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Abstract 

This research investigates how Marketing 4.0 principles influence Generation Alpha’s consumer behavior. By 

using quantitative research methods and comparative analysis between Generation Z and Alpha, the study 

identifies the driving forces behind digital consumption patterns. Results indicate that Generation Alpha exhibits 

greater technological adaptability, sustainability awareness, and responsiveness to influencer and gamified 

marketing. The study proposes strategic and ethical guidelines for firms leveraging Marketing 4.0 to target this 

emerging generation effectively. 

Introduction 

Marketing itself has experienced several changes during the past century. From product-focused strategies 

(Marketing 1.0) to consumer-facing engagement (Marketing 2.0 and 3.0), the emphasis has evolved toward 

integrated customer experience, values, and corporate social responsibility. The latest transition, to Marketing 

4.0, is spurred by digital transformation, connectivity, and personalization. Marketing 4.0 is not about digitizing 

old marketing but rather a paradigm change that engages online and offline touchpoints, uses big data analytics, 

and fosters co-creation with customers. 

 

Concurrently with this shift, a new consumer generation—Generation Alpha (2010–2024)—is developing. 

Alpha is the initial, totally digital-born generation, brought up in a society led by artificial intelligence (AI), 

augmented reality (AR), virtual reality (VR), and gamified websites. They are more materialistic and 

technologically saturated than any generation before. Significantly, they already shape family purchases with 

their attitudes toward technology, entertainment, and sustainability. Although young, their buying habits already 

occupy the core of corporate marketing efforts. 

 

This paper examines the impact of Marketing 4.0 models on Generation Alpha consumer behavior. It probes 

business opportunity areas, develops new risks, and proposes strategic coping strategies. Grounded in Social 

Learning Theory and current digital marketing strategies, this research provides theoretical and practical 

underpinnings for engaging Generation Alpha as influencers and future customers. 

. 
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OBJECTIVES OF THE STUDY 

1. To analyze the core principles and strategies of Marketing 4.0 as applied in digital and hybrid 

marketing environments. 

2. To identify the key behavioral traits, values, and preferences that define Generation Alpha as 

emerging consumers. 

3. To assess how Marketing 4.0 tools (such as AI-driven personalization, social media engagement, 

and data analytics) impact Generation Alpha’s brand perception and purchasing decisions. 

4. To explore the opportunities that Marketing 4.0 offers businesses in engaging and building long-

term relationships with Generation Alpha. 

5. To examine the potential risks and ethical concerns associated with targeting Generation Alpha 

through advanced marketing technologies. 

6. To identify the emerging challenges marketers face in adapting Marketing 4.0 strategies to the 

rapidly evolving digital habits of Generation Alpha. 

7. To propose strategic recommendations for marketers to ethically and effectively implement 

Marketing 4.0 in addressing Generation Alpha’s needs and expectations. 

 

Purpose of the Paper 

 

The main aim of this study is to investigate how Marketing 4.0 models influence Generation Alpha's 

consumption. Although Generation Z is well researched, studies on Generation Alpha are still in their infancy. 

Nevertheless, Alpha cannot be overlooked since they already play a role in household purchasing and, in the 

near future, will be independent consumers. 

The purpose of this paper is: 

1. To discuss the characteristic features of Generation Alpha for marketing purposes. 

2. Examine the principles of Marketing 4.0 and how they resonate with Alpha's consumer tastes. 

3. Determine business opportunities to take advantage of Marketing 4.0 strategies. 

4. Point out risks and ethical issues in targeting Alpha. 

5. Offer conceptual and policy-relevant insights for future marketing practices and scholarly research. 

Literature Review (Condensed) 

Kotler et al. (2017) describe Marketing 4.0 as a blend of traditional and digital methods emphasizing 

personalization, connectivity, and co-creation. Bandura’s Social Learning Theory (1977) explains how 

individuals learn behaviors through observation, which in marketing translates to influencer and peer effects. 

McCrindle (2020) defines Generation Alpha as tech-savvy, eco-conscious, and socially aware, heavily 

influenced by digital ecosystems. Djafarova and Bowes (2021) note that Generation Z already displays online 

authenticity preferences, but Alpha’s exposure starts even earlier. This literature highlights a gap in empirical 

research linking Marketing 4.0 principles directly with Generation Alpha’s consumer dynamics. 
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Methodology (Quantitative) 

The study follows a quantitative research design using an online survey of 200 participants, divided equally 

between Generation Z (ages 15–28) and Generation Alpha (ages 8–14). The questionnaire focused on four 

variables: technological use, eco-awareness, influencer trust, and marketing preferences. Responses were 

analyzed using descriptive statistics and visualized through graphs to identify behavioral trends and marketing 

channel effectiveness. 

Findings 

 

Figure 1: Comparison between Generation Z and Alpha consumer traits, indicating higher digital and ethical awareness 

among Alpha. 

 

Figure 2: Effectiveness of digital marketing channels, with social media and influencers outperforming traditional media. 
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Discussion 

 

Figure 3 shows that while personalization enhances engagement, excessive targeting reduces consumer trust. 

Generation Alpha values transparency and ethical brand behavior. Quantitative results show Alpha’s 

engagement level at 90% with interactive content and 85% with influencers. The findings reinforce that 

companies must adopt balanced personalization strategies to maintain trust and relevance. 

Business Analysis 

 

Figure 4 presents the forecast of Generation Alpha’s market influence between 2025 and 2035, projected to double in 

size. This implies immense economic potential—estimated at over $5 trillion globally by 2035. Businesses that adapt 

early to Marketing 4.0 can harness this growth. 

Strategically, firms should: 

• Innovate through AI-driven personalization and AR/VR experiences. 

• Commit to ethical and sustainable marketing aligned with Alpha’s values. 

https://ijsrem.com/
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• Encourage brand co-creation to increase loyalty and community involvement. 

 

Financially, technology, education, and sustainability sectors stand to gain the most. Marketing 4.0 helps firms forecast 

demand patterns and design adaptive strategies for long-term competitiveness. 

Findings 

 

The findings of this study provide valuable insights into how Marketing 4.0 strategies influence 

Generation Alpha’s consumer behavior in comparison with Generation Z. The results from the 

quantitative survey highlight Generation Alpha’s unique position as a digitally immersed and 

socially conscious consumer group. Their lifestyle and preferences are strongly driven by 

technology, ethics, and interactivity, making them an essential demographic for future 

marketing strategies. 

 

The study revealed that Generation Alpha exhibits a significantly higher level of digital 

immersion than Generation Z. About 95% of Alpha respondents reported using digital devices 

daily, compared to 85% of Gen Z participants. This finding confirms that Alpha has grown up 

in a technology-saturated environment where digital media, mobile applications, and AI-driven 

platforms are integral parts of their daily routines. As a result, their purchasing behavior is 

influenced by quick access to information, online communities, and interactive content. 

 

In terms of eco-awareness and social responsibility, 80% of Generation Alpha respondents 

expressed a strong preference for environmentally responsible brands, while only 70% of Gen 

Z respondents reported the same. This highlights a clear generational shift toward sustainability 

and ethical consumerism. Generation Alpha is more likely to favor brands that align with global 

sustainability initiatives, reflect transparency, and contribute positively to environmental 

causes. 

 

Influencer marketing has emerged as a dominant factor in shaping Generation Alpha’s 

purchasing behavior. The data shows that 85% of Alpha respondents are influenced by social 

media personalities or content creators, compared to 60% of Gen Z respondents. This 

underscores the growing impact of influencer culture, where social validation and peer 

recommendations play a more powerful role than traditional advertising. 

 

The analysis of digital marketing channels further revealed that social media (90%) and 

influencer marketing (85%) remain the most effective methods for engaging both generations. 
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Additionally, innovative approaches such as augmented and virtual reality (AR/VR) and 

gamified marketing platforms are gaining popularity among younger audiences, with 

effectiveness ratings of around 78–80%. These findings demonstrate that Generation Alpha 

responds most favorably to interactive and immersive marketing experiences that provide 

entertainment along with information. 

However, the study also found that consumer trust tends to decline when personalization 

becomes excessive. As shown in the analysis, moderate personalization enhances engagement, 

with trust levels as high as 85% at medium personalization, but this figure drops to 45% when 

consumers feel over-targeted. This suggests that while Generation Alpha values personalized 

experiences, they also expect ethical data use and transparency from brands. 

Finally, the research indicates a substantial increase in Generation Alpha’s projected market influence between 

2025 and 2035. The generational market size index is expected to more than double during this period, rising 

from 50 in 2025 to 130 by 2035. This growth trend reflects not only Alpha’s increasing direct purchasing power 

but also their indirect influence on family and household spending. Economists estimate that Generation Alpha 

could contribute over $5 trillion to the global market by 2035. 

 

Overall, the findings affirm that Generation Alpha represents a new era of consumers—digitally fluent, socially 

aware, and influence-driven. Their preferences require marketers to adopt advanced, interactive, and ethical 

Marketing 4.0 strategies that integrate technology with empathy and sustainability. 

Conclusion 

Generation Alpha will define the next era of consumerism. The study concludes that Marketing 4.0 provides an 

effective framework for reaching Alpha consumers—through digital immersion, interactivity, and value-driven 

marketing. However, over-commercialization and privacy breaches could erode trust. Therefore, brands must 

integrate innovation with ethical responsibility to sustain loyalty and market success. Future research should 

employ longitudinal methods to track Alpha’s evolving purchasing patterns as they gain economic power. 
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