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Abstract

In recent years, with the rapid development of society, consumption has gradually shifted from an
economic concept to a cultural concept. In the context of consumer society and postmodernism,
Generation Z has formed a different attitude towards life and consumption from the previous wave.
This article focuses on the Z generation from the perspective of consumer culture, integrating various
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elements such as communication, semiotics, marketing, and cultural research to explore the dis-
semination content and identification mechanism of consumer culture, aiming to provide useful in-
sights for the development of the young consumer market.
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Table 1. Table of online consumption of China-Chic culture
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