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Abstract 

Environmental sustainability has become a central concern in contemporary consumer 

behavior research, particularly among younger generations who demonstrate higher 

environmental awareness. Despite the growing interest in green consumption, the 

determinants of green purchase behavior remain insufficiently explored in developing 

country contexts. Prior studies have largely focused on consumer attitudes or purchase 

intentions, with limited attention to the role of marketing communication and product 

innovation in shaping environmentally responsible behavior. This study aims to 

examine how green advertising and green product innovation influence green purchase 

behavior through the mediating role of green brand awareness among Generation Z in 

Indonesia. The research adopts the Theory of Planned Behavior (TPB) as the primary 

theoretical framework to explain environmentally friendly purchasing behavior. A 

quantitative survey was conducted with 381 Generation Z consumers in Indonesia 

using purposive sampling. Data were analyzed using Structural Equation Modeling 

(SEM) with AMOS.n The findings reveal that green advertising and green product 

innovation significantly influence green brand awareness and green purchase 

behavior. Green brand awareness also acts as a significant mediating variable that 

strengthens the relationship between marketing strategies and consumer purchasing 

behavior. Theoretically, this study extends the Theory of Planned Behavior by 

integrating green marketing communication and green product innovation as key 

antecedents of sustainable consumption behavior. Practically, the results suggest that 

companies targeting Generation Z should strengthen green communication strategies, 

invest in eco-friendly product innovations, and build strong green brand identities to 

encourage sustainable purchasing behavior. 

 

Keywords: Green Advertising, Green Product Innovation, Green Brand Awareness, 

Purchasing Behavior, Theory of Planned Behavior 

 

  

 



Indonesian Interdisciplinary Journal of Sharia Economics (IIJSE)                Vol. 9. No. 2 (2026)  

e-ISSN: 2621-606X        Page: 16467-16486 
 

Green Advertising and Green Product ….. 16468 

 

INTRODUCTION 

Environmental sustainability has become one of the most pressing global challenges 

in recent decades. Increasing environmental degradation, climate change, and resource 

depletion have encouraged governments, companies, and consumers to adopt more 

sustainable practices(Shin & Ki, 2019) . In this context, consumer purchasing behavior plays 

a crucial role in promoting sustainable development, particularly through the adoption of 

environmentally friendly products.(Leonidou et al., 2011). 

Green purchasing behavior has therefore become an important topic in marketing and 

consumer behavior research (Jirakraisiri et al., 2021)(Abadzhiev et al., 2022)(Arin et al., 

2023)(Khoiriani et al., 2025). Numerous studies have attempted to explain environmentally 

responsible consumption using the Theory of Planned Behavior (TPB), which suggests that 

behavioral intentions are influenced by attitudes, subjective norms, and perceived behavioral 

control (Ajzen, 1991). Recent research has confirmed that TPB remains one of the most 

robust theoretical frameworks for explaining green consumption behavior across various 

contexts. (Baquero, 2024)(Yang & Singhdong, 2024)(Wu et al., 2024)(Padilla-Lozano & 

Collazzo, 2022)  

However, previous studies have primarily focused on psychological determinants 

such as attitudes, environmental concern, or purchase intention, while marketing-driven 

factors such as green advertising and green product innovation have received relatively 

limited attention(Lopes et al., 2024)(Gandhi, 2020)(Malik et al., 2019). Recent studies 

suggest that marketing communication and innovation play a crucial role in shaping 

consumers’ perceptions and environmental awareness. Nevertheless, the mechanisms 

through which these factors influence actual green purchase behavior remain underexplored 

(Luthra et al., 2024) (Triwinarso et al., 2022). 

Furthermore, although green brand awareness has been recognized as an important 

determinant of sustainable consumption, its role as a mediating mechanism linking marketing 

strategies and purchasing behavior is still insufficiently investigated, particularly in emerging 

markets(Lopes et al., 2024)(Joshi & Rahman, 2016). Existing studies have largely been 

conducted in developed economies, leaving a significant research gap regarding how these 

relationships operate in developing countries(Jirakraisiri et al., 2021)(Abadzhiev et al., 2022)  

Another limitation of previous research concerns the consumer segment under 

investigation. Generation Z represents a rapidly growing consumer group that is highly 

exposed to digital media and sustainability discourse(Baquero, 2024)(Yang & Singhdong, 

2024)(Wu et al., 20 24)(Padilla-Lozano & Collazzo, 2022)(Padilla-Lozano et al., 2024). 

Despite their strong environmental awareness, the factors influencing their actual purchasing 

behavior remain ambiguous(Manyati et al., 2024)(George et al., 2023). Therefore, this study 

aims to examine the influence of green advertising and green product innovation on green 

purchase behavior through the mediating role of green brand awareness among Generation 

Z in Indonesia. 

The novelty of this research lies in integrating green marketing communication and 

green product innovation within the Theory of Planned Behavior framework while 

positioning green brand awareness as a mediating mechanism explaining environmentally 

friendly purchasing behavior among Generation Z in a developing country context. 

 

 



Indonesian Interdisciplinary Journal of Sharia Economics (IIJSE)                Vol. 9. No. 2 (2026)  

e-ISSN: 2621-606X        Page: 16467-16486 
 

Green Advertising and Green Product ….. 16469 

 

REVIEW OF LITERATURE 

Green Advertising and Eco-Friendly Purchasing Behavior 

Green advertising refers to marketing communication that conveys environmental 

messages through symbols, language, or visuals emphasizing sustainability values. Beyond 

promotional purposes, green advertising also functions as an educational medium that shapes 

consumer awareness and perceptions regarding environmentally responsible behavior (D. Li, 

2025)(Carrión-Bósquez et al., 2024)(Majeed et al., 2022). By consistently communicating 

sustainability values, companies can foster positive attitudes toward green products, which 

may influence consumers’ purchasing behavior (Sun et al., 2025)(Guo et al., 2024)(Balaskas 

et al., 2023). 

The relationship between green advertising and purchasing behavior can be explained 

through the Theory of Planned Behavior (TPB) (Ajzen, 1991). TPB suggests that attitudes, 

subjective norms, and perceived behavioral control influence behavioral intentions and 

actions. In this context, green advertising can strengthen consumers’ attitudes toward 

environmentally friendly products by highlighting environmental benefits, social 

responsibility, and corporate commitment to sustainability (Leonidou et al., 2011)(Dahhan 

& Arenkov, 2025)(Ruangkanjanases et al., 2020). 

Green advertising may influence consumer behavior through several mechanisms. 

First, it enhances consumers’ cognitive awareness of environmental issues, encouraging 

more critical evaluation of product impacts (Lopes et al., 2024)(Y. Li & Shan, 2025)(X. 

Zhang et al., 2024). Second, sustainability messages can create emotional connections 

between consumers and brands, strengthening brand attachment (Gandhi, 2020)(X. Zhang et 

al., 2024). Third, green advertising may increase corporate credibility and social legitimacy, 

thereby improving consumer trust and purchase preference (Malik et al., 2019)(Majeed et al., 

2022) 

Empirical studies consistently show that green advertising positively influences 

environmentally friendly attitudes and purchasing intentions (Moser, 2015)(D. Li, 

2025)(Eyada, 2024). Research focusing on Generation Z also highlights the important role 

of sustainability communication in encouraging environmentally responsible behavior 

(Confetto et al., 2023)(Eyada, 2024)(Obaid & Rashid, 2024). However, previous studies 

largely focus on consumers in developed countries and tend to examine purchase intention 

rather than actual purchasing behavior. In addition, the role of green advertising in the digital 

media environment remains underexplored. 

Therefore, green advertising can be considered an important factor influencing 

environmentally friendly purchasing behavior, particularly among Generation Z consumers. 

Based on the TPB framework and prior literature, the following hypothesis is proposed. 

Based on a synthesis of the literature and the TPB framework, this study proposes the 

following hypothesis. 

Hypothesis 1 (H1): Green advertising has a positive effect on environmentally friendly 

purchasing behavior. 

Green Product Innovation and Environmentally Friendly Purchasing Behavior 

Green product innovation (GPI) refers to sustainability-oriented innovation aimed at 

reducing environmental impacts through eco-friendly product design, sustainable raw 

materials, energy-efficient technologies, and environmentally responsible production 

processes (Jirakraisiri et al., 2021). Beyond improving environmental performance, GPI also 
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represents a strategic approach for firms to create competitive advantages and strengthen 

their sustainability-oriented brand image, which can enhance consumer trust and influence 

environmentally friendly purchasing decisions (Padilla-Lozano et al., 2024). 

The relationship between GPI and environmentally friendly purchasing behavior can 

be explained through the Theory of Planned Behavior (TPB) (Ajzen, 1991)(Lavuri, 2022). 

Within this framework, consumers’ attitudes toward a behavior are shaped by their beliefs 

regarding its outcomes. When consumers perceive green products as beneficial for the 

environment and aligned with their personal values, they tend to develop positive attitudes 

that encourage environmentally responsible purchasing behavior (Maziriri et al., 2023)(Naz 

et al., 2020)(L. Wang, 2022). 

GPI influences consumer behavior through several mechanisms. First, it enhances the 

functional value of products, such as improved durability or energy efficiency ((Farida & 

Setiawan, 2024)(Wijekoon & Sabri, 2021). Second, it generates emotional value, as 

consumers often perceive purchasing environmentally friendly products as a contribution to 

environmental protection (Ahmad et al., 2023)(Tsai et al., 2025). Third, GPI can strengthen 

social value, allowing consumers to express their environmental identity through sustainable 

consumption (Guo et al., 2024)(Kamboj & Kishor, 2022). 

Empirical studies provide evidence supporting this relationship. Previous research 

shows that green innovation can enhance consumer trust and strengthen positive attitudes 

toward environmentally friendly products, which ultimately increases the likelihood of green 

purchasing behavior (Padilla-Lozano et al., 2024)(Pino et al., 2020). In the context of 

Generation Z, GPI becomes particularly relevant because this group tends to prioritize 

sustainability and actively seek products that align with environmental values (Confetto et 

al., 2023) However, several research gaps remain. Many studies focus on the relationship 

between green innovation and organizational performance rather than its direct influence on 

consumer purchasing behavior. Additionally, existing research largely emphasizes large 

corporations, while the role of smaller firms remains underexplored (Alkebsee et al., 2023). 

Empirical evidence from developing countries, including Indonesia, is also still limited. 

Therefore, GPI can be considered an important factor influencing environmentally friendly 

purchasing behavior. Based on this reasoning, the following hypothesis is proposed. This 

study proposes the following hypotheses. 

Hypothesis 2 (H2): Green product innovation has a positive effect on environmentally 

friendly purchasing behavior. 

Green Advertising and Green Brand Awareness 

Green advertising is a marketing communication strategy that emphasizes 

environmental messages to shape positive consumer perceptions of a product or brand. It not 

only communicates the functional benefits of a product but also conveys ethical and 

sustainability values associated with the brand (Shin & Ki, 2019)(Rahman & Nguyen‐Viet, 

2023)(J. Wang & Li, 2022). Through such communication, green advertising strengthens the 

environmental image of a brand and enhances consumer confidence in the company's 

commitment to sustainability (Agarwal & Kumar, 2020)(Shi & Jiang, 2023). 

In marketing literature, green brand awareness (GBA) refers to consumers’ ability to 

recognize, recall, and associate a brand with environmentally friendly attributes (Lopes et al., 

2024)(Nhuong & Truong, 2024)(Dinh et al., 2023). High brand awareness plays an important 

role in shaping consumer preferences because consumers tend to include familiar brands in 
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their purchase considerations (Suttikun et al., 2025). Consequently, green advertising is 

considered an important mechanism for strengthening green brand awareness through 

consistent sustainability-oriented messages. 

Green advertising influences GBA through several mechanisms. First, it enhances 

cognitive awareness by providing information about environmentally friendly product 

features such as renewable energy use or sustainable materials (Leonidou et al., 2011). 

Second, it creates emotional associations by linking brands with sustainability narratives, 

which strengthen consumer attachment to the brand (Confetto et al., 2023) Third, green 

advertising contributes to social legitimacy by demonstrating a company's commitment to 

sustainable practices, thereby increasing public trust in the brand (Malik et al., 2019). 

Empirical studies support this relationship. Prior research shows that consistent green 

advertising can increase brand recognition and recall among environmentally conscious 

consumers (Leonidou et al., 2011)(Moser, 2015). Recent studies also highlight the 

importance of sustainability-related content on digital platforms in strengthening brand 

awareness among Generation Z (Confetto et al., 2023)(Carrión-Bósquez et al., 

2024)(Herman et al., 2021). Given that Generation Z actively seeks information about 

sustainability through digital media, exposure to environmental messages in advertising can 

significantly increase their awareness of green brands. 

However, several research gaps remain. Previous studies mainly focus on the role of 

green advertising in influencing purchase intention rather than brand awareness, particularly 

in developing countries. In addition, research has largely examined traditional advertising 

media, while the role of digital platforms in building green brand awareness is still 

underexplored (Suttikun et al., 2025)(Mansoor et al., 2022). 

Therefore, green advertising can be considered a key driver of green brand awareness. 

Consistent and credible environmental messages help strengthen brand identity and increase 

consumer trust in environmentally responsible brands. Based on a synthesis of the literature, 

this study proposes the following hypothesis. 

Hypothesis 3 (H3): Green advertising has a positive effect on green brand awareness. 

Green Product Innovation and Green Brand Awareness 

Green product innovation (GPI) refers to the development of environmentally 

friendly products and production processes, including the use of sustainable materials, energy 

efficiency, and the reduction of waste and pollution (Jirakraisiri et al., 2021)(Majali et al., 

2022). Beyond improving environmental performance, GPI also serves as a strategic tool for 

companies to strengthen their brand image and differentiate themselves in competitive 

markets. From a marketing perspective, GPI is believed to enhance green brand awareness 

(GBA), defined as consumers’ ability to recognize and associate a brand with 

environmentally responsible attributes (Padilla-Lozano et al., 2024)(Loučanová et al., 

2021)(Y. Li et al., 2025). 

Conceptually, the relationship between GPI and GBA can be explained through the 

Resource-Based View (RBV), which suggests that sustainable competitive advantage arises 

from unique organizational capabilities such as green innovation (Chen et al., 2021). Firms 

investing in GPI develop distinctive brand identities that are difficult for competitors to 

imitate, strengthening consumer awareness of environmentally responsible brands. 

Additionally, signaling theory suggests that green innovation acts as a credible signal of a 
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company’s commitment to sustainability, thereby reinforcing brand recognition and trust 

among consumers (Loučanová et al., 2021)(Zhou et al., 2021). 

GPI influences green brand awareness through several mechanisms. First, it 

strengthens cognitive associations by highlighting environmentally friendly product 

attributes such as eco-labels or recyclable packaging (Rupasinghe et al., 2024). Second, it 

creates emotional value, as consumers often feel satisfaction and pride when purchasing 

products aligned with their environmental values (Yang & Singhdong, 2024). Third, GPI 

contributes to social legitimacy, as companies perceived as green innovators are considered 

more responsible and trustworthy, which enhances brand recall and preference (M. Zhang et 

al., 2021)(Adomako & Tran, 2025). 

Empirical studies support these arguments. Research shows that green innovation 

contributes to stronger brand recognition and positive consumer perceptions of 

environmentally responsible companies (Padilla-Lozano et al., 2024) (Alkebsee et al., 2023). 

In Indonesia, green innovation has also been found to strengthen corporate image and brand 

credibility in the real estate sector (Farida & Setiawan, 2024). For Generation Z, green 

innovation is particularly important because this group actively seeks sustainability 

information through digital platforms and tends to trust brands that demonstrate authentic 

environmental commitment (Confetto et al., 2023) (Luthra et al., 2024). 

However, several research gaps remain. Previous studies primarily examine the 

relationship between green innovation and organizational performance rather than its impact 

on green brand awareness. Additionally, many studies focus on multinational companies, 

while the role of MSMEs in green innovation remains underexplored (Rupasinghe et al., 

2024). Furthermore, limited research investigates how green innovation interacts with digital 

communication channels to strengthen brand awareness among younger consumers. 

Therefore, GPI can be considered a strategic factor in strengthening green brand 

awareness through cognitive, emotional, and social mechanisms. When integrated with 

effective communication strategies, green product innovation can build a credible brand 

identity and enhance brand differentiation in sustainable markets. Based on a synthesis of 

theory and empirical evidence, this study proposes the following hypothesis. 

Hypothesis 4 (H4): Green product innovation has a positive effect on green brand awareness. 

Green Brand Awareness and Eco-Friendly Purchasing Behavior 

Green brand awareness (GBA) refers to consumers’ ability to recognize, recall, and 

associate a brand with sustainability values and environmentally friendly attributes ((Nhuong 

& Truong, 2024)(Tan et al., 2022). This awareness reflects consumers’ cognitive and 

emotional connection with a brand and plays an important role in influencing purchasing 

decisions. In the context of increasing environmental concern, GBA has become a key factor 

encouraging consumers to shift their preferences toward environmentally friendly products 

(Lopes et al., 2024)(Tan et al., 2022)(Ha, 2021). 

The relationship between GBA and environmentally friendly purchasing behavior 

can be explained through the Theory of Planned Behavior (TPB) (Ajzen, 1991). Within this 

framework, consumers’ attitudes and behavioral intentions are influenced by their knowledge 

and awareness. Higher awareness of green brands tends to create more positive attitudes 

toward these brands, which in turn increases the likelihood of purchasing environmentally 

friendly products (Maziriri et al., 2023). Moreover, strong brand awareness can reduce 

consumer uncertainty and strengthen trust in green products (Malik et al., 2019). 
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GBA influences purchasing behavior through several mechanisms. First, it enhances 

cognitive value, as consumers who recognize a brand’s environmental identity are more 

likely to understand the environmental benefits of its products (Nhuong & Truong, 2024). 

Second, it creates emotional value, where consumers feel pride and satisfaction when 

purchasing products associated with environmental responsibility (Confetto et al., 2023). 

Third, GBA also provides social value, as environmentally conscious consumption can 

reflect social responsibility and strengthen consumers’ identity within their community 

(Yang & Singhdong, 2024). 

Empirical evidence supports these relationships. Previous studies show that high 

levels of green brand awareness increase the probability of purchasing environmentally 

friendly products (Moser, 2015)(Saeed et al., 2023). Research also indicates that GBA acts 

as an important mediator between environmental concern and green purchasing behavior 

(Lopes et al., 2024)(Correia et al., 2023). Generation Z consumers, in particular, tend to be 

more responsive to brands with strong environmental identities, making brand awareness an 

important driver of sustainable consumption (Confetto et al., 2023)(Saeed et al., 2023). 

However, several research gaps remain. Most studies focus on consumers in 

developed countries, while evidence from developing countries such as Indonesia remains 

limited. Additionally, many studies examine purchase intention rather than actual purchasing 

behavior. Limited research also considers situational factors such as price, accessibility, and 

cultural preferences that may influence green purchasing decisions (Rukhsar et al., 

2025)(Khandai et al., 2025). 

Therefore, green brand awareness can be considered an important determinant of 

environmentally friendly purchasing behavior by strengthening consumers’ cognitive, 

emotional, and social motivations. Based on this reasoning, the following hypothesis is 

proposed. 

Hypothesis 5 (H5): Green brand awareness has a positive effect on environmentally friendly 

purchasing behavior. 

The Mediating Role of Green Brand Awareness 

Green brand awareness (GBA) not only functions as an independent construct 

influencing environmentally friendly purchasing behavior but also plays a strategic role as a 

mediating variable linking sustainability-oriented marketing strategies and consumer 

behavior. Conceptually, GBA bridges the influence of green advertising (GA) and green 

product innovation (GPI) on green purchase behavior (GPB). When consumers are exposed 

to green advertising or observe environmentally friendly product innovations, their 

awareness of the brand increases, which subsequently strengthens their preferences and 

encourages purchasing behavior (Bashir et al., 2020)(Tan et al., 2022)(Sutisna et al., 2025). 

From the perspective of the Theory of Planned Behavior (TPB) (Ajzen, 1991), 

consumer intentions and behaviors are influenced by attitudes, subjective norms, and 

perceived behavioral control. In this framework, GBA strengthens consumer attitudes and 

social norms through increased knowledge and positive associations with environmentally 

responsible brands (Lopes et al., 2024)(Tan et al., 2022). Consequently, marketing strategies 

such as green advertising or green innovation may not effectively influence behavior if 

consumers lack sufficient awareness of the brand. 

The mediating mechanism of GBA can be explained through several dimensions. 

First, GBA strengthens cognitive value, as advertising and product innovations help 
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consumers recognize brands and recall their environmentally friendly attributes (Y. Li & 

Shan, 2025)(Shi & Jiang, 2023). Second, GBA creates emotional value, where awareness of 

a green brand generates pride and positive feelings, encouraging consumers to choose 

sustainable products. Third, GBA enhances social legitimacy, as consumers perceive brands 

with strong environmental identities as more credible and responsible. 

Empirical studies support the mediating role of GBA. Previous research indicates that 

brand awareness mediates the relationship between environmentally oriented advertising and 

consumer purchasing behavior (Hasrama et al., 2025)(Nguyen-Viet, 2022). Similarly, studies 

show that sustainability-related communication on social media can increase brand 

awareness, which ultimately encourages environmentally responsible consumption, 

particularly among Generation Z (Confetto et al., 2023). Research on green innovation also 

demonstrates that GPI enhances brand awareness, which subsequently influences green 

purchasing decisions (Padilla-Lozano et al., 2024). 

Generation Z represents a particularly relevant consumer group, as they actively seek 

sustainability-related information through digital media and tend to trust brands with strong 

environmental identities (Confetto et al., 2023)(Luthra et al., 2024). Consequently, GBA 

plays a crucial role in strengthening the impact of GA and GPI on green purchasing behavior 

within this segment. 

However, several research gaps remain. Most studies examining the mediating role 

of GBA focus on developed countries, while empirical evidence from developing countries 

such as Indonesia remains limited. Additionally, existing research largely emphasizes 

purchase intention rather than actual purchasing behavior. The role of digital media, 

particularly social platforms widely used by younger consumers, also requires further 

investigation. 

Therefore, GBA can be considered a strategic mediating variable that strengthens the 

influence of green advertising and green product innovation on environmentally friendly 

purchasing behavior. Based on theoretical foundations and empirical evidence, this study 

proposes the following hypothesis. 

Hypothesis 6 (H6): Green brand awareness mediates the effect of green advertising 

on environmentally friendly purchasing behavior. 

Hypothesis 7 (H7): Green brand awareness mediates the effect of green product innovation 

on environmentally friendly purchasing behavior. 

 

RESEARCH METHOD 

This study employed a quantitative research design using a survey approach to 

examine the relationships among green advertising, green product innovation, green brand 

awareness, and green purchase behavior among Generation Z consumers in Indonesia. The 

quantitative approach was selected because it allows for the empirical testing of causal 

relationships between latent constructs and provides statistical evidence for theoretical 

models(Hair & Alamer, 2022). Structural Equation Modeling (SEM) using AMOS was 

employed to analyze the data. SEM is considered an appropriate analytical technique because 

it enables the simultaneous estimation of multiple relationships between latent variables 

while accounting for measurement error. Furthermore, SEM is widely used in consumer 

behavior and green marketing research to test complex theoretical models involving 

mediation relationships(Santoso, 2021)(Collier, 2020).The study targeted Generation Z 
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consumers in Indonesia, defined as individuals born between 1995 and 2010. This 

demographic group was selected because they represent a digitally connected generation that 

demonstrates relatively high awareness of environmental sustainability issues. A total of 381 

respondents participated in the study. The sample size is considered adequate for SEM 

analysis, as recommended by Hair et al., which suggest a minimum sample size of 200 

respondents for structural model testing. Data were collected using purposive sampling with 

the following criteria: Respondents belong to Generation Z, Respondents reside in Indonesia, 

Respondents have been exposed to information about environmentally friendly products. The 

research instrument used a five-point Likert scale ranging from 1 (strongly disagree) to 5 

(strongly agree). 

 

RESULTS AND DISCUSSION 

Respondent Profile 

Table 1. Demographic Characteristics of Respondents 

No Characteristics Category Number of People Percentage 

1 Gender Male 173 45.4 

  Female 208 54.6 

  Total 381 100.0 

2 Age 19–22 years old 318 83.5 

  23–26 years old 63 16.5 

  Total 381 100.0 

3 Level of Education High School 42 11 

  Bachelor's Degree (S1) 339 89.0 

  Total 381 100.0 

4 Monthly Income &lt; Rp. 2,000,000 228 59.8 

  IDR 2,000,000 - IDR 4,000,000 87 22.8 

  IDR 4,000,100 - IDR 6,000,000 12 3.1 
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No Characteristics Category Number of People Percentage 

  IDR 6,000,100 - IDR 8,000,000 28 7.3 

  &gt; Rp. 8,000,000 26 6.8 

  Total 381 100 

This study involved 381 respondents with a relatively balanced gender distribution, 

although females slightly dominated the sample. Female respondents accounted for 54.6%, 

while males represented 45.4%, indicating adequate representation from both groups. In 

terms of age, the majority of respondents were 19–22 years old (83.5%), followed by 23–26 

years old (16.5%). This distribution indicates that the sample mainly represents Generation 

Z, a demographic group known for its high engagement with digital technology, social media, 

and environmental issues, making them relevant to the focus of this study. Regarding 

educational background, most respondents held a bachelor’s degree (89.0%), while 11.0% 

had completed high school. This relatively high level of education suggests that respondents 

are likely to have a better understanding of sustainability concepts and environmentally 

friendly products. In terms of income, the majority of respondents (59.8%) reported a 

monthly income of less than Rp2,000,000, followed by 22.8% earning Rp2,000,000–

Rp4,000,000. Smaller proportions reported higher income levels, including 7.3% 

(Rp6,000,100–Rp8,000,000), 6.8% (>Rp8,000,000), and 3.1% (Rp4,000,100–Rp6,000,000). 

This distribution indicates that most respondents fall within the low to middle income 

category, which is relevant when analyzing purchasing behavior toward green products. 

Instrument Quality Test 

Table 2.  

Confirmatory Factor Analysis (CFA) Results 

Variable Item 

Calculation Results 

Loading  Error 

Construct Reliability 

(CR) AVE Description 

Green Advertising GAD1 0.819 0.329   Valid 

 GAD2 0.910 0.172   Valid 

 GAD3 0.628 0.606   Valid 

 Total 2,357 1,107 0.834 0.631 Reliable 

Green Product 

Innovation GPI1 
0.677 

0.542   Valid 

 GPI2 0.782 0.388   Valid 

 GPI3 0.662 0.562   Valid 

 GPI4 0.697 0.514   Valid 

 GPI5 0.752 0.434   Valid 

 Total 3,570 2,441 0.839 0.512 Reliable 

Green Brand Awareness GBA1 0.817 0.333   Valid 

 GBA2 0.801 0.358   Valid 
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 GBA3 0.864 0.254   Valid 

 GBA4 0.832 0.308   Valid 

 Total 3,314 1,252 0.898 0.687 Reliable 

Green Purchase Behavior GPB1 0.790 0.376   Valid 

 GPB2 0.879 0.227   Valid 

 GPB3 0.736 0.458   Valid 

 Total 2,405 1,062 0.845 0.646 Reliable 

Validity and Reliability Test (Concise Version) 

The validity test results indicate that all measurement items have factor loadings 

above the recommended threshold of 0.5, demonstrating a significant relationship between 

the indicators and their respective constructs. For instance, the Green Advertising indicators 

show loading values of 0.819 (GAD1), 0.910 (GAD2), and 0.628 (GAD3), confirming that 

all indicators across the four variables—Green Advertising, Green Product Innovation, Green 

Brand Awareness, and Green Purchase Behavior—are valid for measuring the intended 

constructs. The reliability test was assessed using Construct Reliability (CR) and Average 

Variance Extracted (AVE). The results show that all variables meet the recommended 

criteria, with CR values exceeding 0.7 and AVE values above 0.5, indicating good internal 

consistency and reliability. Specifically, Green Advertising (CR = 0.834; AVE = 0.631), 

Green Product Innovation (CR = 0.839; AVE = 0.512), Green Brand Awareness (CR = 0.898; 

AVE = 0.687), and Green Purchase Behavior (CR = 0.845; AVE = 0.646) all demonstrate 

satisfactory reliability. These results confirm that the measurement instruments used in this 

study are valid and reliable for assessing the proposed constructs. 

Goodness of Fit Test Results 

Figure 1.  

Full model (Goodness of Fit Test Results) 

 
Table 3. Goodness of Fit Test Results 
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No. Parameter 
Expected 

Value 
Test Results Description 

1 CMIN (Chi-Square) P < 0.05 
141.021, p = 

0.000 

Model does not fit (p-value < 

0.05) 

2 CMIN/DF ≤ 3 1,763 Okay, the model fits the data 

3 
RMR (Root Mean Square 

Residual) 
≤ 0.05 0.023 

Good, the model has small 

residuals 

4 GFI (Goodness of Fit Index) ≥ 0.90 0.956 
Good, the model has a high fit 

index 

5 
AGFI (Adjusted Goodness of 

Fit Index) 
≥ 0.90 0.934 

Good, the model has an 

adjusted fit 

6 
PGFI (Parsimony Goodness 

of Fit Index) 
≥ 0.50 0.637 

Good, the model has an 

appropriate index 

7 NFI (Normed Fit Index) ≥ 0.90 0.953 
Good, the model has a high fit 

index 

8 RFI (Relative Fit Index) ≥ 0.90 0.938 
Good, the model has a high 

relative index 

9 IFI (Incremental Fit Index) ≥ 0.90 0.979 
Good, the model has a high 

incremental index 

10 TLI (Tucker-Lewis Index) ≥ 0.90 0.972 
Good, the model has a high TLI 

index 

11 CFI (Comparative Fit Index) ≥ 0.90 0.979 
Good, the model has a high 

comparative index 

12 
RMSEA (Root Mean Square 

Error of Approximation) 
≤ 0.08 0.045 

Good, the model has a low 

approximation error 

The Goodness of Fit results indicate that the proposed structural model fits the data 

well. The Chi-Square value is 141.021 with a p-value of 0.000. Although the Chi-Square 

significance suggests a less optimal fit, this indicator is sensitive to sample size. Therefore, 

additional fit indices are used to evaluate model adequacy. The CMIN/DF value of 1.763 is 

below the recommended threshold of 3, indicating a good model fit. The RMR value of 0.023 

also meets the recommended criterion (≤ 0.05), suggesting that the model has very small 

residual errors. 

Other fit indices further confirm the adequacy of the model. The values of GFI 

(0.956), AGFI (0.934), and PGFI (0.637) meet the recommended thresholds, indicating that 

the model explains the variance and covariance structure of the data effectively while 

maintaining acceptable model parsimony. Similarly, incremental fit indices such as NFI 

(0.953), RFI (0.938), IFI (0.979), TLI (0.972), and CFI (0.979) exceed the recommended 

value of 0.90, demonstrating that the proposed model has a strong comparative fit relative to 

the independent model. Finally, the RMSEA value of 0.045 is below the recommended 

threshold of 0.08, indicating a low approximation error and confirming that the model 

adequately represents the observed data.. 

Hypothesis Test 

Table 4. Hypothesis test results 

No. Variable Relationship 
Estimated 

Coefficient 
P-Value Description 
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1 GAD → GBA 0.434 0.000 H1 accepted 

2 GPI → GBA 0.229 
0.000 

H2 accepted 

3 GAD → GPB 0.370 
0 

H3 accepted 

4 GPI → GPB 0.330 
0.000 

H4 accepted 

5 GBA → GPB 0.395 
0.000 

H5 accepted 

6 
GAD → GPB → GBA 

(mediated) 
0.000 0.006 H6 accepted 

7 
GPI → GPB → GBA 

(mediated) 
0.072 0.007 H7 accepted 

Hypothesis H1: Green Advertising (GAD) has a positive effect on Green Brand 

Awareness (GBA) 

H1: The results show that Green Advertising (GAD) has a significant positive effect 

on Green Brand Awareness (GBA) (β = 0.434, p < 0.001). This indicates that stronger green 

advertising increases consumers’ awareness of environmentally friendly brands. Therefore, 

H1 is accepted. 

H2: Green Product Innovation (GPI) also has a significant positive effect on Green 

Brand Awareness (GBA) (β = 0.229, p < 0.001). This suggests that environmentally oriented 

product innovations contribute to strengthening consumers’ recognition of green brands. 

Thus, H2 is accepted. 

H3: The relationship between Green Advertising (GAD) and Green Purchase 

Behavior (GPB) is positive and significant (β = 0.370, p < 0.001). This finding indicates that 

sustainability-oriented advertising can encourage consumers to engage in environmentally 

friendly purchasing behavior. Therefore, H3 is accepted. 

H4: Green Product Innovation (GPI) significantly influences Green Purchase 

Behavior (GPB) (β = 0.330, p < 0.001). This result suggests that environmentally friendly 

product innovations increase consumers’ likelihood of purchasing green products. Hence, H4 

is accepted. 

H5: Green Brand Awareness (GBA) has a significant positive effect on Green 

Purchase Behavior (GPB) (β = 0.395, p < 0.001), indicating that higher awareness of green 

brands encourages environmentally responsible purchasing decisions. Therefore, H5 is 

accepted. 

H6: The mediation test indicates that Green Brand Awareness significantly mediates 

the relationship between Green Advertising and Green Purchase Behavior (p = 0.006). This 

result confirms that green advertising influences purchasing behavior both directly and 

indirectly through increased brand awareness. Thus, H6 is accepted. 

H7: Green Brand Awareness also mediates the relationship between Green Product 

Innovation and Green Purchase Behavior (β = 0.072, p = 0.007). This finding suggests that 

green product innovation strengthens purchasing behavior through enhanced brand 

awareness. Therefore, H7 is accepted. 
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Discussion 

The findings of this study provide important insights into the determinants of green 

purchase behavior among Generation Z consumers in Indonesia. First, the results confirm 

that green advertising significantly influences green purchase behavior. This finding supports 

previous studies that highlight the role of sustainability-oriented communication in shaping 

environmentally responsible consumer behavior. Green advertising not only increases 

awareness but also strengthens consumers’ perceptions of the environmental benefits 

associated with green products. Second, the study demonstrates that green product innovation 

positively affects green purchase behavior. This result suggests that consumers are 

increasingly attracted to products that incorporate environmentally friendly features such as 

sustainable materials, recyclable packaging, and energy-efficient technologies. Third, green 

brand awareness emerged as the strongest predictor of green purchase behavior. This finding 

indicates that consumers are more likely to purchase environmentally friendly products when 

they recognize and trust brands associated with sustainability values. Furthermore, the 

mediation analysis confirms that green brand awareness strengthens the relationship between 

marketing strategies and purchasing behavior. This suggests that marketing efforts and 

product innovations are more effective when they contribute to building a strong green brand 

identity. These findings reinforce the importance of integrating sustainability 

communication, product innovation, and branding strategies to encourage environmentally 

responsible consumption among younger consumers. 

 

CONCLUSION 

This study successfully tested and proved the influence of green advertising (GAD), 

green product innovation (GPI), and green brand awareness (GBA) on green purchase 

behavior (GPB) among Generation Z in Indonesia. All hypotheses (H1–H7) were accepted 

with significant estimation coefficient values (p < 0.01). Specifically: GAD has a positive 

effect on GBA (β = 0.434; p < 0.001) and GPB (β = 0.370; p < 0.001). GPI has a positive 

effect on GBA (β = 0.229; p &lt; 0.001) and GPB (β = 0.330; p &lt; 0.001). GBA has a 

positive effect on GPB (β = 0.395; p < 0.001) and plays a significant role as a mediator in the 

relationship between GAD → GPB (p = 0.006) and GPI → GPB (p = 0.007). These findings 

confirm that GBA is the strongest determinant bridging sustainability-based marketing 

strategies with green consumption behavior among Generation Z. 

Limitations and Recommendations 

Although this study makes a significant contribution, there are several limitations: 

The research sample was limited to Generation Z in Indonesia, so generalizations to other 

age groups or different countries should be made with caution. Situational variables such as 

price, accessibility, and purchasing power have not been deeply integrated, even though these 

factors can influence the gap between intention and purchasing behavior(Malik et al., 2019) 

. This study still focuses on general products, so further exploration is needed on specific 

product categories, such as fashion, organic food, or electric vehicles. 

To enrich our understanding of environmentally friendly purchasing behavior, further 

research is recommended to test the model across generations (millennials, Gen X) or across 

countries to see cultural differences in responses to green advertising and innovation. 

Integrate variables such as green trust, perceived value, or digital engagement as new 



Indonesian Interdisciplinary Journal of Sharia Economics (IIJSE)                Vol. 9. No. 2 (2026)  

e-ISSN: 2621-606X        Page: 16467-16486 
 

Green Advertising and Green Product ….. 16481 

 

moderators/mediators in the TPB framework. Use a longitudinal approach to test the 

consistency of green consumption behavior over time. 
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