™

Check for
updates

Green Marketing Strategies and Generation Z’s
Purchase Intentions: Green Product Image as Mediator

Andi Nurul Fadhilah Ayu

Hasanuddin University, Makassar, Indonesia
Nurul.fadhilah@pln.co.id

Abstract. The study investigates the influence of the green marketing mix
(product, price, place, promotion) on Generation Z's purchase intention, with
green brand image as a mediating variable. Using a sample of 200 respondents
and structural equation modeling (SEM) for data analysis, the results reveal that
green product does not significantly impact purchase intention, indicated by a t-
statistic of 0.155 and a p-value of 0.876. In contrast, green price (t-statistic 2.904,
p-value 0.004), green place (t-statistic 2.179, p-value 0.029), and green
promotion (t-statistic 3.575, p-value 0.000) exhibit a significant positive
influence on purchase intention. The analysis also indicates that green product
and place significantly influence green brand image, while price does not.
Mediation analysis reveals that green brand image does not mediate the
relationship between the green marketing mix and purchase intention, as all p-
values exceed 0.05. These findings suggest that while certain elements of the
green marketing mix directly affect purchase intention, the role of green brand
image as a mediator remains limited. Future research should investigate
additional mediating factors to better understand Generation Z’s eco-conscious
purchasing behaviors.

Keywords: Green marketing mix, purchase intention, Generation Z, green brand
image, structural equation modeling.

1 Introduction

Economic, population growth, and shifting consumption patterns have led to serious
environmental issues, including global warming, waste, and pollution. Global
warming has resulted in extreme climate conditions, with 2023 being the second
hottest year in Indonesia since 1981, with a temperature anomaly of 0.5°C [1].
Additionally, plastic waste is a major contributor to environmental damage, resulting
in long-term effects like global warming. According to the [2] Indonesia generated
791,268.72 tons of waste in 2022, which increased to 13,653,648.03 tons in 2023,
placing the country as the fifth-largest waste producer globally [3]. Furthermore,
Indonesia ranks 62nd among the most polluted large cities in the world [4]. In light of
these environmental challenges, there is growing public awareness about
sustainability. [5] highlighted that Indonesian consumers are increasingly concerned
about eco-friendly products, with the proportion of eco-conscious consumers rising
from 11% in 2019 to 22% in 2020. Consumers are adopting eco-friendly behaviors,
such as using reusable cloth bags instead of plastic. Additionally, 86% of consumers
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are incorporating eco-friendly habits into their daily lives, and 74% choose to
purchase from socially responsible brands that use sustainable materials and processes
[6].

Generation Z, particularly, has shown an increased awareness of environmental
sustainability [7]. This generation, born between 1997 and 2012, exhibits a strong
connection with both technology and environmental issues [8]. Research conducted
by JakPat revealed that 69.8% of Generation Z consumers bring reusable bags when
shopping, 56.2% prefer purchasing eco-friendly products, 45.2% opt for natural and
organic goods, 42.1% select products with refillable packaging, and 36.2% support
brands that engage in environmental and social responsibility efforts [7]. With a total
of 74.93 million individuals in Indonesia falling within this age group [9], Generation
Z presents a significant market potential for sustainable products. For companies,
involvement in environmental protection initiatives not only contributes positively to
the environment but also enhances their brand reputation, which in turn strengthens
consumers’ purchase intention. Purchase intention, in this context, refers to the
probability of consumers selecting a particular brand or switching from one brand to
another [10]. Various studies have examined the development of purchase intentions,
with findings from [11] indicating that the marketing strategies plays a crucial role in
shaping consumer purchasing behaviour. Specifically, in the domain of eco-friendly
products, [12] demonstrated that the green marketing strategies exerts a substantial
influence on consumer purchase intentions.

In response to growing environmental concerns, businesses are increasingly
adopting green marketing strategies, which include the creation of eco-friendly
products, the use of recyclable and biodegradable packaging, improved pollution
management, and energy-efficient processes [10]. Mirroring the conventional
marketing strategies, the green marketing strategies also comprises four key elements:
product, price, place, and promotion. A product is classified as "green" when its
environmental impact is considered across its entire lifecycle. According to [12],
green products are characterised by their minimal consumption of natural resources
and reduced environmental harm. Producing eco-friendly goods generally incurs
higher production costs, leading to premium pricing. As highlighted by [13], price is a
critical factor influencing consumers' decisions when comparing green products with
conventional alternatives. Environmentally aware consumers are often willing to
accept higher prices, recognising the associated environmental benefits [14].

The concept of green distribution, or "place," within the marketing strategies
emphasizes the reduction of carbon emissions through optimized logistics
management, aiming to minimize the overall carbon footprint [15]. As outlined by
[13], green promotion involves conveying a company's environmental commitments
to consumers while promoting the adoption of sustainable products. Studies such as
[16] have demonstrated that the green marketing strategies significantly impacts
purchase intentions, while [17] emphasized its role in fostering long-term purchasing
behaviors. Beyond the marketing strategies, Green Product Image plays a critical role
in influencing consumer purchase intentions. According to [18], Green Product Image
is a key factor in driving purchasing decisions. Similarly, [19] highlighted that a
strong green Green Product Image, reflecting a company's dedication to
environmental responsibility, is essential for communicating sustainability efforts to
consumers. A well-established green Green Product Image not only raises consumer
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environmental awareness but also boosts purchase intentions. Previous studies, such
as [18], have confirmed the positive impact of Green Product Image on consumer
purchase intentions, while [20] emphasized the role of the green marketing strategies
in shaping a Green Product Image. Nevertheless, there is limited research examining
the mediating effect of Green Product Image between the green marketing strategies
and purchase intention, particularly in the context of eco-friendly products. This study
aims to address this gap by exploring the influence of the green marketing strategies
on Generation Z's intention to purchase sustainable products, with Green Product
Image acting as a mediating variable.

2 Literature Review

2.1 Generation Z and Green Purchase Intentions

Generation Z was born into a world where access to technology has become a global
norm. This generation, defined as individuals born between 1997 and 2012 [21],
represents a significant portion of Indonesia's population. According to Indonesia’s
[22], Generation Z accounts for 34,717,318 individuals out of the total 133,542,018
population across various generational groups. This data suggests that Generation Z
presents a lucrative target market for businesses.

In recent years, environmental issues have become increasingly prominent. [23]
found that Generation Z expresses concern about environmental problems, including
the detrimental effects of exploiting natural resources and the general lack of
awareness regarding these issues. Generation Z, characterised by a heightened sense
of environmental awareness, is prepared to pay higher prices for sustainable products
[24]. Their intention to purchase eco-friendly products is strongly shaped by their
personal level of environmental consciousness [25].

2.2 Green Marketing Strategies and Green Purchase Intentions

To support environmental protection, companies can implement a green marketing
strategy to attract consumer purchase intentions. The green marketing strategy is
divided into four primary [26]. According to [27], green products represent an
environmentally friendly concept adopted by companies, which appeals to
environmentally conscious consumers and drives green purchase intentions. [28]
define green products as those that are non-toxic, recyclable, and made from organic
materials that positively affect humans. Green products typically have higher prices
compared to conventional products due to higher production costs, but they offer
lower long-term costs. Green pricing refers to a company’s pricing decisions that
consider environmental impacts, with consumers willing to pay more if they perceive
added value in the product. Essentially, consumers are given the choice between
purchasing cheaper, environmentally harmful conventional products or paying a
premium for eco-friendly products, and environmentally conscious consumers
generally recognize the importance of such products [29].

Green logistics management is crucial in influencing consumers' perceptions of
environmental responsibility. The idea of "green place" is realised through sustainable



2022 A.N.F. Ayu

logistics and distribution practices within a business [30], relating to the locations
where consumers can access eco-friendly products [31]. As noted by [32], green
distribution seeks to minimise carbon emissions resulting from transportation
activities. Green promotion includes various methods such as paid advertising, direct
marketing, public relations, sales promotions, and in-store marketing efforts. As [33]
explains, green promotion involves designing and promoting environmentally friendly
products in a manner that is safe for the environment.

The green marketing strategy has been identified as a profitable strategy for
companies. Numerous studies have shown that green purchase intentions are
considerably impacted by the successful application of the green marketing strategies
[34]. When the elements of the marketing strategies are effectively employed,
businesses can cultivate favourable consumer perceptions, which in turn, strengthen
the intention to purchase eco-friendly products [35]. Accordingly, the following
hypothesis is put forward:

HI: The green product has a positive impact on the purchase intentions of

Generation Z.
H2: The green price exerts a positive influence on the purchase intentions of
Generation Z.

H3: The green place positively influences the purchase intentions of Generation Z.
H4: The green promotion has a positive effect on the purchase intentions of
Generation Z.

2.3 The Relationship Between the Green Marketing Strategies and Green
Product Image

In addition to the marketing strategies, companies can leverage Green Product Image
to influence consumer purchase intentions. Green Product Image refers to the
perception or beliefs that are formed and ingrained in consumers' minds about a
particular product or brand [36]. It includes elements such as slogans, messages,
product values, and how well a brand can promote itself to attract consumer purchase
intentions. A strong Green Product Image can enhance a product's competitiveness, as
products with a positive Green Product Image are more likely to attract consumer
purchase intentions. As stated by [37], consumer purchase intentions are shaped by
the marketing strategies, largely through the improvement of Green Product Image.
Product is a fundamental element of the marketing strategies, and in both sustainable
and traditional settings, the marketing strategies has a notable influence on Green
Product Image [38]. Consumers' perceptions and beliefs regarding a green Green
Product Image are based on their recollections of the green product or brand, which in
turn motivates their purchasing decisions [39]. Consequently, the following
hypothesis is proposed:

H5: The green product has a positive impact on green Green Product Image.
H6: The green price exerts a positive influence on green Green Product Image.
H7: The green place positively influences green Green Product Image.
HS8: The green promotion positively affects green Green Product Image.
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2.4 Green Green Product Image and Green Purchase Intentions

Green Product Image is a key factor in influencing consumer purchasing decisions.
Within the realm of sustainability, a Green Product Image embodies consumers' views
of a company’s dedication to environmental conservation. When a company regularly
provides eco-friendly products, these perceptions can substantially strengthen its
Green Product Image [40]. According to [41], a Green Product Image not only
embodies the company's brand identity but also serves as a key differentiator from
competitors. Consumer knowledge, attitudes, and environmental awareness are
closely linked to green Green Product Image, as these factors enhance its perceived
value, which in turn influences purchase intentions [42]. Consequently, businesses are
increasingly focused on enhancing perceptions of their green Green Product Image to
boost consumer purchase intentions [43]. Based on this, the following hypotheses are
proposed:

HY: Green Product Image positively affects Generation Z's purchase intentions.
HI10: Green Product Image mediates the relationship between green products and

consumer purchase intentions.
HI11: Green Product Image mediates the relationship between green pricing and
consumer purchase intentions.
HIi2: Green Product Image mediates the relationship between green place and
consumer purchase intentions.

H13: Green Product Image mediates the relationship between green promotion and
consumer purchase intentions.

3 Method

This study adopts a quantitative research approach, utilizing data collection through
surveys. Quantitative methods focus on collecting data with research tools and
conducting statistical analysis to test pre-established hypotheses [44]. The target
population consists of Generation Z individuals residing in Makassar, Indonesia,
including both males and females born between 1997 and 2012 [45]. With six
variables—spanning independent, dependent, and mediating factors—a minimum
sample size of 60 respondents is required. A purposive sampling method is applied to
ensure the data collected is pertinent and supports the research objectives.
Consequently, the criteria for participant selection include Generation Z individuals of
both genders, born between 1997 and 2012. The data is analyzed using Structural
Equation Modelling (SEM) with Partial Least Squares (PLS), a statistical technique
that enables the examination of complex relationships that cannot be effectively
assessed with simple linear regression [46].
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4 Result and Discussion

4.1 Data

The respondents for this study were selected from Generation Z, specifically
individuals born between 1997 and 2012 located in Makassar. These respondents
were chosen based on their previous experience of purchasing or expressing interest
in purchasing eco-friendly or green products. A total of 200 respondents participated
in the research, consisting of 133 females and 67 males. This gender distribution
highlights the increasing interest in green products among both male and female
consumers, particularly within Generation Z. Known for their strong environmental
consciousness and commitment to sustainability, Generation Z serves as an ideal
demographic for examining the influence of green marketing and Green Product
Image on purchasing intentions. By incorporating both genders, the study seeks to
obtain a more holistic understanding of how green products resonate with diverse
consumer segments within Generation Z, offering valuable insights for companies
looking to enhance their green marketing strategies. The inclusion of a sizable number
of respondents also ensures the robustness and reliability of the study's findings.

4.2 Instrument Testing Results (Analysis of Outer Model)

The data in the table indicate that the outer loading values and the Average
Variance Extracted (AVE) for all variables exceed the required threshold, confirming
the validity of the constructs and their respective indicators. This suggests that the
indicators are adequately representative of their constructs and meet the convergent
validity criteria, ensuring that the model accurately measures what it is intended to.

Table 1. Discriminant Validity: The Fornell-Larcker Approach

X1 X2 X3 X4 Y1 71
X1 0.795
X2 0.432 0.846
X3 0.195 0.336 0914
X4 0.474 0.658 0.379 0.861
Y1 0.370 0.600 0.510 0.700 0.812
Z1 0.525 0.693 0.398 0.765 0.649 0.843

As demonstrated in the table, the square root of the AVE for each construct
surpasses the correlations between the constructs, confirming that the model meets the
discriminant validity criteria. This indicates that each construct is distinct and
captures a unique aspect of the data, ensuring that the constructs are not excessively
correlated with one another. Establishing discriminant validity is crucial in validating
that the model accurately differentiates between the constructs, thereby enhancing the
robustness and reliability of the research findings.
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4.3  Inner Model Analysis

The inner model is assessed through various tests, including the coefficient of
determination (R?), predictive relevance (Q?), the F? test, as well as hypothesis testing
(covering both direct and indirect effects). These assessments are crucial in verifying
the strength and validity of the structural model. Below is the suggested framework
for the Partial Least Squares (PLS) model applied in this analysis.

R? wvalues are typically categorized as follows: 0.67 signifies high predictive
capability, 0.33 indicates moderate predictive capability, and 0.19 reflects low
predictive capability. These classifications aid in evaluating how much of the variance
in the endogenous variables is explained by the model. A higher R? value signifies
that the model has a stronger capacity to predict the behavior of the endogenous
variables, thus enhancing the reliability of its predictions. The R? outcomes are
presented in the following table.

4.4 Hypotheses Testing

The analysis of direct effects (refer to Table 4) based on the proposed hypotheses
uncovers several important insights. Firstly, the impact of green products on purchase
intention was determined to be statistically insignificant, with an original sample
value of -0.009, a low p-value of 0.876, resulting in the rejection of this hypothesis.
This indicates that, in this particular context, green products do not exhibit a
significant effect on consumers' intentions to make a purchase.

Conversely, the effect of green pricing on purchase intention was found to be
significantly positive, with an original sample value of 0.164, a p-value of 0.004,
thereby supporting the hypothesis. This suggests that consumers are more inclined to
purchase when they view the price of eco-friendly products as fair or justifiable,
reflecting a potential willingness to invest more in sustainability.

The analysis also revealed that green distribution ("place") has a significant positive
influence on purchase intention, with an original sample value of 0.163, a p-value of
0.029. This underscores the importance of accessibility and availability of green
products in shaping consumer purchasing behavior, highlighting the crucial role that
logistics and distribution play in green marketing strategies.

Additionally, green promotion showed a strong positive effect on purchase intention,
as demonstrated by an original sample value of 0.286, a p-value of 0.000, offering
strong support for this hypothesis. This outcome indicates that well-executed
promotional efforts that emphasize environmental benefits are essential in motivating
consumers to opt for eco-friendly products.
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Table 2. P-values of Hypotheses

Hypothesis Coefficient P-Values Significancy
H1 -0.009 0.876 Not-significant
H2 0.164 0.004 Significant
H3 0.163 0.029 Significant
H4 0.286 0.000 Significant
HS 0.252 0.000 Significant
H6 0.094 0.147 Not-significant
H7 0.396 0.000 Significant
H8 0.464 0.000 Significant
H9 0.137 0.094 Not-significant

The analysis regarding Green Product Image showed that green products had a
significantly positive impact on Green Product Image, with an original sample value
of 0.252, and a p-value of 0.000. This indicates that providing eco-friendly products
enhances consumers' perception of the brand's environmental responsibility. In
contrast, green pricing did not significantly impact Green Product Image, as reflected
by a relatively low original sample value of 0.094, a p-value of 0.147, suggesting that
pricing strategies may not have a substantial effect on how consumers perceive a
brand’s sustainability efforts.

Additionally, the connection between green distribution and Green Product Image
was found to be notably positive, with an original sample value of 0.396, a p-value of
0.000, indicating that well-executed logistics and distribution practices play a crucial
role in bolstering a brand’s environmental image. Similarly, green promotion had a
significant positive influence on Green Product Image, with an original sample value
of 0.464, a p-value of 0.000, emphasizing the critical role that promotional activities
have in enhancing a brand’s sustainable reputation. However, the analysis revealed
that the impact of Green Product Image on purchase intention was not statistically
significant, as demonstrated by an original sample value of 0.137, a p-value of 0.094.
This suggests that other factors beyond Green Product Image might have a more
prominent influence on consumers' purchasing decisions.

Table 3. T-Statistic and P-Value Hypothesis Table (Indirect)

Hypothesis Coefficient P-Values
H10 0.013 0.264
HI11 0.064 0.175
H12 0.022 0.143
H13 0.039 0.103

The analysis shown in Table 5 reveals that green products do not have a significant
impact on purchase intention when mediated by green Green Product Image, as
indicated by an original sample value of 0.013, p-value of 0.264, leading to the
rejection of this hypothesis. Likewise, the influence of green pricing on purchase
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intention through Green Product Image is also found to be insignificant, with an
original sample value of 0.064, p-value of 0.175. Furthermore, green distribution
("place") does not significantly affect purchase intention via Green Product Image, as
reflected by an original sample value of 0.022, p-value of 0.143. Finally, the
mediation effect of green promotion on purchase intention through Green Product
Image is also insignificant, with an original sample value of 0.039, a p-value of 0.103.

In conclusion, the findings suggest that Green Product Image does not serve as a
significant mediator between green product, green price, green distribution, and green
promotion in relation to purchase intention. This implies that Green Product Image
may not be a key factor in influencing consumers' decisions to buy eco-friendly
products. These results indicate that other factors—such as product quality, consumer
values, or personal experiences—might have a more substantial impact on driving
purchase intentions. Hence, while green marketing initiatives remain valuable,
companies may need to consider additional strategies that directly align with
consumer preferences to more effectively encourage the purchase of sustainable
products.

Green products on the purchase intentions of Generation Z

The analysis reveals that green products do not meaningfully influence Generation Z's
purchasing decisions, as indicated by a p-value of 0.876, which is higher than the
commonly accepted significance level of 0.05. This suggests that green products
alone are not a substantial factor in shaping Generation Z’s purchase behaviour. These
results are consistent with prior studies, which similarly found that environmentally-
friendly offerings, such as Aqua’s green products, did not significantly influence
consumer purchase intentions. This finding may imply that while Generation Z is
environmentally conscious, other factors—such as price, product quality, or brand
loyalty—may play a more decisive role in their purchasing decisions. Therefore,
businesses may need to complement green product initiatives with additional value
propositions that resonate more strongly with this demographic.

Green pricing on the purchase intentions of Generation Z

The p-value of 0.004, which is below the 0.05 significance threshold, indicates that
this relationship is statistically significant. The results of the hypothesis testing
confirm that green pricing has a positive and significant effect on Generation Z’s
purchasing intentions. This suggests that sustainable pricing strategies, such as fair
pricing for eco-friendly products, can effectively increase Generation Z's willingness
to make purchases.

These findings are consistent with those of [47], who similarly concluded that
green pricing plays a critical role in positively influencing purchase intentions for
green products. Likewise, [48] found that green pricing significantly enhances
purchase intentions, further reinforcing the importance of integrating sustainable
pricing in marketing strategies targeting environmentally-conscious consumers. This
highlights the value of adopting green pricing as part of a broader marketing approach
to appeal to Generation Z’s preference for sustainability.
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The concept of green place influences the purchase intentions of Generation Z.
The hypothesis test for the green place variable revealed a p-value of 0.029, which is
below the 0.05 threshold for statistical significance. These results indicate that green
places have a significant and positive impact on Generation Z’s purchasing intentions.
This finding suggests that environmentally sustainable locations, such as stores or
distribution points that align with eco-friendly values, can increase Generation Z’s
likelihood of making purchases.

The positive association between green place and purchase intention implies that
the accessibility and visibility of green products in sustainable environments are
crucial for this demographic. Prior studies, including those by [49] and [50], have also
confirmed that green places have a significant and positive effect on purchase
intentions, reinforcing the importance of integrating sustainability into the physical
and digital environments where products are offered. This underscores the strategic
role of green places in influencing consumer behaviour, particularly for businesses
aiming to appeal to eco-conscious buyers like Generation Z.

Green products on Generation Z's purchase intentions.

The analysis reveals that green products do not significantly impact the purchasing
decisions of Generation Z, as evidenced by a p-value of 0.876, which exceeds the
accepted 0.05 significance level. These results indicate that green products alone do
not play a substantial role in influencing the purchasing behaviour of this
demographic. This may suggest that while Generation Z values environmental
sustainability, other factors such as product quality, pricing, or brand reputation may
have a greater influence on their buying decisions. These findings are in line with
previous research, which similarly found that eco-friendly products, such as those
from Aqua, did not significantly affect consumer purchase intentions. This implies
that businesses focusing solely on offering green products may need to consider
additional strategies, such as enhancing product value or incorporating effective
marketing, to more effectively appeal to Generation Z’s purchasing motivations.

Green Product Image serves as a potential mediator between green products and
Generation Z’s purchase intentions.

The analysis reveals that there is no significant relationship between green products
and purchase intentions when mediated by green Green Product Image. The p-value
of 0.264 indicates that this influence lacks statistical significance. This suggests that
the green product variable is not sufficiently strong to impact purchase intentions
through Green Product Image and, therefore, does not play a substantial role in this
context. According to the Theory of Planned Behavior, subjective norms are one of
the key factors influencing purchase intentions. Generation Z may feel that the
projected Green Product Image does not align with the company’s actual
environmental practices, which may dampen their purchasing intentions, even if they
recognize the products themselves as eco-friendly. This highlights a potential
disconnect between brand perception and product attributes, suggesting that while
green products can help in establishing a green Green Product Image, the image itself
may not effectively mediate the relationship between green products and Generation
Z’s purchasing behaviour. To address this, companies may need to strengthen the
authenticity of their green branding efforts to better resonate with this demographic.
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Green Product Image on the relationship between green pricing and consumers'
purchase intentions.

The prior analysis demonstrates that there is no significant relationship between green
pricing and purchase intention when mediated by green Green Product Image, as
reflected by a p-value of 0.175, indicating that the effect is not statistically significant.
This suggests that the green pricing variable does not have enough influence to affect
purchase intention through the mediation of green Green Product Image, and
therefore, does not play a key role in this context. These results are consistent with the
findings of [61], which similarly found no significant relationship between green
pricing and purchase intention. While green pricing, which often incorporates the
additional costs associated with eco-friendly products, may shape consumer
perceptions, the Green Product Image developed through such pricing strategies is
insufficient to enhance Generation Z's purchase intentions.

According to the Theory of Planned Behavior, perceived behavioural control is an
important factor in shaping consumer behaviour. Generation Z may perceive they
have control over their purchasing decisions, particularly in relation to sustainable
products, and are less likely to be influenced by green pricing or Green Product Image
if these elements are not supported by tangible and visible evidence of the company’s
genuine environmental commitments. This suggests that companies may need to
ensure their environmental claims are backed by concrete actions, beyond pricing
strategies, to strengthen consumer trust and effectively drive purchase intentions in
this demographic.

Green Product Image on the relationship between green promotion and
consumers' purchase intentions.

The earlier analysis reveals that there is no substantial connection between green
promotion and purchase intention when mediated by green Green Product Image.
This is shown by a p-value of 0.103, indicating that the effect is not statistically
significant. In essence, the influence of green promotion is not strong enough to
impact purchase intention through Green Product Image as a mediator, and therefore,
it does not play a critical role in this scenario. This outcome aligns with the findings
of [63], which also identified no significant link between green promotion and
purchase intention.

Theory of Planned Behavior, subjective norms play a key role in shaping behavior.
For Generation Z, social norms that prioritize transparency and authenticity are
particularly influential in their purchasing choices. If these subjective norms cause
consumers to view green promotion as "greenwashing"—where environmental claims
are made without substantial action—then the Green Product Image is unlikely to
mediate the relationship between green promotion and purchase intention effectively.
Therefore, for green promotion to have an impact, it must be supported by genuine
environmental practices that resonate with Generation Z’s values, as this group tends
to be highly skeptical of shallow marketing tactics that lack transparency and
sincerity.
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5 Conclusion

This research explores the impact of the green marketing strategies on Generation Z's
purchase intentions, with Green Product Image considered as a potential mediating
factor. The study is grounded in the growing importance of sustainability in modern
business practices and the increasing need to appeal to eco-conscious consumers,
particularly those from Generation Z. Employing a quantitative methodology, the
research used Structural Equation Modelling (SEM) to analyze the relationships
between the four elements of the green marketing strategies—green product, green
pricing, green distribution, and green promotion—and the purchase intentions of
Generation Z. The possible mediating influence of Green Product Image was also
investigated within this framework.

The main goal of the study was to determine whether green marketing strategies could
meaningfully affect Generation Z's purchasing decisions and to examine the role of
Green Product Image in these dynamics. The findings indicated that green products
did not have a significant effect on Generation Z's purchase intentions, suggesting that
the sustainability of a product alone does not necessarily drive buying behavior. In
contrast, green pricing had a positive and notable impact, pointing to the relevance of
eco-conscious pricing strategies in motivating purchases. Moreover, both green
distribution and green promotion positively influenced Generation Z's intent to buy
sustainable products, highlighting the importance of accessible eco-friendly locations
and impactful promotional efforts.

In terms of Green Product Image, the study found that environmentally sustainable
products significantly enhanced Green Product Image, reinforcing the notion that
offering high-quality, sustainable goods positively shapes consumer perceptions of a
brand. However, green pricing did not have a significant effect on Green Product
Image, indicating that the cost of sustainable products does not greatly influence how
consumers perceive the brand's environmental efforts. Both green distribution and
green promotion, on the other hand, had significant positive effects on Green Product
Image, underscoring the importance of strategic distribution and promotional efforts
in building a brand's environmental reputation. Despite these outcomes, the research
concluded that Green Product Image did not mediate the relationship between the
green marketing strategies components and purchase intentions, implying that factors
other than Green Product Image may be more influential in driving Generation Z's
purchasing behavior.

The limitations of the study include a relatively small sample size, which may limit
the generalizability of the findings. Future research should consider more diverse
participant pools to provide broader insights. Additionally, further investigation could
explore other variables that might explain the lack of significant mediation effects,
such as cultural factors, personal values, or specific sustainability preferences within
Generation Z. Future studies could also delve into the authenticity of green marketing
claims and the level of trust that Generation Z places in a brand's environmental
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promises, offering deeper understanding into what motivates eco-friendly purchasing
behavior in this demographic.
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