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Abstract

This study aimed to identify the effective factors of the digital lifestyle of
Iranian Generation Z using qualitative and itati In the first
step, To obtain data from the literature, artic e Web of
Science database between years 2010 to 2025 to find the
research gap in this field. Systematic re ucted using the
bibliometric method using VOSviewer software R programming
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1. Introduction
Generation Z in the consumer behavior and marketing literature refers to a
generation whose identity and values have been formed during the era of the
spread of the Internet, smartphones, and social media (Holendova et al., 2024).
Comparative studies also show that, in addition to some common
characteristics resulting from globalization and digital connectivity, the
culture and social conditions of each society can affect the values, attitudes,
and behaviors of Generation Z (Bargoni et al., 2023). Among these, the
concept of digital lifestyle is particularly important. Digital lifestyle refers to
the way the Internet, social media, digital technologig$, and connected devices
are integrated into daily activities, social com ication, entertainment,
information acquisition, and consumption decisions on et al., 2019). In
marketing-related studies, this concept has been examin i
such as digital activities, interests, opinions,xand values.
Research on Generation Z shows that socia i ed content,
brand engagement, and online recommendati influence this
generation’s attitudes and purchasing decisio ave also been
conducted on social media, influencers, and G i
The present study, with a qualitative a
identify the factors affecting cOgsumptio
these factors, the main co
and are classified based

Ultimately, the goal of

existing frameworks are ad
conceptual model

loratoryaapproach, attempts to

i relationships between
, and how they interact
erception of Iranian youth.
help examine the extent to which
eNranian context and to present a
ital lifestyle and brand consumption

This research uses
with the aim Ofyi g and explaining the factors affecting the digital
lifestyle of IraniamNGeneration Z and determining the degree of influence,
impact, and centralitypof these factors. In the qualitative stage, first, studies
published in the Welhof Science database between 2010 and 2025 were
examined using bibli@metric analysis. This stage aimed to identify research
trends, important works, and authors, and discover related topics. Co-citation
and co-occurrence analysis of keywords was also performed using
VOSviewer software. Then, to identify indigenous factors, interviews were
conducted with 15 academic experts, doctoral students, and marketers active
in the field of Generation Z, who were selected using the snowball method.
The interviews continued until theoretical saturation was reached, and the data
were manually coded using MAXQDA software. As a result, 19 themes were
identified from the interviews and 22 themes from the research background,
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which formed a total of 41 sub-themes and were classified at a higher level
into 11 main themes. In the quantitative stage, the Fuzzy Cognitive Mapping
(FCM) method was used. In this stage, 30 questionnaires were collected from
Iranian Generation Z and the weight of the relationships between the factors
in the fuzzy relationship matrix was entered into the FCMapper software.
Then, the position of the factors was analyzed based on three indicators of
3. Results

influence, influenceability, and centrality.

The aim of this research is to review systemaﬁﬁ
analyze studies conducted between 2010 and 202
behavior of Iranian Generation Z based on digital lifes
affecting it. The research was conducted in three stages, including systematic
literature review and bibliometric analys is of expert
interviews, and quantitative analysis of relationski factors. In the
first stage, a word co-occurrence analysis
software, and the studies were classified int usters, including
acceptance of artificial intelligence and behavi intention of Generation Z,
the effect of experience, satisfaegi nsumption, the role of
UTAUT?2 theory in behaviSRal in C
information of Generati | media. The results of this stage

identified factors such as multi and literacy, artificial intelligence,
influencers, and onli payment as predictive factors, and

ly and bibliometrically
he brand consumption
nd identify factors

factors suc des and preferences, motivation, brand
engagement, nce as decision-making factors; Also,
purchasing behavi , and brand advocacy were identified as
behavioral outcome the second stage, content analysis of expert

interviews was congucted using MAXQDA software, and local factors related
to the topic were extfacted. In the third stage, using fuzzy cognitive mapping
and FCMapper software, 41 relationships between the factors were
investigated, and t degree of influence, impact, and centrality were
determined. The results showed that factors such as influencers, multimedia
habits and literacy, brand loyalty and advocacy, online shopping and payment,
purchasing behavior, brand acceptance, attitudes and preferences, brand
engagement, beliefs and values, artificial intelligence, and motivation play an
important role in the structure of the digital lifestyle and brand consumption
behavior of Iranian Generation Z.
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4, Conclusion

The results of the study show that the digital lifestyle of Iranian Generation Z
is influenced by a set of skill-based, technological, social, economic, and
brand-oriented factors. In the field of multimedia literacy, search skills had
the greatest impact and analytical skills had the least impact, indicating that
Generation Z focuses more on the speed and efficiency of accessing
information than on critical evaluation of content. In the field of artificial
intelligence, reinforcement learning has the greatgst impact on consumer
behavior; this is related to the ability of this tecJogy to personalize and
adapt to user behavior. In the field of influencers, behavi
greatest impact on consumer behavior, and components

ral modeling has the
h as honesty and

transactions. The purchasing behavior of this genetati influenced by
immediate and emotional purchases, rationa ha
and purchasing situations.

.
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