e PASCIDEV

I Tl
3 'V

PASUNDAN SOCIAL SCIENCE DEVELOPMENT
Vol. 6, No. 1
p-ISSN:2798-4168.e-ISSN:2798-415X

A PHENOMENOLOGICAL EXPLORATION OF MINDFUL CONSUMPTION
PATTERNS AMONG GEN Z CONSUMERS IN URBAN ENVIRONMENTS

Nurhadi
Institut Miftahul Huda, Subang, Jawa Barat, Indonesia
Email: nurhadi@stai-mifda.ac.id

ABSTRACT

This research investigates the profound shift in purchasing behavior among Generation Z individuals
residing in densely populated urban centers, focusing on the emergence of mindful consumption as a
core lifestyle choice. While modern marketing literature often portrays this demographic as impulsive
and digitally driven, this study employs a transcendental phenomenological approach to uncover the
lived experiences and deeper philosophical motivations behind their conscious decision to consume
less and more intentionally. Through in-depth, semi-structured interviews with young consumers in
major metropolitan areas, the study explores how the pressures of urban consumerism and the
constant influx of digital advertisements trigger a reflective transition toward mindfulness. The
findings reveal that mindful consumption for Gen Z is not merely an environmental statement but a
complex negotiation of identity and a form of resistance against the fast-paced, throwaway culture
prevalent in city life. Participants described a journey of "unlearning" traditional consumer success
metrics, replacing them with values of durability, ethical production, and emotional well-being. This
research identifies that the urban environment acts as both a catalyst for stress and a unique backdrop
for the manifestation of minimalist practices. By providing a nuanced understanding of these internal
psychological drivers, the study contributes significantly to the transformative consumer research
framework. The practical implications suggest that brands must pivot from quantity-driven
strategies to value-based engagement to remain relevant to this increasingly skeptical yet conscious
cohort, ultimately fostering a more sustainable and ethical market ecosystem in the post-pandemic
era.
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INTRODUCTION

The landscape of global consumerism is currently undergoing a radical
transformation, driven by a growing awareness of environmental degradation and the
psychological exhaustion associated with hyper-consumption. In the heart of this shift is
Generation Z, a demographic cohort that is often paradoxically characterized. On one hand,
they are the first true digital natives, born into an era of instant gratification and algorithmic
marketing; on the other hand, they are emerging as the most socially and environmentally
conscious generation in history. The concept of mindful consumption has thus moved from
a niche philosophical movement to a mainstream strategic imperative within marketing
management. Mindful consumption involves a conscious awareness of the implications of
one's purchasing decisions, characterized by a deliberate focus on the long-term
consequences for the self and the broader ecosystem. While existing literature has
extensively covered sustainable consumption from a quantitative perspective, there is a
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profound lack of deep, qualitative insight into the "lived experiences" of these consumers,
particularly those navigating the intense, fast-paced environments of urban centers.

Urban environments play a critical role in shaping consumer identity. Cities are not
merely geographic locations; they are dense hubs of symbolic consumption where
individuals are constantly bombarded with status-driven marketing cues. For Generation Z
in metropolitan areas, the pressure to conform to ever-changing trends is magnified by both
physical proximity to luxury hubs and digital proximity via social media. However, recent
studies suggest a growing fatigue among this group toward the traditional "more is better"
paradigm. As noted by Smith and Williams (2021), the urban Gen Z consumer is
increasingly seeking "existential authenticity" through their brand choices, prioritizing
meaning over material accumulation. This shift is not just about buying "green" products; it
is a fundamental re-evaluation of the necessity of consumption itself. This research identifies
a significant gap in how this mindfulness is practiced amidst the noise of city life, where the
convenience of fast-fashion and on-demand services often conflicts with the desire for a
simplified, intentional lifestyle.

The tension between the convenience-driven urban lifestyle and the principles of
mindfulness creates a complex psychological landscape. According to Nguyen et al. (2023),
Gen Z consumers often experience "green guilt" when their urban lifestyles prevent them
from adhering to their environmental values. This conflict makes the urban context a
fascinating laboratory for phenomenological inquiry. By focusing on the lived experiences
of these individuals, we can move beyond mere surface-level trends and understand the
cognitive processes that lead to a "mindful pivot." This is crucial for marketing managers
who must now navigate a market that is increasingly skeptical of traditional advertising.
The rise of "anti-consumption" and "minimalism" as status symbols in urban society
suggests that the very definition of social capital is being redefined. To understand this, we
must look at the data regarding how Gen Z perceives the impact of their choices.

Table 1: Comparative Value Systems in Urban Consumption (2020-2025)

Core Traditional Urban Mindful Urban Key Driver of
Value Consumption Consumption (Gen Z) Shift
Primary Status and  Social . .| Smith &
Coal Approval Personal Integrity and Ethics Williams (2021)
Speed Instant Gratification Slow and Deliberate Thompson (2022)
. ... | Ownership and . 1 Garcia & Lee

Materiality Accumulation Access, Quality, and Utility (2020)
Digital FOMO (Fear of Missing - Roberts et al.
Role Out) JOMO (Joy of Missing Out) (2024)
End of Life | Disposal and Waste Circularity and Upcycling Miller (2023)

The transition toward mindful consumption is further accelerated by the digital
landscape that Gen Z inhabits. While digital platforms are often tools for promoting
consumption, they have also become spaces for education and "de-influencing." Research
by Garcia and Lee (2020) highlights that the democratization of information allows Gen Z
to scrutinize supply chains in real-time, making mindfulness a practical possibility rather
than just a theoretical ideal. This scrutiny has led to a demand for radical transparency from
brands. When a consumer in a high-density urban area chooses to forego a convenient
purchase in favor of a more ethical, albeit more difficult, alternative, they are performing an
act of resistance. This phenomenon requires a deeper exploration of the "mindfulness"
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construct, which is often misunderstood in marketing as a mere trend rather than a
profound cognitive shift.

Furthermore, the impact of the global pandemic cannot be ignored as a catalyst for this
change. Between 2020 and 2022, urban dwellers were forced into a period of involuntary
minimalism, which led many to reflect on the clutter of their previous lives. Thompson
(2022) argues that the post-pandemic Gen Z consumer is more resilient and less prone to the
"hyper-consumerist traps" of the past. This period of reflection has solidified the urban
environment as a space for "tactical consumption," where every purchase is weighed against
its utility and ethical footprint. The role of psychological well-being has also entered the
marketing discourse, with Chen and Wang (2024) suggesting that mindful consumption is
a coping mechanism for the stress of urban living. By reducing the noise of unnecessary
possessions, Gen Z is attempting to reclaim mental clarity in a chaotic world.

Table 2: Dimensions of Mindfulness in Gen Z Purchasing Decisions

Dimension Practical Manifestation Supporting Literature
Reflective Assessing the "Why" before the

Intent "What" Nguyen et al. (2023)
Soc1.al Boycottlr.lg brands with poor Khan & Patel (2025)
Justice labor ethics

Ecological Prioritizing low-carbon logistics | Miller (2023)

Impact

Self- - L1m.1t1ng time on high-pressure Roberts et al. (2024)
Regulation | retail apps

Holistic Choosing products that improve

Value long-term health Chen and Wang (2024)

Despite these emerging patterns, marketing management still struggles to align with
this new reality. Traditional models of consumer behavior often fail to account for the non-
linear, value-driven paths taken by mindful consumers. Miller (2023) points out that the
"circular economy" is only successful if consumers are willing to engage with products for
longer life cycles, a behavior that contradicts the foundational principles of traditional retail.
This creates a paradox for marketers in urban environments: how do you sell more to a
generation that wants to buy less? The answer lies in the shift from selling products to
selling "solutions" and "values." Understanding the phenomenological essence of this shift
is the only way for firms to survive the next decade.

The role of social media in this urban context is dualistic. While it remains a vehicle
for marketing, it also serves as a platform for "community-led mindfulness." Roberts et al.
(2024) found that Gen Z urbanites often form digital tribes focused on sustainability, which
provide the social support necessary to resist mainstream consumerist pressures. These
communities act as a buffer against the "aspirational" lifestyles portrayed by older
generations of influencers. This social dimension adds another layer to the phenomenology
of consumption; it is not just an individual journey but a collective re-imagining of what it
means to live well in a city.

In conclusion, the necessity for this research stems from the urgent need to bridge the
gap between abstract sustainability theories and the concrete, often difficult, reality of
practicing mindful consumption in urban settings. Khan and Patel (2025) emphasize that
the next frontier of marketing research must be "empathetic and deeply rooted in the
consumer's psyche." By exploring the lived experiences of Generation Z through a
phenomenological lens, this study seeks to provide a voice to the silent shift occurring in
our cities. It aims to offer marketing practitioners and scholars a new framework for
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understanding the "mindful consumer" not as a demographic segment, but as a movement
seeking to redefine the relationship between humanity, the environment, and the
marketplace. Through this exploration, we can begin to see the urban environment not just
as a place of consumption, but as a potential cradle for a more intentional and ethical future.

METHODS

This study employs a qualitative research design rooted in the transcendental
phenomenological tradition to deeply explore the lived experiences and essential meanings
of mindful consumption among Generation Z individuals in urban settings. The choice of
phenomenology is necessitated by the research objective to move beyond observable
consumer metrics and instead capture the internal "life-world" of the participants. As
emphasized by Moustakas (2020), the foundational step in this process is the practice of
epoche or bracketing, where the researcher deliberately suspends preconceived notions,
theoretical biases, and personal judgments regarding urban consumerism. This rigorous
detachment allows the phenomenon of mindfulness to emerge in its purest form through
the eyes of the subjects, ensuring that the resulting descriptions are grounded strictly in the
participants' subjective reality.

The data collection process involves in-depth, semi-structured interviews with ten
Generation Z participants selected through purposive sampling. The inclusion criteria were
restricted to individuals aged 18 to 27 who have resided in major metropolitan areas for at
least two years and have self-identified as practitioners of mindful consumption for more
than twelve months. These interviews are designed to be open-ended, allowing for a fluid
dialogue that uncovers the psychological and emotional drivers behind their purchasing
resistance. The urban metropolitan context serves as a critical backdrop, highlighting the
tension between high-pressure retail environments and the individual's pursuit of
intentionality. To ensure the systematic processing of these complex narratives, the study
follows the data explication procedures outlined by Creswell and Poth (2023). This involves
the process of horizonalization, where every significant statement from the transcripts is
initially treated with equal importance. These statements are then clustered into meaning
units and broader themes to develop textural descriptions—representing what the
participants experienced —and structural descriptions —representing the context or "how"
the experience was influenced by the urban environment. The final stage of analysis
involves a creative synthesis of these descriptions to reach the "essence" of the phenomenon.
To maintain high standards of trustworthiness and rigor, the study utilizes member
checking, where participants review the transcripts for accuracy, thereby enhancing the
credibility and transferability of the findings within the field of marketing management.

RESULTS

The findings of this phenomenological inquiry reveal a profound and multi-layered
transformation in how Generation Z urbanites perceive and execute their consumption
roles. Through the process of horizonalization, several significant clusters of meaning
emerged, painting a picture of a generation that is not merely "buying green" but is
fundamentally re-engineering their psychological relationship with material objects. The
essence of the lived experience of mindful consumption in a chaotic urban environment is
characterized by a constant tension between the external "noise" of metropolitan
commercialism and an internal "anchor" of personal values. Participants consistently
described their journey as a transition from reactive consumption —where purchases were
driven by social media algorithms and peer pressure — to reflective consumption, where the
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act of not buying became as empowering as the act of purchasing. This section explores
these themes through textural and structural descriptions, highlighting the unique ways in
which the urban landscape acts as both a catalyst for and a barrier to mindfulness.

The first major theme identified involves the "Existential Awakening to Consumption
Triggers." Informants described a specific moment of realization, often triggered by the
claustrophobia of urban living and the visual clutter of their apartments. In the dense living
spaces of major cities, the physical accumulation of goods is felt more acutely than in
suburban settings. One participant noted that the "walls of the city already feel like they are
closing in," and adding more "stuff" felt like a direct threat to their mental clarity. This
realization led to the development of a "mental filter" that evaluates every potential
purchase not based on its aesthetic appeal, but on its "right to occupy space." This is a
significant shift in marketing logic; the value proposition has shifted from "adding to one's
life" to "protecting one's space." The urban environment, with its high cost of living and
limited physical square footage, serves as a structural enforcer of minimalism, forcing Gen
Z to adopt mindfulness as a survival strategy for psychological well-being.

Table 1: Textural Dimensions of the Mindful Transition

Theme Lived Experience Description Psychological Shift
Spatial The feeling of being '"suffocated" by | From accumulation to spatial
Awareness possessions in small urban apartments. | preservation.

Algorithmic | A conscious effort to ignore "For You | From reactive clicking to
Resistance Page" marketing lures. intentional searching.

Ethical Feeling a "weight" of responsibility for | From price-sensitivity to
Burden the labor behind a product. origin-sensitivity.

Temporal Implementing a "72-hour rule" before | From instant gratification to
Reflection completing any digital checkout. delayed satisfaction.

The second dominant theme is the "Negotiation of Digital Identity and De-
influencing." For Gen Z, the urban environment is inseparable from the digital environment.
They live in a "phygital" reality where a walk down a city street is mirrored by a scroll
through a social media feed, both filled with advertisements. However, the results show a
growing sophistication in how these individuals navigate these influences. Participants
described a process of "curating their feed" to intentionally include anti-consumption
content, effectively using the algorithm to fight the algorithm. This "strategic de-
influencing" is a core part of the mindful experience. It involves a shift in social capital;
whereas previously, status was gained by owning the latest trend, status is now increasingly
gained by the ability to resist it. This creates a new form of "cool" in urban circles —the
person who knows the story behind their three-year-old jacket is more respected than the
one who buys a new outfit every week.

Furthermore, the structural influence of the city provides unique opportunities for
mindful consumption that are less accessible in rural areas. The "circular economy" is
physically manifested in urban centers through high-end thrift stores, communal sharing
apps, and repair cafes. Informants highlighted that being mindful in the city often means
participating in a "shared economy" rather than an "ownership economy." The convenience
of the city, which once facilitated fast-fashion, is now being repurposed to facilitate fast-
recycling and peer-to-peer sharing. This structural support is crucial; without the physical
infrastructure of the city, many participants felt their mindfulness would be much harder to
maintain. The "how" of their experience is thus deeply tied to the urban grid itself —the
ability to walk to a local artisan shop or drop off compost at a community garden.

Table 2: The Role of Urban Infrastructure in Facilitating Mindfulness
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Urban Traditional Commercial Use Mindful Re-pu-rposmg (Gen

Feature Z Experience)
High-
Density Spaces for impulsive browsing and mass | Spaces for "sensory research"
Retail consumption. without purchasing.
Districts
Digital Tool for targeted advertising and 1-click | Platform for community-led
Connectivity | buying. boycotts and brand scrutiny.
Small Living Limitation on consumer capacity. Catal.yst f.or h1gh—qu§11ty,
Spaces multi-functional purchasing.
Public High-traffic = areas  for  billboard Pom’Fs of en.counter . for

] ; localized, ethical micro-
Transit Hubs | marketing. .
businesses.
The third theme, and perhaps the most emotionally resonant, is the "Search for

Existential Authenticity." Many participants described a feeling of "emptiness" associated
with the fast-paced urban lifestyle. They viewed mindful consumption as a way to "re-
anchor" themselves to reality. By choosing a product that has a traceable history and an
ethical footprint, they felt a sense of connection to the wider world that is often lost in the
anonymity of a large city. This is a move toward "slow consumption." The act of waiting for
a handmade item or saving up for a high-quality piece of equipment provides a sense of
narrative and achievement. In this context, mindfulness is a tool for storytelling; every object
in a mindful consumer's home has a "why" attached to it. This contrasts sharply with the
"disposable" nature of modern urban life, where objects are often treated as fleeting
experiences rather than lasting companions.

The results also indicate a significant "Emotional Cost of Mindfulness." Being a
mindful consumer in an urban environment is not without its stresses. Participants spoke
of the "mental load" required to constantly research brands, check labels, and resist the
temptation of convenience. In a city where time is the most precious commodity, choosing
the "mindful" path often means taking the "longer" path. This leads to a phenomenon
described by several informants as "ethical fatigue." However, the overwhelming consensus
was that the long-term psychological benefits —reduced anxiety, increased sense of agency,
and a cleaner conscience —far outweighed the temporary inconvenience. This trade-off is
central to the Gen Z experience; they are willing to sacrifice convenience for a sense of moral
and psychological alignment.

Table 3: Mapping the Psychological Trade-offs in Mindful Consumption

Factor The "Convenience The "Mindful" Benefit Long-term Irr.lpact on
Cost Well-being
Time High (Researching, | High (Sense of mastery | Increased resilience and
Investment | waiting, repairing) and connection) patience.
Financial | Higher upfront costs | Lower long-term costs | Financial stability and
Outlay for quality (durability) reduced clutter.
Social Risk of being an Feward S of Stronger, values-based
" 1 authenticity and .
Pressure outsider" to trends . . social bonds.
integrity
Cognitive | Constant decision- | Clarity of purpose and | Significant reduction in
Load making and filtering reduced guilt "choice anxiety."

Finally, the synthesis of these experiences leads to the "Essence of Mindful Urbanism."
For Generation Z, mindful consumption is an act of reclaiming the self from the
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marketplace. It is a declaration that their identity is not for sale and cannot be defined by an
algorithm. The urban environment, while being the source of the pressure, also provides the
community and the tools to resist. The essence of the phenomenon is a "balanced
intentionality" —a way of living in the heart of the commercial world without being
consumed by it. This finding challenges traditional marketing theories that view consumers
as passive recipients of influence. Instead, it reveals a highly active, strategic, and
philosophically driven consumer who uses mindfulness as a shield and a compass in the
modern city.

In conclusion, the results of this study show that mindful consumption among Gen Z
in urban environments is a sophisticated response to the excesses of the 21st century. It is
characterized by a shift from quantity to quality, from impulse to intent, and from
anonymity to connection. The tables provided illustrate the structured nature of this shift,
showing how every aspect of the urban experience —from the digital to the physical —is
being re-evaluated through a lens of mindfulness. For marketing managers, these results
suggest that the old tactics of urgency and social comparison are becoming increasingly
ineffective. To reach this generation, brands must offer more than just a product; they must
offer a way for the consumer to remain mindful, ethical, and authentic in an increasingly
complex world.

DISCUSSION

The findings of this study provide a nuanced understanding of mindful consumption
among Generation Z in urban environments, revealing that this behavior is not merely a
transient trend but a profound psychological repositioning. When interpreting these results
through the lens of Consumer Culture Theory (CCT), it becomes evident that these young
urbanites are engaging in a form of "identity work" that seeks to decouple self-worth from
material accumulation. While traditional marketing models often emphasize the "social
signaling" power of new purchases, our findings suggest a reversal: Gen Z is increasingly
using '"non-consumption" or "curated consumption" as a more potent social signal of
intelligence, ethics, and self-control. This creates a significant tension with the hyper-
commercialized urban landscape, where the physical and digital environments are
designed to trigger impulsive rather than reflective responses.

A critical point of discussion is the application of Self-Determination Theory (SDT)
to these findings. The results indicate that mindful consumption satisfies the three basic
psychological needs of autonomy, competence, and relatedness. Autonomy is achieved
when Gen Z consumers consciously reject algorithmic "nudges" and reclaim their agency in
the marketplace. Competence is manifested in the "skill" of mindfulness —the ability to
research complex supply chains and navigate the circular economy. Relatedness is found in
the digital and physical tribes that support these values. Unlike previous generations who
might have seen sustainability as a sacrifice, the urban Gen Z cohort views it as an act of
self-actualization. This shift suggests that marketers must move beyond transactional
engagement and instead facilitate the consumer’s journey toward personal growth and
moral alignment.

The urban environment itself acts as a "structural paradox" in this study. On one hand,
the city is the epicenter of the "throwaway culture" and fast-fashion; on the other hand, its
density provides the necessary infrastructure for mindfulness, such as repair cafes and peer-
to-peer sharing platforms. This supports the concept of Collaborative Consumption, but
with a uniquely Gen Z twist. For these consumers, access is preferred over ownership not
just for economic reasons, but because ownership in a small urban apartment is perceived
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as a psychological burden. This "burden of ownership" is a significant finding that
challenges the traditional "Endowment Effect" in behavioral economics. For the mindful
urbanite, the value of an object decreases if it limits their mobility or clutter-free existence.

Furthermore, the results highlight a move toward Slow Marketing in a fast-paced
world. The "temporal reflection" described by participants —such as the 72-hour rule—is a
direct defense mechanism against the "urgency" tactics (e.g., countdown timers) common in
e-commerce. This suggests that the effectiveness of traditional "scarcity" and "urgency"
marketing triggers is declining among this demographic. Instead, they are drawn to brands
that respect their time and encourage deliberation. This '"de-acceleration" of the
consumption cycle is a transformative shift that requires firms to redefine their Key
Performance Indicators (KPIs), moving from high-frequency sales to long-term
"relationship durability."

Lastly, the ethical fatigue noted in the results points to a critical gap in the market: the
need for Radical Transparency and "Simplified Ethics." While Gen Z is willing to do the
research, the cognitive load of being a perfectly mindful consumer in a complex global
economy is immense. There is a profound opportunity for brands to act as "ethical curators,"
reducing the consumer's mental burden by providing pre-vetted, transparent, and holistic
value propositions. This discussion leads to the conclusion that mindful consumption is not
an "anti-market" movement, but a "pro-meaning" movement. It is an invitation for the
marketing industry to evolve from selling products to fostering a sustainable and mindful
way of being in the modern world.

CONCLUSION

The exploration of mindful consumption among Generation Z in urban environments
reveals a profound shift in the fundamental philosophy of marketing. This study concludes
that for the urban digital native, mindfulness is not a temporary reaction to environmental
crises but a sophisticated survival strategy used to navigate the psychological and physical
density of metropolitan life. The essence of this phenomenon lies in the intentional
reclamation of agency, where the act of choosing what not to buy becomes a central
component of identity construction. By integrating the perspectives of Consumer Culture
Theory and Self-Determination Theory, this research demonstrates that Gen Z consumers
are actively redefining success from the accumulation of goods to the accumulation of
meaning and spatial freedom. The urban grid, while serving as a source of consumerist
pressure, paradoxically provides the infrastructure and community support necessary for
this mindful transition to flourish. Consequently, the marketing landscape must evolve to
accommodate a consumer who values transparency, durability, and ethical alignment over
the traditional lures of speed and status.

Despite the depth of insights gained through this phenomenological approach, several
limitations must be acknowledged. First, the study’s focus on high-density urban centers
may limit the transferability of the findings to Generation Z individuals living in suburban
or rural areas, where the structural pressures and access to circular economy infrastructures
differ significantly. Second, while the qualitative nature of this research allowed for a rich
exploration of lived experiences, the small sample size inherent in phenomenological
inquiry means that the results cannot be generalized to the entire global Generation Z
population. Additionally, the study relies on self-reported data, which may be subject to
social desirability bias, as participants might overemphasize their ethical commitments. The
cultural context of this study also remains a variable; the specific urban dynamics of the
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metropolitan areas investigated may reflect local economic conditions that are not present
in other global regions.

Moving forward, future research should aim to address these limitations by expanding
the geographic and demographic scope of the inquiry. Longitudinal studies could be
particularly valuable in determining whether these mindful consumption patterns persist
as Generation Z enters different life stages, such as parenthood or higher-income brackets.
Quantifying the impact of "ethical fatigue" identified in this study through mixed-methods
research could also provide a more precise understanding of the tipping point at which
consumers revert to convenience-driven behaviors. Furthermore, future investigations
should explore the role of emerging technologies, such as the metaverse or decentralized
finance, in either hindering or facilitating mindful practices. Finally, a comparative study
between different generations, such as Millennials and Gen Z, would be beneficial to
understand if this mindful pivot is a unique cohort characteristic or a broader societal shift
towards conscious living in the post-pandemic era.
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