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ABSTRACT 
The rapid development of digital technology has led us to the 4.0 industrial revolution. 
The growth of Y generations (millennial generation) is a witness of life and birth, growth, and 
the development of technology. This causes changes in consumer behavior, especially in 
purchasing fashion products which are no longer as basic needs, but it has become an 
aesthetic value. The Y Generations tend to enjoy the convenience offered by the online 
media to fulfill their lifestyle. Nowadays, business people or entrepreneurs are currently 
changing their way of selling and marketing their products from a conventional way to be 
more modern way in which one of the ways used online media. The formulation of the 
problem in this study is to know how the consumer behavior of the Y Generations in 
purchasing fashion products in the era of industrial revolution 4.0. The study is in Denpasar, 
Bali. Data were analyzed using descriptive qualitative analysis. The results of this study were 
obtained from respondents (the Y generations consumers, business people and lecturers of 
marketing management) shows that the development of technology can change the 
consumer behavior of Y generations: (1) the Y generations will review the products before 
the purchase; (2) they are more consumptive than the previous generations; (3) environment 
can influence the consumer behavior of Y generations and the online media give the easiest 
way that can be enjoyed by Y generations in purchasing fashion products. 
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Advances in digital technology bring us to the fourth wave of industrial revolution or 
Industrial Revolution 4.0, the latest trends in the world of such sophisticated technology. 
When advances in technology and the internet are developing on the other hand the growth 
of generation Y also. Generation Y has been attached to technology and the internet. The 
characteristics of generation Y are using gadgets in their daily lives, so they need to optimize 
the use of technology and information in providing services to consumers of generation Y 
(Suryadi, 2015). Generation Y is known to be very close to technology. The life of this 
generation cannot be separated from technology and the internet. Generation Y was born 
when mobile phones and social media emerged, so that this generation is more tech-savvy 
than previous generations. Y generation's literacy in technology will have an impact on 
everyday culture or lifestyle. 

According to Mix Marcomm (2018: 31) the generation Y character, aside digital literacy, 
also has another characteristics that is more consumptive not only to fulfill needs, but to 
exchange functions into an activity to find satisfaction, channel hobbies, and only as a means 
of satisfying needs. This resulted in a change from consumer behavior at this time that is 
more consumptive behavior. Consumptive behavior is an act of using incomplete products, 
buying goods because of gifts and buying products because many people use these 
products (Oktafikasari, 2017: 685). Consumptive lifestyle whose orientation is directed 
towards pleasure, pleasure and satisfaction in consuming excessive goods. These conditions 
bring habits and lifestyle changes in a relatively short time leading to an increasingly 
luxurious and excessive direction so that it will later trigger consumer behavior in the 
community (Windayanti and Supriyadi, 2019: 1101). 

The lifestyle and behavior of the Y generation of consumers has now changed, 
especially in terms of fulfilling fashion products. The development of fashion products has 
succeeded in changing consumer perceptions; the primary function of clothing is changing 
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into a tool to express identity. Fashion is an indicator of a person's social status and is used 
as a means of self-actualization (Simaremare and Mujiasih, 2018: 163). Generation Y 
consumers who are increasingly concerned with appearance and adjust to the times, fashion 
products become a value both in terms of brand, style, fashionable and trend. Not 
surprisingly, fashion product businesses with online media are rife and rampant. 

The high demand of the Y generation of fashion products, businesses must develop 
capabilities and innovate to face competition to meet consumer needs and encourage 
consumers to continue to consume the products offered in an effort to improve 
competitiveness with other companies engaged in the same field (Abdi and Supriono, 2019). 
According to Mahardika and Sunariani (2019) the intense competition in local and global 
businesses, the need for competition to be the best is competitive advantage in order to be 
able to win the competition in today's era. Businesses must apply modern marketing 
concepts that are market-oriented or customer-oriented because they are the spearhead of 
marketing success. Technological developments cause marketers to be smart in utilizing 
technology and continue to innovate on marketing products and strategies, by changing 
traditional marketing techniques to digital (Sembiring & Ananda, 2019: 360). One of them is 
in the era of the industrial revolution 4.0 today; there are so many online business choices 
that can be used. Consumers can choose various online media that they like using 
Instagram, Facebook, Shopee, Tokopedia, etc. Purchasing system using online media can 
provide convenience related to time efficiency, can reduce costs for the search process 
(search costs) that must be spent by consumers when they want to buy goods. Desired items 
can be easily obtained with many choices available without the need to feel difficult to obtain 
them. Based on this background, in this study, researchers will conduct research on 
consumer behavior in the 4.0 revolution era in the purchase of fashion products dominated 
by consumers from generation Y along with the emergence of diversity of fashion products 
and the ease that can be enjoyed from online shopping. 
 

LITERATURE REVIEW 
 

Consumer behavior is centred on the way individuals make decisions to utilize their 
available resources (time, money and effort) to buy goods related to consumption. This 
includes what they buy, why they buy, when they buy, where they buy, how often they buy 
and how often they use the product (Schiffman and Kanuk, 2018: 6). Consumer behavior is 
the act of examining individuals, groups, and organizations to choose, use, service, ideas or 
experiences in order to satisfy their needs and desires (Asra and Suyanto, 2019). Factors 
that influence consumer behavior are cultural factors, personal factors (such as age, stage of 
purchase, economic conditions, and lifestyle), Psychological Factors (such as recognized 
needs, self-esteem or needs to be accepted in the environment). 

According to Kartajaya (2017: 318) the concept of marketing must indeed evolve from 
product-driven marketing (Marketing 1.0), moving towards customer-centric marketing 
(Marekting 2.0), to human-centric marketing (Marketing 3.0) Today the business landscape is 
moving towards an economic era digital that creates a variety of conveniences that were 
never felt by previous generations. On the other hand, technology is a scourge for the public, 
namely cybercrime to hoax, which is a negative effect of technology that can be unsettling to 
the public. The marketing shift started from product-oriented marketing (1.0), to customer-
oriented marketing (2.0), to human-oriented marketing (3.0) and is now experiencing a shift 
to marketing 4.0 that helps marketers switch to the digital economy, which defines re key 
concept of marketing. 

Millennial generation or commonly referred to as generation Y is the generation born in 
1980-2000 with criteria full of visionary ideas, innovative, utilizing technology and prioritizing 
work performance. According to Mix Marcomm (2018: 31) 10 millennial generation 
characters are digital literacy; consumptive; saving for something dreamed of; 
knowledgeable; digital as a communication media; being an entrepreneur without 
preparation, prioritizing facilities and appreciation in the world of work; rise of the experiential, 
or the more plunge into exciting and unique experiences, the more the millennial generation 
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feels successful and can share these exciting moments on social media; radical 
transparency or millennial generation highly appreciates honest, authentic and unique 
content; Fear of Missing Out (FOMO). According Kartajaya (2017: 268) citizen 4.0 in the 
millennial is very concerned about the quality of life that is closely related to efforts to 
improve the welfare of himself and his family, but achieving the desired welfare certainly 
does not happen with him and in his journey millennials often compete with each other 

According to Damaya (2018: 26) online shop is one way of selling by utilizing the 
internet. According to Mulianingsih, Fauzi and Alfisyah (2019) that an online shop without 
space and time is limited, this is what attracts consumers to do online shopping, because the 
purchasing process is faster, easier and can be done anywhere, so that the shopping 
process is more efficient. 

Today's consumers are more dominated by Y generation (millennial generation), a 
generation that is very close by technology and the internet. Y Generation is growing when 
technology and the internet are developing at a rapid pace. The existence of technology and 
the internet has caused a change in consumer behavior. One of the developing consumer 
behaviors is that consumers are more consumptive, like buying in a practical way and prefer 
to be a follower and are influenced by the environment. Consumers prefer to use online 
media, technology, and the internet in purchasing goods, meeting their daily needs, or 
fulfilling their lifestyle. The reason is that by using online media consumers get the desired 
product instantly without having to require special time. 

Along with the domination of Y generation in Indonesia, especially in Denpasar, it has 
also led to changes in consumer behavior, especially in the fulfillment of fashion products. 
The development of fashion products has succeeded in changing consumers' perceptions of 
the primary function of clothing into a tool for expressing identity, creating prosperity from 
creativity and connecting global society (Soeaidy, Taufiq and Mandasari, 2018). Fulfillment of 
fashion products has now experienced convenience along with the increasing use of the 
internet and social media. 

This research will be conducted to obtain information related to consumer behavior in Y 
generation in purchasing fashion products in Revolution Era 4.0. Retrieval of data to obtain 
this information is done in three ways, namely observation, interviews and documentation will 
be carried out to obtain more accurate, clear and complete data. After conducting the 
interview, then the data will be examined with the aim that the data received is true. 
 

METHODS OF RESEARCH 
 

The research location in this study is in Denpasar, because the population of the 
largest regency / city and regency / city with the highest labor force is the City of Denpasar. 
The study was conducted using qualitative descriptive methods to answer the problem 
formulations in this study. The informants in this study were selected using purposive 
sampling technique, namely the technique of collecting data sources with certain 
considerations (Sugiyono, 2014: 218). The informants in this study are fashion product 
business owners who have applied a minimum of 2 years online business strategy located in 
Denpasar; generation Y consumers with age criteria 24-30 years; have a minimum of 2 years 
of own income and single status; and marketing management lecturers as representatives of 
academics. After determining the sample criteria, the sample collection technique used is 
accidental sampling. Accidental sampling is a sampling technique based on accidental 
encounters at the time, namely consumers who incidentally or incidentally were found and 
according to criteria or considerations as informants so that they can be used as samples. 

Source of data used are primary data and secondary data. Data collection techniques 
in this study are to make observations. The data analysis technique used is the analysis 
before in the field, data analysis in the field (data reduction, data presentation, and 
conclusions). Reducing data means summarizing and focusing on things that are important 
in accordance with the themes and issues in this study. The purpose of presenting data is to 
make it easier to understand what is happening based on what has been understood. The 
conclusions in this qualitative study are findings that are descriptive in nature. 
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RESULTS AND DISCUSSION 
 

A buying and selling process of a product will be very closely related to consumers. 
Consumers are important figures whose characters must be recognized. Another term is that 
the consumer is king; the king is the ruler which means that every response and request from 
the consumer must be responded to as much as possible with the reason that the continuity 
of the business is very dependent on the buyer, so of course it is necessary to know to 
recognize consumer behavior. Consumers must have their own reasons and standards for 
buying a product. Consumer behavior can be seen from how to find information about the 
product to be purchased, negotiating with businesses to get the desired product and price. 

Consumer behavior according to Engel et al in Sangadji and Sopiah (2013: 7) is an 
action directly involved in the acquisition, consumption, and finishing of products / services, 
including the processes that precede and follow this action. As with any consumer behavior 
owned by consumers, businesses will continue to serve in order to make the purchase 
process that can satisfy consumers. Consumer behavior is different because there are things 
that influence it, one of which is technological progress. Millennial generation or commonly 
referred to as generation Y is the generation born in 1980 to 2000 with criteria full of 
visionary ideas, innovative, utilizing technology and prioritizing work performance (Mix 
Marcom, 2018: 11). Millennial generation is a generation that is a witness born, lived, and 
developed with technological change. For example ranging from color TV, video games, 
Walkman, internet, cell phones and PlayStation. According to the results of research 
conducted by Sudarwinarti, 2019 that this generation is commonly called the internet 
generation, or the cool version is iGen. Based on this research found several characters from 
the millennial generation, namely trusting the content of individual testimonials rather than 
one-way information. They no longer trust certain advertisements, but they will instead find 
out in advance reviews or testimonials done by others from the internet, must have a social 
media account, a change in conventional reading interest because it will make it saturated, 
they tend to be interested in reading with attractive colors and images, and prefer gadgets or 
cell phones over television; and the family as a center of consideration in decision making. 

Differences in consumer behavior can be seen from segmentation because the basic 
characteristics of consumer behavior become the basis for determining segmentation. The 
segmentation used is no longer focused on determining which markets to target, who are the 
consumers to be targeted, but with the existence of this technology it focuses instead on 
determining and classifying consumers from their life style and behavior. The existence of 
changes in life style (lifestyle) can also be influenced by the environment. 

Consumer behavior is obtained based on the results of research and observations, 
interviews and documentation that there are differences in consumer behavior, especially for 
generation Y, because most consumers who buy fashion products are consumers belonging 
to generation Y. I Wayan Aris Sugiantara as a business actor Natalia believes that 
consumers Y generation now uses fashion products as if they are no longer to meet the main 
needs, even consumers now tend to use different fashion products every day and at certain 
moments. Another reason generation Y consumers use online media in purchasing fashion 
products is that the products purchased will be cheaper than the prices offered at offline 
stores. This is because generation Y consumers with their stalking capabilities will conduct 
reviews and comparisons from one online store to another. The promos offered from the 
marketplace or from business people make generation Y consumers increasingly fond of 
shopping. 

Promos can be obtained from promos at certain moments or holidays, promos in 
payment if using OVO, GoPay, Shopee pay then consumers get a discount or cash-back in 
the form of points that can be cashed in to buy fashion products again as well as cheap price 
promos when buying fashion products in quantities of more than one item. The existence of 
free shipping promos is also the influence of the growing interest in shopping from 
consumers. Notification promos obtained from consumers of marketplace users such as 
Shopee will make generation Y consumers curious to open and buy it. Moreover, generation 
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Y consumers who already have their own income but are not married yet, so that the income 
received can be used to fulfill the desire to buy these fashion products. 

According to the results of research conducted by Windayanti and Supriyadi (2019) 
that consumptive behavior is an action taken by an individual to buy goods or services that 
are excessive and without rational consideration, for the sake of physical satisfaction and 
encouragement to satisfy desires. The emergence of consumptive behavior is inseparable 
from the influencing factors such as conformity and body image. Changes in people's 
consumption patterns appear in the attitude of consumerism and make consumption as part 
of a lifestyle by paying attention to prestige and imaging and are inseparable from the 
changes that occur due to the industrial revolution era 4.0 that have an impact on product 
sales by utilizing technology (Subawa and Widhiasthini, 2018: 131). 

Generation Y consumers are follower consumers who use or buy a product purchased 
because of the influence of trends due to the influence of advertising. Follower consumers 
are also caused by environmental influences because not a few environments or where they 
are located will change lifestyle and needs. Generation Y consumers easily express 
themselves through the social media they have. The more immersed in new and unique 
experiences, the more generation Y feels successful, let alone sharing exciting moments on 
social media (Mix MarComm, 2018: 40). The presence of social media allows generation Y to 
post their consumption activities on social media. The aim is that the social media accounts 
owned are busy to show their existence, so that social media forces generation Y to keep 
updating status for the sake of existence. 

The use of online media in technological advancements is a reason for Y generation 
consumers to buy a fashion product because the fashion products offered are more up-to-
date compared to offline stores. According to the results of the journal Subawa and 
Widhiasthini (2018: 138), entitled Transformation of Consumer Behavior in the Industrial 
Revolution Era 4.0 that several factors that caused the transformation of consumer behavior 
in the industrial revolution era 4.0, including follower culture, which has the meaning as a 
form of behavior of most people or communities in their environment which is done together. 

The interesting thing in the results of the interview is the reason for using online media 
in purchasing fashion products, namely the practicality obtained from consumers when 
purchasing fashion products. Consumers do not need to go far and spend their time going to 
an offline store to buy fashion products. These technological and digital advancements 
provide many conveniences for consumers. Consumers just sit back and do a few clicks to 
place an order and purchase these fashion products. Desired fashion products will be sent 
via courier delivery services such as JNE, JNT, post, Gojek etc. Payment can also be made 
by transfer via mobile banking or using digital payments such as Gopay, OVO, ShopeePay 
etc. Only with the touch of a finger through a cellphone, laptod or other gadget the desired 
fashion product will soon be obtained by the consumer. A statement from Mr. I Made Sindhu 
Yoga that the era has provided technological facilities that provide convenience that Y 
generation consumers will inevitably become practical. 
 

CONCLUSION AND SUGGESTIONS 
 

Based on the discussion in the previous chapter, the conclusion of this research is the 
presence of a technology that has developed in the industrial revolution 4.0 influences 
consumer behavior. Consumers who change their behavior are consumers who witness live 
birth, growth, and development of technology. These consumers are consumers who have 
existed in 1992-1994 range. These consumers are commonly known as Y generation or 
millennial consumers. Generation Y consumers trust individual testimonial content rather 
than one-way information. They no longer trust certain advertisements, but instead they will 
first find out reviews or testimonials conducted by other people from the internet. The 
characteristics of this Y generation will influence consumer behavior with the advancement of 
this technology. One of the characteristics of Generation Y is that it is more consumptive. 
When compared with the previous generation Y will be more consumptive in purchasing 
fashion products because they are psychologically they will buy fashion products for lifestyle 
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reasons. Purchasing fashion products through online media will be more economical in terms 
of price because of the promos offered by businesses. These promos attract Y generation 
consumers to keep shopping. One of the changes in lifestyle (life style) is one of them due to 
environmental influences and they tend to be followers. Generation Y consumers are follower 
consumers who use or buy a product purchased because of the influence of trends due to 
the influence of advertising. Follower consumers are also caused by environmental 
influences because not a few environments or where they are located will change lifestyle 
and needs. The use of online media in technological advancements is a reason for 
generation Y consumers to buy a fashion product because the fashion products offered are 
more up-to-date compared to offline stores. The ease felt in purchasing fashion products 
such as distribution systems and payment systems that can be made all the way by using 
gadgets. The recent years has provided technological facilities that provide convenience that 
generation Y consumers will get, so that inevitably it will become practical. 

The results of this study could suggest that future research related to the latest 
phenomenon is needed. Another suggestion for is to expand research subjects with different 
backgrounds but still pay attention to the accuracy of selecting subjects according to more 
specific characteristics. Limitations in this study should be overcome in future studies. 
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