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Abstract

The main objective of the article was to determine the significance of phenomena relevant to marketing
communication with representatives of the Next Tech generation (Generation Z). The most important
tools of marketing communication with these market segments include internet marketing tools, used
in virtual space to attract consumers, and to which these market segments are particularly attached. The
high level of digitalization of these consumer groups means that traditional marketing communication
tools, although they are still important in the generally understood market communication, in this
case, lose their significance in favour of digital tools. This does not mean that these market segments
remain completely unresponsive to traditional marketing communication, but they require much
more attention in the virtual space, as well as significantly more developed creativity of the creators
of marketing content. Observing the dynamic market changes, so characteristic of recent decades, and
causing the need for almost constant activity and attention of entrepreneurs and creators of marketing
content, one can come to the conclusion that the creativity of creators of marketing content has recently
become particularly important. High information saturation and the growing number of entities
transmitting this information in the virtual space make it increasingly difficult to gain the attention of
the recipient of the marketing message. In the research conducted on a sample of 218 people belonging
to the Next Tech generation, the main goal was to determine the importance of creativity for the
interest of recipients of marketing content in the virtual space, as well as to identify the marketing
communication tools that are important for representatives of this market segment. The conducted
research was of a pilot nature, and its main goal was to determine changes in the ways of perceiving
marketing communication tools, which are noticed by the respondents themselves. Their exposure
to e-marketing tools is very large, although on the other hand, in the real space these are people
who come into contact with traditional marketing communication tools, for example in situations
of stationary shopping in shopping malls or other retail outlets, including cultural or entertainment
institutions (e.g. cinema or stadium advertising). The conducted research was of a pilot nature, and its
main goal was to determine changes in the ways of perceiving marketing communication tools, which
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are noticed by the respondents themselves. Their exposure to e-marketing tools is very large, although
on the other hand, in the real world these are people who come into contact with traditional marketing
communication tools, for example in situations of stationary purchases in shopping malls or other
retail outlets, including cultural or entertainment institutions (e.g. cinema or stadium advertising). Initial
results have been presented in the article, while further research will be conducted soon, because the
subject has a very large potential and is important from the point of view of further market development
and consumer behaviour.

Streszczenie

Gtownym celem artykutu byto okreslenie znaczenia zjawisk istotnych dla komunikacji marketingowej z repre-
zentantami pokolenia Next Tech (Generacji Z). Do najwazniejszych narzedzi komunikacji marketingowej z tymi
segmentami rynku nalezq narzedzia marketingu internetowego, stosowane w przestrzeni wirtualnej, do ktorej te
segmenty rynku sq szczegolnie przywigzane. Wysoki poziom digitalizacji tych grup konsumentow powoduje, ze
tradycyjne narzedzia komunikacji marketingowej, cho¢ majq wciqz znaczenie w ogolnie rozumianej komunikacji
rynkowej, w tym przypadku tracq na znaczeniu na rzecz narzedzi digitalnych. Nie oznacza to, Ze te segmen-
ty rynku pozostajq catkowicie nieresponsywne na tradycyjng komunikacje marketingowaq, jednakze wymagajq
zdecydowanie wiekszej uwagi w przestrzeni wirtualnej, jak réwniez znaczqco bardziej rozwinietej kreatywno-
sci tworcow kontentow marketingowych. Obserwujgc dynamiczne zmiany rynkowe, tak charakterystyczne dla
ostatnich dekad, a powodujgce koniecznos¢ niemal statej aktywnosci i uwagi przedsiebiorcow i tworcow konten-
tow marketingowych, mozna dojs¢ do wniosku, Ze kreatywnos¢ twdrcow kontentow marketingowych w ostatnim
czasie nabiera szczegdlnego znaczenia. Duze nasycenie informacji i rosnqca liczba podmiotéw, przekazujgcych te
informacje w przestrzeni wirtualnej powodujq, ze coraz trudniej jest zdobyc uwage odbiorcy komunikatu marke-
tingowego. W przeprowadzonych badaniach marketingowych, na probie 218 o0sob nalezqcych do generacji Next
Tech za gtowny cel przyjeto okreslenie znaczenia kreatywnosci dla zainteresowania odbiorcéw kontentu marke-
tingowego w przestrzeni wirtualnej, jak réwniez identyfikacja narzedzi marketingowej komunikacji z rynkiem,
ktore dla przedstawicieli tego segmentu rynku majq znaczenie. Przeprowadzone badania miaty charakter pilo-
tazowy, a ich gtéwnym celem byto ustalenie zmian w sposobach percepcji narzedzi komunikacji marketingowej,
ktorq zauwazajg sami badani. Ich ekspozycja na narzedzia e-marketingu jest bardzo duza, cho¢ z drugiej strony
w przestrzeni realnej sq to osoby, ktore stykajq sie z tradycyjnymi narzedziami komunikacji marketingowej, cho-
ciazby w sytuacjach zakupow stacjonarnych w galeriach handlowych czy innych punktach sprzedazy detalicznej,
w tym takze w instytucjach kultury czy rozrywki (np. reklama kinowa, czy stadionowa). wstepne wyniki zostaty
przedstawione w artykule, natomiast dalsze badania bedq prowadzone w najblizszej przysztosci, gdyz tematyka
ma bardzo duzy potencjat i jest istotna z punktu widzenia dalszego rozwoju rynku i zachowan konsumentéw.

INTRODUCTION

The ongoing digital transformation has fundamentally altered the landscape of marketing communication,
necessitating novel approaches to engage the emergent demographic of Next Tech consumers. They are
individuals characterized by advanced digital literacy, an expectation of hyper-personalization, and
a proclivity for early adoption of emerging technologies [Smith, 2023]. This study investigates creative
strategies employed within virtual environments to communicate with and influence this critical consumer
group, and the primary goal of the research is to identify, analyse, and evaluate the perception of modern
marketing communication tools and techniques in virtual spaces targeted at Next Tech consumers. These
consumers’ opinion is important for contemporary enterprises that are eager to communicate marketing
content effectively and with consumers’ responses.

This study assumes that marketing communications employing immersive, interactive, and highly
personalized virtual experiences demonstrate superior effectiveness in fostering engagement, emotional
connection, and brand loyalty among Next Tech consumers, relative to conventional digital marketing
methods or traditional marketing tools used in communication to the market. The main goal of the
article is to present how Next Tech consumers perceive marketing communication tools and learn the
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ways that they could be triggered in business matters. Also, the role of creativity addressed towards
that segment of the market is going to be one of the issues that this paper presents.

MARKETING COMMUNICATION TOOLS IN CONTEMPORARY MARKET

The advent of advanced digital technologies has precipitated profound changes in consumer behaviour
and expectations, particularly among younger, digitally native demographics referred to as Next Tech
consumers. These individuals are characterised by their seamless integration of technology into daily
life, heightened expectations for personalised interactions, and a proclivity for engaging with brands
in immersive virtual environments [Smith, 2023; Lee, Johnson, 2022; Labrecque et al., 2013]. As a result,
traditional marketing communication strategies rooted in static digital advertisements and one-way
messaging are increasingly insufficient to capture the attention and loyalty of this emerging consumer
cohort of Next Tech generation.

The virtual space, encompassing augmented reality (AR), virtual reality (VR), gaming environments,
and the broader metaverse, offers novel opportunities for brands to interact with consumers in creative
and meaningful ways [Brown, 2023]. Marketing strategies that prioritize immersion, interaction, and co-
creation are not only more engaging but also facilitate deeper emotional connections between brands and
consumers [Petersen, 2022]. Al-powered personalization further enhances these connections by delivering
tailored content that aligns closely with individual consumer preferences and behaviours [Chan et al.,
2022].

Another issues on the contemporary market that shapes the conditions for using marketing tools are
the rapid development of information technology and the shift in lifestyles following governments and
organizations’ lockdown measured to contain the spread of COVID-19 during the pandemic. Some
companies that started their digitalisation even before the pandemic, had a great opportunity to spread
their influence when the lockdowns appeared. For example, instead of cinemas, Netflix became the
primary platform for filmmakers to showcase their work, instead of television stations, social media
became the primary source of entertainment for the public. Instead of celebrities, social media influencers
became the icons and stars capable of altering their followers’ behaviour and influencing their consumer
behaviour.

Given that consumers even before the pandemic preferred personal content over corporate websites,
influencer marketing can be viewed as a way to avoid being a product pusher [ Agrawal, 2016], due to the
perception of influencers — plain people who show products in the real environment (typically their
homes, not offices). Using influencer marketing and influencers as carriers of marketing messages has
become very popular at present, and the benefits of such an approach to the market are very measurable.
Consumers have the chance to see a product advertised by an ordinary person (in their opinion),
who, in home conditions (not artificial ones caused by the production of advertising in a TV center),
on amateur equipment, presents the products and discusses their features, including advantages and
disadvantages. For consumers, who want to believe in that, this is an unequivocally positive and
honest message, even if the true face of influencer marketing is far from the imagination of consumers.
This is how advertising used to work, and now, in the virtual space, influencers do. For businesses
that rely on advertising revenue, it is critical to leverage influencer marketing to ensure that intended
advertisement messages reach target customers. Another element that supports the development of
marketing communications in the field of direct contact with influencers is ad blockers. As the number
of ad blockers increases, there is a shift away from traditional media toward social networking sites
such as Facebook, Instagram, and TikTok.

Social media allows people to freely interact with others and nowadays offers multiple ways for
marketers to reach and engage with consumers [Appel et al., 2020]. Especially retailers must tailor their
social media strategies to their customers’ online and offline behaviours, if they want to attract them
to their offer and adjust their marketing communication strategies to contemporary market conditions.
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Within the past decade, due to a major transformation to Industry 5.0 [Kumar, 2021], the fifth phase
of the industrial revolution that was brought about by developments in interconnectivity, automation,
machine learning, and real-time data [Guha et al., 2021] led to huge transformation in companies approach
toward markets. This revolution has led to a digital transformation for marketers (Marketing 5.0) [Kotler,
et al., 2021] causing firms to rethink investments in digital products and services, decisions to enter new
markets, and ways to engage customers [Verhoef et al., 2021], especially towards new consumers who
enter market reaching the age of 16 and above. E-commerce developed and is still developing changing
the consumers experience and responsiveness towards products and services [Chen, 2018]. Traditional
marketing tools need to be reshaped and adapted to their way of communication. This tendency
applies both to domestic, and international market and causes a lot of changes in marketing concepts.
Although before the companies involved in business operations a variety of overseas markets and faced
different economic, cultural, technological, political, and legal environments, nowadays the companies
need to focus more on differences in customer characteristics, attitudes, and behaviours, because the
digitalisation of the market activities is very powerful trigger for consumers to be attracted to company
offer and marketing strategies. The evolving digital landscape is affecting firms’ relationships with
customers and describe some of the current digital product and process innovations in the marketplace
and causes the companies have the strong need of implementing customer-based execution strategy
with its tools [Petersen, et al., 2022]. Also, younger groups of consumers count on that customer-based
approach.

NEXT TECH CONSUMERS AS A TARGET MARKET

The term Next Tech consumers refers to a cohort of digitally native individuals who seamlessly
integrate technology into all aspects of their lives, demonstrating high expectations for interactivity,
personalization, and immediacy in brand interactions. This demographic, largely composed of Generation
7!, is distinguished by their early adoption of emerging technologies such as augmented reality (AR),
virtual reality (VR), blockchain, and artificial intelligence (AlI) [Williams, Page, Petrosky, & Hernandez,
2021]. Research highlights that these consumers demand not merely products, but experiences that are
immersive, participatory, and aligned with their personal values [Smith, 2020].

To learn more about the behaviour of Next Tech generation the quantitative research was conducted.
The quantitative research was designed to investigate creative marketing communication strategies in
the virtual space targeted at Next Tech consumers. Quantitative methods are chosen to enable statistical
analysis of patterns, relationships, and preferences among a large sample [Creswell, 2014]. A cross-
sectional survey was conducted, allowing for the collection of data at a single point in time to explore
consumer attitudes, behaviours, and expectations related to virtual marketing communications.

Empirical research conducted on a sample of 218 representatives® of the Next Tech (Generation Z)
showed that respondents point to certain repeatable features that are important to them in modern
marketing communication (see Figure 1).

! In some literature studies Next Tech generation consists of Gen Z and Millennials, but for the purpose of that article the
segment is limited to Generation Z. Generation Z refers to people born between 1996 and 2010. They’re the second-youngest
generation, between millennials and Generation Alpha. Gen Z identity has been shaped by the digital age, climate anxiety, a
shifting financial landscape, and COVID-19 [www.mckinsey.com, access: 03.2023]

2 A non-probability convenience sampling technique was employed to recruit participants. The target population consisted
of consumers aged 18-35 years who self-identified as frequent users of emerging technologies such as AR, VR, blockchain
applications, and gaming platforms. Participants were recruited via online channels, including social media advertisements,
virtual community forums, and email newsletters. Inclusion criteria required participants to have engaged with at least one
form of virtual marketing communication in the past six months (e.g., AR filters, virtual stores, branded VR experiences); A
total of 218 respondents completed the online survey. Demographic analysis revealed that 60% of the respondents were fe-
male and 40% were male, with an average age of 26.4 years (SD =4.2). All participants reported having used at least one form
of virtual marketing communication within the past six months, such as AR filters, VR experiences, or virtual storefronts.
Questionnaire consisted of 16 questions on main topic and respondent characteristics; questions were based on both literature
review and own research experience;
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Figure 1. Most important Generation Z expectations on communication messages with businesses
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Source: Own elaboration based on empirical research

Young consumers in researched group expect businesses to deliver the messages in real time,
simple and intuitive and personalised, as well as trusted, secure and location-based. These features
are important to younger generations due to their due to their attachment to modern technologies and
everyday use of electronic devices (phones, tablets, laptops — to a lesser extent desktop computers). In
the surveyed group, such order of use (frequency of using the device) was indicated as leading. such
hierarchy in the devices themselves indicates how important the virtualization of marketing messages
and marketing information carriers is for this group. interestingly, when it comes to portable memory
(stick — pen drive), in the next tech generation they are treated as old-fashioned and non-functional,
and the only place to store data (apart from the phone and laptop) is the cloud.

The most important factor influencing decision-making in the surveyed group was building experiences
(experiential marketing), which, despite using virtual space with limited perceptual capabilities at the
moment (not all senses can be stimulated in the same way as in real conditions), respondents indicated
that it is shopping experiences that are most important to them. This is also confirmed by the literature
of the subject. It appears that the consumer experience is a key component in brand positioning [Brakus
et al., 2009; Esmark et al., 2018; Pizzi et al., 2019]. Experience can be measured through direct or indirect
participation or observation [Brakus et al., 2009]. The product/brand choice can come from consumers’
experiences and purchase behaviours in VR [Yang et al., 2017]. The theoretical background of customer
experience combines all organization touchpoints and creates an overall experience [Mclean et al., 2018].
However, researchers must include customer experience in a virtual environment [Verhoef et al., 2009].
Re-purchase intention, re-visit intention, satisfaction, trust, and loyalty are conceptualized as outcomes
of a positive customer experience [Verhoef et al., 2009] Traditional marketing communications were
largely unidirectional, with brands broadcasting messages to passive audiences via mass media [Kotler
& Keller, 2016]. The digital revolution of the early 2000s introduced interactive communication channels,
allowing consumers to engage with brands through websites, social media, and mobile applications that
Next Tech consumers are not only familiar with, but also using (and overusing) them on everyday basis.

MARKETING COMMUNICATION TOOLS IN DIGITAL MARKETING — SOLUTIONS
DUE TO CREATIVITY AND RESEARCH

The starting point in building effective marketing strategies and choosing marketing communication
tools for companies is creativity and a creative approach to the consumer, the potential recipient of
the marketing message and, in wider perspective the whole marketing concept. [Cropley, 2020] This
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applies to both real and virtual space. The concept of creativity has evolved over the past decades,
which is often a turning point in communication with the recipient present in the modern market.
Creativity is not confined to fine art, literature, performing arts, music, and similar artistic domains, but
also occurs in fields such as business, manufacturing, technology, medicine, administration, education,
even defence [Cropley, 2020]. Its role in modern marketing techniques is increasing due to the high
level of market competition, which makes it increasingly difficult to draw the attention of the recipient
of a marketing message to a specific information campaign or a single marketing action.

Creativity is the cognitive and psychological process by which individuals or groups generate novel,
useful, and original ideas, solutions, or products [Huan et al., 2022]. It is characterized by the ability
to transcend traditional frameworks of thought and make connections between seemingly unrelated
concepts. The standard definition of creativity as novel and useful describes creative products,
but creativity is constituted by processes [Green et al., 2023]. This misalignment contributes to the oft-
noted challenges of operationalizing creativity. These authors distinguish creativity as a process from
creativity as an attribute (i.e. creative-ness) [Green at al., 2023]. As Cropley states the modern definition
of creativity has moved away from esthetics and discovery towards emphasis on meeting competition,
although the idea of novelty is central (even if not necessarily sufficient). Also necessary are relevance and
effectiveness, as well as ethicality. Novelty is understood in different ways, and this leads to a distinction
between creativity in the sublime and in the everyday sense [Cropley, 2020]. Although both creativity
and intelligence require knowledge and effort, they can be distinguished from each other, and much
the same can be said about creativity and problem solving. Creativity can also be defined as a social
phenomenon that is facilitated by some social factors, inhibited by others. One important social setting
is the place of work, where an interaction between the person and the environment affects the process
of innovation. Focusing on the individual person, creativity is defined as an aspect of thinking, as
a personality constellation, and as an interaction between thinking, personal properties and motivation.
Creativity involves complex neural mechanisms, integrating divergent thinking, associative processing,
and problem-solving capabilities [Cropley, 2020].

In marketing communication, creativity refers to the strategic generation of novel and effective
messages, formats, and approaches designed to capture consumer attention, evoke emotional responses,
and influence decision-making behaviors. It involves the application of innovative thinking to develop
unique communication tactics that differentiate a brand or product in a competitive marketplace. This
is particularly important in the process of planning and organizing information, advertising and PR
campaigns that use modern technologies and are targeted at young consumers — Generation Z and
Alpha.

Figure 2. Detailed responses of respondents in Next Tech generation segment on their expectations
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Source: Own elaboration based on empirical research
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Next Tech consumers response towards contemporary marketing communication tools is changing.
Digital transformation has affected consumers everyday consumption, especially in the Next Tech
segment. Virtual reality (VR) and augmented reality (AR) service technologies have grown rapidly
in various industries, including real estate, fashion brands, retail, transportation, tourism, education,
entertainment, museums, furnishing, jewelry, consumer-packaged goods, and beauty products. [Chih,
2023] Technological advance drives the VR development of computing, motion sensors, digital displays,
and computer vision. The market value for VR is around US$14 billion and still grows [Gartner, 2018].
Generally, VR research is driven by the US, Europe, and startup companies. Significant growthis predicted
for VR applications until 2028 [Gartner, 2018]. As many authors point out VR plays an important role
in customer service, changing the shoppers, brands and retailers” behaviour and attracts the interest
of many researchers [Grudzewski et al., 2018]. Augmented reality (AR) integrates virtual content into
reality. The AR has been attracting increasing attention from marketing researchers, as well as all the
other marketing communication tools that operate on digital market and are addressed toward Next
Tech generation. Further studies in that area are not only desired, but necessary if the companies want
to develop their marketing potential.

CONCLUSIONS

Next Tech consumers are currently one of the strongest groups in terms of the range of products and
services that can be directed to them. Therefore, properly prepared marketing communication tools
that take into account their needs and expectations are an expression of not only care for adapting
to market needs but also building strong and long-term bonds with this target group.

Findings reveal that immersive strategies, such as virtual reality (VR) brand experiences, augmented
reality (AR) advertising overlays, and integrated marketing within gaming and metaverse platforms are
particularly expected by the researched sample. Campaigns leveraging participatory mechanisms, including
user-generated content, real-time co-creation, and Al-driven personalization, exhibit enhanced consumer
engagement metrics and foster deeper brand-consumer relationships. The use of Al technologies to deliver
customized content streams and the deployment of virtual influencers have also emerged as influential
tools in cultivating authenticity and trust among digitally native audiences.

However, the research also highlights significant ethical and operational challenges inherent in
marketing within virtual environments, including concerns regarding data privacy, digital fatigue, and
the erosion of authenticity. Addressing these challenges is critical for brands seeking to sustain long-
term relationships with Next Tech consumers, that are very specific in behaviour and attitudes according
to researched sample. The conducted research had also some limitations. The most important one
is the rapid change in trends for Generation Z — they are highly influenced by digital media and their
attitudes, preferences and general behaviour evolve very quickly, making long-term studies challenging.
Also on surveys it was noticed that some of respondents provided socially desirable responses rather
than truthful ones, especially on sensitive topics. This is serious limitation that might be corrected only
by long-term observation of real behaviour and it might be the only solution for that.
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