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Abstract: In the digital age, understanding the marketing mentality of consumers is essential for effective
marketing strategies. This abstract explores the marketing mentality and examines the disparities between
Millennials and Gen Z consumers in terms of digital marketing. The marketing mentality encompasses
consumers' attitudes, preferences, and behaviors towards marketing messages and brands. Both
Millennials and Gen Z have grown up in the digital era, but they exhibit distinct characteristics that
shape their digital interactions. Millennials, characterized as digital natives, value authenticity and
transparency in marketing. Gen Z, also digital natives, shares this appreciation for authenticity but
tends to be more skeptical of traditional advertising. Mobile dominance is a prominent feature of both
generations, but Gen Z relies more heavily on mobile devices for various activities. Therefore,
marketers must prioritize mobile optimization when targeting Gen Z consumers. Millennials follow
established influencers, while Gen Z prefers micro-influencers or peers who are relatable and
authentic. Content consumption patterns also diverge. Millennials lean towards long- form content,
valuing in-depth information and storytelling. Understanding the marketingmentality and differences
between Millennials and Gen Z consumers in digital marketing is crucial for marketers to tailor their
strategies effectively.
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