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Abstract

Introduction: This study investigates the determinants impacting consumer purchas-
ing behavior.

Methods: Utilizing multidimensional planned behavior theory alongside measures of
brand awareness and green brand awareness, this study examines the mediating role
of multidimensional planned behavior theory. Empirical data were gathered through
a survey conducted among Generation Z university students, yielding 638 responses.
Analysis was performed on 590 valid responses.

Results: Findings indicate that green marketing initiatives and green brand awareness
positively influence consumers’ purchase intentions. Subdimensions of the theory of
planned behavior (TPB), namely, attitude, subjective norms, and perceived behavioral
control, serve to strengthen these relationships and mediate the interaction process.
Conclusion: This study contributes novel insights to the burgeoning field of green mar-
keting literature, offering a structural model for firms and policymakers. It suggests
that companies can effectively engage in informal consumer education through green
marketing efforts, thereby influencing consumers’ purchasing decisions via planned
behavior. Moreover, such activities foster an increase in consumers’ green brand
awareness, providing companies with an opportunity to promote conscious consumer
behavior. The study’s utilization of the TPB is both timely and original, particularly in
its alignment with the United Nations 2030 Sustainable Development Goals.
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1 | INTRODUCTION

The mechanization process initiated during the Industrial Revolution
has positioned production as the central focus for all stakeholders
(Alaloul et al., 2020). This revolutionary paradigm is predominantly
anchored in developmental concepts and quantitative metrics such as
output quantities, profits, and labor utilization, foregrounding the over-
all production process (Phuc et al., 2023). However, this production-
centric management approach has led to a significant oversight of
other consequential issues, particularly environmental concerns (Patel
& Mehta, 2023). Historically, environmental challenges were often per-
ceived as inevitable byproducts of development that had to be endured
(Baltaci, 2021).

The continual escalation of production volumes daily has exac-
erbated environmental issues, intensifying pressures and depleting
natural resources to the point of straining carrying capacities (Khan
et al., 2021). The escalation of these problems to a critical level has
spurred the activation of solution mechanisms. A pivotal milestone
along this trajectory was the publication of the report titled “The Lim-
its of Growth” (Meadows et al., 1972), followed by the landmark report
“Our Common Future” (Brundtland Report) issued by the UN Envi-
ronment and Development Commission (UN, 1987). Sustainability has
been posited as a fundamental and efficacious approach to address-
ing existing environmental challenges. The United Nations Millennium
Development Goals and the subsequent 2030 Sustainable Develop-
ment Goals have been established as ongoing processes to achieve
these objectives (UN, 2024).

The heightened emphasis on environmental consciousness has
also galvanized marketing researchers. Within the marketing litera-
ture, studies have emerged focusing on environmental sustainability,
encompassing topics such as green consumer behavior (Cheung & To,
2019), responsible tourism behavior (Lin et al., 2022), green supply
chains (Badi & Murtagh, 2019), and corporate carbon footprints (Free-
man & Nunez, 2020). Presently, the advent of Industry 3.0 and its
successor, Industry 4.0, represents pioneering endeavors spearheaded
by the service, agricultural, and industrial sectors, aiming to minimize
environmental impacts.

The efforts of businesses alone are not enough to achieve sustain-
ability goals. Its stakeholders are required to make the same effort.
Businesses have the opportunity to direct the behavior of their stake-
holders through advertising and marketing activities (Alsharif et al.,
2022). Most consumer behavior is unconscious and requires guidance
(Ozkara & Bagozzi, 2021). Neuromarketing activities are important
elements that guide and increase the awareness of both customers
and intermediaries (Alsharif, Salleh, Hashem, et al., 2023). Consumers
respond to companies’ green marketing communications and engage
in green purchasing behavior (Correia et al., 2023). To increase con-
sumers’ willingness to purchase green brands, organizations should
improve their green brand knowledge by increasing consumers’ green
brand image perception and trust (Tan et al., 2022). The green brand
awareness of consumers is also effective in their green purchasing
processes (Kamalanon et al., 2022). Green awareness or environmen-

tal knowledge is considered the antecedent of the green purchasing
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behavior process (Asif et al., 2023). The relationship between brand
awareness, marketing activities, and purchasing behavior has also been
proven in academic studies (Arya et al., 2024; Mehraj et al., 2023;
Sharma, 2021; Singh et al., 2023; Watson et al., 2024). Namely, the
messages chosen by advertisers directly affect consumers emotions,
thoughts, attention, and memories. Studies conducted in this field,
which represents neuromarketing, have revealed the close relationship
between emotions and advertisements (Alsharif, Salleh, Alrawad, et al.,
2023). Thus, brand awareness needs to be created to induce green
purchasing behavior in potential consumers (Pratama et al., 2023; Tan
et al., 2021). This process can be catalyzed by advertising and promo-
tional activities, which are the attitude (ATT) formation step. It is also
known that ATTs are important emotions that direct behavior (Ajzen
et al., 2018). Internal and external stimuli lead consumers to have a
positive or negative ATT (Kimiagari & Malafe, 2021). This is a cogni-
tive process. Consumers’ awareness of brands points to the attitudinal
process. Shaping the process with positive stimuli triggers purchasing
behavior (Alsharif & Alharbi, 2022). There is a gap in studies testing the
impact or mediating role of planned behavior in the ATT and behav-
ior process. Knowing the impact of consumers’ planned behavior on
their ATTs and behaviors will help companies. Thus, companies will
have a clear recommendation on what to pay attention to in the pro-
cess of creating brand awareness through advertising and promotional
activities (Sun et. al., 2022).

The readiness of potential consumers is important in the success of
the ATT development process. In this respect, Generation Z (GEN Z)
has a great readiness potential (Wiedmer, 2015). GEN Z, born in 1995
and later, is digital natives who are intensely interested in technology.
Mammadli (2023) stated that GEN Z is more sensitive to environ-
mental problems, environmental protection, and pollution reduction. It
has even revealed that its environmental concerns encourage sustain-
able consumption. Today, GEN Z has entered the business world and
become an active buyer. Thus, GEN Z will be the direct addressee of the
2030 and 2050 sustainable development goals. For this reason, exam-
ining the purchasing behavior of GEN Z and determining the push and
pull factors areimportant. It is known that the theory of planned behav-
ior (TPB) plays a mediating role in explaining the green purchasing
behavior of GEN Z (Pan et al., 2022).

This study approaches the literature from a holistic perspective and
tries to explain consumers’ green purchasing tendencies through the
extended TPB. The vast majority of GEN Z is now at the university
level. For this reason, the future projection of the study is based on
GEN Z. Thus, we aimed to add further detail to the study results. The
results of this study will help businesses understand the behavior of
GEN Z consumers, which is an expanding market. The results reveal
the relationships between green brand awareness and green shining
activities and between green brand awareness and consumer purchas-
ing behavior with a structural model. Additionally, this study will prove
the mediating effect of the TPB in the model and contribute to the
expanding green marketing literature.

In the paper, green marketing activities were primarily examined.
To achieve the aims of the study, we conducted an in-depth literature

review. In this way, we created the theoretical basis of the study. In
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this phase, we developed and conceptualized the research hypothe-
ses. We found studies that focused on the relationships between our
dependent, independent, and mediating variables. Thus, we contextu-
alized the relationships between our variables and strengthened our
hypotheses. We determined the most appropriate scales and popula-
tion for our study. Afterward, we collected and analyzed our data. We
tested the reliability and validity of our scales. For this, we used the
Cronbach alpha coefficient and structural validity test (confirmatory
factor analysis [CFA]). We used structural equation modeling (SEM) to
test the relationships between variables. We also tested our hypothe-
ses. In Section 4, we discussed our results with literature references.
Thus, we proved the general validity of our hypotheses and results.
After discussing the data obtained, the paper was finalized with the
results, limitations, and recommendations sections. The fact that the
mediation model has not been tested before is considered a signifi-
cant risk of the study. However, based on the relevant literature, it was
assumed that the awareness and readiness levels of GEN Z were high.

These should be considered difficulties of the work.

2 | LITERATURE REVIEW
2.1 | Green marketing activities

Green marketing includes various activities, such as product differen-
tiation, differences in the production workflow, changes in packaging,
and differentiation of advertising activities (Tan et al., 2022). Simi-
larly, Mehraj and colleagues (2023) and Welford (2000) defined green
marketing as a management process that identifies, predicts, and
satisfies the needs and desires of customers and society way prof-
itably and sustainably. Companies support the green transformation
to maintain their competitiveness (Padilla-Lozano & Colazzo, 2021).
This is possible by producing effective solutions to environmental
problems. Companies achieve this by turning to ecologically safer prod-
ucts (Tsendsuren et al., 2021), recyclable and biodegradable packaging
(Bhardwaj et al., 2020), better pollution control, and more energy
efficient operations (Wang et al., 2023; Kotler & Armstrong, 1995).
Environment-friendly products aim to reduce negative impacts on
the environment. It also provides significant improvements to the
environment throughout its entire life cycle (Tan et al., 2022).

Green marketing is a sustainable marketing strategy. It focuses on
profitably identifying and forecasting the needs of end customers and
society. For this purpose, businesses create a holistic management pro-
cess (Mehraj et al., 2023). Green marketing of goods or services covers
the processes of design, production, packaging, labeling, marketing,
use, and disposal (Correia et al., 2023).

In the marketing literature, the pioneers of environmental typolo-
gies focused on the general business environment rather than on a
distinctly “green” marketing perspective (Zeithaml & Zeithaml, 1984).
Similarly, McDaniel and Kolari (1987) and Walker and Ruekert (1987)
designed their typologies for the general business environment based
on Miles et al. (1978) classification of “reactor-defender-analyzer-

seeker.” According to these authors, this classification is a useful the-

oretical framework for analyzing the interactions of organizations with
their environment and marketing strategies. Miles et al. (1978) classi-
fied firms according to adaptive decision models (reactors, defenders,
and analyzers) and a more harmonious category (researchers). How-
ever, the “reactor” group should be left out of the continuum as it refers
to organizations that have not set any specific strategies (Parnell &
Wright, 1993). Dec Sundays “Defenders” have narrow product-market
areas; they are focused on maintaining their positions and do not tend
to search outside these areas for new opportunities (Obel & Gurkov,
2023). Dec Sundays “analysts” focus on maintaining their positions
in the main markets but also want to innovate at the margins, selec-
tively searching for new product opportunities (Miles et al., 1978).
Finally, “researchers,” on the other hand, want to access the widest
Sunday possible by making consistent efforts to innovate and produce
changes in their industry (Parnell & Wright, 1993). By following emerg-
ing environmental trends, they often measure newly formed behavioral
patterns in front of consumers.

Consumers pay attention to green products to reduce negative
environmental impacts. The pricing policies of companies positively
affect the purchasing decision process of consumers (Nekmahmud &
Fekete-Farkas, 2020). The advertising strategies of companies support
sustainable development. It affects consumers cognitively and directs
their purchasing behavior (Dai & Sheng, 2022). Green advertisements
increase consumers’ awareness of environment-friendly products and
induce purchasing intentions (Bi et al., 2023). There are studies exam-
ining the interaction process between green marketing activities and
purchasing behavior within the framework of the TPB (Almrafee &
Akaileh, 2023; Asif et al., 2023; Lin & Dong, 2023; Wongsaichia et al.,
2022). Based on these empirical findings, the following hypotheses
were established:

H,. Advertising activities have a positive and significant effect on
ATT.

H,. Advertising activities have a positive and significant effect on
subjective norms (SBNs).

Hg. Advertising activities have a positive and significant effect on
perceived behavioral control.

Hjo. Advertising activities have a positive and significant effect on

consumer purchase intention.

2.2 | Green brand awareness

Brands are meaningful systems that contain values, ideas, associations,
feelings, and emotions that form a more or less consistent identity
(Ko et al., 2019). Brands allow for the differentiation and protection
of products from similar products of competitors. When examining a
brand, six basic dimensions are the focus. These are (Kotler & Keller,
2006) as follows:

* Attributes: The brand covers a certain set of characteristics;
* Benefits: The qualities of the brand should translate into functional

and emotional benefits that are valued by consumers;
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* Values: The brand conveys something about the values of the
company;

e Culture: The brand can represent a specific cultural expression;

* Personality: The brand can convey a certain personality, which is
gradually built up through marketing communications; this person-
ality can reflect what kind of person the brand would be if it were
human;

* User definition: The brand recommends the type of consumer who
buys or uses it.

Within brands, a green brand is defined as a specific group of brand
characteristics and benefits related to minimizing the environmental
impact of the brand and its perception as environmentally healthy
(Asif et al., 2023). Therefore, a green brand should benefit consumers
who are more sensitive to the environment. To be successful, a green
brand must offer a significant eco advantage over other brands and be
aimed at consumers who are willing to value environmental problems
(Kamalanon et al., 2022). This means that a green brand should com-
municate with its target audience as consumers’ beliefs about the good
ecological performance of the brand lead to a positive ATT toward that
brand (Kinnunen et al., 2022).

Brand awareness is a condition in which customers recognize the
brand of a product and connect to certain product categories correctly
(Alamsyah & Febriani, 2020). However, it is how consumers associate
the brand with a specific product that they intend to have. Brand
awareness is indispensable for the emergence of the communication
process, that is, for memorable awareness (Gémez-Rico et al., 2023).
Effective marketing communication channels such as television, mobile
devices, and online channels help reduce product evaluation and selec-
tion risk while ensuring product quality and reliability (Panci¢ et al.,
2023). Brand awareness significantly affects the consumer decision-
making process when consumers often use it as a heuristic decision
that benefits the management of customer-based brand value (Tan et
al., 2021).

Green brand awareness is characterized by the possibility of iden-
tifying and remembering (RM) the characteristics of a brand that
is dedicated to protecting the environment (Rahmadhani & Widodo,
2023). Green brand awareness, brand reputation, policies, and the abil-
ity to reduce the negative effects on the environment of customers’
trust in a brand’s product or service are defined (Zhou et al., 2021).
Environment-friendly products and green brand awareness motivate
customers who value the environment in their purchasing decisions.
It is the responsibility of marketers to provide green product infor-
mation and environment-friendly labels by using content through
green messages to educate consumers about their green brands (Chai-
hanchanchai & Anantachart, 2023). In addition, a green brand is a
perception and association in the minds of consumers that the brand
is connected to and interested in the environment (Ahmad et al.,
2022). The elements of a green brand are divided into green brand
image (Tan et al., 2022), green satisfaction, and green trust (Ha et al.,
2022).

Some studies have empirically demonstrated the relationship

between brand awareness and marketing activities. Borah et al. (2021)
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revealed that there is a significant relationship between the level of
green brand knowledge of consumers and the marketing activities of
companies. Alamsyah et al. (2018) concluded that product promotion
ads organized with the theme of green marketing enable consumers
who are sensitive to environmental products to exhibit purchasing
behavior. Green brand awareness can be transformed into purchas-
ing behavior through green marketing activities (Panci¢ et al., 2023).
On the other hand, Nguyen-Viet (2022a) found that the elements
of a green marketing mix effectively ensure green customer-based
brand equity. Another study revealed that eco-label and green content
advertising activities affect green purchasing behavior. In this process,
consumers’ green brand awareness has been proposed as a prerequi-
site (Nguyen-Viet, 2022b). In light of this information, hypotheses of

the conceptual model were formed as follows:

H4,. Consumers’ green brand awareness is significantly related to

green marketing activities.

Studies have proven the relationship between green brand aware-
ness and planned behavior (Amoako et al., 2020; Asif et al., 2023; Wu
etal., 2022). Based on this, the following hypotheses were established.

H,4. Consumers’ green brand awareness significantly affects their
ATT.

Hs. Consumers’ green brand awareness significantly affects their
SBNs.

Hg. Consumers’ green brand awareness significantly affects their
perceived behavior control.

Consumers’ green brand awareness directs their purchasing behav-
ior (Rahmadhani & Widodo, 2023; Siyal et al., 2021; Zhou et al., 2021).
Thus, the following hypothesis was proposed.

Hj4.Consumers’ green brand awareness significantly affects their
purchase intentions.

2.3 | Extended planned behavior theory in
marketing

The TPB was proposed to improve the predictive power of the the-
ory of reasoned action, which addresses the process of individuals’
ATTs turning into behavior (Ajzen, 1985). The theory of planned action
assumes that human behavior is goal-directed. Therefore, people need
to do what to do to reach their goals. Constantly repetitive behav-
iors become routine and automatic. However, highly developed skills
often no longer require the formulation of a conscious behavioral plan
(Ajzen, 1991). Green purchasing intentions also require consumers to
be knowledgeable about products and brands (Correia et al., 2023).
Consumers are guided by factors such as internal motivations (Silvi
& Padilla, 2021), formal education (Malik et al., 2019), and marketing
activities (Mehraj et al.,, 2023; Tan et al., 2022), enabling them to gain

green awareness.
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The extended TPB has also been used by marketing researchers to
predict customer behavior. Hameed et al. (2019) proved that the sub-
dimensions of the theory of planned action have a mediating role in
predicting environmentally conscious consumer behavior. Consumer
behavior is the result of a conscious process. This process is affected by
many variables. Although consumers’ environmental awareness affects
their purchasing behavior, it also initiates the process of planned
behavior. Planned behavior mediates this process (Wei et al., 2021).
Consumers can be affected by many stimuli, have environmental
concerns, and shape their future behavior. This includes purchasing
behavior. In this respect, environmental concern is an important pre-
dictor of purchasing behavior. Planned behavior has a mediating effect
that increases the effect of environmental concern in this process
(Kumar et al., 2022). ATTs toward green products, SBNs toward green
products, and green behavioral control affect green purchasing behav-
ior and push consumers to purchase green products (Qazi et al., 2023).
Consumers’ moral norms also affect their purchasing intentions. In
this process, the dimensions of planned behavior strengthen the rela-
tionship between variables by mediating the interaction (Liu et al.,
2020).

Based on the previously discovered empirical results, the following

hypotheses were created:

H;. The ATT toward purchasing green products is positively
associated with green purchase intentions.

Hg. SBNs regarding buying green products are positively associ-
ated with green purchase intentions.

Hg. Perceived behavioral control norms regarding purchasing
green products are positively related to green purchase inten-
tions.

2.4 | Consumer purchase intention

Purchase intention refers to the intention of consumers to consciously
purchase brand products (Irfany et al., 2023). Behavioral intentions, on
the other hand, can be predicted from ATTs (Liu et al., 2020). Consumer
behavior involves studying the various procedures that individuals,
groups, or organizations adopt to select and dispose of products, ser-
vices, or experiences to meet their needs, as well as the impact of
these procedures on society (Mehraj et al., 2023). It is difficult to influ-
ence behavior without affecting ATTs and values. However, McGuire
(1989) noted that claims and ATTs may not always translate into real
behavior. Purchase intention is closely related to trust. Studies have
confirmed that the trust factor significantly affects the purchasing
intentions of customers (Tan et al., 2022; Wang, Zaman et al., 2022).
On the other hand, advertisements play a key role in creating the
expected results related to trust (Kwon et al., 2021). Advertising trust
can reduce the perceived complexity and perceived risk in consumers’
purchase decision-making process and increase the perceived cer-
tainty of expected results. Thus, it can positively influence purchase
intentions (Sun et al., 2021). After consumers associate a brand with
them, they will have a strong interest in the brand, and even brand
loyalty (Panda et al., 2020) and brand commitment (Singh & Kunja,

2023) will develop. If consumers believe that a brand product can pro-
vide them with sentiment value or practical value, they likely have a
strong intention to purchase a brand product to reap the benefits of
that brand. Chand and Fei (2021) showed that consumers’ connections
with a brand encourage purchasing intentions through their studies.

The conceptual model of the research, along with its hypotheses, is
shown in Figure 1.

3 | METHODOLOGY

3.1 | The purpose of the study, the universe, and
its sample

This study aims to structurally analyze the relationships among con-
sumers’ green brand awareness levels, purchase intentions, and the
green marketing activities of companies. In this context, university stu-
dents born in the year 1995 and later, who are representatives of GEN
Z, were determined as the universe of the research. Seven universities
from Tlirkiye’s Mediterranean Region, Southeastern Anatolia Region,
Black Sea Region, and Central Anatolia regions were included in the
research. The questionnaire forms created online were electronically
distributed to the students. A random sampling method was used. A
total of 638 questionnaires were returned. The questionnaires of 48
participants born before the year 1995 were not included in the study.
Thus, the analyses carried out within the scope of the research were

carried out on the remaining 590 survey data points.

3.2 | Measurement tools used in the study

The primary data needed within the scope of the research were col-
lected through online survey forms. The research scale used a 5-point
Likert-type scale (1: | totally disagree...5: | totally agree). Four sections
are included in the questionnaire. Demographic questions aimed at
determining the characteristic features of the participants were placed
in the first section. In the second part, to measure the green brand
awareness of consumers, we conceptualized this measure by Keller
(1993), and the validity and reliability of the study were provided by
Yoo and Donthu (2001). A two-dimensional scale was used. The five
items included in the scale were adapted for assessing green brand
awareness and were included in the questionnaire. In the third section,
there are three questions used by Agostini et al. (2021) to measure the
purchasing intentions of consumers. In the fourth section, the Green
Marketing Activities Scale, which was coded in 15 articles by Sharma

(2021) and collected under five themes, was included.

3.3 | Findings
3.3.1 | Reliability of scales

In Table 1, the reliability coefficient numbers of the scales used in the

research are presented. An examination of the data revealed that the
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FIGURE 1 Conceptual model of the research. Source: Authors.

TABLE 1 Results of reliability analysis.

Scale Sizes
Green brand awareness (GBA) Remembering (RM)
Recognition (RC)

Consumer purchase intention (CPI) Purchase intention (PI)

Product innovation and
segmentation (PIS)

Green marketing activities (GMA)

Green promotion (GPO)
Green branding (GRB)

Green supply chain management

(GSM)
Green pricing (GPR)
Extended planned behavior (EPB) Attitude (ATT)

Subjective norms (SBNs)

Perceived behavioral control

(PBC)

Source: Authors.

reliability levels of the scales met the a > .70 condition. Uyanah and
Nsikhe (2023) defined the range of .61 < a < .80 as moderately reli-
able and the range of .81 < a < 1.00 as highly reliable for the scales.
Accordingly, the green brand awareness (GBA) (« =.790) and consumer
purchase intention (CPI) (¢ = .773) scales have moderate levels of reli-
ability. The green marketing activities (GMA) (a« = .819) and extended
planned behavior (« =.734) scales are highly reliable.

3.3.2 | Demographic findings

The demographicfindings of the participants were categorized through

frequency analysis. According to these findings, more than half of the

Item number o Source

3 .785 Keller (1993)

2 792

3 773 Agostini et al. (2021)
3 .824 Sharma (2021)
3 .842

S 797

3 .810

8 .801

3 726 Liu et al. (2020)
4 .748

3 735

participating students were women (54.6%). A total of 9.2% of the par-
ticipants were in the first grade, 20.3% were in the second grade, 32.9%
were in the third grade, and 18.3% were in the fourth grade. The pro-
portion of students studying in the field of science or health sciences
was 50.3%. However, 29.7% of those studying in the field of social
sciences were involved, and 20% were studying in the field of educa-
tional sciences. The remaining 19.3% of the participants had continued
their undergraduate education. The vast majority of the participating
students were single (89.2%). Overall, 60.2% of the participants had a
monthly income of 2000 TL or less. A total of 11.5% of the participat-
ing students were 17 years old, 18.1% were 18 years old, 20.8% were
19, 15.8% were 20, 14.4% were 85, and 19.4% were 22. More than half
of the students (52.3%) lived in dormitories (14.2% in private dormito-
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TABLE 2 Demographicinformation of the participants.
Gender n %
Woman 322 54.6
Boy 2684 454
Total 590 100
Class n %
Best 54 9.2
Second-rate 120 20.3
Third grade 194 32.9
Fourth grade 108 18.3
Graduate 114 19.3
Total 590 100
Age n %
17 68 11.5
18 107 18.1
19 123 20.8
20 93 15.8
21 85 14.4
22 114 19.4
Total 590 100
Internet shopping security n %
Itis safer 366 62
itis not safe 224 38
Total 590 100
Your area n %
Science or health sciences 296 50.3
Social sciences 175 29.7
Educational sciences 118 20’
Total 590 100

Source: Authors.

ries, 38.1% in state dormitories). Although the proportion of students
who stay with their family is 5.6%, the proportion of those who stay
in an apartment on their own is 14.7%, the proportion of those who
stay in an apartment with friends is 11%, and the proportion of those
who stay in apartment-hotels is 16.3%. Sixty-two percent of the par-
ticipating students rate shopping on the Internet as safe. Thirty-eight
percent did not consider online shopping to be safe. Although 31% of
the students shop online very often, 61% rarely use this channel. A
small percentage (8%) of respondents did not prefer online shopping.
The proportion of students who followed news about the environment
was 60.5% (Table 2).

3.3.3 | Arithmetic averages of factor structures,
standard deviations, and correlations

The relationships between the factor structures constituting the scales
used in the research were calculated by correlation decision analy-

Marital status n %
The married 64 10.8
single 526 89.2
Total 590 100
Monthly income n %
Government scholarship/loan only 86 14.6
851-1000 TL 103 17.5
1001 L-2000TL 166 28.1
2001 L-3000 TL 114 19.3
3001 TL and above 121 20.5
Total 590 100
Where you are staying n %
Next to his family 88! 5.6
An apartment on your own 87 14.7
Apartment with friends 65 11
Aparthotel 96 16.3
Private dormitory 84 14.2
State dormitory 225 38.1
Total 590 100
Tracking news about the environment n %

| am following 357 60.5
| do not follow 233 39.5
Total 590 100
Frequency of online shopping n %
Very often 183 31
Rarely 360 61
I'm not doing 47 8
Total 590 100

sis. The arithmetic averages and standard deviation coefficients were
determined via frequency analysis. Accordingly, the two factors with
the highest relationships were recognition (RC) and RM (r = .789;
p <.001). There is a well-directed and significant relationship between
the level of RM green brands and the level of RC of green brands by
GEN Z consumers. Another strong relationship was found between
green promotion (GPO) and green branding (GRB) (r = .705; p < .001).
There is a well-directed and significant relationship between GEN Z
consumers’ perceptions of GPO and GRB activities. The green pric-
ing (GPR) was the variable with the lowest correlation with the other
variables (RM for r = .208; p < .001; RC for r = .157; p < .001; pur-
chase intention (PI) for r = .143; p < .001; product innovation and
segmentation for r =.119; p < .001; GPO for r =.206; p < .001; GRB
for r =.231; p < .001; ATT for r = .303; p < .001; SBN for r = .259;
p <.001; and perceived behavioral control (PBC) for r =.463; p <.001).
Considering that the arithmetic average of the green supply chain man-
agement variable is 3.08, it is concluded that the participant group has
problems perceiving the activities of companies related to the green
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FIGURE 2 Structural equation modeling (SEM) for research hypotheses. Source: Authors.

supply chain and does not have a clear idea about this phenomenon
(Table 3).

3.3.4 | Structural validity of the scales

The structural validity of the scales used in the research was tested
by CFA. The results obtained are presented in Table 4. The confir-
matory model formed according to these criteria showed a good fit
(GF1: 0.91; AGFI: 0.88; CFI: 0.90; NFI: 0.92; RMSEA: 0.049; x2/df: 3.27;
p <.05). For all factor sizes, the conditions of AVE > .50, CR > .70, and
\/AVE > r were met. Thus, the assumptions of unity and dissociation
validity were fulfilled for the factor structures tested (Serafini et al.,
2016). The provision of the condition t > 1.96 for all t values shows
that the dimensions are significant in the ways created to measure the
power of representing the scale (Baltaci, 2021) (Table 3).

3.3.5 | Hypothesis testing through structural
equation modeling

SEM, which was created to test the research hypotheses, was tested
through AMOS24. The obtained SEM output is presented in Figure 2.
The fit indices show that the research model has a good fit and is
structurally confirmed (x2/df: 3.27; GFI: 0.91; RMSEA: 0.049; p < .05).
The acceptance states of the hypotheses tested through the structural
model are given in Table 5.

When the data in Table 5 are examined, GMA has a statistically pos-
itive and significant effect on ATT (8 = .245; t > 1.96; p < .05), SBN
(B=.314;t>1.96; p <.05),and PBC (3=.273;t > 1.96; p < .05). Thus,
H4,H,,and H3 are accepted. GBA had a statistically positive and signif-
icant effect on ATT (3=.381;t > 1.96; p <.05),SBN (3 =.262; t > 1.96;
p <.05),and PBC (8=.433;t> 1.96; p <.05). Thus, Hg, Hs, and Hg were
accepted. ATT had a statistically positive and significant effect on the

CPI (3=.351;t> 1.96; p <.05). Thus, H5 is accepted. SBN had a statis-
tically significant positive effect on the CPI (3 =.390; t > 1.96; p <.05).
Thus, Hg is accepted. PBC had a statistically positive and significant
effect onthe CPI(8=.422;t> 1.96;p <.05). Thus, Hg is accepted. GMA
had a statistically positive and significant effect on the CPI (8 = .335;
t> 1.96; p <.05). Thus, Hqg is accepted. GBA had a statistically positive
and significant effect on the CPI (8 =.371;t > 1.96; p <.05). Thus, Hq1

is accepted.

4 | DISCUSSION

In this study, the relationships between GEN Z consumers’ green brand
awareness, purchase intentions, and perceptions of green marketing
activities were analyzed in a structural model within the scope of the
TPB. Many studies have revealed that consumers’ brand perceptions
affect their purchasing intentions (Febriyantoro, 2020; Pratama et al.,
2023; Tanetal., 2021). Similar results were reached in this study, which
revealed that consumers’ purchasing behaviors are governed by their
green brand awareness. Andreani et al. (2021) revealed that GEN Z
consumers’ green brand awareness directs their purchasing behavior.
According to Barron et al. (2022), Gen Z individuals exhibit more sensi-
tive behavioral patterns in terms of environmental issues. The findings
obtained in this study revealed that the level of green brand awareness
of Gen Z is high, which supports the findings of the literature.

This study showed that consumers’ green brand awareness is impor-
tant. This finding is also consistent with the literature. Asif et al. (2023)
and Zhou et al. (2021) concluded that the level of green knowledge is
a prerequisite for purchasing behavior. Thus, the findings of the study
were theoretically supported.

The results obtained in the present study showed that there is a
positive interaction effect between GEN Z consumers’ green brand
awareness and their perceptions of green marketing activities. Panci¢

et al. (2023) showed that marketing activities carried out by companies
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TABLE 3 Arithmetic averages, standard deviations, and correlations.

11

10

SIS

Hk X
4.01
3.97
3.74
3.26
3.83
3.75
3.08
3.62
4.03
3.57

1

0.584
0.478

1.RM
2.RC
3.PI

4.PIS

0.789*
0.684*
0.245*
0.653*
0.691*
0.208*
0.324*
0.470*
0.392*
0.387*

0.671*
0.212*
0.598*
0.637*
0.157*
0.459*

486"

0.429

0.201*
0.625*
0.541*
0.143*

0.590
0.367

1

0.224*
0.326*
0.119*
0.217*
0.278*
0.447*
0.393*

5.GPO
6.GRB

0.705*
0.206*
0.544*
0.384*
0.360*
0.409*

0.445

0.231*
0.438*
0.477*
0.299*
0.374*

0.388
0.411

7.GSM
8.GPR

0.340*
0.242*
0.293*
0.227*

—0.425*
0.598*
0.468*
0.433*

0.303*
0.259*
0.463*

0.217

9.ATT

0.388*
0.271*

0.405*
0.340*

0.569
0.431

10.SBN
11.PBC

0.547*

3.79

*Significant compared to.001
Abbreviations: ATT, attitude; GPO, green promotion; GPR, green pricing; GRB, green branding; GSM, green supply chain management; PBC, perceived behavioral control; PI, purchase intention; PIS, product

X: Arithmetic mean; P.Q: Standard deviation

innovation and segmentation; RC, recognition; RM, remembering; SBN, subjective norms.

Source: Authors.
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TABLE 4 Confirmatory factor analysis (CFA) results and
compliance indices.

Scale  Factor t AVE  CR VAVE  Fitindex
GBA RM 1975 678 798 780 GFI:
RC 1786 684 805 827 0.91
AGFI:
cpI PI 1837 667 782 817 088
GMA PIS 14.20 649 754 806 CFl:
GPO 1264 676 793 822 z';?
GRB 1342 692 817 832 0.92
GSM 9.86 579 714 761 RMSEA:
0.049
GPR 1563 658 760 811 2
EPB ATT 1429 612 778 824 138.44
SBN 1183 630 769 816 df:
4229
PBC 1374 638 783 847 p: 000

Abbreviations: ATT, attitude; GPO, green promotion; GPR, green pricing;
GRB, green branding; GSM, green supply chain management; PBC, per-
ceived behavioral control; PI, purchase intention; PIS, product innovation
and segmentation; RC, recognition; RM, remembering; SBN, subjective
norms.

Source: Authors.

TABLE 5 Hypothesis testing results.

Hypotheses B S.H. t p Result
Hq GMA ATT 245 054 24325 .002 Accept
H, GMA SBN 314 042 19841 004 Accept
Hs GMA PBC 273 031 24662 .003 Accept
H, GBA ATT .381 .028 27256 .000 Accept
Hs GBA SBN 262 049 16774 .008  Accept
Hg GBA PBC 433 .037 18541 .006 Accept
H-, ATT CPI 451 044 22698 004  Accept
Hg SBN CPI 390 .067 14.186 .003  Accept
Ho PBC CPI 422 058 25495 001  Accept
Hiy, GMA CPI 335 043 19.061 .001  Accept
Hy,  GBA CPI 371 036 23270 .002  Accept

S.H = Standard error

Abbreviations: ATT, attitude; GPO, green promotion; GPR, green pricing;
GRB, green branding; GSM, green supply chain management; PBC, per-
ceived behavioral control; PI, purchase intention; PIS, product innovation
and segmentation; RC, recognition; RM, remembering; SBN, subjective
norms.

Source: Authors.

are an important tool for creating brand awareness. Kusumah and
Lee (2020) demonstrated that consumers’ green brand awareness can
be managed through green brand marketing activities. Agostini et al.
(2021) found that the perceived risk and perceived value of consumers
have an impact on purchasing behavior. For this reason, they stated
that brand awareness should increase and consumers’ risk perceptions
should decrease. The way to do this is to increase the sellers’ reputa-
tion through marketing activities. Alamsyah et al. (2018) concluded

that consumers’ green awareness can be guided by green marketing
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activities. In addition, a green brand image affects green awareness.
For this reason, advertising and marketing activities are important for
supporting green awareness among consumers (Zhou et al., 2021).

In some studies, it has been determined that green marketing regu-
lates the relationships between customer value and ATTs toward green
products and green purchasing intentions (Liao et al., 2020). The study
concluded that consumers’ perceptions of green marketing activities
affect their purchasing intentions. Borah et al. (2021) suggested that
a new product activity is directly related to Green Sunday orientation,
green innovation ability, green knowledge acquisition, and green brand
positioning. Accordingly, the consideration and successful implementa-
tion of these variables in green marketing activities will also positively
affect consumer purchasing tendencies. Jaiswal et al. (2021) revealed
that stimulants are important in triggering purchasing behavior in
green marketing activities. SEM confirmed that eco-labels, eco-brands,
and green advertisements are the leading stimulants among these
stimulants.

Nguyen-Viet (2022a) noted that all elements of the marketing mix
should be reconsidered as a green concept. Green products, GPR,
green places, and GPO activities will create consumers’ green trust
and green loyalty. Thus, purchasing ATTs will be converted into behav-
ior and reinforced. In another study, Nguyen-Viet (2022b) found that
eco-labels and green advertisements used within the scope of market-
ing activities positively affect purchasing behavior. Mehraj and Qureshi
(2022), on the other hand, focused on positioning within marketing
activities. The results obtained have shown that green positioning
strategies that integrate the functional qualities of products and ser-
vices with emotional benefits have a positive effect on consumer ATTs
at a high level.

Vasan (2023) revealed that social media posts and Internet clicks
support purchasing behavior. The rate at which GEN Z spends time on
the Internet is quite high. Prakash Yadav and Rai (2017) revealed that
GEN Z spends much time on social media and the Internet, triggering
behaviors that also have social outcomes. In this study, almost all of
the participants made purchases via the Internet, and the vast majority
of them described it as safe. This finding confirms that online environ-
ments are an important and effective tool for carrying out activities
to trigger green buying behavior in GEN Z and increase green brand
awareness. Andreani et al. (2021) strengthened this knowledge by
concluding that brand awareness supported by social media phenom-
ena positively affects purchasing behavior. GEN Z consumers’ green
ATTs, green social norms, green purchasing intentions, and green pur-
chasing behaviors interact. GEN Z consumers are more interested in
environmental issues (Qazi et al., 2023).

This situation reflects a planned process. Green marketing activities
increase consumers’ awareness and induce green purchasing inten-
tions and green purchasing behavior. The findings obtained in our study
also support this. The GEN Z participants’ green brand awareness and
perception of green marketing activities interact. Thus, they also affect
ATT, SBN, and PBC, which are subcomponents of the TPB. Amoako
et al. (2020) showed that the theory of planned action can be used to
predict young peoples’ green purchasing processes. Accordingly, the

level of green knowledge has a positive effect on ATTs and norms.

BALTACI ET AL.

Based on the TPB, ATT, SBN, and PBC are considered manda-
tory indicators of green product purchase intention (Kamalanon et al.,
2022). The results we obtained in our study confirmed this finding.
Three factors based on the TPB significantly affect purchase inten-
tions (Sousa et al., 2022). Some studies have also emphasized that SBNs
do not have a significant effect on purchase intentions. This finding
shows that sample variation may affect ATTs through the cultural per-
spective. There are similar results in the literature. Pan et al. (2022)
found that ATT, SBN, and PBC positively and significantly affect green
purchase intentions. Wang et al. (2022) noted the positive impact of
consumer ATTs, SBN, behavioral controls, and green purchasing behav-
ior. Shukla (2019) proved that the theory of planned action can be
used to predict consumers’ green purchasing behavior. The results of
Almrafee and Akaileh (2023) showed that ATTs, SBN (social influence),
and PBC significantly influence customers’ purchase intention to adopt
green-friendly products. Wongsaichia et al. (2022) results proved that
SBN, behavioral control, and ATTs mediate the relationship between
environmental concern and purchase intentions. Patwary et al. (2022)
concluded that environmental advertisements affect the behavioral
intention to purchase, and that ATT, SBN, and PBC mediate this inter-
action. Thus, the mediation effect obtained in our study was supported

by the literature.

5 | CONCLUSION

This study proved that consumers’ purchasing intentions can be guided
by green marketing activities and green brand awareness. Inform-
ing consumers through green-themed marketing activities increases
green brand awareness. However, it encourages them to be planned
during the process. Consumers who become aware of green brands
through advertising and marketing channels display a planned behavior
in their purchasing processes and turn to green products. Green brand
awareness and green marketing activities already positively affect the
purchasing process. The planned behavior of consumers with increased
consciousness and awareness levels catalyzes the purchasing inten-
tion positively. In other words, it strengthens the effect of green
brand awareness on purchasing intention through green marketing
activities.

The mediating role of planned behavior in the working model is
considered important, because the effect of direct independent vari-
ables may be insufficient to explain a model. In addition, the variables
that provide the mediation effect are considered small details that
provide important competitive power for the parties. The three dimen-
sions discussed specifically in the TPB strengthen the effect of green
marketing activities and green brand awareness on purchasing inten-
tion to a similar extent. It proves the fact that each dimension of
planned behavior is of equal importance and that none should be
ignored in the calculations. It should not be ignored that the sam-
ple also has an impact on the verification of research hypotheses
and the experience of expected results. Many studies on GEN Z
have shown that individuals of this generation learn quickly and can

adapt easily. In other words, their readiness levels are quite high. The
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significant correlation between green marketing activities and green
brand awareness also supports this claim. Although the marketing tools
to be created for GEN Z consumers will push them into a planned
behavior process, their ability to exhibit the behavior expected by
businesses depends on the creation of a good brand image percep-
tion. The results obtained in the study showed that GEN Z consumers
are sensitive to nature-friendly and green-image products. Planned
behavior dimensions that induce purchasing behavior demonstrate
this. Namely, strengthening the green brand image among GEN Z
consumers through green marketing activities creates a strong ATT
and activates the planned purchasing process. Similarly, GEN Z con-
sumers tend to make planned purchases through stimulation of their
PBC levels. SBNs are not as effective as others in this process. These
results revealed the purchasing process cycle of GEN Z consumers
around an empirical model. The paper expanded the strategies that
businesses should adopt with the TPB and offered clues to ensure

competitiveness.

6 | CONTRIBUTION AND FUTURE DIRECTIONS

6.1 | Theoretical contribution

This study focused on the impact of consumers’ perceived green mar-
keting activities and green brand awareness on purchase intentions.
This interaction process was expanded by the TPB. The conceptual
model supported by the literature was empirically validated with a
quantitative research design. Thus, a structural model with proven
validity and reliability was presented in the literature. The study dis-
cussion of the green purchasing process within the framework of mul-
tidimensional planned action theory offered an up-to-date perspective
on the literature.

The results obtained in the present study revealed that online tools
will be effective in green brand awareness studies and green brand
marketing activities related to GEN Z. However, it has been proven
that GEN Z is also a classification that should be considered in the
demographic segmentation process. In addition, the fact that GEN Z
consumers with high perceptions of green brands can represent the
green class proposed by Qazi et al. (2023) has been clearly shown
in the study. Finisterra do Paco and Raposo (2009) stated that the
market can be divided according to certain criteria; two studies have
been conducted in which age group and green emphasis can be used
as criteria. Park and Lee (2014) collected data on consumers in four
classes according to their ATTs toward green brands. The fact that the
group with the highest level of corporate social responsibility, which
has green awareness and a pronounced sense of environmentalism and
is in the age range of 18-44, includes GEN Z has attracted attention as
an important detail.

Barrén et al. (2022) identified GEN Z as an important generation
for preventing climate change. Therefore, they emphasized that it is
important for them to adopt a behavioral pattern that has a pro-
environmental and green image. The findings obtained in this study

show that GEN Z has a high perception of green brands. It is impor-

tant to catalyze this perception through green marketing activities to
transform it into behavior.

The results obtained showed that the participants’ perceptions
about the supply chain are extremely low, and they remain unde-
cided about it. The fact that supply chain management is not in the
direct consumers’ field of interest is the main factor that leads to this
result. However, many companies transfer the entire process from
production to consumption to their consumers through tools such as
square codes, geographical indications, and advertisements. This sit-
uation provides an important advantage for companies that want to
achieve competitiveness and want to reach their consumers with the

slogan “transparency” (Khan et al., 2023).

6.2 | Practical contribution

The study has revealed important results both for businesses and for
planners and policymakers. This study, which response to the creation
of brand perception and awareness among consumers, the structuring
of marketing activities, and the transformation of purchasing inten-
tions into behaviors among consumers with empirical findings, is a
guide for subsequent studies. GEN Z has high green brand awareness.
Additionally, green advertising and brand awareness are positively
related. Emphasizing the environment in advertisements will enable
GEN Z consumers to exhibit planned behavior and induce purchasing

behavior.

6.3 | Limitations and future directions

All studies have limitations, and this is no exception. The primary
data of this study were collected in Turkiye. Therefore, it needs to
be repeated in other samples to be generalized. This study discussed
advertising activities and brand awareness within the scope of GEN Z.
Comparing the results with studies on Generations Y and X will con-
tribute to the marketing literature. Additionally, including demographic
variables such as age, sex, monthly income, and education level in the
model will help achieve different results. The study focused on GEN Z
studying at university. The research used the TPB as a mediating vari-
able. Addressing the regulatory effect in future studies will contribute
to the expansion of the literature. Green products were centered in the
study. It would be interesting if researchers test the tested model in
nongreen products and reveal the mediating effect of planned behav-
ior. In addition, adding digitalization, digital skills, and technological
readiness variables to the model will provide more effective results for
GEN Z.
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