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Abstract: Generation Z, as "digital natives," has become a key group in digital cultural consum-
ption. Using semiotic consumption theory and uses and gratifications theory, combined with
online observation and case analysis, this study examines the behavioral characteristics and u-
nderlying motivations of Gen Z's digital cultural consumption. Findings reveal three behavioral
dimensions—segmented, experiential, and stylized—driven by three motivational logics: emotio-
nal comfort, social belonging, and self—affirmation. The technological architecture of digital pl
atforms and the cultural logic of consumerism are mutually embedded, providing Gen Z with
symbolic resources for emotional compensation and identity construction, while also posing ri-
sks of consumption alienation and identity narrowing. This paper proposes guiding strategies
across individual reflection, platform governance, and social support to inform understanding
of youth cultural consumption logics.
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