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INTRODUCTION

In recent years, there has been a notable shift in consumer behavior driven by growing global
awareness of environmental sustainability and related issues. According to a study by Hijrah et al.
(2025), a substantial majority approximately 73% and of consumers worldwide express a
willingness to change their purchasing habits to reduce their environmental footprint. This change
is fundamentally reshaping marketing strategies, emphasizing the integration of sustainability
practices into promotional activities, notably through green advertising that promotes ecological
responsibility and environmental ethics. Green purchasing behavior is essential for promoting and
supporting environmental sustainability (Vironika & Maulida, 2025), as it emphasizes the
acquisition of products designed with reduced environmental impact, such as those that are
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recyclable and biodegradable. This behavior represents consumers’ deliberate choices and intentions
to purchase eco-friendly products, primarily motivated by their environmental awareness and
concern (Widiantari & Rachmawati, 2023). Green Purchasing Behavior describes consumers’
actions when buying products that are regarded as environmentally friendly or “green” due to their
minimal environmental impact (Sondhi et al., 2023). Consequently, firms that embed environmental
considerations into their operations have increasingly received recognition over recent decades
(Alam & Islam, 2021). Businesses are encouraged to cultivate environmental awareness and
knowledge within their communities by launching initiatives that tackle ecological challenges (Tan
et al., 2022). Furthermore, several contemporary companies have made environmental protection a
central concept in designing eco-friendly marketing strategies (Majeed et al., 2022). Consequently,
identifying the factors that influence green purchasing behavior has emerged as a major focus of
investigation within the scientific community (Alghamdi & Agag, 2024; Carrion Bosquez et al.,
2023; Carrién Bosquez & Arias-Bolzmann, 2022; Noubar et al., 2023). Although many factors have
been identified, most studies agree that consumers’ environmental attitude, awareness, and exposure
to green advertising play a significant role.

Consumers’ motivations to purchase green products are closely linked to their environmental
attitudes, which reflect their positive or negative evaluations of environmental issues and behavior.
Environmental attitudes can be understood as individuals' favorable assessments of actions aimed at
reducing detrimental environmental impacts (Woo & Kim, 2019). Research shows that individuals
with optimistic views of organic products not only consider buying them worthwhile but also
perceive significant benefits from such purchases (Carrion Bosquez & Arias-Bolzmann, 2022).
Therefore, environmental attitudes often function as a critical mediating factor that connects external
influences, such as green advertising and heightened environmental awareness, to actual green
purchasing behavior (Rizkynugraheny et al., 2025; Sh. Ahmad et al., 2022). In addition to
environmental attitude, environmental awareness is also considered an important factor influencing
green purchase behavior. Environmental awareness is a cognitive concept that shapes an individual’s
level of concern and motivates actions that support environmental preservation (A. Y. Anggraeni et
al., 2024; Lubis et al., 2024). When individuals are aware of environmental degradation, they are
more likely to adopt eco-friendly habits, including green purchasing. This leads individuals to adopt
environmentally responsible behaviors and to develop a tendency to purchase non-polluting, eco-
friendly products (Yuriev et al., 2020). Apart from awareness, the way environmental messages are
communicated also shapes consumer behavior. In this regard, green advertising serves as a
persuasive tool that can enhance consumers’ environmental attitudes and purchase intentions.
Several studies on green consumption have incorporated green advertising into their research
frameworks to examine how advertising messages affect consumers’ purchasing decisions (Nguyen-
Viet, 2022). Based on these findings, it can be inferred that green advertising has a positive
relationship with consumers’ intentions to purchase environmentally friendly products (Hidayat &
Sananta, 2024; Li, 2025).

This study focuses on Oatside, Asia's first locally produced oat milk produced in Indonesia, which
represents an example of green product innovation and marketing. Oatside offers a taste similar to
cow's milk with a creamy texture and malty flavor. This product uses natural mountain water and
maintains quality from the oat grain to the finished milk. As a plant-based milk, Oatside is rich in
beta-glucan, which is good for the heart, lowers cholesterol, strengthens the immune system, and is
low in saturated fat. Its production process is environmentally friendly, saving 90% water and land
while reducing emissions by 70% compared to cow's milk (Mehta et al., 2025). Oatside also uses
Rainforest Alliance-certified ingredients and recyclable packaging. Produced domestically, oatside
helps reduce transportation costs and carbon emissions from importing raw materials. Although
oatside uses green advertising as a promotional activity, consumer habits are always difficult to
change. Building trust in green claims is challenging, as they are often perceived as mere marketing
strategies. Zhuo et al (2022) highlight the gap between positive intentions to support
environmentally friendly products and actual purchasing behavior. Although consumers are willing
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to purchase green products to prevent or alleviate environmental degradation, their positive attitude
towards green products does not always translate into action. This phenomenon is called the attitude-
behavior gap/consistency in the context of green consumption. Nygaard & Silkoset (2023)
discovered that although a large portion of consumers (67%) expressed favorable attitudes toward
buying organic food products, only a small fraction (4%) actually followed through with such
purchases. In a similar vein, Tsai et al. (2020) reported that while 30% of consumers in the UK
claimed to be concerned about environmental issues, this concern seldom resulted in actual green
purchasing behavior. In Indonesia, the Ministry of Environment and Forestry reports that only about
28% of consumers actually buy green products, even though more than 70% claim to care about
environmental issues (Parawansa & Sigit, 2025). In an era where sustainable development is
increasingly vital across social and economic sectors, examining this issue holds substantial
importance. This research focuses on Indonesia’s Generation Z, a cohort characterized by strong
digital literacy but simultaneously exposed to ambiguous and often contradictory environmental
information circulating through social media. Prior studies have shown that young consumers are
pivotal drivers of the shift toward more responsible consumption patterns (Suryaputra et al., 2024).
Generation Z, born between 1997 and 2012, represents the largest demographic group in Indonesia
(IDN Research Institute, 2025). However, their growing environmental awareness does not always
translate into tangible purchasing behavior, a discrepancy commonly referred to as the attitude and
behavior gap (Zhuo et al., 2022). To address this issue, the present study investigates the effects of
green advertising and environmental quality awareness on green purchase behavior, with
environmental attitude serving as a mediating variable. This approach seeks to provide deeper
insights that can strengthen sustainable consumption patterns among young consumers by
examining the interrelation between environmental attitude, environmental quality awareness, green
advertising, and green purchasing behavior.

THEORETICAL FRAMEWORK AND HYPOTHESES

Green Purchase Behavior

Green purchase behavior refers to consumers' decisions to buy products that are environmentally
friendly or have a reduced impact on the environment. Research identifies several key factors
influencing this behavior, including personal attitudes toward green products, environmental
concern, perceived consumer effectiveness (the belief that individual actions can make a difference),
and the perceived green image of companies (Kamalanon et al., 2022; K. Sharma et al., 2023).
Product attributes, such as eco-labels and high quality, as well as green marketing strategies, also
play important roles in shaping green purchase decisions (A. P. Sharma, 2021). However, there is
often a gap between consumers' positive attitudes toward green products and their actual purchasing
behavior, with barriers such as lack of environmental knowledge, higher prices, perceived risks, and
low trust in green claims contributing to this discrepancy (Y. Wang et al., 2024). Research
consistently shows that Gen Z green purchase behavior is influenced by a combination of personal
attitudes, social norms, perceived behavioral control, and environmental concerns, with these factors
significantly shaping both their intentions and actual purchasing actions across diverse cultural
contexts (Fadhilah et al., 2025; Ngo et al., 2025).

Green Advertising

Green advertising means marketing communications that highlight environmental benefits. This
aims to guide consumer intentions toward sustainable choices (Sio et al., 2022). Green advertising
is a promotional approach that communicates the environmental advantages of products or services,
emphasizing consumers’ perceptions of ecological value (R. Anggraeni & Islamy, 2022). Such
advertising tends to have strong persuasive power, as it can enhance a product's perceived market
value (Sun et al., 2021). By integrating environmental themes, these advertisements generally
capture more consumer attention compared to conventional ones.
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Environmental Attitudes

Environmental attitude refers to an individual's psychological orientation, encompassing their
concern, beliefs, and values about environmental issues, and is often measured as a multidimensional
construct reflecting both emotional and evaluative connections to environmental protection (Miiller
et al., 2025). Research consistently finds that environmental attitudes are important predictors of
pro-environmental behaviors, such as sustainable consumption and ecological actions, but the
strength of this relationship can vary depending on factors like the intensity of the attitude, perceived
costs and benefits, self-control, cognitive resources, and demographic characteristics (Kaiser &
Lange, 2021). The relationship becomes stronger when certain situational and personal conditions
are in place conditions such as reduced effort or cost required to act sustainably, a clearer sense of
personal benefit, stronger self-regulation, and sufficient cognitive resources (Langenbach et al.,
2020).

Environmental Quality Awareness

Environmental quality awareness refers to an individual’s understanding of the state of
environmental conditions and the factors influencing ecological quality. It encompasses knowledge
of how anthropogenic activities affect ecosystems, natural resources, and public health (Si et al,,
2022). More broadly, environmental awareness is defined as a conscious recognition of
environmental issues coupled with a personal sense of responsibility toward environmental
protection and sustainable living (Z. Wang et al., 2023). Specifically, Environmental Quality
Awareness (EQA) involves acknowledging the links between environmental performance,
ecosystem resilience, and long-term socioeconomic sustainability at both community and national
levels (Estoque & Wu, 2024). Individuals with high EQA typically display stronger pro-
environmental orientations, including energy conservation, recycling, and the use of biodegradable
or low-impact products. Empirical evidence consistently shows that environmentally knowledgeable
individuals are more likely to support and participate in environmental conservation efforts
(Handayani et al., 2021; Langenbach et al., 2020; Sh. Ahmad et al., 2022).

Hypothesis Development

Green advertising is a form of marketing communication that emphasizes sustainability, social
responsibility, and environmental awareness to build a positive brand image and encourage
environmentally friendly consumption behavior (Pratiwi et al., 2018). Advertisements that convey
environmental messages authentically and consistently can foster green trust or confidence in a
company's sustainability claims (Afianto & Waskito, 2025). This trust then generates positive
purchase intentions because consumers feel that their purchasing decisions contribute to
environmental preservation (Asif et al., 2022). Furthermore, research by Sondhi et al., (2023) shows
that green advertising messages that raise moral awareness and ecological concern can strengthen
consumers' intrinsic motivation to choose environmentally friendly products. Thus, green
advertising positively influences green purchase behavior by connecting consumers' personal values
with corporate social responsibility through relevant, credible messages. Based on the explanation,
we propose hypothesis 1 as follows:

H1: Green advertising has a positive effect on green purchase behavior.

Green advertising and environmental attitudes matter because ads can shape consumers' perceptions,
emotions, and values about ecological issues. This strengthens pro-environmental attitudes. Recent
studies show that credible, informative, and emotional green ads can improve environmental
attitudes. These messages also boost intentions to purchase green products (Dahhan & Arenkov,
2025; Sun et al., 2021). Maharani et al. (2023) found that appealing green advertising increases
positive attitudes toward environmentally friendly agricultural products. It does so by reinforcing
perceptions of corporate social responsibility and ecological ethics. Adawiya et al. (2025) showed
that green advertising is important for shaping younger consumers’ attitudes and interest in
sustainable products such as IKEAs. Several studies note the effectiveness of authentic, value-driven
green ads in fostering favorable consumer attitudes. N. Carrion-Bésquez et al. (2024) and
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Rizkynugraheny et al. (2025) reveal that exposure to credible green ads fosters new perspectives
and encourages environmentally conscious habits, especially among Generation Z. Therefore, we
propose the following hypothesis:

H2: Green advertising has a positive effect on environmental attitude.

Rizkynugraheny et al., (2025) found that individuals with high environmental quality awareness are
more ecologically sensitive. They base their purchasing decisions on sustainability values rather
than solely on economic factors. Qasim et al., (2019) confirm that awareness of environmental
quality strengthens moral motivation and social responsibility. This leads to a higher intention to
buy green products. Purwoko et al., (2025) State that rising environmental awareness leads directly
to changes in consumption behavior. Consumers feel empowered to help environmental quality
through their choices. Environmental quality awareness positively influences green purchase
behavior by fostering a sense of responsibility and a commitment to sustainability. It acts as an
antecedent to green attitudes and behaviors (Sh. Ahmad et al., 2022).

H3: Environmental quality awareness has a positive effect on green purchase behavior.

Previous research, such as Sh. Ahmad et al., (2022) it is supported by evidence showing that
environmental quality awareness has a significant positive influence on environmental attitude.
Logically, an individual’s awareness naturally shapes their attitude, as being conscious of an issue
often leads to the intention or readiness to act. Previous studies have also shown that environmental
awareness plays an important role in increasing the number of green-oriented companies (Arin et
al., 2023). The growth of these environmentally responsible companies contributes positively to
society and creates a wider beneficial impact. Based on these notions, we propose the following
hypotheses:

H4: Environmental quality awareness positively affects environmental attitudes.

Currently, the most researched variable in the context of green purchase behavior is attitude (K.
Sharma et al., 2023). The more environmental attitudes the public applies, the more green purchasing
attitudes will increase. Several studies have found different results regarding the relationship
between environmental attitudes and green purchase behavior; some have stated positive and
negative relationships (N. Carrion-Bosquez et al., 2024; Han et al., 2011; Sh. Ahmad et al., 2022).
In addition, consumers with strong environmental attitudes are more likely to turn positive intentions
into actual green purchases (Aurelia et al., 2024; Ogiemwonyi et al., 2023; Sondhi et al., 2023).
Based on the explanation, we propose hypothesis 5 as follows:

HS5: Environmental attitudes positively influence green purchase behavior.

Green Adverfising

Environmental
Attitude

Green Purchase
Behaviour

Environmental Quality
Awareness

Figure 1. Conceptual Framework
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METHODS

This study employs a quantitative research design using a survey method, with questionnaires
serving as the primary data collection instrument. The target population comprises consumers of
oatside products residing in Tenggarong City, Indonesia. A purposive sampling technique was used
to ensure that only respondents who met specific inclusion criteria were selected. Referring to Hair
et al., (2021), the minimum sample size for PLS-SEM analysis is determined by multiplying the
number of indicators by 10. This study utilized 15 indicators, thereby requiring at least 150
respondents. However, the total number of valid responses obtained from the field was 155. Because
all responses met the predetermined criteria and passed the data screening process, the entire dataset
was included in the analysis. Screening questions were included at the beginning of the questionnaire
to ensure respondent eligibility. These questions verified that respondents (1) belonged to
Generation Z, defined as individuals aged 13 to 28 years according to the IDN Research Institute,
(2025); (2) had previously purchased or consumed oatside products; and (3) had been exposed to
environmentally friendly advertising materials released by the oatside brand. Only respondents who
answered “yes” to all screening questions proceeded to the main questionnaire.

Variable measurement was based on previously validated scales. The green advertising construct
was measured using four items adapted from Sun et al., (2021); environmental quality awareness
was measured using five items from Rosli et al., (2017); environmental attitude was measured using
three items from Trivedi et al., (2018); and green purchase behavior was measured using three items
from (Kim & Choi, 2005). All items were assessed using a 5-point Likert scale (1 = Strongly
Disagree to 5 = Strongly Agree), enabling respondents to indicate their level of agreement with each
statement. Data were analyzed using SmartPLS version 4.1.5 to evaluate both the measurement and
structural models.

RESULTS AND DISCUSSION
Outer Model Test
Table 1. Validity and Reliability Test
Constructs Items Loadings Cronbach’s Alpha CR AVE
EAl 0.792
Environmental EA2 0.843
Attitude EA3 0.748 0.790 0.798 0.614
EA4 0.748
Environmental EQALI 0.904
Quality EQA2 0.948 0.900 0.904 0.834
Awareness EQA3 0.887
GAl 0.832
Green GA2 0.770
Advertising GA3 0.840 0.831 0.836 0.664
GA4 0.816
GPB1 0.881
Green Purchase GPB2 0.844
Behavior GPB3 0.753 0.837 0845 0.673
GPB4 0.799

The measurement model shows strong validity and reliability. All indicators have factor loadings
between 0.748 and 0.948, exceeding the 0.70 threshold recommended in SEM-PLS literature.
Cronbach's Alpha values range from 0.790 to 0.900, and Composite Reliability values range from
0.798 to 0.904, confirming internal consistency. Average Variance Extracted values between 0.614
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and 0.834 meet Fornell and Larcker's convergence criteria. These results confirm that all constructs
are suitable for further structural model testing.

Table 2. Fornell — Larcker

Environmental Environmental Green Green
Attitude Quality Advertising Purchase
Awareness Behavior
Environmental Attitude 0.784
Environmental Quality 0.737 0.913
Awareness
Green Advertising 0.663 0.69 0.815
Green Purchase Behavior 0.654 0.573 0.702 0.82

Table 2 presents the outcomes of the discriminant validity assessment conducted using the Fornell-
Larcker criterion, which involves comparing the square roots of the Average Variance Extracted
(AVE) values (displayed along the diagonal) with the inter-construct correlation coefficients
(displayed below the diagonal). The constructs, Environmental Attitude (EA = 0.784),
Environmental Quality Awareness (EQA = 0.913), Green Advertising (GA = 0.815), and Green
Purchase Behavior (GPB = 0.820) all demonstrate diagonal values exceeding their corresponding
inter-variable correlations. This confirms that each construct possesses satisfactory discriminant
validity, effectively distinguishing itself from the others. The most pronounced correlation was
observed between Environmental Attitude and Environmental Quality Awareness (r = 0.737),
indicating a strong, positive association between individuals’ environmental awareness and their
attitudinal orientation towards environmental issues. Moreover, a notable relationship was also
identified between Green Advertising and Green Purchase Behavior (r = 0.702), suggesting that
favorable perceptions of environmentally oriented advertising can stimulate consumers’ intention to
purchase eco-friendly products. Collectively, these results substantiate the proposed conceptual
framework by demonstrating robust, positive interrelations among the study’s key constructs.

Table 3. R-Square

R-square R-square adjusted
EA 0.588 0.583
GPB 0.556 0.547

The R? analysis reveals that the Environmental Attitude (EA) construct attained an R? of 0.588 and
an adjusted R? of 0.583, whereas Green Purchase Behavior (GPB) attained an R? of 0.556 and an
adjusted R?> of 0.547. These figures suggest that approximately 58.3% of the variance in
Environmental Attitude is accounted for by the model’s predictors, namely Environmental Quality
Awareness and Green Advertising. Similarly, 54.7% of the variance in Green Purchase Behavior is
explained by Environmental Attitude alongside other contributing constructs. As R? values
exceeding 0.50 are generally regarded as indicative of moderate to strong explanatory capacity, these
findings demonstrate that the structural model possesses a sound level of predictive effectiveness in
elucidating the determinants of green purchasing behavior.

Fit Model Test
Table 4. Fit Model
Saturated model Estimated model

SRMR 0.084 0.084
d ULS 0.85 0.85

d G 0.359 0.359

Chi-square 318.205 318.205
NFI 0.791 0.791
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The Fit Model analysis reveals that the proposed research framework demonstrates a satisfactory
level of goodness-of-fit. The Standardized Root Mean Square Residual (SRMR) is reported at 0.084,
which is below the suggested cutoff of 0.10, indicating a minor deviation between the actual and
anticipated covariance matrices. This confirms the model's suitability. Additionally, the Normed Fit
Index (NFI) was 0.791, approaching the threshold for a suitable model fit (cut-off > 0.75), consistent
with the model’s overall adequacy. The Chi-square statistic of 318.205, along with the d_G value of
0.359, further validates that the model aligns well with the empirical data obtained. As a result, both
the measurement and structural models are affirmed as appropriate for elucidating the
interrelationships among the variables examined in this study.

Hypothesis Test
Table 5. Hypothesis Test
Original sample T statistics P values Results
0) (JO/STDEYV))
EA -> GPB 0.343 4.552 0.000 Supported
EQA > EA 0.533 6.121 0.000 Supported
EQA -> GPB -0.013 0.156 0.876 Not Supported
GA > EA 0.295 3.9 0.000 Supported
GA -> GPB 0.483 6.236 0.000 Supported

The hypothesis-testing results indicate that five structural relationships were examined. Four were
statistically significant (p < 0.05), and one path was not. Environmental Attitude (EA) had a positive,
significant effect on Green Purchase Behavior (GPB) (B = 0.343; T = 4.552; p = 0.000).
Environmental Quality Awareness (EQA) also had a strong, positive effect on EA (f = 0.533; t (1,
1) =6.121; p=0.000). However, EQA did not have a direct impact on GPB (f =-0.013; T = 0.156;
p = 0.876). This suggests its influence on purchasing behavior occurs indirectly through
environmental attitudes. Green Advertising (GA) significantly affected both EA (B = 0.295; T =
3.900; p = 0.000) and GPB (B = 0.483; T = 6.236; p = 0.000). These findings confirm that
Environmental Attitude mediates the relationship between environmental awareness, green
advertising, and green purchasing behavior. They also highlight the importance of persuasive and
authentic green communication in shaping pro-environmental consumer behavior.

Table 6. Indirect Effect
Original sample (O) T statistics ((O/STDEV)) P values
EQA ->EA->GPB 0.183 3.325 0.001
GA -> EA > GPB 0.101 3.244 0.001

The results presented in the Indirect Effects table demonstrate a statistically significant mediating
relationship. Specifically, the pathway from Environmental Quality Awareness (EQA) through
Environmental Attitude (EA) to Green Purchase Behavior (GPB) yielded a coefficient of 0.183, a
T-statistic of 3.325, and a p-value of 0.001. This finding indicates that environmental awareness
exerts an indirect influence on green purchasing behavior by enhancing environmental attitudes.
Similarly, the pathway from Green Advertising (GA) to EA and subsequently to GPB recorded a
coefficient of 0.101 (T = 3.244; p = 0.001), signifying that the impact of green advertising on
purchase behavior operates indirectly through its effect on environmental attitudes. Hence,
Environmental Attitude functions as a significant mediating variable, reinforcing the link between
environmental awareness, green advertising, and consumers’ propensity to engage in
environmentally responsible purchasing behavior.

The Effect of Green Advertising on Green Purchase Behavior

Sustainability-themed advertising appears to be playing a growing role in shaping consumer
responses to Oatside, particularly among Gen Z. As awareness of environmental issues expands,
promotional messages that foreground ecological responsibility tend to elicit stronger cognitive and
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emotional engagement. In the case of Oatside, campaigns that highlight natural ingredients, low-
impact production, and ethical sourcing seem to construct a narrative framework that Gen Z
perceives as both relevant and credible. This credibility matters: when sustainability claims feel
grounded in observable practices rather than decorative branding, they become part of how
consumers judge the product’s integrity. Adawiya et al., (2025) Demonstrate that the green
marketing mix, which includes product, price, place, and promotion, significantly influences
students’ purchasing decisions in Bandung, with environmentally focused advertising affecting
overall decision-making. Aurelia et al.,, (2024) show that message authenticity acts as a
psychological gateway. Generation Z respondents are more likely to convert interest into purchase
intention when advertising aligns with tangible sustainability actions, such as recyclable packaging
or verified ethical sourcing of raw materials. These findings suggest that environmental messaging
serves not only to attract attention but also to signal consistent corporate behavior.

Nekmahmud and Fekete-Farkas, (2020) offer a framework for understanding this process,
demonstrating that trust in sustainable brands is established through perceived authenticity.
Consumers respond positively when ecological values are embedded in routine business operations
rather than presented as temporary marketing strategies. For Oatside, aligning sustainability
narratives with operational transparency fosters a coherent brand identity that Generation Z
perceives as both socially meaningful and personally rewarding, thereby enhancing their purchase
intentions. Sustainability communication is emerging as a broader sociocultural expectation among
younger consumers. The case of Oatside illustrates that environmental narratives serve not only as
promotional content but also as elements of an evaluative framework through which Generation Z
assesses brand legitimacy, thereby aligning personal consumption with ethical self-expression.

The Effect of Green Advertising on Environmental Attitudes

Research indicates that environmentally oriented advertising is increasingly influencing Oatside’s
market performance as public concern about sustainability grows. When ads focus on ecological
protection, responsible sourcing, and reduced environmental impact, they do more than inform
consumers; they also inspire action. They help develop an environmentally aware mindset. This shift
in thinking encourages people to turn their concerns into action. Over time, repeated exposure to
messages about sustainability can help make pro-environmental habits normal parts of daily
decision-making. This is especially important for Gen Z, whose ongoing engagement with
ecological issues may influence wider society, as noted by (Rizkynugraheny et al., 2025). Empirical
evidence substantiates these mechanisms. For example, N. G. Carriéon-Bdsquez et al., (2025) report
that green advertising not only fosters eco-friendly purchasing but does so through the mediating
role of environmental attitudes. Rizkynugraheny et al., (2025) provide evidence that repeated
exposure to environmental messages directly influences consumer perspectives, leading to a stronger
preference for sustainable options. Furthermore, Purwoko et al., (2025) and Maharani et al., (2023)
show that increases in both the intensity and credibility of green promotional campaigns are
associated with the development of more positive environmental attitudes.

The Effect of Environmental Quality Awareness on Green Purchase Behavior

The results show that even though consumers are very aware of environmental issues, this does not
always lead them to buy environmentally friendly products. This gap between attitudes and actions
is especially clear among Generation Z. While they often say they care about the environment, their
choices are influenced by factors such as limited budgets, fewer product options, difficulty finding
sustainable goods, and the belief that green products cost more. Benyamin and Siagian (2021)
confirm that price is a major barrier to young people considering green products. Because of this,
Generation Z’s ideals about sustainability often clash with the economic and practical realities of
their everyday shopping, underscoring the complexity of the link between values and behavior in
sustainable consumption.
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The Effect of Environmental Quality Awareness on Environmental Attitudes

Environmental awareness is a key factor influencing consumer evaluation of sustainable product
options, including plant-based beverages such as Oatside oat milk. Individuals with a comprehensive
understanding of environmental challenges, such as climate instability, persistent pollution, and
ecological degradation, are more likely to favor products with lower environmental impacts.
Evidence from Rizkynugraheny et al., (2025) demonstrates that increased environmental awareness
consistently strengthens pro-environmental attitudes, indicating that knowledge of ecological risks
leads to more supportive behavioral orientations. Research by Su et al., (2024) further demonstrates
that younger consumers with high levels of environmental consciousness perceive plant-based milk
as an ethically responsible choice and are also more willing to pay price premiums for these
alternatives. This finding suggests that environmental awareness influences not only attitudes but
also purchase intentions and value-driven consumption behaviors. As individuals deepen their
understanding of the drivers and consequences of environmental harm, they increasingly internalize
sustainability principles. This cognitive and moral alignment encourages a mindset oriented toward
ecological preservation and reinforces support for brands like Oatside that embody low-impact
production and responsible sourcing. In this context, environmental awareness serves as both a
psychological catalyst and a behavioral determinant, guiding consumers toward products that align
with their ecological values and long-term ethical commitments (Asfarani et al., 2024).

The Effect of Environmental Attitudes on Green Purchase Behavior

Environmental attitudes play a key role in motivating consumers to choose green products,
especially in categories such as plant-based beverages, where sustainability is important. People
with strong pro-environmental views look at products not just for their usefulness but also for how
well they support ecological preservation. Research by Aurelia et al., (2024) and Qasim et al., (2019)
shows that these attitudes make consumers more likely to pick plant-based options, mainly because
they see these choices as helping to reduce emissions and use resources more efficiently.
Ogiemwonyi et al., (2023) found that people with strong environmental values see buying
sustainable products as a reflection of their moral identity. For Gen Z, this moral aspect becomes a
kind of ecological self-branding, with their buying choices signaling their commitment to the
environment. As a result, brands like Oatside work in a space where sustainability messages do more
than inform; they help people express their identity. When brands clearly explain the environmental
benefits of their products, it can strengthen the link between Gen Z’s attitudes and what they actually
buy. Sondhi et al., (2023) also found a strong connection between environmental attitudes and green
purchasing. Overall, these attitudes form the basis for responsible buying, so choosing sustainable
products directly reflects the values that consumers believe in and support.

CONCLUSION

The implementation of green advertising strategies on Oatside products revealed that it had a
positive and significant influence on green purchase behavior. This confirms that young consumers
(Gen Z) pay much attention to green advertising. Meanwhile, Green Advertising (GA) has a positive
impact on EA, indicating that emphasizing sustainability ideals can improve product perception and
increase purchase intent. Furthermore, young consumers who have high environmental quality
awareness have also been shown to have a positive relationship with environmental attitudes.
Environmental attitudes were shown to have a positive relationship with green purchase behavior.
This confirms that green advertising also influences green purchase behavior indirectly, but through
environmental attitudes as its mediator. However, environmental quality awareness does not affect
green purchasing behavior. The results of this study show that Generation Z has a good level of
concern for the environment and is willing to contribute to protecting the environment. The research
results reveal that Environmental Quality Awareness (EQA) has no notable impact on individuals’
Green Purchasing Behavior (GPB). In practical terms, this shows that while customers are aware of
the importance of environmental quality, this awareness alone is not enough to persuade them to
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make green purchases without first developing a positive attitude. Environmental Attitude (EA) has
been shown to significantly impact GPB, suggesting that environmental awareness is a key
motivator for customers to purchase environmentally friendly goods. Companies should develop
and reinforce this beneficial mindset through education and sustainable brand experiences. For
future research. It is recommended to use different generational groups such as the Baby Boomers
generation, Gen-X, etc. It is expected to go deeper and explore other related variables, such as eco-
labels from previous studies by N. G. Carrién-Bosquez et al. (2025) or perceived behavioral control
from Paul et al. (2016), which use other variables within the same scope.
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