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Abstract

The objective of this article is to represent the concepts and theories related to attitudes and behaviors
in consuming media and consumer behavior of Generation Z. It also includes the adaptation of marketing
strategy of cosmetics e-commerce, which is required to attach generation Z consumers; future target consumers
who have reasonable buying behavior, want pleasant buying experience and receive high- quality goods and
services. Furthermore, these consumers are satisfied to purchase goods and services in a brick-and-mortar store
since they can see, touch, and test the actual products, ask for more detail, and bargain the price with sellers
directly. Therefore, cosmetics e-commerce has to understand values, attitudes, and behaviors of Generation Z
consumers and develop a marketing strategy to respond to their needs by designing products that fit in the
digital age, building a faithful brand, setting a value price, providing both online and offline selling channels,
and promoting products with accurate and sufficient information for consumers to make a decision.
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