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This research aims to examine the consumptive behavior of Generation
Z and Millennials in the use of E-Commerce in the digital era. The
writing method uses a review of literature articles obtained through the
Science and Technology Index (SINTA) Journal and Copernicus. The
results show that in using e-commerce, Gen Z and Millennials show
high interest in promotional elements such as competitive prices,
attractive discounts, and flash sale programs. However, there are
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Consumptive Behavior
Generation Z
Millennial Generation
E-Commerce

generation.

This is an open access article under the CC BY-SA license.

Corresponding Author:

Name: Yusma Amrulloh Tri Firmansyah

Institution: Universitas Muhammadiyah Ponorogo

e-mail: yusmaamrulloh87@gmail.com

1. INTRODUCTION

In the midst of intensifying

globalization, rapid advances in
communication, information and
transportation have significantly

strengthened the connection between
countries [1]. The development of modern
technology has a broad impact on various
aspects of human life and has become an
essential element that is inseparable from
daily activities. Technology does not only act
as a tool, but becomes the foundation in
shaping new patterns of life and work
systems. In the context of the digital economy,
this progress opens up great opportunities for
the utilization of technology as an effective
and  efficient marketing tool.  This
transformation reflects a big leap in the
Industrial Revolution 5.0 era, where the
integration of information and
communication technology is maximized to

create high efficiency while encouraging the
birth of innovative digital-based business
models [2].

Technological advances have brought
about a major transformation in the business
world, especially through the use of the
internet as a shopping medium. One form of
online business that is experiencing rapid
growth is e-commerce. In Indonesia, the use of
e-commerce for shopping activities ranks first
among the ten countries with the highest
penetration [3]. This phenomenon marks the
emergence of a new popular culture, namely
online shopping, which is growing rapidly
and is accompanied by the emergence of new
digital-based media. Slowly but surely, online
shopping activities have shaped new
consumption patterns in society. Previously
conventional and face-to-face shopping
behavior is now shifting towards digital
patterns that are more practical and flexible.
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The increasing trend of teenagers
utilizing e-commerce as a means of shopping is
a natural phenomenon in the context of their
psychosocial development. In the adolescent
phase, self- discovery is the main
characteristic that drives them towards
various things, including in terms of lifestyle
and digital consumption. Two generational
groups that have a dominant role and high
participation rate in online shopping activities
are Generation Z and Millennials [4].
Generation Z is known to be highly adaptive
to digital technology. This makes it easier for
them to interact with brands they are
interested in through digital platforms.
Meanwhile, the Millennial Generation or
Generation Y is characterized by high
intensity of technology use and close
proximity to digital communication media.
These characteristics make millennials active
consumers in the growing use of e-commerce.

Millennials and Generation Z are two
generational groups that have grown up
amidst the advancement of digital technology
[4]. However, there are fundamental
differences in their experience of the
technological era. Millennials experienced the
transition from the traditional era to the
digital era, so they have a broader perspective
in responding to changes, including in
consumption patterns. Generation Z, on the
other hand, has fully grown up in the digital
era, shaping them as individuals with high
digital =~ competence and a  strong
entrepreneurial spirit. They not only utilize e-
commerce as a means of consumption, but also
make it a potential platform to realize
innovative business ideas. The presence of
various e- commerce platforms such as Shopee,
Tokopedia, Lazada, Blibli, and Bukalapak not
only provides convenience in transactions,
but also opens up new economic
opportunities for both individuals and groups
to engage in digital entrepreneurial activities

[5].

2. LITERATURE REVIEW

2.1 Consumer Behavior
Consumer behavior is the process of
making individual decisions in meeting
needs through the purchase of a product
or service [6]. The decision is influenced
by two main factors, namely internal
factors which include emotional and
motivational aspects, as well as external
factors such as the social environment and
economic conditions. Consumer behavior
can also be understood as a series of
activities carried out by consumers in
identifying needs, considering
alternatives, and making purchasing
decisions that are influenced by personal
and environmental contexts.
2.2 E-Commerce
E-commerce is a transaction system
that utilizes digital media, such as the
internet and other electronic devices, as
the main means of buying and selling
activities [7]. The concept of e-commerce
is not only limited to the activity of
buying and selling products online, but
includes a whole series of business
processes, ranging from  product
development, marketing strategies, sales
transactions, distribution, customer
service, to payment systems.
2.3 Generation Z
Generation Z, also known as the
iGeneration or internet generation, is a
group born between 1995 and 2010 [8].
This generation grew up in a highly
digitized environment, where technology
has become an integral part of everyday
life. Characteristics of Generation Z
include multitasking proficiency, a
penchant for practical innovation, and an
openness to social and cultural diversity.
2.4 Millenials
The Millennial Generation, or Gen Y,
includes individuals born between early
1981 and the year 2000 [9]. This generation
is also referred to as the Net Generation,
Generation WE, or the Peter Pan Generation.
It is called the millennial generation
because they witnessed and participated
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in a major transition at the turn of the
millennium, and grew up in an era of
globalization marked by the rapid
development of information technology,
social media, and digital connectivity.

3. METHODS

This research uses the literature
review method as the main approach to gain
a comprehensive understanding of the topic
under study. The initial stage began with
determining the focus of the study as a basis
for exploration. After the topic was
determined, researchers conducted a
literature study through various scientific
sources, such as relevant journals and
academic articles. The information obtained
was then critically analyzed and evaluated
based on  theory, and  organized
systematically in the form of a narrative. This
process ends with drawing conclusions that
summarize the main findings as a result of the
literature analysis that has been conducted.

4. RESULTS AND DISCUSSION

Marketing strategies play a crucial
role in shaping Generation Z's consumptive
behavior in the context of using e-commerce
platforms [1]; [3]; [5]; [6]; [8]; [10]; [11]; [12];
[13]; [7]; [14]. The implementation of
promotional schemes such as discounts and
flash sales has proven to be a highly effective
approach in stimulating the buying interest of
this generational group. The effectiveness of
these strategies is further strengthened by the
use of endorsements from influencers, who act
as persuasive agents in influencing
purchasing decisions. To optimize marketing
results, marketplace businesses need to
integrate the three promotional elements
synergistically [6]. A marketing strategy that
combines periodic discounts, strategically
designed flash sales, and collaboration with
relevant influencers is believed to have a
significant impact on increasing sales while
strengthening consumer loyalty, especially
among Generation Z.

Generation Z's propensity to interact
online suggests that this group is more active

in digital engagement and tends to have more
immersive experiences [11]. As a generation
that has grown up with social media, they
highly value the interactive aspect and sense
of community in a digital environment,
especially in the context of mobile-based
commerce. The transformation from
conventional commerce systems to e-
commerce has become an integral part of
digital business in Generation Z's lives. In
their shopping activities, Generation Z relies
heavily on digital platforms, where factors
such as price, delivery location, and exposure
to digital advertising have a strong influence
on their shopping preferences and behavior.
Being highly responsive to visual content and
digital media-based communication, Gen Z is
an ideal target for social media-based
marketing strategies [12]. They are more
easily influenced by recommendations from
peers, influencer figures, and content creators
than conventional advertising approaches.

Repeat purchase by consumers is one
of the main goals of business strategy in the
marketplace, as it directly contributes to
increasing the number of loyal customers [14].
Generation Z, which is known for its high
curiosity, strong interest in new things, and
proficiency in using digital applications (app-
friendly), tends to make impulsive repurchases
for both products they need and simply want.
It is not uncommon for this consumptive
behavior to be repeated even after regretting
the purchase decision. This pattern shows that
Generation Z's impulsive behavior in online
shopping is an important phenomenon that
needs to be observed by digital businesses in
designing sustainable marketing strategies
[7].

Innovative selling schemes play a
strategic role in influencing Millennials'
consumptive behavior in utilizing e-commerce
platforms [2]; [4]; [9]; [15]; [16]; [17]; [18]; [19];
[20]. As active digital consumers, this
generation tends to be influenced by a
number of psychological factors, including
price perception, promotional programs, and
discount offers that can encourage impulse
buying tendencies. When the price offered is
considered comparable to the quality of the
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product, this will strengthen consumer
interest in making purchases through e-
commerce sites [18]. The higher the perception
of suitability between price and product
value, the greater the Millennial Generation's
tendency to make transactions on the
marketplace platform.

The features provided by digital
sellers act as a strategy to facilitate
transactions, thus attracting Millennials to
shop online [19]. In addition, the existence of
various electronic payment options that are
increasingly developing in the Indonesian
market also has a positive and significant
influence on this generation's purchasing
decisions. However, although these features
can support the transaction process, the level
of utilization is still not optimal due to certain
obstacles.

Millennials' level of trust in e-
commerce  sites also  influences  their
consumptive attitude in conducting online
transactions [4]. Before making a purchase
decision, they tend to refer to indirect
reference groups, such as customer reviews or
product reviewers. These references play an
important role because they are considered to
be able to provide a real picture of the quality
and satisfaction of the products offered. These
reviews are generally available through
special features provided by e-commerce
platforms, which serve as a means to evaluate
the level of consumer satisfaction. More than
that, this feature is also an important indicator
to measure the extent of conformity between
the advertised product and the goods
received by consumers. Thus, the previous
level of consumer satisfaction is a significant
factor in influencing the Millennial
Generation's purchasing decisions [17].

On the other hand, brand image has a
significant influence on impulse buying
behavior among Millennials [20]. Millennials
show a tendency to seek products or services
through e- commerce platforms that already
have a strong brand reputation. Sellers on
marketplace platforms strategically utilize the
power of brand image which has high symbolic
value in the eyes of consumers [15]. This
strategy is able to generate emotional

impulses, especially the fear of missing out on
the latest trends or products (fear of missing
out) which ultimately encourages consumers
to make purchases immediately. In addition,
ownership of products from well- known
brands is also associated with increased self-
confidence, because these products are
considered to support self-image when
appearing in public spaces. This phenomenon
suggests that brand and lifestyle perceptions
play a central role in shaping Millennials'
consumption preferences.

5. CONCLUSION

Based on the analyzed findings, it can
be concluded that both Generation Z and
Millennials show high interest in promotional
elements such as competitive prices, attractive
discounts, and flash sale programs as the main
triggers in making purchasing decisions on e-
commerce platforms. However, there are
differences in preferences that reflect the
characteristics of each generation. Generation
Z, which is very familiar with technology and
social media, is more responsive to marketing
approaches that involve influencers or content
creators as agents of persuasion. Meanwhile,
Millennials tend to consider additional
rational factors such as reviews or ratings
from previous consumers and brand image in
building trust in the product to be purchased.

After  identifying a  targeted
marketing strategy, online businesses can
revisit the business model used by leading to
the integration of the Industrial Revolution 5.0
concept. In the context of e-commerce, the
Industrial Revolution 5.0 opens up
opportunities to create a more personalized
and sustainable shopping experience. The
application of technologies such as artificial
intelligence (Al), Internet of Things (IoT), and
big data allows marketplace platforms to
recognize consumer preferences more deeply
and present products and services tailored to
individual needs. To Reaching consumers
from Generation Z and Millennials, the
groups that dominate online shopping
transactions, online stores are required to
deliver responsive, high-quality websites and
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design innovative marketing strategies. These
strategies must effectively communicate the
economic, social and functional value of the
product or service to build consumer
engagement and loyalty.

REFERENCES

(1]

(2]
(3]

(4]

(5]

(6]

(]

(8]

(%]

[10]

(11]

(12]

[13]
[14]

[15]

[16]
[17]
(18]
[19]

[20]

P. Heriyati, A. Bismo, and M. Erwinta, “Jakarta’s Generation Z and Local Fashion Industry: Unveiling the Impact of
Brand Image, Perceived Quality, and Country of Origin,” Binus Bus. Rev., vol. 15, no. 1, pp. 69-77, 2024, doi:
10.21512/bbr.v15i1.10162.

D. Hananto and N. Lailla, “Perilaku Generasi Milenial Dalam Menggunakan Aplikasi Go Food (Studi Kasus Di
Tangerang Selatan),” Sebatik, vol. 28, no. 1, pp. 66-76, 2024, doi: 10.46984/sebatik.v28i1.2132.

R. Christiarini and C. Rosha, “Analisis Faktor-Faktor yang Mempengaruhi Niat Beli Generasi Z pada Pakaian
Bermerek di E-commerce,” SEIKO ]. Manag. Bus., vol. 4, no. 3, pp. 427-440, 2022, doi: 10.37531/sejaman.v4i3.2640.
R. A. Utamanyu and R. Darmastuti, “Budaya Belanja Online Generasi Z dan Generasi Milenial Di Jawa Tengah
(Studi Kasus Produk Kecantikan di Online Shop Beauty by ASAME),” |. Scriptura, vol. 12, no. 1, pp. 58-71, 2022, doi:
10.9744/script’ura.12.1.58-71.

I. G. E. Saputra, P. P. Prawitasari, N. P. E. Lestari, and I. G. N. P. Suryanata, “Strategi E-Commerce Era Modern : User
Experience dan Al Chatbot Sebagai Faktor Loyalitas Pelanggan Gen Z,” |. Bina Bangsa Ekon., vol. 18, no. 1, pp. 1010—
1026, 2024, doi: 10.46306/jbbe.v18il p-ISSN:

P.D. C. Ferreira and H. Hwihanus, “Pengaruh Promosi Online Terhadap Perilaku Konsumtif Generasi Z di Market
place,” ]. Manaj. dan Ekon. Kreat., vol. 3, no. 1, pp. 93-102, 2025, doi: https://doi.org/10.59024/jumek.v3i1.518.

N. D. A. Sudrajat, G. Chairunnisa, A. S. Nur, N. Wulandari, and S. Rimadias, “Stream to Shop: Perilaku Belanja Gen
Z Pada Social Commerce dan Apa Yang Paling Memikat Mereka,” J. Manaj. dan Pemasar. Digit., vol. 2, no. 3, pp. 257—
272, 2024, doi: https://doi.org/10.38035/jmpd.v2i3.

M. A. Sifa, “Perilaku Konsumen Generasi Z dalam Era E - Commerce : Studi Kasus tentang Belanja Online dalam
Perspektif Ekonomi Islam,” J. Skaria Econ., vol. 6, no. 1, pp. 274-286, 2024.

D. F. Nababan and O. M. Siregar, “Analisis Perilaku Konsumen Generasi Milenial Dalam Memutuskan Pembelian
Secara Online pada Masa Pandemi Covid-19 di Kota Medan,” ]. Soc. Res., vol. 1, no. 6, pp. 545-555, 2022, doi:
10.55324/josr.v1i6.114.

W. Aqidah, “Analisis Perilaku Konsumsi Impulsive Buying Remaja Gen-Z Pada Marketplace Shopee Live Dalam
Perspektif Ekonomi Islam (Studi Kasus Pada Mahasiswa FEBI UNZAH),” Ar-Ribhu |. Manaj. dan Keuang. Syariah,
vol. 4, no. 2, pp. 73-85, 2023.

M. L. Firdaus, C. A. Utama, and G. Gayatri, “Co-Creation Experience of Indonesian Gen Z in Mobile Commerce,” |.
Manaj. Univ. Tarumanegara, vol. 29, no. 1, pp. 131-156, 2025, doi: http://dx.doi.org/10.24912/jm.v29i1.2424.

R. E. Pamungkas, F. E. Ainu, P. K. Nisa, and M. Akbar, “Gaya Konsumtif Gen Z Melalui Akun Tiktok Shop dalam
Pembelian Produk Fashion Baju pada Kelas KPI 5D,” Filos. Publ. llmu Komunikasi, Desain, Seni Budaya, vol. 2, no. 1,
pp- 129-139, 2025, doi: https://doi.org/10.62383/filosofi.v2i1.485.

S. I. Angmalisang, “Generation Z and The Transformation of Online Purchasing: The Role of E-Commerce in
Consumer Preferences,” Int. |. Econ. Lit., vol. 2, no. 7, pp. 2030-2038, 2024.

R. F. Ayuni, “The Online Shopping Habits and E-Loyalty of Gen Z as Natives in the Digital Era,” ]. Indones. Econ.
Bus., vol. 34, no. 2, pp. 169-186, 2019.

D. Andriana, I. K. Martana, and A. P. Baskoro, “Pengaruh Promosi Penjualan Harbolnas Marketplace Terhadap
Perilaku Konsumtif Generasi Milenial di UBSL” Komun. ]. llm. llmu Komun., vol. 1, no. 2, pp. 6673, 2020, doi:
10.55122/kom57.v1i2.166.

H. Farhani, Raihan, and R. A. Sekarini, “Pola Konsumsi Generasi Milenial Dalam Belanja Online (E-Commerce) Pada
Masa Pandemic Covid 19,” KINERJA ]. Ekon. dan Bisnis, vol. 4, no. 2, pp. 181-189, 2021.

Nurdiana, “Persepsi Generasi Milenial Terhadap Kualitas Produk, Harga dan Promosi Selama Berbelanja Online di
Situs Marketpalce Shopee,” |. Econ. Educ. Entrep. Stud., vol. 4, no. 1, p. 2023, 2023.

M. Ferdiansyah, Juhadi, and A. Albayan, “Pengaruh E-commerce Terhadap Generasi Milenial Dalam Pembelian
Impulsif dan Minat Belanja Berdasarkan Syariat Islam,” J. Al-Amar, vol. 5, no. 1, pp. 68-76, 2024.

V. Simamora and P. Islami, “Millennial and Generation Z Online Purchasing Decisions on Indonesian Marketplace,”
J. Res. Soc. Sci. Econ. Manag., vol. 2, no. 8, pp. 1706-1721, 2023, doi: 10.59141/jrssem.v2i08.380.

M. K. R. Surbakti, G. Wijayanto, and E. A. Pailis, “Pengaruh Influencer, Lifestyle Dan Brand Image Terhadap Impulse
Buying Di E-Commerce (Studi Kasus Pada Generasi Milenial Kota Pekanbaru),” J. Sos. Hum. Terap., vol. 4, no. 2, pp.
78-85, 2022.

Vol. 3, No. 02, June 2025: pp. 384-388



West Science Business and Management a 5

Vol. 3, No. 02, June 2025: pp. 384-388



