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=received 23 November 2023 environmental pollution, so it is very important to raise public awareness about
= accepted 10 May 2024 the use of green plastics. This study assessed a comprehensive understanding of

the behavioural intention model of green plastic products from the perspective
of the new generation. This study uses data collected from 551 new-generation
customers of environmentally friendly recyclable plastic products in Indonesia.
Data analysis employing partial least squares reveals that the behavioural inten-
tion model, including perceived quality, perceived value, trust, and satisfaction as
determinants, is a fit across these generation cohorts. Further, this study claims
that customer satisfaction is the main driver of behavioural intention, while trust
is the main determinant of satisfaction with green plastic products for both gen-
erations. Finally, this study shows that millennial satisfaction is driven by per-
ceived value, whereas new-generation satisfaction is determined by perceived
quality. The study only considered behavioural intention, including quality, value,
trust, and satisfaction as the drivers, meanwhile, other potential factors could
influence the intention significantly as well. These findings specifically apply to
green plastic products but not to other kinds of green products. In addition, the
government can devise better policies supporting green products by offering tax
incentives for recyclable products.
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1. Introduction

Conventional plastic is dangerous for the environment as it is hard to naturally decay and
harmfully impacts living creatures as well as the environment (Leal Filho et al., 2019). With
only about 9% of conventional plastic being recycled, the environmental pollution issue from
using this plastic arises (Geyer et al., 2017). At the same time, people become aware of the
need of environmental caring by using green plastics products (Van Rensburg et al.,, 2020).
Green plastic or biodegradable plastic differ from conventional plastic as it helps lessen
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greenhouse emissions (de Vargas Mores et al., 2018) and build environmental performance
(Lambert & Wagner, 2017). However, green plastic’'s production cost is higher than regular
plastic, which is why green plastic is still more expensive than regular plastic (Leal Filho et al.,
2019). Consequently, although the public awareness level of using green plastic products
increases, its utilization is still very low (Van Rensburg et al.,, 2020). Therefore, in this unique
and challenging environment, comprehending and managing customer behavioural intention
is imperative (Suhartanto et al., 2021a).

Since having customers with beneficial behavioural intention is important, research on
customer behaviour in many sectors increases, comprising in the green products sector. Past
studies generally agree that quality, value, satisfaction, and trust are solid drivers of behav-
ioural intention on green products (Chen & Chan, 2013; Pahlevi & Suhartanto, 2020; Zhang
et al., 2020). However, due to the inconsistency results, scholars (Guo et al., 2019; Marakanon
& Panjakajornsak, 2017; Woo & Kim, 2019) claim that the development of green behavioural
intention is not entirely understood. Therefore, scholars (Kautish & Sharma, 2019; Pahlevi
& Suhartanto, 2020; Woo & Kim, 2019) suggest further exploring the customers’ intention
models in new green product or service sectors. Past studies have explored green behavioural
intention, however, only a few have been conducted on green plastic products (de Vargas
Mores et al.,, 2018; Pahlevi & Suhartanto, 2020). Thus, exploring the behavioural intention
model in green plastic products will potentially extend the existing knowledge on this field
(Arsawan et al., 2022; Koval et al.,, 2023).

In relation to generation cohort aspect, studies have examined green behaviour among
the new generation, including Millennials, born between 1980 to 1995 (Allen & Spialek, 2018;
Shapoval et al,, 2018) and Gen Z, born between 1996 to 2002 (Hoxha & Zeqiraj, 2019; Rob-
inson & Schénzel, 2019; Uner et al., 2020). These studies reveal that compared to other
generations, this new generation tends to have a higher interest in buying green products
and a higher consciousness in protecting the environment. Indeed, the Millennial and Gen Z
green behaviour is not apprehended and they are stimulating segments of green products
(Priporas et al., 2017; Shukla, 2019). However, limited past studies on this new generation
has focused on green plastic products. Considering this generation is the biggest future
challenge for marketing (Priporas et al., 2017; Utomo, 2019), any part of extending the exist-
ing theoretical model of green behavioural intention, a study examining these generations’
perception towards green plastic products will assist business players to expand their green
marketing strategies (Burak et al., 2019; Gelderman et al., 2021; Stupnytskyi et al., 2023) and
providing important education to be more aware of environmentally friendly materials usage
(Nguyen et al., 2018).

Motivated by proposed research gaps, this research assesses the behavioural intention
model towards green plastic products, which includes perceived quality, perceived value, sat-
isfaction, and trust as the antecedents, across the new generation, Millennial and Gen Z cus-
tomers. This research focuses on new generation consumers in Indonesia for three grounds.
Firstly, as the pollution caused by massive conventional plastic consumption, the Indonesian
environment issue is apparent (Van Rensburg et al., 2020). Recently, Indonesian consumers’
consciousness to use green products, including plastic products, has increased (Anya, 2019).
Nevertheless, green products are still perceived as expensive products, and this prevents
the customers from using them (Pahlevi & Suhartanto, 2020). Second, Indonesia has a large
number of young people with about 112 million (31% of the population) from the new gen-
eration cohort (Statistics, 2020). Therefore, in the future, this young generation is a potential
market for green plastic products. Although Millennials and Gen Z are young customers with
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relatively better environmental awareness than older generations, some variances still exist
among them. Gen Z is more social justice-oriented than Millennials (Robinson & Schanzel,
2019), leading to better sensitivity to environmental issues (Suhartanto et al., 2022) and more
open-mindedness to innovations in green behaviour (Tan et al., 2019). Despite their higher
tendency toward green behaviour, Gen Z's consumption is small due to their limited income
(Acharya, 2019). Millennials have a significant market share yet are known for disloyalty to
products and service providers (Utomo, 2019). According to such distinctions, assessing In-
donesian purchase intention toward eco-friendly plastic products from Millennials and Gen
Z separately is reasonable and necessary to develop more specific strategies for each group
of customers. Third, the production level of solid waste that causes pollution reached 64
million tons, with a composition of 60% organic, 14% plastic, and 9% paper (Lestari & Trihad-
iningrum, 2019). It increases due to rapid economic growth, employment, and consumption,
which lacks fostered awareness of eco-friendly behaviour (Arsawan et al., 2024). Enhancing
this generation’s knowledge of the environment can generally elevate economic potential,
considering that more individuals benefit from eco-friendly plastic (Pahlevi & Suhartanto,
2020; Woo & Kim, 2019). The potential effect is proliferated economic value supplemented
by green behaviour for environmental preservation.

Further, this study explores the theoretical framework and hypotheses in Section 2, high-
lighting millennials and green products and their relationships to behavioural intentions.
Section 3 explains the methodology, including the data collection and analysis techniques
applied. The results and findings are presented in Section 4, which analyses the relationship
between constructs associated with recyclable products. Section 5 discusses the findings’
implications for the body of knowledge, as well as theoretical and managerial implications.
Finally, Section 6 summarizes the main findings and identifies limitations for future research
directions.

2. Literature review and hypotheses

2.1. Millennials, Gen Z, and green products

Millennials grow up in a relatively prosperous period and are exposed to relatively com-
fortable lifestyles (Tilford, 2018). This generation has a strong sense of independence,
are goal-oriented, and the most educated of the generation groups (Amalia et al., 2020;
Dean et al., 2022; Shukla, 2019). Millennials are also portrayed as success-driven, ambi-
tious, and community-minded (Bilgihan, 2016). They grow up in a digital environment and
they have a natural aptitude for technology (Tilford, 2018). A smartphone is a technology
of Millennials choice which is considered as a representation of their individuality. Mil-
lennials can easily buy products or services from global or local sellers since they have
constant access to digital media. They dominate the online community, interact through
online media, and possibly affect everyone in all online business sectors (Allen & Spialek,
2018). With these characteristics, as Millennials represent future customers, green product
managers must enhance their understanding to constructively involve this generation as
a target market.

Millennials are the most potential buyers among generations (Tilford, 2018). Making
up 25% of the world’'s population, they have more personal income than previous gen-
erations (Suhartanto et al., 2019). Additionally, compared to other generations, Millen-
nials have a stronger awareness of sustainable environmental stability and pay greater
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attention to green products (Hao et al., 2019; Laktionova et al., 2022). However, the Mil-
lennials’ green behaviour is not well-comprehended and becomes an intriguing segment
(Uner et al.,, 2020). Further, Millennials are a large market share, but it is difficult to make
them loyal to products and service providers (Utomo, 2019). Thus, green marketers must
understand Millennial buying behaviour in order to strongly maintain the business and
attract them as potential customers. Notwithstanding several studies exploring Millennial
behaviour in the green product, a few studies on Millennial behavioural intention in green
plastic products can be found.

In contrast, Gen Z has a limited considerable income at their disposal (Acharya, 2019).
This generation sees the world with many terrorisms and wars and, thus, they tend to con-
sider that financial security is an important issue (Robinson & Schénzel, 2019; Kharazishvili
et al., 2023). Past studies report that this young cohort tends to be dissimilar and less eco-
nomical compared to Millennials (Hao et al., 2019). However, like Millennials, Gen Z is also
more associated to social media technology (Allen & Spialek, 2018; Suhartanto et al., 2021b).
While Millennials spent much of their childhoods without social media or smartphones, this
generation is online constantly and the technology has been in their lives since they were
babies. Priporas et al. (2017) report that Gen Z inclines to use technology to help them in
making a decision when shopping. Surprisingly, while Millennials tend to shop online, Gen
Z customers prefer to shop directly from store (Priporas et al., 2017). They like to feel and
see products in person to make sure they are buying something high-quality. Different from
Millennials who tend to be more optimistic, Gen Z more pragmatic and focus on something
new (Priporas et al., 2017).

Gen Z tends to be more social justice-oriented than Millennials (Robinson & Schanzel,
2019). Thus, in relation to green behaviour, Gen Z can strengthen the vital role of recycling
products to lessen its negative impact on the environment (Suki & Suki, 2015). Such char-
acteristic makes this generation especially exciting to the green businesses that are trying
to interact effectively with them. Previous studies have explained that this generation is very
supportive of environmental protection efforts and they are more eager to believe in new
thoughts than the older generation (Tan et al., 2019). Although Gen Z tends to be more
sensitive to environmental issues (Tan et al., 2019), their green product consumption is small
due to their limited income (Acharya, 2019). With these unique characteristics, Acharya (2019)
believes that this generation will not receive the traditional marketing strategy well. Therefore,
the development of strategies on behavioural intentions towards green plastic products in
Gen Z is very important as a basis for developing strategies to help green business manage-
ment to satisfy this generation.

2.2. Behavioural intention towards green plastic products

Behavioural intention is an important factor in determining customer behaviours because cus-
tomer performance is generated through strong individual intentions in carrying out certain
behaviours (Ajzen, 1991). Behavioural intention, in green product context, is a tendency of a
consumer to exhibit a certain behaviour on green products (Zhang et al., 2020). This inten-
tion, referred to green loyalty intention by some researchers (Marakanon & Panjakajornsak,
2017; Shapoval et al., 2018), is a signal of customers’ foreseeable attitude and behaviour in
utilizing green products. Although scholars suggest that intention does not alternate the
real behaviour, however to predict customers’ green purchasing behaviour, this approach
relatively appropriate (Suhartanto et al., 2021a; Zhang et al., 2020). An intention toward a
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product or service can be unfavourable or favourable. Past studies (Kautish & Sharma, 2019;
Woo & Kim, 2019; Zhang et al., 2020) report that such intention to behave consists of the
intention to purchase or repurchase, to provide a recommendation, and to purchase even if
the price increases.

Ajzen (2005) proposes the theory of reasoned action proposing that personal’s be-
haviour is driven by attitude. Critics have pointed out that an individual does not have
fully control on his or her free will and thus, lead to the extension of this theory (Fishbein
& Ajzen, 2010). The extended theory of planned behaviour postulates that both attitude
and behavioural intention are driven by perceived behavioural control. A recent develop-
ment in understanding customer behavioural, scholars proposed quality-intention model
(Chandra et al., 2019; Suhartanto et al., 2018) to predict customer behavioural intention.
This model, based on the cognitive-rational approach, proposes that the quality of the
product or service is the key antecedent of behavioural intention, perceived value, and
satisfaction (Cronin et al., 2000). The rationality of this conceptual model is that if quality
is an assessment of product elements and assessment of the product experience showed
by perceived value; then satisfaction is driven by both of them. Past studies, including in
the green products sector (Chaudhary & Bisai, 2018; Pahlevi & Suhartanto, 2020), confirm
that quality of the product is a crucial determinant of value, satisfaction, and intention.
Because this offers helpful guidance for managerial practices, this model has been en-
forced in the existing studies (Chandra et al., 2019; Suhartanto et al., 2018). Thus, adopt-
ing the model of quality-intention as the foundation for clarifying behavioural intention
in the green plastic products is reasonable.

2.3. Satisfaction

Satisfaction towards a green product is a person’s reaction after purchasing or using the
green product; when customers feel that compare to their expectation, the product per-
formance is better, they will feel satisfied (Pahlevi & Suhartanto, 2020). Chen and Chan
(2013) state that satisfaction toward green products is a cognitive assessment because of
a specific transaction that reflects consumer engagement to receive the benefits of a green
brand. Customer satisfaction towards a green product is a feeling ensuing that a green
product is capable to fulfil a customer need (Wang et al., 2018). Customer satisfaction is
associated with customer expectations and is influenced by factors of which many of them
are beyond company control. When the company can fulfill these expectations through its
business strategy, it will develop customer trust and influence their future behaviour (Dean
& Suhartanto, 2019).

2.4. Perceived quality

Current literature notes that perceived quality of the product is one of the imperative
factors in determining customer green behaviour (Chen, 2010; Cheung et al.,, 2015). This
perceived quality indicates the green product’'s superiority as a result of his or her in-
volvement using the products (Sun et al.,, 2018). Literature on green products (Konuk,
2018; Pahlevi & Suhartanto, 2020) suggests that perceived quality affects favorably on
both customer trust and satisfaction. Next, green product studies reveal that perceived
quality impacts customer intention by enforcing perceived value and level of satisfaction
(Marakanon & Panjakajornsak, 2017; Suki & Suki, 2015). The reason for the implicit influ-
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ence of perceived quality on behavioural intention is that the quality will impact purchase
and intention to recommend only if the product meets customer expectations. Thus, the
hypotheses related to perceived quality in green plastic products on both Millennials and
Gen Z are stated as follows:

H;: Perceived quality has a positive and direct effect on satisfaction towards green plastic
products.

H,: Perceived quality has a positive and indirect effect on behavioural intention towards
green plastic products.

2.5. Perceived value

The perceived value of a green product is a relative comparison between the green product
benefit and the scarification to obtain it (Woo & Kim, 2019). The benefit is the capability
of the product to fulfil customers’ needs, while the scarification refers to time, energy, and
money to attain the product or service. The associations between customer intention, per-
ceived value, and satisfaction in green products have been assessed, indicating a positive
relationship between these variables (Woo & Kim, 2019; Wu et al., 2015). Further, previous
studies also report that perceived value could affect favorably on customers’ intention to both
recommend and repurchase the green product (Kautish & Sharma, 2019; Wu et al., 2015).
Thus, the hypotheses on the perceived value in green plastic products for both Millennials
and Gen Z are developed as follows:

Hs: Perceived quality has a positive and direct effect on perceived value towards green
plastic products.

H,: Perceived value has a positive and direct effect on satisfaction towards green plastic
products.

Hs: Perceived value has a positive and indirect effect on behavioural intention towards green
plastic products.

2.6. Trust

Trust towards green products denotes the customer conviction that producers who claim that
their products are green will really fulfil their commitments (Gupta et al., 2019). Referring to
this contention, a customer will trust that the product is green if the producer offers evidence
that the product is environmentally friendly. This feeling of trust will help the customer to
comprehend the information about the product and to lessen the uncertainty associated with
the product purchasing process. The Green Trust model proposed by Chen and Chan (2013)
suggests that trust toward green products is developed mainly by green perceived quality.
The subsequent studies support this positive association between trust and perceived green
product quality (Konuk et al, 2015; Wang et al., 2018). A further study in green product
adoption (Cheung et al., 2015) suggests that customer intention is significantly influenced
by customer trust. Consequently, the following hypotheses for both Millennials and Gen Z
are formulated as follow:

Hg: Perceived quality has a positive and direct effect on trust towards green plastic products.

H: Trust has a positive and direct effect on satisfaction towards green plastic products.
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Hg: Trust has a positive and indirect effect on behavioural intention towards green plastic
products.

The quality-intention model (Chandra et al., 2019; Cronin et al., 2000) suggests that sat-
isfaction is the key determinant of customer intention. Satisfied customers with a green
product will be encouraged to purchase even when its price arises and endorse the green
product to other potential customers. Past studies (Chen & Chan, 2013; Shapoval et al., 2018)
report that satisfaction significantly influences customer behavioural intention toward a green
product. Recent studies in eco-friendly products report that customer satisfaction influences
their loyalty intention (Pahlevi & Suhartanto, 2020; Zhang et al., 2020). Therefore, this study
hypothesizes the association between satisfaction and intention for both Millennials and Gen
Z as follows:

Hgq: Satisfaction has a positive and direct effect on behavioural intention towards green
plastic products.

Figure 1 depicts the behavioural intention model towards green plastic products.

H7
_
. - .
Perceived H1 »[ Satisfaction H Behavioral
Quality —_— Intention

Perceived
Value

H2: —+——> HS:———> H —

Figure 1. The Green behavioural intention model

3. Research methods

The magnitude of the variables constructs used in present study refers to the extant literature.
Reliable, excellent image, durable, product safety, best benchmarks, and professional (Cheung
et al.,, 2015; Konuk, 2018; Pahlevi & Suhartanto, 2020) were employed to measure perceived
quality. In this study, perceived value was gauged using three items adopted from previous
studies (Cheung et al., 2015; Konuk, 2018; Woo & Kim, 2019). Satisfaction with the green plas-
tic products was assessed by three indicators adopting from (Suki, 2015; Zhang et al., 2020).
Four indicators were employed to assess trust towards green plastic products (Chen & Chan,



672 V. Koval et al. Model of environmental perceptions on value of recyclable products and its effects on consumers...

2013; Cheung et al.,, 2015). Finally, purchase intention was measured by the recommend and
repurchase intention, as well as repurchase intention when the price of the product arises
(Wang, 2017; Wu et al., 2015). The assessment of the construct indicators employed a five-
point Likert scale, “1: strongly disagree and 5: strongly agree”. To avoid the ambiguity of the
terms, the questionnaires (in Indonesian) were piloted on 20 green plastic product consumers.

This study conducted purposive sampling since it needed samples with certain charac-
teristics that meet the aim of this study. First, the samples must be millennials and Gen Z.
Second, respondents must be experienced in using green plastic products. Third, respondents
possessed the assumption and value that using recycled plastic is pivotal for environmental
preservation. Those criteria are believed to give the right responses to the questionnaire in
this study. The data were collected from several cities in Indonesia (e.g., Jakarta, Bandung,
Surabaya, and Denpasar) in February 2020. Following past studies (Acharya, 2019; Chaudhary
& Bisai, 2018), this study focused on consumers age 25 to 35 (Millennials) and 18 to 24 years
old (Gen Z). The self-restraint questionnaires were delivered to respondents in city plazas,
parks, and universities. To make certain that potential respondents met the criteria, the re-
spondents were asked about their age and whether they had purchased green plastic prod-
ucts before asking them to participate in the survey. This process results in 602 participants
and 5571 questionnaires were collected for analysis. With this sample, it passed the requisite
of the data (a minimal ten times of the items) as explained by Chin et al. (2008). This study
used 22 indicators.

For testing the hypotheses developed, this study commissioned variance-based partial
least squares (PLS-SEM), SmartPLS 3. The PLS-SEM was utilized considering this study pur-
pose to assess the linkage between the constructs and to judge their predictive power on
endogenous variables. First, to examine the proposed research model, PLS-SEM has soft dis-
tribution assumptions, a predictive-oriented nature, a complex model nature (using first and
second order), and ease of model specification (Hair et al., 2017). Second, PLS-SEM enables
the simultaneous ability to handle multiple interdependence relationships presented by un-
observable concepts with any statistical efficiency. Third, the usage of the bootstrap method
will allow for determining the significance level of loadings, path coefficients, and weights
(Arsawan et al., 2024). Thus, as in essence this study validates the behavioural intention model
on green plastic products and the data are failed to be judged as normally distributed data,
assessing the behavioural intention model towards green plastic products by using SEM-PLS
is appropriate (Hair et al., 2017). Further, as this is a comparative study, the comparative
analysis was conducted by employing a multi-group analysis based on the proposed model
between Millennial and Gen Z samples.

4. Results and discussion

Of 551 respondents collected, 314 are Millennials and 237 are Gen Z. Table 1 illustrates the
respondent’s characteristics. From the gender aspect, the composition of millennials and Gen
Z tends to be balanced, indicating an unvarying understanding of the significance of envi-
ronmental preservation. Furthermore, employment is dominated by 214 (Millennials) and 171
(Gen Z) students, followed by employees, entrepreneurs, homemakers, and others, signifying
that environmental preservation starts from school. The average income is predominantly <3
million (233/Millennial and 175/Gen Z), which becomes a challenge for companies to take
into account, given that recycled plastic is more expensive than regular plastic (Leal Filho
et al,, 2019).
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Table 1. The respondent demographic characteristics

Variable Description Millennial Gen Z
Male 150 120
Gender
Female 164 117
Student 214 171
Employee 50 28
Job Entrepreneur 19 14
Housewife 28 22
Others 3 2
<3 233 175
Average income/month |35 72 55
(Million IDR) 6-10 6 5
>10 3 2
<1 125 89
Products used (year) 1-2 126 101
>3 63 47

4.1. Measurement model

The outer model is used to measure the reliability of indicators of a construct (Hair et al,
2017). VIFs test was utilized to evaluate the collinearity issue, resulting in the value of 4.394
(Millennial) and 3.876 (Gen Z). They were lower than 5, a cut-off value recommended (Hair
et al., 2017), which represent that the data had no issues relating to the common variance.
Next, the measurement model was tested to evaluate the reliability and validity of the con-
struct variables. The results of this process are presented in Table 2. Table 2 illustrates that
each item of factor loadings was more than the value of 0.6, with an exception for item “The
products have a good image of the environment” (loading 0.444 and 0.569). Consequently,
it was eliminated from further analysis. First, it explains to Generation Y representatives that
the highest loading on perceived quality is product packaging (0.778), and the lowest loading
is on the environmental image of the product (0.444). The perceived value indicator with the
highest loading factor is product beneficial to the environment (0.824), and the lowest benefit
is more than cost (0.726). Meanwhile, trust with the highest loading factor is a product with
a good reputation (0.787), and the lowest is a reliable product (0.694). The analysis also con-
cludes that the highest loading factor for satisfaction is purchase is a correct decision (0.892),
and the lowest is overall satisfaction (0.818). Lastly, the behavioural intention with the highest
loading factor is the intention to repurchase (0.820), and the lowest is repurchase if the price
increases (0.747). Second, from Gen Z, the highest loading factor from perceived quality is
product packaging (0.777), and the lowest loading is the product ingredients (0.632). The
perceived value indicator with the highest loading factor is the products paying attention to
the environment (0.866), and the lowest is the product being beneficial to the environment
(0.789). Meanwhile, trust with the highest loading factor is the product is green (0.785), and
the lowest is the producer commits to the environment (0.763). The highest loading factor
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for satisfaction is the purchase of the product is a correct decision (0.878), and the lowest
is happy to consume the product (0.828). Third, the behavioural intention with the highest
loading factor is the intention to recommend (0.861), and the lowest is repurchase if the price

increases (0.745).

Table 2. Loading factor, composite reliability, and AVE

Generation Y Gen Z
Description — —
Loading CR AVE Loading CR AVE
Perceived Quality 0.883 | 0.521 0.882 | 0.517
- The product concern on 0710 0759
environment
— The product reliability 0.609 0.635
— The environmental image of the 0.444 0569
product
— The product al?lllty to help 0.769 0755
preserve the environment
— The product packaging 0.778 0.777
— The product durability 0.774 0.765
— The product ingredients 0.710 0.632
— Overall product quality 0.682 0.697
Perceived Value 0.831 | 0.622 0.811 | 0.667
— The benefit is more than the cost 0.726 0.793
- The products pay attention to the 0812 0.866
environment
- The product is beneficial to the 0.824 0789
environment
Trust 0.827 | 0.545 0.864 | 0.614
—The p.roduct has a good 0787 0785
reputation
— The product is reliable 0.694 0.764
— The product is a green product 0.747 0.820
- The producer commits to the 0721 0763
environment
Satisfaction 0.889 | 0.727 0.890 | 0.729
— Happy to consume the product 0.846 0.828
- Pgr_chase of the product is correct 0.892 0878
decision
— Overall satisfaction 0.818 0.854
Behavioural Intention 0.821 | 0.605 0.860 | 0.673
— Intention to recommend 0.764 0.861
— Intention to repurchase 0.820 0.849
- Inter.1t|o.n to repurchase even if 0.747 0.745
the price increase

Notes: "“Significant at p < 0.0.

Abbreviation: CR, composite reliability; AVE, average variance extracted.
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Further, the convergent validity test explains that the requirement for validity is satisfied,
as the average variance extracted (AVE) is more than 0.5 (perceived quality Gen Y/0.521
and Gen Z/0.517, perceived value Gen Y/0.622 and Gen Z/0.667, trust Gen Y/0.545 and Gen
Z/0.614, satisfaction Gen Y/0.727 and Gen Z/0.729 and behavioural intention Gen Y/0.605 and
Gen Z/0.673) and factor loadings exceed 0.6. Thus, the discriminant validity requirement of
all construct has been fulfilled.

To assess construct discriminant validity, Heterotrait-Monotrait Ratio (HTMT) were used.
For this criteria that values are lower than 0.9 (Henseler et al.,, 2015). Due to the range of
value from 0.422 to 0.787 in both generations, the HTMT test indicates that the validity of
the discriminant has been fulfilled. Next, the composite reliability values in both samples are
over the recommended level of 0.7 and consequently, the constructs are reliable.

4.2. Structural model

To appraise the significance of indicators and path coefficient, the present study applied
the bootstrapping method with 5000 samples (Chin et al., 2008). The result reveals that the
goodness-of-fit (GoF) of the model has a value of 0.441 (Millennial) and 0.401 (Gen Z), con-
firming that the models for both generations are fit. In conclusion, these findings suggest
that the proposed model of behavioural intention can be applied in both generation samples.
Additionally, testing on standardized residual root mean square (SRMR) and normed fit index
(NFI) show that the values of SRMR are 0.059 (Millennial) and 0.061 (Gen Z), while NFls are
0.727 (Millennial) and 0.678 (Gen Z). SRMR cut-off value is 0.8 and NFI is above 0.9, which
indicate that not all criteria are fulfilled. However, the main model fit requirements are met.

The data analysis reveals that the perceived quality, perceived value, and trust explain sat-
isfaction of 0.389 (38.9%) for Millennial and 0.257 (25.7%) for Gen Z. The explanation power
of satisfaction on behavioural intention is 0.198 (19.8%) for Millennial and 0.163 (16.3%) for
Gen Z. Although satisfaction predictive accuracy is relatively low, this value is still in the range
of R? values of most green satisfaction studies, between 24% and 43% (Cheung et al., 2015;
Pahlevi & Suhartanto, 2020; Suki & Suki, 2015; Zhang et al., 2020). In addition, the value of
Q? shows that all constructs have positive values, thus all constructs have a good predictive
of relevance (Chin et al., 2008).

Table 3 displays the relationship between the tested variables on the Millennial sample.
The results prove that all the hypothesized relationships are significant at p < 0.01, except
for hypothesis Hy (B = 0.044, p > 0.05). Therefore, for the Millennial sample, hypothesis Hy is
rejected while hypotheses H, to Hq are supported. Further, among the behavioural intention
determinants, customer satisfaction has the biggest total effect on behavioural intention. In
addition, Table 3 indicates that Millennial satisfaction is determined by both perceived value
and trust but not by perceived quality.

Table 3. The result of testing the hypotheses for millennial

Direct effect Indirect effect Total effect
Path (Hypothesis)

B t-value B t-value B t-value

— Perceived Quality -> Satisfaction
(H1)

— Perceived Quality -> Behavioural
Intention (H2)

0.044 0.503 0.255 5.056** 0.300 4.360**

- - 0.121 2.957** 0.121 2.957**
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End of Table 3

Direct effect Indirect effect Total effect
Path (Hypothesis)
B t-value B t-value B t-value
— Perceived Quality -> Perceived 0418 8.069* _ _ 0418 8.069**
Value (H3)
(—Hzircelved Value -> Satisfaction 0224 35934 0224 3.593%

— Perceived Value_ -> Behavioural
Intention (H5)

— Perceived Quality -> Trust (H6) 0.555 11.905** - - 0.555 11.905**
— Trust -> Satisfaction (H7) 0292 | 3.599** - - 0292 | 3.599**

- - 0.090 2.890** 0.090 2.890**

— Trust -> Behavioural Intention
(H8)

— Satisfaction -> Behavioural
Intention (H9)

- - 0.118 2.885** 0.118 2.885**

0.403 5.595** - - 0.403 5.595%*

Note: “Significant at p < 0.01.

Table 4 showed the relationship between the tested variables on the Gen Z sample. The
results show that all the hypothesized relationships tested are significant at p < 0.01, except
for hypothesis H, (B = 0.095, p > 0.05). Therefore, for Gen Z, hypotheses H; to Hg are sup-
ported, except for hypothesis H,. Further, similar to the Millennial sample, among perceived
quality, green trust, perceived value, and satisfaction, satisfaction has the biggest total effect
on behavioural intention. Lastly, Gen Z satisfaction is determined mainly by trust and followed
by perceived quality but not by perceived value.

Table 4. The result of testing the hypotheses for Gen Z

Direct effect Indirect effect Total effect
Path (Hypothesis)

B t-value B t-value B t-value

— Perceived Quality ->
Satisfaction (H1)

— Perceived Quality ->
Behavioural Intention (H2)

0.230 4.204** 0.269 6.910** 0.499 11.137**

- - 0.222 6.584** 0.222 6.584**

— Perceived Quality -> Perceived

Value (H3) 0.373 7.703 - - 0.373 7.703
(—HIZe;rcelved Value -> Satisfaction 0.095 1.800 ~ ~ 0095 800

— Perceived Value_ ->
Behavioural Intention (H5)

— Perceived Quality -> Trust (H6) 0.577 15.392** - - 0.577 15.392**
— Trust -> Satisfaction (H7) 0.405 7.024+* - - 0.405 7.024**

- - 0.042 1.685 0.042 1.685

— Trust -> Behavioural Intention
(H8)

— Satisfaction -> Behavioural
Intention (H9)

- - 0.180 4.897** 0.180 4.897**

0.445 8.949** - - 0.445 8.949**

Note: “Significant at p < 0.01.
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The summary of the direct relationships between the variables examined is delineated
in Figure 2.

0.555%%* 0.2927%+*
(0.577*%) (0.405%%)

Perceived 0.044ns
Quality (0.230%*)

0.403%* Behavioral
(0.445%%*) Intention

Satisfaction

0.418%*
(0.378*%*)

0.224%%*
(0.095ns)

Perceived Value

Note. Bracket is Gen Z.

Figure 2. The summary of the direct association between the variables

5. Discussion and theoretical implication

The analysis demonstrates that perceived quality significantly affects satisfaction (H1), con-
firmed by the findings of previous studies on behaviour (Chen, 2010; Cheung et al., 2015).
Moreover, literature on green products (Konuk, 2018; Pahlevi & Suhartanto, 2020) indicates
that perceived quality affects customer satisfaction. Further, perceived quality positively and
indirectly affects behavioural intention (H2). It aligns with previous studies where perceived
quality impacts customer intention by reinforcing perceived value and satisfaction (Mar-
akanon & Panjakajornsak, 2017; Suki & Suki, 2015). Also, a significant finding of the present
study is that perceived quality is significant to perceived value (H3). It supports previous find-
ings that perceived quality is a crucial driver of perceived value (Woo & Kim, 2019). Product
quality generates value and experience essential for customers to repurchase (Woo & Kim,
2019; Wu et al,, 2015). Conversely, perceived value is not significant to satisfaction (H4). This
result contradicts the finding that perceived value drives satisfaction (Marakanon & Panjaka-
jornsak, 2017; Suki & Suki, 2015). A possible explanation is that Generation Z lacks knowledge
about the significance of preserving the environment. For this reason, companies are expect-
ed to incorporate additional critical triggers such as environmental literacy, engagement in
eco-friendly projects, and personal encouragement of environmental sustainability intentions
(Arsawan et al., 2024). Further, perceived value is significant to behavioural intentions (H5).
This finding strengthens previous studies that perceived value positively affects customers’
intention to recommend and repurchase green products (Kautish & Sharma, 2019; Wu et al.,
2015).

Hypothesis Hg states that perceived quality is significant to trust. This finding corroborates
previous studies showing that trust in green products reflects customer confidence that man-
ufacturers claiming their eco-friendly products fulfil their commitments (Gupta et al., 2019).
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Further significant findings are also obtained in H7 that trust is significant to satisfaction. This
finding verifies that customers will trust that the product is eco-friendly if the manufacturer
provides relevant evidence (Cheung et al., 2015). The sense of trust will enable customers to
perceive information about the product and reduce the uncertainty associated with the prod-
uct purchase process. Subsequently, the finding for Hypothesis Hg is that trust is significant
to behavioural intention. This result complies with previous studies that customer intentions
are significantly influenced by customer trust because they have trust and perceive the qual-
ity of eco-friendly products (Konuk et al., 2015; Wang et al., 2018). In hypothesis Hq, where
satisfaction is significant to behavioural intention, this finding favours previous studies that
satisfaction is the primary determinant of customer intentions (Chandra et al., 2019; Cronin
et al., 2000). Customers who are satisfied with green products will be encouraged to purchase
them, although the price increases, and endorse them to other potential customers (Chen &
Chan, 2013; Shapoval et al., 2018).

The present study assesses a behavioural intention model towards plastic products by using
perceived quality, perceived value, trust, and satisfaction as intention drivers across Millennial
and Gen Z customers. The insertion of these behavioural intention drivers, which in the past
studies tended to be examined unconnectedly, suggests that the behavioural intention model
across the Millennial and Gen Z generation samples is fit. Theoretically, this finding supports the
quality-behavioural model (Chen & Chan, 2013; Cronin et al., 2000; Pahlevi & Suhartanto, 2020)
in explaining the behavioural intention formation in green plastic products for these younger
generations of green customers. This result implies that perceived quality, perceived value,
and trust will lead to satisfaction and, subsequently, increase Millennial and Gen Z intention to
endorse, repurchase, and repurchase even when the price of the green plastic product arises.
These findings reinforce the result of previous research on eco-friendly products (Konuk et al,,
2015; Marakanon & Panjakajornsak, 2017; Pahlevi & Suhartanto, 2020; Wang, 2017).

Second, for both Millennial and Gen samples, this research points to the imperative role
of having the customers satisfied to determine their future behavioural intention towards
green plastic products. In other words, Millennial and Gen Z satisfaction with the green
plastic product is the main factor that influences future intention, in terms of repurchase,
recommending, and repurchase even when the price arises. The vital role of satisfaction in
influencing purchase intention confirmed the results of previous studies in green consumer
behaviour (Chen & Chan, 2013; Suki, 2015; Zhang et al., 2020). Next, this study shows that
trust and quality drive Gen Z satisfaction, while Millennial satisfaction is driven by trust and
value. This finding implies that for both generations, trust is a key factor in their satisfaction,
and subsequently, leads their favorable behavioural intention. This finding supports the green
trust model (Chen & Chan, 2013; Cheung et al.,, 2015) in green plastic products. Further, this
finding challenges past studies suggesting that perceived product quality positively affects
customer satisfaction and trust (Gupta et al., 2019; Konuk, 2018).

Third, besides identifying some similarities between Millennial and Gen Z, this study re-
veals the differences between these generations on their satisfaction with respect to green
plastic products. For Millennials, their satisfaction, besides driven by trust, is also motivated
by perceived value but not by product quality. Based on the indirect effects, product quality
still matters to satisfaction and behavioural intention through trust and perceived value.
In contrast, Gen Z satisfaction is determined by perceived quality rather than by perceived
value. Trust is also a mediator for perceived quality influencing satisfaction and behavioural
intention. The possible explanation for Millennials is related to their characteristics of growing
up in a relatively prosperous period and obtaining better education (Shapoval et al., 2018;
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Tilford, 2018). With these characteristics, Millennial might expect a high value of a product
they bought (Herrando et al., 2019). As for Gen Z, as they are more pragmatic and more on
innovation (Priporas et al., 2017); consequently, they already expect buying something of
high-quality rather than a mediocre product (Haddouche & Salomone, 2018; Hoxha & Ze-
giraj, 2019). From a theoretical perspective, these findings offer evidence on the generational
cohort theory (Inglehart, 1977), suggesting that young adult customers can be classified
into Millennial and Gen Z cohorts. Further, these findings support a previous belief (Hoxha
& Zegqiraj, 2019; Priporas et al., 2017; Robinson & Schanzel, 2019), that these differences
between the generations bear many similarities, although they are not identical. They bear
some similarities in their attitudes and behaviour.

6. Managerial implication

This study has some implications for the green plastic business in Asia, especially in Indonesia.
First, this study reveals the crucial role of value as an essential factor in influencing Millennial
satisfaction with green plastic products. Thus, to satisfy the Millennial, green plastic managers
need to offer green plastic products with high value. This result implies that green plastic
managers need to arrange strategies to make sure that the value added they receive is more
than what they have paid. Millennials have a strong sense of independence, success-driven,
and community-minded. As green product offers benefits for customers, environment, and
community, green plastic managers should educate Millennial through their marketing com-
munication campaign by highlighting the benefit of consuming green plastic products. The
message to convince Millennials can be that the products are promising for building a green-
er, cleaner, and healthier environment even though its price is higher than the conventional
ones. As Millennials are educated, providing evidence of these benefits from research-based
facts rather than on perceptional based message is recommended.

Second, this research notes the important function of perceived quality in influencing Gen
Z satisfaction. As this generation tends to have limited income and is sensitive to environmen-
tal issues (Tan et al., 2019; Dvigun et al., 2022a, 2022b), this finding underlines the important
of having a high-quality product in order for the managers of green plastic products to
satisfy their Gen Z customers. To provide assurance that the green plastics is trustworthy and
beneficial for customers, environment, and community as a whole, the managers must label
their products with green certification and environment-friendly assertions (Sumets et al,
2022; Soloviova et al.,, 2022). Next, the green plastic product managers should ensure that
their products are at least as good as conventional plastic. Thus, continuous innovation of the
green plastic product will provide a sign of quality product and make it more attractive from
Gen Z. Next, related to this generation limited income, it is important to create affordable
products (e.g. small size) to cater the Gen Z's needs and income. Although at present their
income is limited, satisfying their needs is important for the future business of green plastic
products.

Third, the advance production technology can create a better green plastic product with
less cost. However, compared to conventional plastic, this plastic is still significantly expensive.
A head-to-head competition between the conventional and the green plastic without an in-
terference from the government will be difficult. Related to the higher prices of green plastic
products caused by production cost, the government needs to create policies that support
for green plastic products. For instance, to increase green plastic product competitiveness,
the government could provide tax incentives for green plastic products. This policy, besides
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increasing the green plastic demand, can also indirectly reduce gas emissions due to less
conventional plastic consumption.

7. Conclusions

There are three conclusions that can be drawn from this study. First, a model of behav-
ioural intention towards plastic products using perceived quality, perceived value, trust
and satisfaction as drivers of behavioural intention among Millennial and Gen Z customers
shows that the model is appropriate. These results imply that perceived quality, perceived
value, and trust will lead to satisfaction and, subsequently, increase Millennials’ and Gen
Z's intentions to patronize, repurchase, and repurchase even when the price of environ-
mentally friendly plastic products increases. Second, this study shows the important role of
customer satisfaction in determining their future behavioural intentions towards environ-
mentally friendly plastic products. In other words, Millennials and Gen Z's satisfaction with
environmentally friendly plastic products is the main factor influencing future intentions,
both in terms of repurchase, recommending, and repurchasing even when the price rises.
Finally, in addition to identifying several similarities between Millennials and Gen Z, this
study reveals differences perspective between the generations in terms of their satisfaction
with environmentally friendly plastic products. For Millennials, their satisfaction, apart from
being driven by trust, is also motivated by perceived value, but not by product quality.
Meanwhile, Gen Z is more pragmatic and innovates more, they hope to buy something of
high quality rather than mediocre products.

8. Limitation and future research

This research provides an important finding on the green behavioural intention model from
the perspective of Millennial and Gen Z, although this study bears several drawbacks. The
Millennial and Gen Z data were gathered from Indonesia and thus, this study findings might
not be validly simplified to other Millennials and Gen Z customers around the world. To in-
crease the general applicability of these findings, future studies may be conducted on these
generations in other regions and countries around the world. Such studies may incorporate a
cross-cultural study to evaluate the distinction constructed on generation’s cultures. Further,
this study predicts behavioural intention including quality, value, trust, and satisfaction as
the drivers. The data analysis results reveal that there are additional factors that potentially
influence customer intention, such as customer motivation, image, and perceived risk. Future
studies can integrate these important construct variables in the green behavioural intention
model. Lastly, as there are several types of green products, the proposed green behavioural
intention model can be examined in other products such as green foods as well as services
such as green transport and green accommodation.
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