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Abstract

The goal of this study is to ascertain how Generation Z
customers of Le Mineral goods in Indonesia respond to
green products, word-of-mouth, and environmental ideals.
Explanatory research using quantitative approaches is the
type of research used in this study. The SPSS V.25 test tool
was utilized for data analysis and multiple linear regression
approaches. The T test, F test, and R2 test are used in the
test. strategies for gathering data via a questionnaire 385

made up the sample. The study's findings indicate that
factors such as word-of-mouth, environmental values, and
green products have a substantial impact on Generation Z's
purchasing preferences. Green products, word-of-mouth,
and environmental values all play a big role in Generation
Z's decision-making. The new findings of this study relate to
environmental values that can affect Generation Z's choice
to buy products that are green.

Generation Z customers of Le Mineral goods in Indonesia

Keywords: Green Product, Word of Mouth, Environmental Values, Purchase Decision, Generation Z

1. Introduction

The hectic issue of global warming in various parts of the world indirectly affects the mindset and lifestyle of people in
Indonesia. Indirectly, environmentally friendly products have become an important topic in marketing, especially among
Generation Z (Semprebon et al., 2018) 1. Gen Z is a group born from 1995 to 2009 and familiar with technology (Philip,
2019) 4. According to Zahrog & Asiyah (2022) 521, now Gen Z has the opportunity to be used as a market destination because
they tend to be consumptive, always up-to-date on new things, and can make their own choices. Gen Z, according to Suparno
(2020) B, has an attention span of only eight seconds, and they prefer direct involvement with the products they need. In
addition, Gen Z is an important buyer group because most of them focus on pragmatic actions and rarely think twice before
making a purchase (Peng & Kim, 2014) 401,

After the second world war, five generations were born (Philip, 2019) [, namely the baby boomers (born in 1946-1964),
generation X (born in 1965-1980), generation Y (born in 1981-1994), generation Z (born 1995-2009), and the Alpha
generation (born 2010-2025). In 2023, Gen Z is expected to be 14-28 years old. Gen Z is referred to as the future digital
natives, namely the younger generation that grows and develops with dependence on digital technology (Zahroq & Asiyah,
2022) 62, Data from the population census for 2023 include 67.13 million people aged 15-28 years, or 32.19% of the total
population of Indonesia, which has the potential to become a sales target (Statistics Center, 2022).

Research conducted by Philip (2019) Y shows that Gen Z purchasing decisions are influenced by lifestyle and consumptive
behavior. These two factors indicate that Gen Z's decision to buy a product is more based on what they want than what they
need. Zahrogq & Asiyah (2022) 2 added that the behavior of Gen Z, which tends to be more careful and avoids the risk of
uncertainty, ultimately becomes the main factor determining purchasing decisions. According to Algiffary (2020) ™, word of
mouth also has a major influence on the consumer buying decision process. Another study revealed that environmental values
have a dominant influence on purchasing decisions for environmentally friendly Gen Z products (Liang et al., 2022) (3],

In addition, environmentally friendly products, often called green products,” are proven to be able to reduce harmful side
effects (de Figueiredo & Guillen, 2011) 7], The green product itself has become a consumer behavior that influences the
decision to buy a product (Hikmatunnisa et al., 2020; Nelly et al., 2021) % 381, The higher consumer knowledge regarding
green products, the higher their understanding regarding the functions and environmental protection attributes of a product or
service (Wang et al., 2019) ¥, There are various types of green products in Indonesia, one of which is bottled drinking water.
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According to the Bottled Water Industry Association
(Aspadin), assuming the national economic recovery after
COVID-19, the growth of the bottled water industry
(AMDK) is projected to grow by 7% in 2022 (Bisnis.com,
2022) 2 In response to this, various bottled mineral water
industries in Indonesia are trying to implement a green
product strategy that makes people more intense about
choosing healthy and environmentally friendly mineral
water. The following is a picture of the 2022 AMDK top
brand index:

TOP BRAND INDEX

CLEO

ADES

AQUA

LE MINRRALE

202 %2021 *200

Source: Top Brand Award (2022) [14]
Fig 1: AMDK Top Brand Index

Based on Fig 1, Aqua is the most popular product with an
index of 57.2%, but when compared to the previous year
with an index of 62.5%, Aqua has decreased by -5.3%.
Ranked second for Le Mineral with an index of 12.5%, this
Le Minerale product experienced an increase of 7.9%
compared to the previous year, which was only 4.6%.
Furthermore, Cleo's 4.3% and Ades 3% did not have a
significant change compared to the previous year. The
significant increase in the percentage of Le Mineral sales
compared to the previous year is certainly quite interesting.
Considering that Le Minerale is classified as a new player in
the bottled mineral water industry.

Le Mineral claims that their products use the type of plastic
that is most easily recycled and has high economic value (Le
Minerale, 2023) 331, Despite the fact that plastic waste is still
a serious problem, the following is the data for the top 10
companies that contribute the most waste:
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Source: River Watch (2021)
Fig 2: Top 10 Plastic Waste Contributing Companies

Based on the data in Fig 2, it shows that of the 38,614
samples available, Danon is the largest contributor of waste,
with up to 12,352 pieces of plastic waste. Then Coca-Cola
with 6,500 plastic waste samples, Mayora with 5,535 plastic
waste samples, and the rest with a total of under five
thousand plastic waste samples A survey conducted by
Sungai Watch showed that Danon's largest contributor to
plastic waste was dominated by Aqua products. Meanwhile,
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Mayora's largest waste contributor is dominated by Le
Minerale products. Looking at these data shows that an
increase in sales of environmentally friendly mineral water
products has not been matched by the proper processing of
plastic waste in Indonesia.

Even so, a number of parties continue to strive to protect the
environment with plastic waste recycling programs,
including the nice collaboration between Le Minerale and
the Indonesian Plastic Recycling Association (Le Minerale,
2023) ¥, As the environment continues to deteriorate,
environmental issues have attracted public attention
worldwide, and green consumption has become the
strongest voice today (Wang et al., 2019) 57, Referring to
the opinion of Yadav et al. (2021) B that increased
awareness of sustainable consumption results in changes in
consumer buying behavior. Consumers should be
increasingly aware of the importance of protecting the
environment through their choice of products, while
companies are increasingly concerned about the impact of
their activities on the environment (Osman et al., 2016) 41,
According to Jayanti (2020), his research shows that WOM
plays a very important role in determining consumer
purchasing decisions. In addition, there will be a strong
influence if consumers continue to talk about a product and
a purchase decision occurs (Adlina & Handayani, 2021) [,
Today, consumers are flooded with online and offline
WOM, where blogs, review sites, and social media
platforms direct consumers to hundreds of millions of
reviews, comments, and tweets (Balabanis & Chatzopoulou,
2019) . WOM can also be additional information related to
products or services that can motivate consumers to make
purchases (Bastos & Moore, 2021) I,

Compared to other generations, Gen Z knows more about
sustainable living and prioritizes products that are
environmentally friendly, often referred to as green products
(Al Mamun et al., 2018). Therefore, Gen Z is considered the
most motivated and influential generation among all
generations in terms of sustainable consumption (Gentina,
2020) 221, Meanwhile, Gen Z is characterized as trendsetters
or trend setters and hedonism or consumption for mere
gratification (Kumar & Yadav, 2021) 4. In the end, Gen Z
has more consumptive behavior than a sustainable lifestyle
(Khare, 2019) B2 On the other hand, Gen Z has an
important role in terms of environmental issues and
environmental values (Liang et al., 2022) B¢, This implies
that the positive environmental values of Gen Z have not
been able to inspire them to develop a higher sense of
environmental responsibility and contribute to green
consumption intentions and behaviors.

According to Bielawska & Grebosz-Krawczyk (2021) [,
environmental values have a direct effect that can influence
consumers' purchasing decisions for environmentally
friendly products. Albloushy & Hiller Connell (2019) &I also
emphasized that environmental values indirectly have an
impact on purchasing decisions for green products.
Environmental values are, of course, influenced by location
factors, and different locations will have different values.
Environmental values are still very limited in their ability to
be discussed in purchasing decision research, especially in
Indonesia.

2. Materials and Methods
2.1 Green Products
Green is a term coined in the marketing field in the late
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1980s to early 1990s and became very fashionable because
it coincided with the rise of consumer concern for the
environment (Tseng & Hung, 2013) B%1. So the company
began to focus its strategy on reducing negative effects on
the environment (Boons, 2002) [*31, The growing awareness
of consumers' need to get proper and safe products has
triggered the emergence of the green product trend (Ahmad
et al., 2016) . In general, green products are
environmentally friendly products that do not generate waste
or can be recycled (Ahmad et al.,, 2016; Dangelico &
Vocalelli, 2017) 2161,

Green products emphasize real benefits such as being more
environmentally friendly and more efficient or easy to
recycle (Hikmatunnisa et al., 2020) [?61, The higher the green
product value, the easier it is for consumers to remember
and the higher the influence on their purchasing decisions
(Azad & Laheri, 2014; Chandra Rath, 2013; Hanifah et al.,
2019; Nelly et al., 2021) [615 25. 381 Based on reviewing the
above, the following hypothesis is proposed:

Hypothesis 1: Green products are suspected to partially
have a significant effect on Generation Z purchasing
decisions.

2.2 Word of Mouth

Researchers have demonstrated the growing influence of
word of mouth, which has been recognized by marketers as
a highly credible form of marketing information (Huang et
al., 2011) 7, Word of mouth has been found to influence
purchasing decisions as well as perceptions about products
or services, with various brand choices for consumers
(Sweeney et al., 2014) 52, Word of mouth is used as a very
effective marketing communication tool that can build
consumer trust (Dzian et al., 2015) 2%, So that many
companies take word of mouth seriously because it can
affect business both positively and negatively (Shi, 2016)
[46]

According to Joesyiana (2018) 1, word of mouth is word-
of-mouth communication about evaluating a product or
service, both individually and in groups, with the aim of
providing personal information. Another opinion states that
word of mouth is intended as a story in the form of positive
or negative opinions about a product or service (Fakhrudin
et al.,, 2021; Yusuf & Abdulhaji, 2020) 2% 61, There are
many findings stating that word of mouth can influence
strong purchasing decisions if consumers continuously talk
about a product or service (Adlina & Handayani, 2021; Ali,
2020; Roza, 2019; Ulansky, 2021) [ 5 42 %61 Based on the
above review, the following hypothesis is proposed:
Hypothesis 2: Word of mouth is suspected to partially have
a significant effect on Generation Z purchasing decisions.

2.3 Environmental Values

Values can become a principle or a guideline in people's
lives (Schwartz, 1994) [, People tend to make choices and
act according to the values they consider most important,
especially when faced with conflicting values (Dietz et al.,
2005) ¥, Different people will make different choices
according to the priorities of the various values that they
have.

As a special value category, environmental values provide
individuals with criteria and standards for viewing
environmental issues and are considered an important basis
for interpreting various pro-environmental behaviors in
depth (Liang et al., 2022) B8, Environmental values can be
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defined as values that suggest or encourage
environmentally-oriented actions (Gheith, 2013) [,
Previous research findings indicate that it is very important
to emphasize green consumption intentions, environmental
responsibility, and environmental values to bridge and
promote green consumption practices among Generation Z
(Juliana et al., 2021; Liang et al., 2022; Yue et al., 2020) B
3, 601 Based on the above review, the following hypothesis
is proposed:

Hypothesis 3: Environmental values are suspected to
partially have a significant effect on the purchase decisions
of Generation Z.

2.4 Purchase Decisions

Previous studies defined purchasing decisions as a person's
decision to choose a particular product or service introduced
by the company (Hanaysha, 2022) 4. According to Salem
(2018) 31, purchasing decisions are thought processes that
guide consumers in identifying needs, making choices, and
choosing certain products and services. Another opinion
says that the purchase decision is the stage of determining
the choice of several existing alternative choices related to
products that are more in line with needs or desires (Zahroq
& Asiyah, 2022) 621, Based on the findings, the researchers
show that purchasing decisions can be influenced by green
products (Brand et al., 2022) 41, word of mouth (Zahroq &
Asiyah, 2022) 621 and environmental values (Widaningsih
& Qana'a B, 2020) B8, Based on the above review, the
following hypothesis is proposed:

Hypothesis 4: Green products, word of mouth, and
environmental values are thought to simultaneously have a
significant effect on Generation Z purchasing decisions.

2.5 Research Framework

Based on the previous discussion, the proposed theoretical
model can be seen as follows:

Information:

Partial Test
==Z==Z==Z: Simultaneous Test

GREEN
PRODUCT
WORD OF
MOUTH <

Payment method

Brand Choice

Dealer Choice

PURCHASING
DECISIONS

ount

Payment method

Egoistic Value
ENVIRONMENTAL
Altruistic Value
VALUE
osphere Value

Source: Processed by researchers (2023)

Fig 3: The proposed theoretical model

3. Research Methodology

Within the social sciences, there are two broad areas of
research: quantitative and qualitative research. The main
difference between these two research traditions is the
number of observations. Research that involves few
observations is generally called qualitative. Conversely,
work that includes hundreds, thousands, or even hundreds of
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thousands of observations is called quantitative (Stockemer,
2018) 1. The theoretical model proposed in this study
contains a total of eight instruments. The questionnaire
consists of two main parts. The first part measures the
respondent's demographic information, such as gender,
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education, occupation, etc. The second section shows the
values of green products, word of mouth, environmental
values, and Generation Z purchasing decisions. All items
(see Table 1) are anchored on a five-point Likert scale,
ranging from 1 (strongly disagree) to 5 (strongly agree).

Table 1: Research Instruments and Sources

Variable Indicator Item Source
1. Le Minerale products are products that do not pollute the environment.
2. Le Minerale products are of high quality and are the target of
1 Product hazard level consumers to fulfill their needs.
' . Le Minerale products are made from materials that are harmless to (Azad & Laheri,
Green Product 2.  Product packaging h d th . - Chand
(X1) 3 Product materials umans an the environment. ) ) 2014; Chandra
' 4. Le Minerale products use packaging that does not have a negative Rath, 2013) [6.15]
4. Eco labels - -
impact on the environment.
5. Le Minerale products have an eco label" or "environmentally friendly
certificate on the packaging.
1. Ialways talk about my positive experiences with Le Minerale products.
2. lalways talk about the quality of Le Minerale products.
1. Talkin 3. lalways recommend Le Minerale products to friends.
Word Of Mouth 9 4. 1 always recommend Le Minerale products to families. (Ali, 2020; Kotler
2. Recommend : .
(X2) . . 5. | always persuade my friends to consume Le Minerale products. & Keller, 2012)
3. Pushing Intensity D . -
6. 1always invite my family to consume Le Minerale products.
7. 1 always share my experiences through word of mouth with friends and
family regarding Le Minerale products.
1. I have more concern for the environment than other people.
2. | have the right to invite other people to share my concern for the
environment.
_ 1. Egoistic value 3. I believe tha_t the actions | tqke can have an impact on the environment. (De Groot & Steg,
Environmental - 4. | have a desire to repair environmental damage. .
2. Altruistic value - - 2010; Stern et al.,
Values (X3) - 5. | believe the world should be free from environmental damage.
3. Biosphere value - - 1999)
6. 1always try to reduce pollution and environmental damage.
7. lalways try to coexist with nature.
8. | feel that everyone has an obligation to be environmentally
responsible.
1. Product selection [1. Products have advantages according to needs.
2. Brand choice 2. Have an interest in the brand and the price to match. (Katrin, Intan,
Purchase Decision3.  Dealer choice 3. Have the convenience to get products anywhere. Lina; Diyah, 2016;
) 4. Purchase amount 4. Have the convenience of getting products in large quantities. Tranggono et al.,
5. Purchase time 5. Have the convenience of getting products at any time. 2020)
6. Payment method 6. Have the convenience of making product payments.

4. Results and Discussion
4.1 Test Results t

Table 2: Test Results t

Variabel B Sig.

Green Product (X1) ,401 | ,000
Word Of Mouth (X2) 106 | ,001
Environmental Values (X3) ,216 | ,000

Source: Data processed by researchers (SPSS V.25, 2023)

Based on the calculation results from table 3, the magnitude
of the number is obtained by df = n(385)-k(4) = 381, so that
the t table value is 1.966, and the following explanation is
obtained:

1. The Green Product Variable on Purchasing Decisions
Based on the coefficients table, the value of Tcount =
11.207 > Ttable = 1.966, with a significance of
0.0000.05. Then Ho is rejected and Ha is accepted,
which means hypothesis 1 shows that green products
have an effect on purchasing decisions.

2. Word-of-mouth Variable on Purchasing Decisions
Based on the coefficients table, the value of Tcount =
3.224 > Ttable = 1.966, with a significance of
0.0010.05. So Ho is rejected and Ha is accepted, which

means hypothesis 2 shows word of mouth has an effect
on purchasing decisions.
3. Variable Environmental
Decisions
Based on the coefficients table, the value of Tcount =
6.013 > Ttable = 1.966 has a significance of 0.0000.05.
Then Ho is rejected and Ha is accepted, which means
hypothesis 3 shows the investment value influences the
purchase decision.

Values in  Purchasing

4.2 F Test Results

Table 3: F test results

F Sig.
Regression 102,785 ,000P
Source: Data processed by researchers (SPSS V.25, 2023)

The regression results in Table 3 show an Fcount value of

102.785 and a significance of 0.000. It is known that dfl =

k(4)-1 = 3, and df2 = n(385)-k(4) = 385, so it is known that

the Ftable is 2.628. Then it can be concluded as follows:

1. Fcount > Ftable (102.785 > 2.628)

2. Probability 0.0000.05, then Hypothesis 4 is accepted, so
that green products, word of mouth, and environmental
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values together have a significant effect on purchasing
decisions.

4.3 Test Results for the Coefficient of Determination
(R2)

Table 4: Test Results for the Coefficient of Determination (R2)

Model| R | R Square AdSJusted R Std. Er_ror of the
quare Estimate
1 ,6692 447 443 1,70324

Source: Data processed by researchers (SPSS V.25, 2023)

The R Square result of 0.447 means that the variation of the
independent variables used, namely green product, word of
mouth, and environmental values, is able to explain the
variation in the dependent variable, namely the purchase
decision of 44.7%. While the remaining 55.3% is influenced
or explained by other variables not included in this study.

4.4 Discussion

4.4.1 The Effect of Green Products on Purchasing
Decisions

The value of the regression coefficient X1 in table 2 is 0.401
and is positive; this indicates that the green product has a
unidirectional relationship with the purchase decision. It can
be interpreted that for every addition of one unit of green
product, it will increase the purchase decision by 0.401.
Then hypothesis 1 is accepted and concluded as follows:
Hypothesis 1: Green products partially have a significant
effect on the purchase decisions of Generation Z.

The findings in this study are in line with research
conducted by Hanifah et al. (2019) ], Hikmatunnisa et al.
(2020) 281, and Nelly et al. (2021) 8, Where each of these
studies discusses the same independent variable (green
product) and the dependent variable (purchasing decision),
both of these studies produce a positive relationship between
green products and purchasing decisions, so it is in line with
this study that green products have an effect on the purchase
decisions of Generation Z. The results of this study also
confirm that the higher the green product value, the higher
the influence on purchasing decisions.

4.4.2 The Effect of Word of Mouth on Purchasing
Decisions

The value of the regression coefficient X2 in Table 2 is
0.106 and is positive; this shows that word of mouth has a
unidirectional relationship with purchasing decisions. It can
be interpreted that for every addition of one unit of word of
mouth, it will increase the purchase decision by 0.106. Then
hypothesis 2 is accepted and concluded as follows:
Hypothesis 2: Word of mouth partially has a significant
effect on Generation Z purchasing decisions.

The findings in this study are in line with research
conducted by Adlina & Handayani (2021) ™, Roza (2019)
42 and Ulansky (2021) 561, Where each of these studies
discusses the same independent variable (word of mouth)
and dependent variable (purchasing decision), both of these
studies produce a positive relationship between word of
mouth and purchasing decisions, so it is in line with this
research that word of mouth influences purchase decisions
for Generation Z. The results of this study can also prove
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that word of mouth will have a strong influence on
purchasing decisions if consumers continuously talk about a
product or service.

4.4.3 The Influence of Environmental Values on
Purchasing Decisions

The value of the regression coefficient X3 in table 2 is 0.216
and is positive; this shows that environmental values have a
direct relationship with purchasing decisions. It can be
interpreted that for every addition of one unit of
environmental value, it will increase the purchase decision
by 0.216. Then hypothesis 3 is accepted and concluded as
follows:

Hypothesis 3: Environmental values partially have a
significant effect on Generation Z's purchasing decisions.

This research is in line with research conducted by Liang et
al. (2022) 81, 'Yue et al. (2020) 5%, and Juliana et al. (2021)
[0 Where each of these studies discusses the same
independent variable (environmental values) and the
dependent variable (purchasing decisions), both of these
studies produce a positive relationship  between
environmental values and purchasing decisions, so it is in
line with this study that environmental values have an effect
on the buying decisions of Generation Z. So environmental
values play a very important role in emphasizing the
cultivation of green consumption intentions, environmental
responsibility, and environmental values and bridging the
seamless relationship between variables to promote green
consumption practices among Generation Z. With the
capability of Generation Z, who are technologically literate
and care about something of value, the information obtained
will be faster and more updated, so promoting
environmental values will increase purchasing decisions for
Generation Z's green consumption.

4.4.4 The Effect of Green Products, Word of Mouth, and
Environmental Values on Purchasing Decisions

The simultaneous test results in Table 3 show Fcount >
Ftable (102.785 > 2.628) and are positive. Then hypothesis
4 is accepted and concluded as follows:

Hypothesis 4: Green products, word of mouth, and
environmental values simultaneously have a significant
effect on Generation Z purchasing decisions.

Based on the results of hypothesis testing, it shows that
variations in the independent variables green product, word
of mouth, and environmental values are able to explain
variations in the dependent variable, namely the purchase
decision of 44.7% based on the results of the R2 test. While
the remaining 55.3% is influenced or explained by other
variables not discussed in this study. In line with research
conducted by Brand et al. (2022) ', Widaningsih (2020) [58
and Zahroq (2022) ¢ show that Generation Z's decision to
consume sustainable products is higher than that of other
generations influenced by green products, word of mouth,
and environmental values. As discussed in the partial test,
the higher the green product value (Nelly et al., 2021) [3€],
the more often it is discussed (Adlina & Handayani, 2021)
M and the higher the understanding of environmental
responsibility and environmental values of Generation Z
(Liang et al., 2022) B8 will greatly influence Generation Z
purchasing decisions.
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5. Conclusion

Based on the results of the research and discussion regarding

the variables green product, word of mouth,” and

environmental values on Generation Z purchasing decisions,
the authors draw the following conclusions:

1. Partially, it is known that the green product variable has
a significant influence on the purchase decisions of
Generation Z. This shows that one of the reasons
Generation Z purchases Le Minerale products is due to
the presence of the green product factor,” which
influences purchasing decision-making.

2. Partially, it is known that word of mouth has a
significant influence on Generation Z's purchasing
decisions. This shows that one of the reasons
Generation Z purchases Le Minerale products is due to
the word-of-mouth factor influencing purchasing
decision-making.

3. Partially, it is known that the environmental values
variable has a significant influence on Generation Z
purchasing decisions. This finding is also a novelty
study where environmental values are able to strengthen
Generation Z's environmental concern when buying a
product.

4, Simultaneously, green products, word of mouth, and
environmental values influence purchase decisions for
Generation Z. This research also supports the Kotler &
Keller Consumer Behavior Model (2012) B3, Limited
by focusing on aspects of marketing stimulation,
products and services with green product variables, and
communication in the form of word-of-mouth variables.
Furthermore, on consumer characteristics, with
additional variables in the form of environmental
values, and finally, the main focus on purchasing
decisions.

6. Discussion

The findings in this study indicate that green products
influence Gen Z purchasing decisions (Adlina, 2021; Roza,
2019; Ulansky, 2021) [t 42 561, However, the findings in the
field referred to the distribution of reasons for Gen Z to buy
Le Minerale products, showing that out of a total of 385
respondents, only 7%, or 26 respondents, bought Le
Minerale because of the green product. word of mouth and
environmental values. Thus, even though Gen Z has a high
awareness of the importance of green products, when it
comes to consumption, the price factor will be very sensitive
in influencing Gen Z's purchasing decisions (Yue et al.,
2020) 61,

The difference in this study lies in the use of research
instruments, namely by using a combination of indicators
from Azad (2014) [® and Rath (2013) I for the green
product variable, Kotler & Keller (2012) 3 and Ali (2020)
B3] for the word of mouth variable, De Groot (2010) [*8 and
Stern et al. (1999) I8 for environmental values variables,
then Katrin (2016) B and Tranggono et al. (2020) B4 to
assess purchasing decision variables, so that they can add to
scientific knowledge with research results still showing a
significant influence on Gen Z buying decisions (Adlina
2021; Liang et al., 2022; Nelly et al., 2021) [2- 36 38],

The novelty in this research lies in the factors that influence
sustainable purchasing decisions of Generation Z; it turns
out that it is not only in the green product aspect
(environmentally friendly products) but also in the
environmental values aspect (environmental values). So that
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planting green consumption intentions, environmental
responsibility, and environmental values can bridge and
increase green consumption practices among Generation Z.
It is hoped that educating Generation Z regarding
environmental values will greatly influence their purchasing
decisions.

7. Recommendations

Furthermore, the results of this study support the Kotler and
Keller consumer behavior model (2012) B3 The
contribution of this research lies in the aspect of marketing
stimulation. In products and services, the trend toward green
products is increasing (Ahmad et al., 2016) [, so the green
product variable is taken as a research topic. Then in
communication, as word of mouth develops, it is used as
advertising because it is considered more credible
(Silverman, 2001) " to seek information related to products
and services (Berger, 2014) 1% so the word of mouth
variable is adopted by researchers as a research topic.
Furthermore, the contribution of research on aspects of other
stimuli with additional variables in the form of
environmental values, and finally, the object of this
research, are purchasing decisions and Generation Z as
research subjects.

The limitations of this study lie in the research discussion,
where the discussion is limited by focusing on examining
green product variables, word of mouth, and environmental
values as factors that are considered to influence Generation
Z decisions. Other factors that are not examined are lifestyle
(Widaningsih 2020) 81, attitude (Maharani et al., 2021) 7,
advertising (Adlina 2021) [, prices (Hanifah 2019) °, and
others. In the future, it is hoped that it can be studied more
broadly regarding the factors that influence purchasing
decisions.

8. References

1. Adlina N, Handayani CMS. Pengaruh Iklan, Kualitas
Produk, Dan Wom Terhadap Keputusan Pembelian
Smartphone Vivo (Kasus Pada Masyarakat Dusun
Keboan Anom Gedangan Sidoarjo). Journal of
Sustainability Business Research. 2021; 2(2):324-334.

2. Ahmad F, Lapian J, Soegoto AS. Analisis Green Prod
& Green Market Strategy thd Keputusan Pembelian
Body Shop. Jurnal EMBA. 2016; 4(1):33-44.

3. Albloushy H, Hiller Connell KY. Purchasing
environmentally sustainable apparel: The attitudes and
intentions of female Kuwaiti consumers. International
Journal of Consumer Studies. 2019; 43(4):390-401.
Doi: https://doi.org/10.1111/ijcs.12518

4. Algiffary A. Pengaruh Celebrity Endorser, Online
Advertising dan Word of Mouth terhadap Minat Beli
Konsumen pada E-Commerce Tokopedia. Andalas
Management Review (AMAR). 2020; 4(2):16-31.

5. Ali K. Pengaruh Promosi Melalui Media Sosial Dan
Word of Mouth Terhadap Keputusan Konsumen
Memilih Wedding Organizer (Studi Pada Konsumen
Art Project Lampung di Kecamatan Trimurjo Lampung
Pengaruh Promosi Melalui Media Sosial Dan Word Of
Mouth Terhadap Keputusan. Jurnal Manajemen Dan
Bisnis (JMB). 2020; 1(2):2745-2892.

6. Azad PK, Laheri VK. Consumer Adoption of Green
Products and Their Role in Resource Management.
Indian Journal of Commerce & Management Studies.
2014; 5(3):22-28.

925


http://www.multiresearchjournal.com/

International Journal of Advanced Multidisciplinary Research and Studies

7.

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

Badan Pusar Statistik. Jumlah Penduduk Pertengahan
Tahun (Ribu Jiwa), 2020-2022. Diakses Pada 11
Januari 2023, 2022.
https://www.bps.go.id/indicator/12/1975/1/jumlah-
penduduk-pertengahan-tahun.html

Balabanis G, Chatzopoulou E. Under the influence of a
blogger: The role of information-seeking goals and
issue involvement. Psychology and Marketing. 2019;
36(4):342-353. Doi: https://doi.org/10.1002/mar.21182
Bastos W, Moore SG. Making word-of-mouth
impactful: Why consumers react more to WOM about
experiential than material purchases. Journal of
Business  Research. 2021; 130:110-123. Doi:
https://doi.org/10.1016/j.jbusres.2021.03.022

Berger J. Word of mouth and interpersonal
communication: A review and directions for future
research. Journal of Consumer Psychology. 2014;
24(4):586-607. Doi:
https://doi.org/10.1016/j.jcps.2014.05.002

Bielawska K, Grebosz-Krawczyk M. Consumers’
Choice Behaviour toward Green Clothing. European
Research Studies Journal. 2021; 24(2):238-256. Doi:
https://doi.org/10.35808/ersj/2124

Bisnis.com. Proyeksi 2022, Industri Air Minum
Kemasan Mendekati Pulih. Diakses Pada, 11 Januari
2023, 2022.
https://ekonomi.bisnis.com/read/20211223/257/148106
0/proyeksi-2022-industri-air-minum-kemasan-
mendekati-pulih

Boons F. Greening products: A framework for product
chain management. Journal of Cleaner Production.
2002; 10(5):495-505. Doi:
https://doi.org/10.1016/S0959-6526(02)00017-3

Brand BM, Rausch TM, Brandel J. The Importance of
Sustainability Aspects When Purchasing Online:
Comparing Generation X and Generation Z.
Sustainability (Switzerland). 2022; 14(9):1-28. Doi:
https://doi.org/10.3390/s5u14095689

Chandra Rath R. An Impact of Green Marketing on
Practices of Supply Chain Management in Asia:
Emerging Economic Opportunities and Challenges. In
Int. J. Sup. Chain Mgt. 2013; 2(1).
http://excelingtech.co.uk/

Dangelico RM, Vocalelli D. Green Marketing: An
analysis of definitions, strategy steps, and tools through
a systematic review of the literature. Journal of Cleaner
Production. 2017; 165:1263-1279. Doi:
https://doi.org/10.1016/j.jclepro.2017.07.184

de Figueiredo JN, Guillen MF. Green Products:
Perspectives on Innovation and Adoption (1st Editio).
New York: Productivity Press, 2011. Doi:
https://doi.org/https://doi.org/10.1201/b12784

De Groot JIM, Steg L. Relationships between value
orientations, self-determined motivational types and
pro-environmental behavioural intentions. Journal of
Environmental Psychology. 2010; 30(4):368-378. Doi:
https://doi.org/10.1016/j.jenvp.2010.04.002

Dietz T, Fitzgerald A, Shwom R. Environmental values.
Annual Review of Environment and Resources. 2005;
30:335-372. Doi:
https://doi.org/10.1146/annurev.energy.30.050504.1444
44

Dzian M, Triznova M, Kaputa, Supin M. The Analysis
of WOM in Slovak Republic and Impact of WOM on

21.

22.

23.

24,

25.

26.

217.

28.

29.

30.

31.

32.

33.

www.multiresearchjournal.com

Consumers Purchasing Decision. Procedia Economics
and Finance. 2015; 26(15):975-981. Doi:
https://doi.org/10.1016/s2212-5671(15)00919-3
Fakhrudin A, Yudianto K, Melly ADYS. Word of
mouth marketing berpengaruh terhadap keputusan
kuliah. Forum Ekonomi. 2021; 23(4):648-657. Doi:
https://doi.org/10.30872/jfor.v23i4.10111

Gentina E. The New Generation Z in Asia: Dynamics,
Differences, Digitalization. Emerald Group Publishing:
Bradford, UK, 2020.

Gheith E. Environmental Value Orientations and its
Relation to Pro-Environmental Behavior among Petra
University Students in Jordan. Journal of Education
Dan Practice. 2013; 4:61-72.

Hanaysha JR. Impact of social media marketing
features on consumer’s purchase decision in the fast-
food industry: Brand trust as a mediator. International
Journal of Information Management Data Insights.
2022; 2(2). Doi:
https://doi.org/10.1016/j.jjimei.2022.100102

Hanifah HN, Hidayati N, Mutiarni R. Pengaruh Produk
Ramah Lingkungan/Green Product Dan Harga
Terhadap Keputusan Pembelian Produk Tupperware.
JMD: Jurnal Riset Manajemen & Bisnis Dewantara.
2019; 2(1):37-44. Doi:
https://doi.org/10.26533/jmd.v2i1.345

Hikmatunnisa, Purwanti RS, Setiawan 1. Pengaruh
Green Product dan Green Advertising terhadap
Keputusan Pembelian (Suatu Studi pada Pe,beli yang
Menghuni Perumahan Garden City Ciamis). Business
Management and Entrepreneurship Journal. 2020;
2:130-140.

Huang M, Cai F, Tsang ASL, Zhou N. Making your
online voice loud: The critical role of WOM
information. European Journal of Marketing. 2011;
45(7):1277-1297. Doi:
https://doi.org/10.1108/03090561111137714

Jayanti SE. Pengaruh Gaya Hidup Dan Word of Mouth
Terhadap Keputusan Pembelian Parfum Isi Ulang N2N.
Muhammadiyah Manajemen Bisnis. 2020; 1(2):103-
108.

Joesyiana K. Pengaruh Word of Mouth Terhadap
Keputusan Pembelian Konsumen Pada Media Online
Shop Shopee Di Pekabaru (Survey pada Mahasiswa
Semester VIl Jurusan Pendidikan Akuntansi Fakultas
Keguruan dan llmu Pendidikan Universitas Islam Riau).
Jurnal Valuta. 2018; 4(1):71-85.

Juliana J, Pramezwary A, Djakasaputra A, Novia
Widjaja J, Virgiana Wijaya J. Analisis Environmental
Awareness Value Dan Green Practices Terhadap
Keputusan Pembelian Konsumen. Jurnal
Sociohumaniora Kodepena (JSK). 2021; 2(1):89-101.
Doi: https://doi.org/10.54423/jsk.v2i1.50

Katrin, Intan, Lina, Diyah SM. Pengaruh Promosi
Terhadap Keputusan Pembelian Di Restoran Javana
Bistro Bandung. Jurnal Bisnis Dan Manajemen. 2016;
3(2):75-83.

Khare A. Green Apparel Buying: Role of Past
Behavior, Knowledge and Peer Influence in the
Assessment of Green Apparel Perceived Benefits.
Journal of International Consumer Marketing. 2019;
35(1):109-125. Doi:
https://doi.org/10.1080/08961530.2019.1635553

Kotler P, Keller KL. Manajemen Pemasaran Edisi 12

926


http://www.multiresearchjournal.com/

International Journal of Advanced Multidisciplinary Research and Studies

34.

35.

36.

37.

38.

39.

40.

41.

42.

43.

44,

45,

46.

Jilid. PT Indeks : Jakarta, 2018, 2012.
http://slims.unjaya.ac.id//index.php?p=show_detail&id=
5588

Kumar S, Yadav R. The impact of shopping motivation
on sustainable consumption: A study in the context of
green apparel. Journal of Cleaner Production. 2021;
295:p126239. Doi:
https://doi.org/10.1016/j.jclepro.2021.126239

Le Minerale. Ajak Generasi Muda Terapkan
Sustainable  Lifestyle, Le Minerale Gandeng
Cosmonauts Luncurkan Baju Dengan Kandungan
Plastik Daur Ulang. Diakses Pada 11 Januari 2023,
2023. https://www.leminerale.com/article/detail/Ajak-
Generasi-Muda-Terapkan-Sustainable-Lifestyle-Le-
Minerale-Gandeng-Cosmonauts-Luncurkan-Baju-
Dengan-Kandungan-Plastik-Daur-Ulang

Liang J, Li J, Lei Q. Exploring the Influence of
Environmental Values on Green Consumption Behavior
of Apparel: A Chain Multiple Mediation Model among
Chinese Generation Z. Sustainability (Switzerland).
2022; 14(19). Doi: https://doi.org/10.3390/su141912850
Maharani BD, Hutami LTH, Isna K. Intensi Pembelian
Produk Ramah Lingkungan Berdasar Theory of Planned
Behaviour. Jurnal Manajemen Dan Kewirausahaan.
2021; 9(2):182-190. Doi:
https://doi.org/10.26905/jmdk.v9i2.6152

Nelly, Rahmi, Syamsuddin N, Ikhbar S, Nawir M.
Pengaruh  Green Product Terhadap Keputusan
Pembelian Pada Produk Air Minum Di Kota Banda
Aceh. Jurnal Sosiohumaniora Kodepena. 2021,
2(2):250-263.

Osman A, Othman YH, Salahudin SN, Abdullah MS.
The Awareness and Implementation of Green Concepts
in Marketing Mix: A Case of Malaysia. Procedia
Economics and Finance. 2016; 35:428-433. Doi:
https://doi.org/10.1016/s2212-5671(16)00053-8

Peng C, Kim YG. Application of the Stimuli-Organism-
Response (S-O-R) Framework to Online Shopping
Behavior. Journal of Internet Commerce. 2014; 13:159-
176. Doi:
https://doi.org/10.1080/15332861.2014.944437

Philip. Pengaruh Gaya Hidup Terhadap Keputusan
Pembelian Dengan Perilaku Konsumtif Sebagai
Variabel Intervening Pada Pembelian Sneakers Branded
Oleh Generasi Z Di Surabaya. Agora. 2019; 7(2).

Roza TA. Pengaruh Atribut Produk Dan Word of
Mouth Terhadap Keputusan Pembelian Buku Pada PT.
Masmedia Buasa Pustaka Cabang Banda Aceh.
Progress in Retinal and Eye Research. 2019; 1.

Salem MZ. Effects of perfume packaging on Basque
female consumers purchase decision in Spain.
Management Decision. 2018; 56(8):1748-1768. Doi:
https://doi.org/10.1108/MD-04-2017-0363

Schwartz SH. Are There Universal Aspects in the
Structure and Contents of Human Values? Journal of
Social Issues. 1994; 50(4):19-45. Doi:
https://doi.org/10.1111/j.1540-4560.1994.th01196.x
Semprebon E, Mantovani D, Demczuk R. Green
Consumption: A Network Analysis of Theoretical
Relationships in Marketing Marketing Intelligence &
Planning Article information : Marketing Intelligence &
Planning, October, 2018.

Shi WLTXZYGYZ. How Does Word of Mouth Affect

47,

48.

49.

50.

51.

52.

53.

54.

55.

56.

57.

58.

59.

www.multiresearchjournal.com

Customer. Journal of Business & Industrial Marketing.
2016; 31.

Silverman G. The Secrets of Word-of-Mouth
Marketing: How to Trigger Exponential Sales through
Runaway Word of Mouth. New York: American
Management Association, 2001.
https://www.proquest.com/scholarly-journals/secrets-
word-mouth-marketing-how-
trigger/docview/220132252/se-2

Stern PC, Dietz T, Abel T, Guagnano GA, Kalof L. A
value-belief-norm theory of support for social
movements: The case of environmentalism. Human
Ecology Review. 1999; 6(2):81-97.

Stockemer D. Quantitative Methods for the Social
Sciences: A Practical Introduction with Examples in
SPSS and Stata. In Quantitative Methods for the Social
Sciences: A Practical Introduction with Examples in
SPSS and Stata, 2018. Doi: https://doi.org/10.1007/978-
3-319-99118-4

Sungai Watch. Impact report: Top 10 Hard Plastics,
2021. https://sungai.watch/

Suparno PS. Orang Tua Diskretif di Era Generasi Z.
Yogyakarta: PT. Kanisius, 2020.

Sweeney J, Soutar G, Mazzarol T. Factors enhancing

word-of-mouth influence: Positive and negative
service-related messages. European Journal  of
Marketing. 2014, 48(1):336-359. Doi:

https://doi.org/10.1108/EJM-06-2012-0336

Top Brand Award. Top Brand Index Air Minum Dalam
Kemasan 2022. Diakses Pada, 11 Januari 2023, 2022.
https://www.topbrand-award.com/top-brand-
index/?thi_year=2023&category=makanan-dan-
minuman&type=subcategory&tbi_find=AIR MINUM
DALAM KEMASAN

Tranggono D, Ajeng N, Putri J. Pengaruh Terpaan Iklan
Nacific Di Instagram Terhadap Keputusan Pembelian

Produk Nacific Pada Followers Akun
@Nacificofficial.id. Jurnal llmu Komunikasi. 2020;
10(2).

http://jurnalfdk.uinsby.ac.id/index.php/JIIK%0APENGA
RUH

Tseng SC, Hung SW. A framework identifying the gaps
between customers’ expectations and their perceptions
in green products. Journal of Cleaner Production. 2013;
59:174-184. Doi:
https://doi.org/10.1016/j.jclepro.2013.06.050

Ulansky T. The Influence of Brand Awareness and
Word of Mouth towards Customer Purchase Decision
on Niancare Mask. Jurnal llmiah Manajemen. 2021;
11(1):39-50.

Wang H, Ma B, Bai R. How Does Green Product
Knowledge Effectively Promote Green Purchase
Intention? Sustainability. 2019; 11(4):p1193. Doi:
https://doi.org/10.3390/su11041193

Widaningsih S, Qana’a BM. Pengaruh Orientasi
Environmental Value dan Green Lifestyle Terhadap
Perilaku Green Consumption Pada Remaja di Kota
Bandung. JTIM: Jurnal Teknologi Informasi Dan
Manajemen. 2020; 2(2):28-39.

Yadav V, Gahlot P, Rathi R, Yadav G, Kumar A, et al.
Integral measures and framework for green lean six
sigma implementation in manufacturing environment.
International Journal of Sustainable Engineering. 2021;

927


http://www.multiresearchjournal.com/

International Journal of Advanced Multidisciplinary Research and Studies

60.

61.

62.

14(6):1319-1331. Doi:
https://doi.org/10.1080/19397038.2021.1970855

Yue B, Sheng G, She S, Xu J. Impact of consumer
environmental responsibility on green consumption
behavior in China: The role of environmental concern
and price sensitivity. Sustainability (Switzerland). 2020;
12(5):1-16. Doi: https://doi.org/10.3390/su12052074
Yusuf ISH, Abdulhaji S. Pengaruh Kesadaran Merek,
Harga Dan Word of Mouth Terhadap Keputusan
Pembelian Smartphone Xiaomi Di Kota Ternate. Jurnal
Manajemen Sinergi. 2020; 7(1):1-20.
http://ejournal.unkhair.ac.id/index.php/IMS/article/view
12574

Zahroq EL, Asiyah BN. Analisis Penentu Keputusan
Pembelian Dan Implikasinya Terhadap Minat Beli
Ulang Pada Pengguna Shopee Generasi-Z. Jurnal Riset
Ekonomi. 2022; 2(1):83-98.

www.multiresearchjournal.com

928


http://www.multiresearchjournal.com/

