and  it  has  led  to  sharing  traditional  values  with  their 
grandparents. Likewise, family structure and personal values have evolved, too. One of 
the most important values of this generation is equality, such as gender equality, racial 
equality, and sex orientation. For instance, a large portion of Generation Z would like to 
see a third option – gender neutral, besides male and female. They advocate more liberal 
views on gender, identity and sexuality. (Elmore & McPeak, 2019, p. 10-11) 



(18)2.1.4. Demographic Characteristics 


The purpose of this chapter is to evaluate the key trends of Generation Z. The following 
 graphs describe the main characteristics and behaviour of these young adults. I focused 
 on demographic characteristics in the Czech Republic. 


Table 2 and the bar chart show the usual resident population in the Czech Republic by 
 year  of  birth  between  1995  and  2006  (Generation  Z).  The  number  of  1.174.213 
 inhabitants  belonging  to  Generation  Z  corresponds  to  10.98%  of  the  whole  resident 
 population.  


Table 2, Graph 1: Inhabitants of the Czech Republic in 2019 


Source: Czech statistical office, 2020 


Year
 2019


1995 103 093


1996 96 795


1997 95 609


1998 94 521


1999 93 014


2000 94 396


2001 94 371


2002 94 886


2003 95 329


2004 99 048


2005 103 708


2006 109 443


Total 1 174 213


%  10,98


Year of birth


Population by year of birth 



(19)Figure  2  below  demonstrates  a  distribution  of  Generation  Z  in  the  Czech  Republic  in 
 2019.  The  most  represented  regions  are  the  Central  Bohemian  Region,  Moravian-
 Silesian Region, South Moravian Region and Prague. 


Figure 2: Distribution of the Generation Z in the Czech Republic in 2020 


Source: Czech Statistical Office, 2020 


The  pie  chart  below  displays  the  proportion  of  individual  generations  in  the  Czech 
 Republic in 2019. From the pie chart it can be seen that baby boomers accounted for the 
 highest proportion (37%), followed by Generation X with 23%, while Generation Z placed 
 on the fifth rank with 11%. 


Graph 2: Projected population by generation in the Czech Republic in 2020 


Source: Czech statistical office, 2020 



(20)Table 3 shows the usage of social media networks in the Czech Republic by individuals 
 aged  from  16  to  24.  Moreover,  97%  of  young  adults  use  social  media  for  a  private 
 purpose and 2.7% from the reason for working. 


Table 3: The usage of social media networks by individuals in the Czech Republic in 2018 


Source: Czech statistical office, 2019 


According to the Czech statistical office, in 2019, 98.6 % of the group aged 16-24 owned 
 a  smartphone.  (Czech  Statistical  Office,  2019)  In  the  bar  graph,  Graph  3,  there  is  a 
 percentage  outline  of  online  purchases  conducted  from  a  mobile  phone.  Generally 
 speaking, a group of teens between 16 and 24 purchased the most goods via mobile 
 phone in comparison to other aged groups.


Graph 3: Percentage of online purchases from a mobile phone in the Czech Republic 


Source: (Penkala, 2017) 


Age group in thousands % for private purpose % for working purpose %


16-24 854,2 97 854,2 97 23,5 2,7


The usage of social media networks by individuals, 2018



(21)2.1.4.2.  Presence in social media 


Generation Z loves using social media in order to connect with friends, family and other 
 people.  According  to  the  Czech  statistical  office,  98  %  of  young  adults  in  the  Czech 
 Republic between 16 to 24 are social media users. Moreover, out of the 98%, 2.7% use 
 their  account  for  business  on  a  regular  basis.  (Czech  Statistical  Office,  2019)  For 
 Generation Z, Instagram and YouTube celebrities are considered as role models and 
 represent authenticity. 


The  young adults  belonging  to  Generation  Z  are  aware  of  their  digital  legacy.  (Kotler 
et.al, 2020, p. 100) They prefer apps that do not store data forever such as Snapchat in 
order to protect their private life.  One reason for this is the fear that photos of private life 
will reappear and may destroy their political future or business career. This fear has led 
to a higher data protection and the ability to control their account. Another point worth 
noting is the number of Instagram accounts owned by one person. According to various 
literature, a typical representant of Generation Z owns more than 1 Instagram account, 
typically 2 or even up to 5. For instance, the first account is for family and close friends, 
the  second  one  for  business,  and  the  third  one  for  hobbies.  Additionally,  people 
sometimes create an account under a fake name in order to protect their privacy and 
share the content only among their chosen target group. (Belew, & Elad, 2020, p. 756) 
To create effective content or ads to attract the target group, we have to understand the 
usage  of  each  social  media  platform  by  Generation  Z.  This  generation  uses  various 
social media platforms for different activities such as selfies, shopping or reading the 
news. For instance, Facebook is used for checking group events or staying in touch with 
extended family and acquaintances. On Instagram, they are following popular brands 
and seeking inspiration. Pinterest shows inspiration in a specific area and Twitter is a 
preferred  medium  for  reading  actual  news.  And  if  this  iGeneration  wants  to  learn 
something new, they open a YouTube channel. Furthermore, their favourite platform for 
sharing  selfies  and  videos  of  private  life  is  Snapchat.  (Law,  2019) On  the  contrary, 
Millennials  put  the  same  content  among  all  social  media  platforms.  Oversharing  is  a 
typical sign of this generation and has resulted in risky online behaviour. You can see 
their avocado toast for breakfast or a photo of a coffee after lunch. This generation is 
sometimes seen as self-absorbed by the others. (Weise & Wuebben, 2019, p. 38)  
It is no surprise that Instagram is the most popular app for brand discovery. Research 
has found that 45 % of young adults discover new products on Instagram. When it comes 



(22)to recommendations of products or services, YouTube is the platform where they are 
 looking for reviews or demonstrations guidelines. (Law, 2019)


It goes without saying that TikTok has become one of the most popular apps among 
 teens facing us today, where most users are under age 24. It is a social media platform 
 from  China  where  people  can  upload  and  share  short  videos.  These  videos  have  a 
 duration from 3 to 60 seconds, and it can be seen as a great opportunity for marketers. 


One of the ways how to promote a brand on the TikTok platform can be through influential 
 people. There is also an option to create a channel and organize hashtag challenges. 


(Scholl, 2019) TikTok has become the third most downloaded app in the Czech Republic 
 during the coronavirus lockdown. (Václavík, 2020) 


In  summary,  the  Generation  Z  uses  social  media  platforms  differently  than  previous 
 Generations.  Facebook  used  to  be  the  number  one  application  for  reaching  a  wide 
 audience.  However,  those  after  millennials  prefer  other  social  media  platforms  over 
 Facebook. According to American research, Youtube was the most popular, followed by 
 Instagram and Snapchat. In addition, new platforms have appeared on the market, such 
 as TikTok or Fortnite. (Anderson & Jiang, 2019) 


In the Czech Republic it is quite challenging to search for statistics that compare usage 
 of various social media platform among different age groups. In the graphs below, you 
 can  see  the  number  of  users  who  have  created  accounts  on  Facebook,  Instagram, 
 Messenger and LinkedIn in March 2020. Even though the largest group of these young 
 teens  have  created  a  Facebook  account,  it  does  not  necessarily  mean  that  they  are 
 active users. LinkedIn reached the last place by almost 300 000 as expected, since this 
 generation is not in the age of actively looking for the job. (NapoleonCat, 2020) 


Graph 4: Social media users in Czechia, March 2020 



(23)Source:  NapoelonCat.com.  (2020,  March).  Social  Media  users  in  Czechia  -  March  2020. 


Retrieved  April  12,  2020,  from  https://napoleoncat.com/stats/social-media-users-in-
 czechia/2020/03 


Graph  5  compares  the  number  of  Instagram  users  among  age  groups.  The  figure 
 drastically showcases the number of individuals in age groups 18-24 and 25-34. In 2019, 
 there  were  2.4  million  Instagram  users  in  the  Czech  Republic,  where  Generation  Z 
 accounted for people aged 13 to 24 and amounted to 43.11% of all users. The majority 
 of users were woman by 53.2%, and the most significant difference was between men 
 and  women  -occurred  within  people  aged  35  to  44,  with  women  leading  by  2.5%. 


(Napoleoncat.com, 2019) 


Graph 5: Instagram users in Czechia as of December 2019, by age and gender of users (in 
 percentage) 


Source: (NapoleonCat, 2020) 


Graph 6 compares the number of Facebook users in Czechia distinguished by age and 
 gender. This figure significantly highlights the age group 25 to 34 with 1.57 million people. 


In  2019,  5.66  million  people  were  using  Facebook  in  the  Czech  Republic,  where 
Generation Z, people aged 13 to 24, accounted for 23.67% of its entire user population. 



(24)It should be pointed out that the majority of users are those of the older generations. The 
 most significant difference between men and women occurred within people aged 55 to 
 64, where women lead by 1.3%. (Napoleoncat.com, 2019) 


Graph 6: Facebook users un Czechia as of December 2019, by age and gender of users (in 
 percentage) 


Source: (NapoleonCat, 2020) 



(25)2.3.  Branding 


Nowadays,  consumers  are  becoming  more  selective  because  of  a  large  number  of 
 competing products on the market. However, being a brand in itself does not guarantee 
 success  for  distribution.  An  identical  product  can  be  evaluated  by  the  consumers 
 differently through their experiences. To achieve a competitive advantage on the market 
 it is essential to establish a clear brand image in the minds of customers. A term brand 
 can be described as a set of associations connected to a product or service. Associations 
 connected with a brand image may influence the usage satisfaction, which is a benefit 
 of a branded product. For instance, a brand can be discerned as a guarantee of high 
 quality,  thus  bringing  consumers  a  higher  satisfaction  than  the  completely  same 
 unbranded product. The brand is perceived in the eyes of consumers by all the senses, 
 and companies aim to create positive feelings about the brand or emotional experience. 


Branding is defined as “the process of endowing products and services with the power 
 of a brand “. (Kotler et al., 2019, p. 323) The main target of branding and brand strategy 
 is to build up the long-term relationships with the customers in order to achieve higher 
 profits. (Král et al., 2016, p.119) 


According to the American Branding Association is a brand defined as “a name, term, 
 sign,  symbol,  or  design,  or  a  combination  of  them,  intended  to  identify  the  goods  or 
 services  of  one  seller  or  group  of  sellers  and  to  differentiate  them  from  those  of 
 competitors “. (Kotler et al., 2019, p.322) Moreover, the difference from other competitors 
 can be in the product’s or service’s functionality, rationality or tangibility. A brand is a 
 concept  composed  of  brand  elements,  such  as  an  attractive  brand  name,  package 
 design, logos, a catchy slogan, symbols and so on. (Kotler et al., 2019, p.322) However, 
 the brand itself represents the whole set of assets, for instance, a promotion, distribution 
 and production. 


Firstly,  a  company  needs  to  teach  consumers  about  the  brand.  It  is  not  only  a  name 
 described by the logo and slogan. But a whole perception in the mind of people, which 
 can  give  a  competitive  advantage  among  competitors  on  the  market.  Brand  equity  is 
 defined as: “set of brand assets and liabilities linked to a brand, its name and symbols 
 that adds to or subtracts from the value provided by a product or service to a firm and/or 
 to this firm’s customers.” (Aaker, 1991, p.15)The description of brand equity emphasizes 
 the differences in marketing between branded and unbranded products.  


Moreover, we could say that every brand name represents a particular value of brand 
equity, either positive or negative. It is considered more important to have substantive 
positive brand equity, the more significant value the brand represents to its owner. The 



(26)term  brand  value  is  described  as  an  added  value  of  a  brand,  and  it  is  an  essential 
 indicator for evaluating and comparing the investments. (Král et al., 2016, p.123)


In  the  figure  below,  you  can  observe  that  the  brand  equity  is  composed  of  several 
 essential brand elements such as brand awareness, brand heritage, perceived quality, 
 strengths/weakness,  trade  partner,  legal  protection,  brand  image  and  brand  loyalty. 


These characteristics are directly connected to a brand in order to support brand equity.  


Figure 3: Brand Equity Elements 


Source: (Král et al., 2016, p.124) 


Perceived quality reflects the consumer’s perception of the level of quality of a product 
 or service with regards to its intended purpose. It can be described as an overall feeling 
 about a brand based on typical characteristics which can be represented by a product’s 
 reliability or performance. Brand heritage is another intangible component of brand equity 
 and is built up during a product’s presence on the market. It has roots in the history of a 
 brand and can be perceived through a buyer’s associations in connection to a previously 
 purchased  branded  product  or  service.  Furthermore,  brand  name  and  symbols  are 
 protected by legal rights under a trademark. There are a few conditions which need to 
 be fulfilled. (Aaker, 1991, p.85) 
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(27)2.3.1. Brand awareness and brand loyalty 


Brand awareness, together with brand loyalty are the elements of brand equity. “Brand 
 awareness  is  the  ability  of  a  potential  buyer  to  recognize  or  recall  that  a  brand  is  a 
 member of a certain product category.” (Aaker, 1991, p. 62-63) In other words, there is 
 a link between a product’s particular category and its brand in a customer’s memory. 


Four levels of brand awareness can distinguish a customer’s ability to identify the brand. 


The lowest level is brand recognition, characterized as a customer’s ability to recognize 
 a specific brand category. A level of recognition is considered quite weak. A level a bit 
 higher is called brand recall and occurs when a customer has already heard the brand 
 name and can recognize it. Top of mind recognition represents a higher awareness; thus, 
 the  brand  becomes  among  the  first-named  of  a  group  of  products  and  is  usually 
 purchased by customers.  The highest level of brand awareness is called the dominant 
 brand. It means that a large number of respondents choose the brand from the product 
 category  and  will  not  even  consider  buying  another  product.  This  level  of  brand 
 awareness  provides  a  brand  with  a  significant  competitive  advantage  on  the  market. 


(Král et al., 2016, p.124) 


Brand  loyalty  represents  the  positive  association  between  consumers  and  a  brand 
 attached to a particular product. It is demonstrated by a situation when a specific product 
 is purchased repeatedly despite the full range of products available from competitors. 


Companies  compete  with  others  through  intense  marketing  activity  in  order  to  force 
 customers to switch brands because of a decrease in price or better product features. 


There are different levels of brand loyalty which reflect a consumer’s commitment to a 
 particular brand. The most loyal customer is called a committed consumer who is using 
 the  brand  proudly,  and  on  top  of  that,  recommends  it  to  other  friends  or  family.  A 
 consumer who likes a brand is connected to that branded product by emotional feelings 
 due  to  preferences  based  on  perceived  quality,  strong  associations  or  positive  user 
 experience. A satisfied buyer with switching costs represents another level. The main 
 characteristic of the consumer is satisfaction from the product. However, the switching 
 costs play a significant role in buying decision. It can be characterized as an amount of 
 uncertainty before purchasing a new product from an unknown brand. Habitual buyer 
 and switcher are more influenceable by promotion or product offer. (Keller, 2020, p. 56-
 60) 


Trends in international brand management have changed over the past years as a result 
of new markets and international trade. For instance: international unification of brands, 
increasing  number  and  value  of  global  brands,  the  growing  importance  of  corporate 



(28)brands and so on. Nowadays, people visit other countries, work abroad, and their living 
 standards are growing. These factors and many others are leading marketers to enter 
 foreign  markets.  Global  brands  have  usually  standardized  the  major  brand 
 characteristics with a little adjustment of the marketing mix. (Král et al., 2016, p.127-128) 
 According to Interbrand, the most valuable global brand has become Apple, followed by 
 Google and Amazon. (Interbrand, 2019) 


In response to the Fourth Industrial Revolution, brands need to adapt quickly to a fast-
 changing  environment.  The  power  of  the  customers  is increasing,  and  in  return,  they 
 expect  more  genuine  behaviour  from  brands  through  the  transparency  of  belief, 
 consistency of actions and authenticity of their intentions. While researchers have found 
 that a customer’s buying decision is still influenced by the price and quality of a product, 
 companies today have a higher responsibility to react to issues related to their purpose. 


Customers are aware of environmental problems and search for sustainable brands such 
as  those  reducing  their  ecological  footprint  or  increasing  their  social  impact.  (Deloitte 
insights, 2020) 



(29)2.4.  Celebrity brand ambassadors 


The history of brand ambassadors has its roots in the late 1800s when first big national 
 and international companies arise such as Cadbury, Colgate, Remington, Jack Daniels 
 and Coca-Cola. The companies started to send free samples to influential people and 
 the achieved success because in many cases, popularity increased. At the same time, 
 in Great Britain, the Royal Warrant Holders Association was established, which allowed 
 customers to buy the same products that the royal family was using. (Britton, 2017) 
 In the 1950s and later, we started to see many brand ambassadors that were created by 
 companies. For instance, the Marlboro Man, Milkybar Kid or the company Proctor and 
 Gamble that used real housewives in the promotion of their products. In the 60s, came 
 the era of Ronald McDonald, Carlie the Tuna and many others. In the 70s, the brands 
 changed their strategy and started to focus on emotional advertisement. The attention 
 moved  to  TV  stars  such  as  actors,  models,  singers  and  athletes.  The  brands  began 
 paying famous faces to be a part of their marketing strategy. (Britton, 2017) 


Advertising has since developed with a change of technology. Nowadays, the internet 
 and the emergence of social media have created new faces for media campaigns called 
 influencers. (Kotler et al., 2020, p. 47) 


2.4.1. Celebrity endorsement 


Celebrity endorsement or celebrity branding is defined as usage of a celebrity or a well-
 known person in the promotion of a product or service. (Business dictionary, 2020) In 
 addition,  a  star  could  be  expressed  as  a  person  who  is  known  in  the  public  domain. 


Implementing a celebrity into an advertising campaign or marketing strategy influences 
 brand  awareness,  brand  loyalty,  and  even  purchasing  decision.  Marketers  consider 
 celebrity  endorsement  as  a  useful  marketing  tool.  (Spry  et  al.,  2011)  Social  status  or 
 fame of celebrities are not only used in the fashion or beauty industry but also by non-
 profit  organizations  in  order  to  raise  awareness  on  social  or  environmental  matters. 


Moreover, a well-chosen celebrity can attract people’s attention and help reach a wider 
 audience. (Dominguez et al., 2013). 


There  is  evidence  that  celebrity  branding  has  a  positive  effect,  especially  when  a 
consumer encounters the product in an ad for the first time. This is because people often 
identify themselves with celebrities and want to wear the same clothes and live a similar 
life. Also, an advertisement with a well-known person can create an impression that the 



(30)product is luxury or high-quality. Celebrity endorsers attract a consumer’s attention to a 
 product and the brand. As a consequence of increased awareness, it could be a useful 
 tool when introducing the brand to a new or broader market. Because a celebrity already 
 has a wide audience which represents a large number of prospective customers. It can 
 have a positive influence on building brand equity, which is a valuable asset composed 
 of  brand  awareness,  brand  loyalty  and  so  on.  A  few  studies  have  examined  the 
 customer’s  response  to  celebrity  endorsements  in  advertising.  Results  show  that  a 
 celebrity helps people to remember ads and enhance ad recall. (Agrawal et al., 1995) 
 According  to  research,  a  celebrity  endorsement  generates  a  positive  pay-off  in  a 
 company’s  brand-level-sales  relative  to  its  competitors  as  well  as  increases  its  stock 
 value. (Elberse & Verleun, 2011) 


Despite the positive effect of celebrity endorsement, marketers have to be cautious about 
 selecting  a  famous  person.  It  should  be  someone  credible,  embody  a  key  product 
 attribute  or  the  company’s  image.  Moreover,  whose  recognition,  positive  affect  and  a 
 positive connection to the product is high. A well-known person can also be implemented 
 to a more strategic role, such as design participation, or products selling. There is also a 
 possibility of creation of its brand celebrities. (Kotler et al., 2019, p. 591) 


The  usage  of  celebrity  branding  can  be  implemented  in  two  methods,  either  paid  or 
unpaid. Unpaid endorsement occurs when a celebrity wears a favourite brand, attend an 
event or uses service because they like it. This is the reason why companies often send 
free product sample to try out and in exchange expect a review shared on social media 
networks  or  by  using  the  product  in  public.  (Lea-Greenwood,  2013,  p.  75).  The  paid 
endorsement is a method of advertising based on a contract between a company and a 
celebrity. The celebrity must comply with the conditions specified in the agreement, such 
as not changing an appearance or advertising product in the same category. Examples 
of a paid endorsement can be advertisements, PR Events, posts on social media and so 
on. Nowadays, a popular non-traditional method of promotion is through social media 
such as Twitter, Instagram, Facebook or Twitter, due to the broad audience of followers 
they can have a wide reach. The main advantage is that it encourages an electronic word 
of mouth communication based on sharing content. (Jin, Phua, 2014) 



(31)2.4.2. Celebrity selection theories 


In  the  following  chapter,  we  will  briefly  discuss  three  essential  models  of  celebrity 
 endorsement. The models are linked to the transfer of an effective product image and 
 therefore used in the selection and appropriate usage of celebrities in a promotion. 


Source Model 


This model is one of the oldest in this area. The term source represents the person who 
 is  connected  with  a  message  of  marketing  communication  strategy,  either  directly  or 
 indirectly. Moreover, an example of a direct source is a spokesperson who demonstrates 
 or presents a product, and thus delivers the message directly. On the other hand, an 
 indirect  source,  a  model,  raises  awareness  and  improves  the  appearance  of  the 
 advertisement. Companies select personalities very carefully and are willing to spend a 
 large sum of money for a particular person. Marketers are aware that choosing a suitable 
 message source can have a significant effect on sales and advertising. There are three 
 categories  of  source  attributes  such  as  source  credibility,  source  attractiveness  and 
 source power. (Belch & Belch, 2004, p. 168-177) 


Credibility is based on the views of the recipient, whether he perceives the source of 
 information  relevant.  Credibility  consists  of  two  components  expertise  and 
 trustworthiness.  Furthermore,  advertisers  often  use  attractiveness  as  a  source  of  the 
 message due to the identification of the customers with a key individual. Attractiveness 
 is composed by similarity, familiarity and likability. The last source, power, is complicated 
 to  apply  in  an  advertisement  because  this  model  is  dependent  on  reward  and 
 punishment,  which  can  be  challenging  to  implement  in  non-personal  communication. 


(Belch & Belch, 2004, p. 168-177) 
 Meaning-Transfer Model 


The meaning transfer model of celebrity endorsement was developed by McCracken in 
1989.  He  argues  that  previous  models  based  on  attractiveness  and  credibility  do  not 
sufficiently explain the effectiveness of celebrities in advertising. Furthermore, he offers 
a new model based on transfers. This model incorporates culturally acquired meanings 
such as gender, age, lifestyle, as well as personality. Each celebrity is assigned a specific 
role in the customer’s mind that arose from her/his professional acting, sports and other 
careers.  As  an  example  of  these  powerful  meanings,  we  could  mention  the  actor  Bill 
Crosby that could be perceived as a good father because of his role on the Crosby show. 



(32)These meanings are transferred from the effect of advertising to a product itself. And in 
 the final stage, are transferred from the product to the consumer. In conclusion, these 
 three stages are the basis of this model. Before a company hires a celebrity endorser, 
 there  should  be  research  done  on  the  customer’s  perception  of  that  celebrity. 


(McCracken, 1989) 
 Match-up hypothesis 


The  last  model  is  the  match-up  hypothesis.  The  match-up  hypothesis  has  been 
 described as the importance of fit between the image of the endorsed product and the 
 celebrity to create an effective advertisement. A congruence of celebrity endorsement 
 can be based on three attributes such as attractiveness, expertise, and image. Many 
 types of research have been done with a focus on the appearance of celebrities. It has 
 been  found  that  physically  attractive  celebrities  are  more  successful  in  cases  of 
 promoting  products  that  are  related  to  a  customer’s  impression.  Moreover,  it  makes 
 customers feel more beautiful. For example, a top model that appears in a commercial 
 for make-up. The second attribute of expertise is based on the connection of celebrity 
 endorsers with their professions. For instance, we could mention when a famous football 
 player  promotes  sports  shoes.  The  last  attribute,  image,  has  become  more  effective 
 when perceived celebrity associations fit the brand or the product itself. (Till & Busler, 
 2000) 


2.4.3. Difference between Ambassadors, Influencers and Bloggers 
 The  following  chapter  aims  to  emphasize  the  main  differences  and  characteristics 
 between Ambassadors, Influencers and Bloggers. However, these days it is not easy to 
 distinguish  these  terms  because  many  brand  ambassadors  are  also  social  media 
 influencers and on the top of that write a blog. Their common sign can be the cooperation 
 with world-famous brands or companies in order to promote the products. 


Brand Ambassadors 


It is challenging to find a proper definition of the term brand ambassador in literature. A 
 political world has defined the term ambassador as a person who acts in another’s name. 


Thus, we could say that a brand ambassador is a person who does or says anything in 
the  name  of  a  brand.  Three  main  groups  divide  brand  ambassadors  into  customers, 
celebrities, and employees. (Schmitd & Baumgarth, 2018)  



(33)Moreover, all the employees are essential representatives of the brand and should trust 
 in the company’s products or services. Satisfied customers bring a pivotal success to the 
 company and increase profits by re-purchasing products or services. Besides that, loyal 
 customers  support  word-of-mouth  communication  by  talking  to  their  peers.  For  this 
 reason, brand ambassadors should have full knowledge of the usage and characteristics 
 of the offered products or services and should be able to discuss them with passion. The 
 main advantage of ambassador marketing is the authenticity of the people involved. This 
 research  paper  concentrates  on  celebrities  as  brand  ambassadors  that  companies 
 usually hire for a long-term relationship to represent a brand or product in a positive light. 


(Sweeney, 2002) 


In  recent  years,  during  the  development  of  social  media,  there  emerged  a  new  term 
 called social media brand ambassador. Under the term social media brand ambassador, 
 we commonly talk about micro and nano-influencers with around 1000 followers. The 
 reason behind this is because influencers, with a massive number of followers, already 
 promote many products and do not make an authentic impression. The main difference 
 between influencers and brand ambassadors is that companies hire brand ambassadors 
 for  a  long-term  relationship.  Brand  ambassadors  are  usually  paid  for  promotion  or 
 receive products for free in exchange for regular content creation on social media such 
 as Instagram or Facebook. Companies often run an "ambassador program" in which they 
 provide  the  influencer  promo  codes  for  online  shopping  and  track  the  number  of 
 purchases. (Modash, 2019) 


Influencers 


An influencer can be defined as a person who has the power to influence the purchasing 
decision of people based on their popularity, knowledge, authority, or relationship with 
the public. A social media influencer is a person active on social media with a significant 
audience of their account called “followers”. Followers pay close attention to the content 
shared on a channel and engage with it by liking, commenting or re-posting. The target 
behind following it is to seek inspiration, entertainment or news—many brands cooperate 
with  influencers  to  increase  brand  awareness  and  sales.  However,  the  behaviour  of 
influencers  can  be  unpredictable.  When  a  company  provides  them  with  a  product  to 
share on their feed, it does not guarantee a positive review. Because the influencers 
opinion reflects their own image, to maintain trustworthiness, they add content carefully 
and conscientiously select high-quality feeds. The partnership between a company and 
influencer is commonly based on a short-term basis. (Influencer MarketingHub, 2020) 



(34)According to the number of followers, social media users are divided into several groups: 


mega,  macro,  micro  and  nano-influencers.  Nano-influencers  have  1000-10  000  of 
 followers.  Their  advantage  is  a  low  price  and  an  authentic  impression.  Companies 
 usually hire a thousand of them in order to achieve a broader audience. Micro followers 
 are  in  the  range  between  10  000  and  50  000.  Micro-influencers  have  become  more 
 common; some of them arise from Generation Z by time spent on social media. Macro-
 influencers  are  users  with  50  000-500  000  of  people  following  them.  In  this  group,  a 
 company has to be careful about fake followers because sometimes a person bought 
 them to make an impression of a broad audience. The group with the most significant 
 influence is mega-influencers with more than 1 000 000 followers. We can consider them 
 as celebrities who gained their fame in an online environment. The influencers with the 
 most followers can choose the brands they want to cooperate with. (Meiselwitz, 2019, p. 


252) 
 Bloggers 


Marketers  consider  blogging  as  a  first  social  media  marketing  tool.  The  term  blog 
represents a web-based site where daily posts are arranged chronologically. The content 
of blogs has changed over the years. Today’s blogs contain not only text, but also photos, 
audio or video. (Rich & McDougall, 2014) A professional blogger is the owner of a blog, 
who  regularly  updates  posts  and  has  gained  a  significant  audience.  Bloggers  create 
content in a specific area and promote the blog through social media. If their level of 
involvement is high, we can consider them as influential. The power of influence is not 
as  significant  compared  to  other  marketing  tools,  but  bloggers  contribute  by  detailed 
information  about  products  and  services.  Bloggers  review  the  products  in  either  a 
positive or negative way. Moreover, consumers select these posts and develop their own 
opinion based on credibility and popularity of the blogger. (Powell et al., 2011, p.18) Due 
to  the  development  of  technology,  many  Bloggers  have  also  become  Vloggers.  A 
Vlogger is a person who creates content on a YouTube channel by adding vlogs such 
as tutorials or review of products. (Hennesy, 2018) 
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3 .   T h e o r e t i c a l   c o n c e p t u a l i z a t i o n  


Based on my literature review, I have created a theoretical framework which provides 
 the  foundation  for  my  qualitative  research.  In  the  following  chapters,  I  would  like  to 
 discuss  the  key  findings,  consisting  of  recommendations  for  marketers  based  on 
 characteristics  of  Generation  Z,  the  main  risks  involved  in  the  usage  of  celebrity 
 marketing and finally, the main criteria for choosing the effective brand ambassador.  


The  selection  of  brand  ambassador  for  Generation  Z  is  dependent  on  core  values  of 
 generation Z, risks involved in using celebrities in a marketing strategy and criteria for 
 choosing a brand ambassador. This framework is presented in Figure 4. 


Figure 4: Factors influencing the selection of brand ambassador 


Source: author 


3.1.  Core values of Generation Z 


Nowadays, many marketers struggle with targeting Generation Z. After defining the main 
 characteristics, I would like to emphasize core values and based on them, summarize 
 recommendations  for  marketers.  As  I  said  before,  Generation  Z  is  more  independent 
 than the other generations. They prefer options when choosing products and the ability 
 to  customize  it.  They  are  seeking  for  inspiration  and  opportunities.  They  want  to 
 differentiate themselves from the other young teens. More personalized products allow 
 them  to  highlight  their  own  personality  and  add  an  expression  of  individual  identity. 
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(36)Moreover, they are willing to pay a premium price for such a product. (Weise & Wuebben, 
 201 9, p. 104) 


Most of them are already running their own business (or would like to start immediately 
 after finishing college) and earning money from social media accounts. We can consider 
 them as young entrepreneurs who are not afraid to bargain on price or salary. (Elmore, 
 McPeak,  2019,  p.  644)  A  brand  should  be  connected  with  values  of  hard  work  and 
 success.  This  generation  is  eager  to  learn  new  skills  and  absorb  knowledge  which 
 contributes to their future career. Stories of inspiring entrepreneurs with qualities such 
 as  self-empowerment,  resilience,  and  positivity  are  a  source  of  inspiration  for  them. 


Additionally, they are also interested to see the behind-the-scenes of a business. (Law, 
 2019) 


We have to realize that they grew up surrounded by online technologies and same-day 
 delivery, as well as reading books online or ordering a product through an app. Thus, it 
 is considered as a natural thing. Their perception of convenient and fast service is much 
 more  demanding  than  it  has  been  for  previous  generations.  The  exploration  of  new 
 channels and opportunities are necessary to live up to their expectations. Generation Z 
 consumers desire two things: responsiveness from a company (preferably 24/7) and the 
 possibility of self-service. Shopping online is more convenient for them because they can 
 compare multiple brands, find a better price and it is also faster. The usage of networks 
 differs during the customer journey. (Weise & Wuebben, 2019, p.28) 


Young teens are overwhelmed with information. It is scientifically proven that they can 
 process information quicker, however it is difficult to capture their attention. The content 
 of the message has to be as authentic as possible. Collecting and organizing the data 
 has become an innate skill so and marketers are forced to embrace new technologies. 


Generation Z customers are more visually oriented. The biggest challenge is to create 
 an  interesting  or  engaging  video  that  causes  them  to  click  and  share.  According  to 
 marketers,  they  respond  to  storytelling  and  edgy (creates  an  experience) campaigns. 


(Kotler et al., 2020, p. 98)


Nano-influencers play a significant role in promoting a product or service because they 
give an authentic impression and build up trust towards the brand. A nano-influencer is 
defined as an Instagram influencer with a maximum of followers 10 000 followers. For 
Generation  Z  it  can  be  easy  to  recognize  the  forced  or  fake  content  of  a  marketing 
campaign. The main advantages of nano-influencers are higher engagement rates, word 



(37)increased brand loyalty and expansion. Followers are listening to what influencers are 
 saying  and  how  they  are  saying  it.  It  is  essential  for  influencers  to  share,  at  the 
 appropriate  time,  real  parts  of  their  personality,  struggles  and  challenging  moments. 


(Meiselwitz, 2019, p. 252) Another option on how to promote a brand is to engage the 
 customers themselves and stimulate them to share their posts or Instagram stories on 
 the brand’s own Instagram account. 


On top of that, this generation does not admire or respect Hollywood celebrities because 
 their personas and recommendations are not considered trustworthy. On the other hand, 
 Instagram or YouTube celebrities earn their full attention. From the marketing point of 
 view, they connect more with the people than with the brand. Thus, a brand ambassador 
 or  YouTube  personality  represents  an  authentic  way  of  promotion.  As  an  example,  a 
 brand can be associated with a figure or hobby that customers follow on social media. 


(Young, 2019) 


We live in the age when many young people have a higher expectation about the brand. 


For instance, a business made with a purpose and its contribution to society. They are 
 aware  of  the  environmental  issues,  political  challenges  or  socio-economic  problems. 


These consumers prefer eco-friendly products produced in an ethical and sustainable 
 way,  because  the  products  and  services  represent  their  values.  Moreover,  this 
 generation  shows  a  significant  interest  in  plant-based  diets  and  following  a  healthy 
 lifestyle.  As  a  result,  they  purchase  more  vegan,  organic  and  all-natural  products. 


(Fairchild, 2019) 


Gen Z grew up in a society, filled with cultural differences and an increase in divorces 
 than any other generation. It has led to an open point of view across race, gender, and 
 sexual  orientation.  They  expect  the  same  beliefs  from  companies  and  as  a  result, 
 marketing  campaigns  should  consider  the  full  spectrum  of  individuals.  (Gomez, 
 Mawhinney & Betts, 2019) 


3.2.  Risks involved in using celebrities in marketing communication 
Although celebrity endorsement is considered a useful marketing tool, there are several 
risks that may occur and can cause enormous damage. As we already know, there are 
risks  involved  in  using  celebrities  in  marketing  communication  due  to  the  high-profile 
lives of stars that are invariably being reviewed and analysed by the media. The use of 
celebrity endorsement poses a particular risk for the reputation of a brand and does not 
guarantee a long-term positive effect. When a celebrity endorser is promoting a brand, 
there might occur higher expenditure costs, for instance, a celebrity may ask for more 
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