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Abstract: The use of environmentally friendly (eco-friendly) products is the best solution for
maintainingenvironmental sustainability. The consumption behavior of Generation Z can be a
starting pointthat has an important role if these young buyers actively contribute to promoting
sustainable economic development and purchasing eco-friendly products. This study aimed to
analyze (1)the relationship between consumer attitudes, subjective norms, and perceived
controls with thepurchase intention of eco-friendly products in generation Z consumers, and (2)
the relationship between the purchase intention of eco-friendly products and eco-friendly
product purchase behavior in generation Z consumers. The approach used was explanatory
research with a quantitative analysis research method. The study population was Generation Z
consumers in Jambi with a sample of 200 respondents. Non-probability sampling technique
was used to select research samples. The instrument used was a research questionnaire. The
data were analyzed using the Structural Equation Model (SEM/PLS) with the smartPLS
analysis tool. The results showed that consumer attitudes have a significant effect on the
purchase intention of eco-friendly products in Generation Z consumers. Whereas, subjective
norms have no effecton the purchase intention of eco-friendly products in Generation Z
consumers. Furthermore, there is a positive effect between behavioral controls and the purchase
intention of eco-friendly products in Generation Z consumers. The purchase intention of
Generation Z consumers has an effect on eco-friendly product purchase behavior. The results
of this study are expected to be implemented in order to maintain environmental sustainability
and a green economy as wellas to contribute and become reference literature for academics,
universities, local governments,consumers, and business actors.
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INTRODUCTION

Consumer awareness of environmentally friendly (eco-friendly) products in today's world
is increasingly popular. This trend is triggered by increasing customer concerns about
conventionally produced products that are produced with additives that damage the
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environment, and in the long run, can cause health problems (Alamsyah et al., 2021). Surveys
show that environmentally conscious consumers rate eco-friendly products higher than
traditional products (Zhang et al., 2019). Consumers become interested in eco-friendly
products and in response, they change their shopping lists and tend to purchase products that
are considered eco-friendly (Yenipazarli & Vakharia, 2015).

Previous studies have shown that people in developed countries such as the United States
and Germany are very supportive of the idea and take positive action to buy branded products
that are eco-friendly (Chandra et al., nd). On the other hand, Asian consumers are increasingly
aware of the pressing environmental issues in a fast-growing global economy (Lai & Cheng,
2016). This has also awakened developing countries to move towards eco-friendly
consumption to support the environmental conservation movement. The point that explors the
effect of green marketing on purchase behavior in emerging Asian markets is considered timely
and important. This determination causes Indonesia, as one of the countries in Asia, and a
developing country in the world, to become more aware of green movements and activities for
environmental conservation. In line with this, Indonesia, in the concept of sustainable
development, carries three main pillars, namely social, economic, and environmental. These
three pillars must work and be implemented in harmony.

Eco-friendly products really provide the best service for their customers with free content
from chemicals that harm customers (Alamsyah et al., 2018). The essence of eco-friendly
products is how businesses create sustainable value for consumers by providing products and
services that are functional and meet the emotional needs of today and future generations while
respecting the environment and shared values. Environmentally friendly behaviors and
consumer attitudes are important aspects to influence and motivate enthusiasm for shopping
for more eco-friendly products. According to (Haque et al., 2020), in production, design,
packaging, labeling, and consumption, there is a positive thing about a product with an
environmentally friendly purpose. The importance of this study is to understand the factors that
inspire consumer behaviors, and companies must study these consumer behaviors. When
consumers realize the impact of their consumption that threatens environmental sustainability,
consumers will be more responsive to changing consumption patterns in purchasing patterns
for eco-friendly products because of their concern and care for environmental sustainability.

The phenomenon of attitudes is always emphasized as the originator of intentions and
behaviors. According to (Jaiswal & Kant, 2018), attitudes can be classified into general and
special terms, namely general attitudes and special attitudes. The theory of attitude is an
important part of the theory of behavior. According to Ajzein (1991), perceived behavioral
controls of consumers play an important role. The theory of planned behavior is considered a
framework that provides empirical support for understanding the cognitive determinants
(Ajzen, 1991) of consumer behaviors. Apart from attitude, the intention is also a significant
determinant in various sociopsychological and consumer behavior studies (Shukla, 2019).

Intergenerational differences are one of the topics that are often discussed in the
development of human resource management. There are significant differences in
characteristics between Gen Z and other generations (Gen X and Gen Y). Generation Z, known
as the "Internet Generation" or "Facebook Generation", are people born between 1995 and 2010
(Abrar et al., 2021). It was found that Generation Z has a higher tendency to be socially and
economically involved in society. The Generation Z group has the ability to master information
and technology, and this has become part of the life of the Generation Z group. This generation
is also characterized by more liking for social activities than the previous generations, multi-
tasking, being very fond of technology, caring about the environment, and being easily affected
by products that are related to the environment. Therefore, it is important to consider this
market segment in the study to understand how they behave towards purchasing eco-friendly
products.

The Indonesian Political Indicators Survey (IPI) shows that 64 percent of respondents aged
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17-26 years old consider environmental issues to be very important issues. The percentage of
this age group is the highest among other age groups. The results of a study by Lai & Cheng,
2016 (Lai & Cheng, 2016) stated that young buyers are motivated to actively contribute to
increasing sustainable consumption by making green purchases. The study further confirmed
that young consumers are generally very interested in consuming pro-environmental products.
These data support the statement that the younger generation expresses greater interest in
actively participating in social issues, especially compared to Generation Y (Xinhua, 2019).

The results of a study by (Alty Amalia et al., 2021) stated that Generation Z in Indonesia
shows positive behaviors toward the consumption of eco-friendly products, especially related
to waste which is the main source of environmental problems with the problem of sustainable
consumption. Based on the description, this study aimed to analyze the following research
questions:

1) How is the relationship between consumer attitudes, subjective norms, and perceived
controls with the purchase intention of eco-friendly products in generation Z
consumers?

2) How is the relationship between the purchase intention of eco-friendly products and
eco-friendly product purchase behavior in generation Z consumers?

METHOD

The research design used was descriptive quantitative in accordance with the problem
and research aims. The formation of the initial research model and testing of the model became
part of the research design. Data collection used was the sample survey with measurement
instruments in the form of a questionnaire. The considerations for choosing this design were
the large distribution of respondents, the scattered research locations, and there were
hypotheses that required testing. Types and sources of data consisted of primary data and
secondary data. The method of collecting primary data was through interviews, questionnaires
distribution, direct observations of the research object, and focused discussion on the object
and subject of the research. Whereas, the method of collecting secondary data was through the
search of scientific publications (national and international scientific journals), proceedings,
books, research reports, published data, and seminars or workshops in national and
international scientific forums.

The population in this study was Generation Z in Jambi who has consumed or used
eco-friendly products. The total population was unknown but could be estimated along with a
large number of Generation Z in Indonesia. The statistical model used was the Structural
Equation Model (SEM) of Variance with the SmartPLS analysis tool. The study samples were
200 respondents. To produce a convergent model and stable parameter estimates, the number
of study samples must be large (lacobucci, 2010) which suggests the number of sample sizes
that are practical for SEM is 200 respondents. The sampling technique used was a non-
probability sampling technique by means of purposive sampling. The consumer criteria used
as samples were young consumers who were born between 1995 - 2010 and above, male or
female, and willing to be respondents.

The analytical tool used was SmartPLS (partial least square). The PLS pathway
modeling aims to estimate the variance of the endogenous constructs, and in turn, their
respective manifest variables. The measurement model was evaluated by testing individual
item reliability, internal consistency or construct reliability, analysis of mean-variance
extraction (AVE), and discriminant validity. In PLS, the reliability of individual items is
assessed by examining the factor loading, or the simple correlation of an indicator with its
respective latent variable. The widely accepted rule of thumb indicates that in order to accept
an indicator as a constituent of a construct, the manifest variable must have a loading of 0.707
or more.

The construction between the independent variables and the dependent variable
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aswell as the intervening variable in this study is described through the following research

Consumer Attitude

model:

Subjective norm > Purchase Intention Purchase Behavior

Behavior control /

Figure 1. Research Model

RESULTS AND DISCUSSION

Testing of the structural model (inner model) was done by looking at the R-square
values as the results of the goodness-fit model test. The R-square values can be seen in the R-
square tablefrom the results of the running calculate model.

Table 1. Value of R square

R Square Information
Purchase Behavior 0.565 Met the criteria
Purchase Intention 0.652 Met the criteria

Source: Primary data processed 2022

Testing of the structural model on the inner model used the predictive-relevance (Q2)
values. The quantity of Q2 has a value range of 0 < Q2 < 1. The closer to 1 means the better
the model. Predictive-relevance values can be obtained using the following formulations and
calculations:

Q2=1-(1-R12)(1-R22)

Q2 =1-(1-0.5652) (1 -0.6522)
Q2 =1-(0.681) - (0.575)
Q2 =0.256

The result of the calculation of the predictive-relevance value of 0.256 or 20.56 percent
show that the diversity of data that can be explained by the model is 25.60 percent. The
remaining 74.40 percent is explained by other variables that have not been contained in the
model. If the value of R square is close to 1, the effect between the independent and dependent
variables will be stronger.

Significance (Hypothesis Testing)

Hypothesis testing in this study aimed to establish a basis so that it could collect evidence
in the form of data in determining whether to reject or accept the truth of the statements or
assumptions that have been made. The second model was then run and the following
bootstrapping model was obtained:
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Figure 2. Bootstrapping

Table 2. Path Coefficients Values

Original Sample Star_ldz_ird T Statistics = Informatio
sample  yeonvy  Deviation . oerpev)  values | hon
(0) (STDEV) Hypothesis
Bezien corinels = 0.423 0.425 0.052 8125  0.000
Purchase Intentions Accepted
Purchase Intentions-

. 0.751 0.756 0.039 19,334 0.000
>Purchase Behavior Accepted
Consumer Attitudes-

42 42 . 2 .
~Purchase 0.429 0.428 0.069 6,238 0.000 Accepted
Intentions
Subjective Norms -> .
Purchase Intentions 0.100 0.101 0.055 1,812 0.071 Rejected

Source: Primary Data processed 2022

The hypotheses in this study can be seen from the calculation of the model using the PLS
bootstrapping technique. From the results of the bootstrapping calculation, a statistical T value
will be obtained for each relationship or path. This hypothesis testing was set to a significance
level of 0.05 and one-way (1-tailed). The hypothesis can be accepted if the value of T statistic
is greater than 1.64 (Jogiyanto, 2011). Based on the results of data processing, the significance
level of the relationship between consumer attitudes and purchase intention is less than 0.05.
Hypothesis 1.a is accepted, as the T statistic value of 6.238 >1.64 shows that consumer attitudes
have a significant effect on the purchase intention of eco-friendly products in Generation Z
consumers. According to (Jaiswal & Kant, 2018), attitude phenomena are always emphasized
as one of the imperative antecedent variables of intentional behavior and actual behavior in
consumer psychology of eco-friendly products. Generation Z who are more aware of
environmental issues will take positive action by refusing to use and consume products that
have a negative impact on the environment. It was found that this generation has a stronger
sense of responsibility and concern. Thus, their behavior about green consumption will be
strengthened. This is in line with the results of a study by (Kautish & Sharma, 2019) that young
consumers have a concern for the environment. These young people have different
environmental values, due to greater self-confidence and stronger conscientious behavior.
Young people tend to have more positive attitudes toward the environment than their parents
and previous generations. Because Generation Z has a unique character and is different from
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other generations, identifying the factors affecting Generation Z's attitude toward purchasing
eco-friendly products is necessary to make a behaviorally relevant approach.

The next research question is how subjective norms affect the purchase intention of eco-
friendly products and eco-friendly product purchase behavior in generation Z consumers. The
significance value of 0.071 is greater than the significance level of 0.05—and the T statistic
value of 1.812 > 1.64. This means that subjective norms have no effect on the purchase
intention of eco-friendly products in Generation Z consumers. So it can be concluded that
hypothesis 1.b cannot be proven empirically. The results of this study indicate that generation
Z consumers are a group of consumers who are able to decide everything on their own without
the involvement of opinions or suggestions from their family or closest people. In terms of
using eco-friendly products, Generation Z in this study is fully aware of their role in preserving
the environment by not buying and using products that are not pro-environmental. The results
of this study are not in line with the results of a study by Ajzein (1991) that belief norms are
behaviors that are lived based on what other people think and whether someone will do what
others do. The theory of planned behavior (Ajzein, 1991) predicts that subjective norms will
affect consumers' purchase intentions but apart from that, consumers who come from certain
age groups may have other triggers in determining product purchase intentions. Generation Z
has a realistic, pragmatic, and independent character. This group is more comfortable working
alone and independently—and solves problems in a 'Do-it-yourself' way. So, in purchasing
decisions they tend to decide for themselves and do not ask for advice or input from those
closest to them.

This study analyzed the relationship between perceived behavioral control with the
purchase intention of eco-friendly products in Generation Z consumers. The significance value
of 0.000 and the T value of 8.125 indicate that there is an effect of behavioral controls on the
purchase intention of eco-friendly products in Generation Z consumers. Behavioral control is
a consequence of human behavior whether it is liked or disliked. The review argues that
individual may want to take an action, or may withdraw due to some situational constraints. A
person's personality traits, such as self-confidence and self-efficacy, or their beliefs determine
the purchase behavior of Generation Z. According to the results of a study by (Mohiuddin et
al., 2018), consumer behavior controls affect the purchase intention of eco-friendly products.
The researchers stated that understanding consumer actions can be enhanced by behavioral
controls as a predictive factor when included in behavioral studies.

The next hypothesis testing is how much the purchase intention of Generation Z affects
eco-friendly product purchase behavior. The significance value of 0.000 and the T value of
19.33 indicate that the hypothesis is accepted. There is a strong need for eco-friendly products
in a changing world market, thus this has also changed the focus of consumer purchases. The
urgency to manage environmental issues has been widely known and discussed. The purchase
intention of eco-friendly products by Generation Z is described as the possibility that this age
group specifically chooses products with eco-friendly features over other traditional products,
in their purchase considerations. They prefer to use their own drinking bottles for good
activities at school, at work, and at other daily activities compared to buying bottled water.
Awareness of purchasing eco-friendly products is also shown by bringing or buying their own
shopping bags compared to using plastic bags. The results of this study are in line with the
results of a study by (Al-Gasawneh & Al-Adamat, 2020) where green purchase intention is an
important aspect of consumers' actual green purchase behavior, and indicates that customers
aim to buy eco-friendly products if they are of interest to them.

Understanding Generation Z's purchase behavior helps understand how an individual
makes purchasing decisions and what motivates them to make purchases. Because consumer
behavior refers to the psychological processes that consumers go through, it is very important
to identify their needs and wants, determine how to fulfill those wants, and understand how
they make purchasing decisions. Based on the Theory of Planned Behavior by Ajzen (1991), a
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person's intention is affected by their attitudes toward behavior, subjective norms, and
perceived behavioral controls. So, it is important to know the relationship between them, the
factors, and the purchase intention of Generation Z in terms of purchasing eco-friendly
products.

CONCLUSION

Generation Z has different behaviors in consuming eco-friendly products. This model
found the relationship between variables which includes antecedents and consequences. Based
on the test, it was found that variables of attitudes and behavioral controls affect purchase
intentions. Whereas, subjective norms have no effect on purchase intention. Furthermore,
purchase intention has a significant effect on purchase behavior. It was found that Generation
Z has a stronger sense of responsibility and care. Thus, their behaviors regarding green
consumption need to be strengthened, through educational programs that are appropriate for
the age group and the addition of fashionable eco-friendly products.
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