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Abstract

Among the world's current generations, Generation Z, which has recently gained purchasing power, has a
very large share in the consumption of goods and services and is the center of attention due to its increasing
purchasing power. However, although this generation is the most influential consumer group in the world,
their purchasing behavior has hardly been studied and analyzed. Among the various products, the car is
one of the key products to study the purchasing behavior of this generation

purpose of this research is to develop understanding in the field of shopping behavior in this generation and
comprehensive modeling in this field.After extracting the research model, data was collected from a sample
of 400 Generation Z individuals using a questionnaire. All scales used in this research were based on a
comprehensive analysis of the literature Review, and the reliability and validity of all scales were assessed,
and structural equation modeling was used to test the proposed model and hypotheses. The results show
that corporate social responsibility has a direct and indirect influence on purchase intention (by influencing
satisfaction and fair price). Satisfaction, fair price, influencers, social media and brand engagement are
also predictors of purchase intention. Brand trust is influenced on the one hand by brand satisfaction,
and on the other hand it influences the purchase intention of loyalty. Loyalty, in turn, has an impact on
purchase intention.

Keywords: generation Z, purchase intention, corporate social responsibility, brand engagement, loyalty,

satisfaction
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