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Abstract

This study examines the determinants of Generation Z’s purchase intention for environ-
mentally friendly public transportation in Indonesia, a mode of transport that continues
to experience suboptimal ridership. We investigate the effect of consumers’ awareness
of green product attributes and operational processes, as well as their exposure to green
promotions, on green brand sustainability and, subsequently, on green purchase inten-
tion. The study involved 400 Generation Z respondents aged 19 years or older residing in
Jakarta, Indonesia. Data were analyzed using Structural Equation Modeling (SEM) with
LISREL11.0. The results show that green product awareness, green process awareness, and
green promotion exposure significantly influence green brand sustainability, explaining
69 percent of its variance, with green product awareness being the most dominant predictor.
Furthermore, green purchase intention is significantly shaped by these antecedents and
green brand sustainability, collectively explaining 84 percent of its variance. The findings
demonstrate that strengthening environmental awareness across product attributes, opera-
tional processes, and promotional communication can substantially increase Generation
Z’s intention to use sustainable public transportation. This study extends the research on
green consumer behavior and provides strategic insights to strengthen sustainability in the
public transportation sector.

Keywords: green awareness; green promotion; brand sustainability; purchase intention;
sustainable transportation

1. Introduction

Global attention toward environmental sustainability has fundamentally reshaped
consumer behavior, particularly within the transportation sector [1]. Kotler and Keller [2]
argue that consumers increasingly associate sustainability with service quality and long-
term value, shifting preferences toward environmentally responsible mobility options.
This perspective provides a compelling foundation for examining how younger genera-
tions, especially Gen Z, interpret and respond to sustainability initiatives within urban
transportation systems [3]. Generation Z are individuals born between 1997 and 2012 [4].
They are widely recognized for their heightened environmental consciousness and strong
preference for brands that embody sustainability values. Ling et al. [5] emphasize that
Gen Z integrates ecological responsibility into their lifestyle identity, considering it a core
determinant of consumption choices. Therefore, elucidating the factors that determine Gen
Z'’s choice of transportation mode has become an urgent issue [6-8].
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Previous studies have delineated several factors that lead to behavioral intention
to adopt green products. Some scholars have confirmed the significant effect of several
variables within the framework of the Theory of Planned Behavior (TPB; [9]). These
include attitude toward green product, social pressure, and behavioral control [10]. Other
studies demonstrate the pivotal role of environmental concern and knowledge in governing
green purchase behavior [11,12]. Furthermore, Dangelico and Vocalelli [13] assert that
consumer perceptions of brand sustainability can lead to eco-friendly choices. These
perceptions are built on the consistency of ecological values embedded across products,
production processes, and promotional communication. Awareness of green attributes,
ranging from low-emission technology and energy-efficient operations to sustainability-
oriented promotional messaging, may play a pivotal role in shaping user perceptions.
A rigorous understanding of these interlinked mechanisms is crucial for designing effective
strategies to increase the adoption of environmentally friendly transportation modes among
young urban commuters. However, empirical studies that investigate the effects of these
variables within the same framework remain scarce. This study attempts to narrow the gap
in the literature. Specifically, we investigate how Gen Z’s awareness of public transportation
services, their production processes, and green promotional activities influences their
willingness to use these services. To deepen our understanding of the mechanism, we also
examine how these relationships are moderated by their beliefs about the service’s ability
to maintain environmental, social, and economic commitments.

In this study, we focus on the Mass Rapid Transit (MRT) Jakarta, one of the trans-
portation modes considered to provide sustainable transportation services in Indonesia.
As a modern, electricity-powered mass transit system, MRT Jakarta possesses significant
potential to become an emblem of sustainable urban mobility amid escalating air pollution
and congestion. However, several serious issues may prevent Gen Z from choosing this
mode of transportation. First, low occupancy rates and limited public recognition of its sus-
tainability initiatives reveal a gap between implementation and perception. Second, many
youths perceive motorcycles as more convenient than walking to and transferring through
multiple transit systems. This disparity necessitates a deeper investigation into how MRT
Jakarta’s green efforts effectively resonate with Gen Z, particularly in shaping attitudes,
preferences, and behavioral intentions toward environmentally sustainable transportation.

This study contributes to the literature in some respects. First, its findings are essential
in framing the intersection of sustainability imperatives, Gen Z behavioral dynamics, and
the strategic challenges faced by MRT Jakarta in particular, and sustainable transportation
modes in general. By investigating the roles of green product awareness, green process
awareness, and green promotion exposure in strengthening green brand sustainability (and
eventually purchase intentions), the study deepens our understanding of the mechanisms
by which knowledge and beliefs lead to the adoption of sustainable products or services.
Second, the insights generated are expected to have managerial implications to support
firms in developing a stronger sustainability-driven value proposition, thereby enhanc-
ing user intention and positioning their services as a preferred, future-oriented mode of
public transportation.

The remainder of this paper is organized as follows. In the next section, we introduce
the key concepts used in this study. Subsequently, we describe the conceptual model and
the hypotheses. This is followed by the Method section, in which we explain the research
instruments and data collection procedures. We then report the results of the analysis in the
subsequent section. Following this, we discuss the implications and conclude our findings.
Lastly, we mention some limitations of this study and a direction for future research.
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2. Literature Review
2.1. Green Purchase Intention

Green purchase intention (GPI) refers to a consumer’s stated willingness, motivation,
or plan to buy products or services that are environmentally friendly or perceived as
environmentally better than conventional alternatives [14]. It is typically measured via
self-report survey items that capture willingness, plan, or likelihood of purchasing green
products in the near future. In the green marketing literature, GPI is treated as the proximal
predictor of green purchase behavior. It is often modeled as the key cognitive antecedent
within broader theories of pro-environmental consumer decision-making (e.g., TPB) or
integrated frameworks that combine attitudes, norms, perceived behavioral control, and
values [15,16]. Multiple studies converge on the view that GPI is the pivotal intermediary
that translates environmental attitudes and concerns into concrete green purchasing actions,
although intention-behavior gaps are recognized in some contexts [17,18].

Previous studies have delineated several factors that influence GPI. Numerous TPB-
based studies show that attitudes, perceived behavioral control, and subjective norms
are significant antecedents of GPI [19-21]. Attitude toward green products has been
consistently reported to increase GPI. Some studies treat attitude as either a primary driver
of GPI or as a mediator between other variables and GPI [22,23]. Personal values and related
norms contribute to GPI through attitudinal or normative pathways. Studies grounded in
value-belief-norm theory show that altruistic values influence attitudes and subsequently
GPI [24,25]. In some cases, these values influence GPI more strongly when combined with
constructs of awareness or knowledge [24]. Perceived behavioral control frequently shapes
GPI], either directly or indirectly through attitudes. In the context of eco-friendly consumer
goods, behavioral control is shown to have a strong positive influence on intention [22].

Furthermore, environmental concern and knowledge are often incorporated as ad-
ditional predictors or moderators in extended TPB models that influence intention for-
mation [26]. Environmental concern is widely established as a robust antecedent of GPI,
frequently exerting a direct positive effect or operating through attitudes or perceived
value frameworks [27]. Some studies also reveal environmental concern as a mediator or
moderator in more complex models [23]. Environmental knowledge consistently emerges
as a predictor of green purchase outcomes, though its direct influence on GPI varies across
contexts and model specifications. Several studies report positive links between envi-
ronmental knowledge and GPI, sometimes with attitude or concern as mediators [23,28].
In some settings, its effect operates through environmental concern or attitudes toward
green products [29].

2.2. Green Product Awareness

Green product awareness (GPD) refers to the extent to which consumers are aware of
environmentally friendly product attributes, benefits, and environmental implications [30].
It encompasses knowledge about eco-friendly features, environmental claims, and the
relevance of sustainability in product evaluation [31]. Several studies explicitly treat envi-
ronmental consequences of a product as a critical antecedent to green attitudes, intentions,
and behaviors, underscoring its role as a cognitive precursor to pro-environmental purchas-
ing [11,15]. In this sense, GPD can be seen as a component of the broader environmental
knowledge construct, with a specific emphasis on product-level environmental attributes
and claims. Some works distinguish GPD from general environmental knowledge or con-
cern. This distinction matters because awareness at the product level may more directly
activate attitudinal and evaluative processes toward specific green products, whereas envi-
ronmental knowledge and concern can operate more broadly across product categories or
consumption contexts [30,32].
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Across multiple studies, GPD significantly influences green purchase decisions, either
directly or indirectly through the mediation of attitudes or knowledge. For example, several
studies report that environmental knowledge and GPD positively affect the evaluation of
green products, with attitude often mediating the awareness—attitude-intention chain [30,31].
Another study suggests that GPD, along with perceived price, quality, and perceived value,
positively influences GPI [33].

2.3. Green Process Awareness

We define green process awareness (GPR) as consumers’ cognizance of the environ-
mental implications of production processes, supply chains, and operational practices that
contribute to a product’s overall sustainability profile. More specifically, it describes the
degree to which consumers are aware of environmentally responsible production processes,
such as energy efficiency, waste reduction, water stewardship, low-carbon logistics, ethical
sourcing, and certification practices that contribute to a product’s sustainability beyond its
end-use attributes. While GPD concentrates on product attributes and eco-claims, GPR fo-
cuses on the process level—how products or services are produced, sourced, and managed
to reduce environmental impact. It emphasizes process-level practices and system-level
sustainability actions rather than solely product features or general environmental facts.
The literature indicates that sustainable production and logistics processes favorably in-
fluence consumer perceptions, purchase behavior, brand image, and firm performance
across multiple industries [34,35]. In the electronics and consumer electronics markets,
consumer perceptions of a company’s green supply chain practices positively relate to
purchase intention, mediated by factors such as trust and brand image [35,36].

2.4. The Role of Green Promotion

Green brand promotion refers to marketing efforts that communicate a brand’s envi-
ronmental commitments, sustainability actions, and eco-friendly attributes to influence
consumer attitudes, brand equity, and ultimately purchase intentions and behavior [37,38].
It encompasses several promotional activities, including sustainability claims, green ad-
vertising, and green brand communication [39]. Previous studies have focused on how
exposure to green promotion (GPM) (e.g., advertising and eco-labeling) induces favorable
consumer attitudes, perceptions, and behavioral intentions toward green products [40,41].
For example, Luo et al. (2020) point out that green advertising that is perceived as credible
and aligned with actual sustainability practices tends to increase consumer understanding,
reduce skepticism, and boost brand equity and purchase intentions [42]. Furthermore,
Shahrin et al. (2017) suggest that eco-labeling provides verifiable signals that can build
trust and reduce skepticism, thereby contributing to stronger brand equity and purchase
intentions across many markets, though effectiveness can vary by culture and perceived
authenticity [43]. However, it should be noted that mismatches between claims and practice
can trigger greenwashing concerns, dampening effects on intention and behavior [44]. The
extant literature has also attempted to investigate the mechanism by which GPM leads to
consumer responses. For example, Riyaz et al. [45] demonstrate that exposure to green
promotions can enhance consumer environmental knowledge, environmental concern, and
perceived value, eventually increasing GPIL.

2.5. Green Brand Sustainability

Green brand sustainability (GBS) refers to consumers’ beliefs about a brand’s ability
to maintain environmental, social, and economic commitments [46,47]. It describes the
organization-level integration of sustainability into branding practice, strategy, governance,
and reporting, producing sustainability-oriented signals that may be interpreted by stake-
holders, including consumers. This construct is similar to green brand image, which refers
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to consumers’ perceptions of a brand’s environmental friendliness and environmental
commitments. However, GBS represents a broader, organizational-level integration of
sustainability into a company’s strategy and operations, and the translation of those sus-
tainability practices into long-term performance and stakeholder value. It also differs from
the concepts of green trust and green perceived value, which are consumer-level constructs
describing how people evaluate and respond to green signals from brands. Evidence from
previous studies indicates that GBS enhances consumer trust and perceived value, which,
in turn, elevates green purchase intentions and sustainable brand equity [48]. The logic
is that consumers’ perceptions of a brand’s environmental value are linked to its environ-
mental commitments and sustainability. These result in a decrease in the perceived risk
associated with a brand’s environmental consequences, giving consumers reasons to rely
on its environmental claims and performance [49]. Previous studies also suggest that GBS
leads to favorable perceived green value; that is, consumer assessments of the benefits of
a green product relative to its price [50]. The increase in green value perceptions eventually
elevates behavioral intentions to adopt the product [51].

3. Model Conceptualization and Hypotheses Development
3.1. Conceptual Model

Based on the extant literature, we propose a conceptual model shown in Figure 1.
The model aims to explain how public transportation environmental awareness and green
promotional activities shape brand sustainability and, in turn, enhance green purchase
intention among Generation Z users. The model incorporates three antecedent constructs:
knowledge of environmental product attributes (GPD), environmentally responsible opera-
tional processes (GPR), and exposure to credible sustainability-focused promotion (GPM),
with GBS serving as a mediator linking these variables to GPI. The model is anchored in
the TPB, which asserts that attitudes, subjective norms, and perceived behavioral control
jointly determine behavioral intention [9]. Furthermore, the model draws on Brand Equity
Theory [41,52] to position brand sustainability as a central evaluative outcome shaped
by environmental cues embedded in product attributes, processes, and communication.
Finally, insights from the green marketing literature guide the inclusion of product-process—
promotion dimensions as key drivers of perceived sustainability and environmentally
oriented behavioral intentions [13,53].

3.2. The Impact of Green Product Awareness

In line with previous studies’ findings, we anticipate that consumer awareness of the
environmental attributes of public transportation services will lead to behavioral intentions.
As suggested by the TPB, when individuals better understand a public transportation
system’s eco-friendly features, they develop more favorable attitudes toward using it,
which enhances their intention to choose the environmentally beneficial option [18]. Indeed,
prior findings demonstrate that environmental knowledge increases users’ perceived value
and strengthens their intention to engage in sustainable consumption behaviors [54]. Hence,
we propose the following hypothesis.

H1. Green purchase awareness positively influences green purchase intention.

GPD of public transportation, such as energy efficiency, low emissions, eco-friendly
materials, and reduced ecological impact, plays a significant role in shaping users’ eval-
uations of a transportation brand’s long-term credibility and responsibility [55]. Prior
research confirms that understanding these environmentally responsible attributes en-
hances perceived value and strengthens positive brand evaluations [54,56]. In the public
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transportation context, these cues signal a strong institutional commitment to environmen-
tal stewardship, which directly contributes to perceived brand sustainability. Accordingly,
the following hypothesis is proposed.

H2. Green product awareness positively influences green brand sustainability.

Awareness

Awareness

Promotion
Exposure

Green
Product

Green Brand
Sustainability

Process

Green
Purchase
Intention

Figure 1. Research model.

3.3. The Impact of Green Process Awareness

Individuals” awareness of how a product or service is produced, distributed, and
delivered to consumers (i.e., GPR) is expected to shape behavioral intentions [34]. In
line with the TPB, perceptions of ease, efficiency, and operational reliability influence the
formation of intentions. In the context of sustainable public transportation, environmentally
responsible processes reinforce users’ perceived behavioral control and strengthen their
willingness to adopt greener mobility choices. Studies confirm that when service operations
demonstrate ecological responsibility, users are more motivated to engage in sustainable
consumption [57]. Hence, we propose the following hypothesis.

H3. Green process awareness positively influences green purchase intention.

Individuals” awareness of efficient energy utilization, waste reduction, compliance
with environmental standards, and sustainable supply chain practices provides strong cues
that a transportation system upholds environmental values in practice [58]. Literature on
sustainable production and services emphasizes that such practices enhance credibility and
strengthen the foundation of a sustainable brand [57,59]. When individuals perceive that
operational processes align with sustainability claims, their trust in the brand’s long-term
environmental commitment increases [60]. Hence, we anticipate the following relationship.

H4. Green process awareness positively influences green brand sustainability.
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3.4. Green Promotion Exposure and Green Brand Sustainability

As suggested by previous studies, we anticipate that sustainability-focused promo-
tional exposure also directly shapes behavioral intentions [40,41]. Furthermore, promo-
tional messages perceived as credible, transparent, and aligned with user experience
increase trust and strengthen willingness to engage in environmentally responsible behav-
ior [61]. Moreover, for Gen Z users, persuasive environmental communication serves not
only as information but also as normative reinforcement [62]. Therefore, the following
hypothesis is proposed:

H5. Green promotion exposure positively influences green purchase intention.

Promotional messages that highlight environmental efforts supported by credible
evidence, transparent storytelling, and verified certifications help build legitimacy and
strengthen positive brand associations [42]. Previous research shows that sustainability-
oriented promotion plays a crucial role in shaping brand image and perceived brand
responsibility [61,63]. For Generation Z, whose decision-making is influenced by authentic-
ity and social alignment, environmental messaging is particularly effective in reinforcing
perceptions of brand sustainability [64]. Hence, we propose the following hypothesis.

H6. Green promotion exposure positively influences green brand sustainability.

3.5. Green Brand Sustainability and Green Purchase Intention

The extant literature suggests GBS can play a critical role in shaping consumers’
long-term behavioral intentions. As outlined previously, strong perceptions of brand
sustainability reinforce trust, satisfaction, and preference, ultimately leading to greater
intention to adopt sustainable services [48,65]. Furthermore, a strong GBS helps consumers
reduce perceived risks associated with unfamiliar green products [49] and enhances the
product’s perceived value [50]. Hence, we propose the following hypothesis.

H7. Green brand sustainability positively influences green purchase intention.

4. Method
4.1. Research Approach

This study employs a quantitative research approach using a structured survey to
analyze the associations among variables within the green purchase intention model
among public transportation users. The quantitative approach is considered appropriate
for examining complex conceptual models that incorporate latent constructs and reflective
indicators. Structural Equation Modeling (SEM) using LISREL 11.0 is used to assess
both the direct and indirect relationships within the proposed model and to evaluate the
measurement and structural models simultaneously.

In addition, this methodological design ensures a systematic and rigorous assessment
of the theoretical framework by enabling empirical validation of the hypothesized rela-
tionships. The use of SEM-LISREL allows for a comprehensive evaluation of construct
reliability and validity, thereby enhancing the robustness and generalizability of the re-
search findings. Furthermore, by using a structured quantitative design, the study can
generate objective, replicable, and statistically verifiable insights. This strengthens the
empirical foundation of the green purchase intention model and supports the develop-
ment of actionable implications for scholars, policymakers, and practitioners in the public
transportation sector.
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4.2. Research Instrument

The research instrument consists of a closed-ended questionnaire employing a five-
point Likert scale (1 = strongly disagree, 5 = strongly agree) [66,67]. As shown in
Appendix A, each construct is operationalized with eight indicators, each comprising
three or more items [56,68]. The items were carefully developed based on prior studies to
ensure comprehensive coverage of the conceptual domain and enhance the precision of
the measurement model [69,70]. This balanced structure supports the robustness of the
empirical assessment and aligns with established methodological practices in sustainability
and consumer behavior research [71,72]. All indicators are evaluated using the LISREL
measurement model, adhering to the recommended psychometric criteria, including a fac-
tor loading threshold of >0.70, Construct Reliability (CR) of >0.70, and Variance Extracted
(VE) of >0.50, consistent with the guidelines proposed by Hair et al. [71] and Fornell and
Larcker [73]. This ensures the reliability, validity, and robustness of the measurement model
for subsequent structural analysis. Model fit was assessed using absolute, incremental, and
parsimonious indices, including RMSEA, CFI, GFI, TLI, and CN, after which hypothesis
testing was conducted based on the t-values of the structural paths [71].

Furthermore, the development of the measurement instrument follows a rigorous
conceptual-to-empirical alignment process, ensuring that each indicator accurately reflects
the theoretical domain of its corresponding construct [69,70]. This alignment enhances
content validity and increases the precision of the structural relationships examined in the
study [72,74]. By adopting established measurement standards, the study contributes to
methodological transparency and supports the replicability of findings in future research
on sustainability and consumer behavior [67,75].

In addition, using multiple constructs with a balanced number of indicators enhances
the measurement instrument’s sensitivity to variation in respondents’ perceptions [70,72].
This structure also facilitates a more robust evaluation of convergent and discriminant va-
lidity during confirmatory factor analysis. Consequently, the instrument provides a compre-
hensive and statistically rigorous foundation for evaluating green awareness, sustainability
perceptions, and behavioral intentions among public transportation users [76,77].

4.3. Data Collection

Data collection for this study was conducted using an offline questionnaire targeting
Generation Z respondents aged 19 years or older who had experience using public trans-
portation services. The sample selection procedure was designed to ensure comprehensive
representation across the MRT Jakarta network. All 13 operational MRT stations in Jakarta,
Indonesia, were included as data collection sites. Respondents were selected using an
on-site intercept sampling approach conducted by a team of 13 trained enumerators, each
assigned to one station. Data collection was conducted between 08:00 and 17:00, during
which enumerators were stationed at the station exit gates to approach individuals exiting
the MRT system. Each potential respondent was first asked whether they had just used
the MRT service to exclude non-users present at the station (e.g., staff or passersby). In-
dividuals who confirmed recent MRT use were subsequently screened by age, and only
those aged 19 years or older at the time of data collection were included in the final sample.
This age threshold was applied to ensure that respondents possess sufficient cognitive
maturity and the ability to fully comprehend and reliably respond to the questionnaire
items. Eligible respondents were then invited to participate voluntarily in the survey. Those
who agreed were asked to complete a self-administered questionnaire on-site via a Google
Form directly on their smartphones. This procedure ensured the immediate collection of
responses and minimized potential recall and non-response bias associated with delayed
survey completion. Responses were monitored and compiled in real time across all stations
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through the Google Form platform. Data collection concluded once 400 valid responses
were obtained to ensure sufficient robustness of the data for subsequent analysis. The
sample size also meets the minimum Critical N requirement (CN > 200) recommended by
Hair et al. [71], confirming its adequacy for Structural Equation Modeling (SEM) involv-
ing multiple latent constructs and indicators. Table 1 shows the demographic profile of
the sample.

Table 1. Demographic Profile of the Generation Z Sample.

Demographic Profile Frequency Percentage
Gender Male 152 38%
Female 248 62%
Year of birth 2005-2006 37 9%
2003-2004 58 15%
2000-2002 89 22%
1997-1999 216 54%
Weekly usage frequency 1 16 4%
2-5 72 18%
69 166 41%
>10 146 37%
Monthly income (IDR) 200,000-1,000,000 10 3%
1,000,001-2,000,000 25 6%
2,000,001-4,000,000 57 14%
4,000,001-6,000,000 179 45%
>6,000,001 129 32%
Purpose of using public transportation Commuting to work 318 79%
Commuting to campus 52 13%
Other purposes 30 8%
5. Results

5.1. Measurement Model Assessment

As shown in Table 2, the measurement model demonstrated satisfactory psychometric
properties, as all constructs met the recommended thresholds for factor loadings, internal
consistency reliability, composite reliability, and Average Variance Extracted (AVE), thereby
confirming model reliability, convergent validity, and discriminant validity in accordance
with established SEM guidelines [71,73,78]. Composite reliability reflects the degree of
internal consistency among the indicators measuring a latent construct by accounting for
the standardized factor loadings and measurement errors of individual items. Unlike
Cronbach’s alpha, composite reliability does not assume equal indicator loadings and there-
fore provides a more accurate reliability estimate in confirmatory factor analysis and SEM
contexts. Values exceeding the recommended threshold of 0.70 indicate that the indicators
consistently and reliably represent their underlying construct, confirming adequate internal
consistency prior to structural model evaluation [67,71,73]. Average Variance Extracted
(AVE) measures the average proportion of variance that a latent construct captures from
its indicators relative to the variance attributable to measurement error. An AVE value of
0.50 or higher suggests that the construct explains more than half of the variance of its indi-
cators, thereby providing strong evidence of convergent validity. In addition, AVE serves
as an important criterion for assessing discriminant validity, compared with inter-construct
correlations, ensuring that each construct is empirically distinct within the measurement
model [71-73]. The validation procedures adopted in this study further align with con-
temporary methodological standards in structural equation modeling, emphasizing the
importance of measurement precision, theoretical coherence, and internal consistency to
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ensure that latent constructs are empirically sound prior to structural analysis, thereby
strengthening the robustness, credibility, and reproducibility of the findings [72,79].

Table 2. Measurement Model Performance.

Constructs Item Factor Cronbach’s Composite Average Variance
Loading Alpha Reliability Extracted

Green Product Awareness GPD1 0.823 0.971 0.969 0.887
GPD 2 0.969
GPD 3 0.969
GPD 4 0.997

Green Process Awareness GPR1 0.956 0.973 0.991 0.963
GPR 2 0.992
GPR 3 0.980
GPR 4 0.997

Green Promotion Exposure GPM 1 0.996 0.977 0.988 0.953
GPM 2 0.990
GPM 3 0.924
GPM 4 0.994

Green Brand Sustainability GBS1 0.915 0.973 0.967 0.881
GBS 2 0.943
GBS 3 0.969
GBS 4 0.927

Green Purchase Intention GPI1 0.981 0.971 0.971 0.892
GPI2 0.965
GPI3 0.970
GPI 4 0.857

Note: Because most factor loadings are close to 1, we computed the variance inflation factor (VIF) for each item to
assess potential multicollinearity. The VIF values are all below 6, suggesting that multicollinearity is not a serious
issue in this study.

5.2. Structural Model Assessment

The structural model was evaluated using the LISREL covariance-based SEM ap-
proach by examining the standardized path coefficients and their associated t-values
(see Figure 2). Path significance was determined using maximume-likelihood estimation,
with t-values exceeding 1.69 indicating statistically significant causal relationships [72,80].
This evaluation followed the recommended two-step SEM framework to ensure that the
structural relationships among the latent constructs were both theoretically coherent and
empirically supported [74,79].

The structural model results presented in Table 3 demonstrate coherent and statisti-
cally robust relationships among the constructs within the LISREL covariance-based SEM
framework. All structural paths exhibit positive and significant coefficients, with t-values
well above the conventional critical threshold of 1.69, indicating that the proposed causal
relationships are empirically supported. The magnitude of the coefficients, ranging from
small to strong effects, reflects the varying contributions of green product awareness, green
process awareness, and green promotion exposure in shaping green brand sustainability
and green purchase intention. Notably, the relationship between green brand sustainability
and green purchase intention shows the strongest effect, underscoring the central role of
brand-level sustainability attributes in shaping pro-environmental behavioral intentions.

The pattern of direct and indirect effects further supports the mediating function of
green brand sustainability. Significant indirect paths indicate that brand-level sustainability
perceptions serve as a mechanism by which environmental awareness and promotional
exposure translate into purchase-related outcomes. Because both direct and mediated
pathways remain significant, the results align with a complementary partial mediation
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8.381
0.080

11.818
0.174

5.790
0.038

10.441
0.092

11.983
0.139
12.858
0.206

structure, suggesting that green brand sustainability amplifies rather than substitutes the
influence of upstream environmental attributes on green purchase intention. Collectively,
these findings reinforce the theoretical relevance of sustainability as a strategic bridging
construct for explaining environmentally driven consumer decision-making.
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The black-colored values denote the t-values associated with the structural model parameters,
while the red-colored values represent the path coefficients of the structural model
Figure 2. Structural Model ¢-Value Parameters and Structural Model Path Coefficients.
Table 3. Hypothesis Testing Results.
Hypotheses Path Coefficient STDEV t-Values Conclusion
H1 0.198 0.035 5.664 Accepted
H2 0.552 0.037 14.308 Accepted
H3 0.177 0.031 5.614 Accepted
H4 0.420 0.035 11.905 Accepted
H5 0.161 0.030 5.272 Accepted
Hé6 0.400 0.034 11.467 Accepted
H7 0.625 0.048 12.809 Accepted

6. Discussion and Implications

This study contributes to the broader discussions on sustainable urban mobility by
demonstrating that the consistent integration of sustainability principles into service design
and communication enables public transportation systems, such as MRT Jakarta, to foster
environmentally responsible attitudes among Generation Z users. The findings show that
credible, observable sustainability practices strengthen both cognitive evaluations and
affective alignment, illustrating that user behavior is influenced not merely by functional
service attributes but also by the coherence between environmental expectations and
verifiable operational performance. Overall, the study positions sustainability-driven public
transportation as a strategic avenue for fostering long-term pro-environmental engagement
and advancing broader socio-environmental transformation in dense metropolitan contexts.

6.1. Theoretical Implications

This study offers a clear theoretical novelty by advancing the green consumer be-
havior literature beyond fragmented, product-centric explanations toward an integrative,
brand-centered sustainability mechanism in the context of service-based public trans-
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portation. Unlike prior studies that primarily examine green purchase intention through
isolated antecedents such as environmental concern, green product attributes, or perceived
value [76,77], this research is among the first to systematically integrate green product
awareness, green process awareness, and green promotion exposure within a single struc-
tural framework, positioning green brand sustainability as a mediating construct rather
than a peripheral outcome [56]. By doing so, the study reconceptualizes green brand
sustainability as an active theoretical conduit through which multiple environmental cues
are cognitively and affectively synthesized into coherent brand evaluations and behavioral
intentions, thereby extending existing branding and sustainability theories that have largely
treated sustainability perceptions as static brand attributes [81]. Furthermore, this research
contributes novel insight by empirically demonstrating how cognitive awareness, affective
sustainability perceptions, and brand-related beliefs operate simultaneously in shaping
green purchase intention among Generation Z—an understudied cohort in the public
transportation sustainability literature—thus addressing calls to extend intention-based
models such as the Theory of Planned Behavior beyond individual consumption settings
to infrastructural and service-driven sustainability domains [9,76]. In this regard, the study
not only broadens the theoretical domain of green consumer behavior but also introduces
a contextually grounded and generationally specific framework that strengthens the ex-
planatory power and relevance of sustainability and green branding theories in urban
mobility research.

6.2. Practical Implications

This study offers practical insights for public transportation providers, such as MRT
Jakarta, by showing that sustainability initiatives are more effective when translated into vis-
ible, actionable actions that users can directly experience. The findings suggest that embed-
ding sustainability into daily service operations—such as displaying real-time information
on energy efficiency or emissions reduction at stations and within mobile applications—can
make environmental benefits more tangible to Generation Z users. In addition, improving
transparency through practical measures, such as the regular release of concise sustain-
ability updates or visual explanations of green operational practices, may help build user
trust and reduce skepticism about sustainability claims. The results also indicate that
communication strategies should move beyond generic environmental messages and focus
on interactive, engagement-driven approaches, such as short educational content on social
media, collaborative campaigns with universities, or partnerships with environmentally
conscious influencers relevant to younger audiences. From a managerial perspective, treat-
ing sustainability as a long-term operational priority rather than a one-off promotional
message enables public transportation providers to align service innovation, digitalization
efforts, and environmental goals more effectively. By implementing these practical actions,
providers can encourage repeat use, positive word-of-mouth, and sustained engagement,
thereby strengthening the competitive position of sustainable public transportation services
among Generation Z in urban settings.

7. Conclusions

The findings indicate that green product awareness, green process awareness, and green
promotion exposure collectively enhance both green brand sustainability and green purchase
intention among Generation Z users of public transportation in Indonesia, particularly those
utilizing the MRT system in Jakarta Province. The results show that Gen Z passengers respond
positively to sustainability-related attributes such as product-use efficiency, responsible energy
consumption, and environmental messaging, suggesting that these dimensions meaningfully
shape their perceptions of sustainable public transport brands.
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The analysis also demonstrates that green brand sustainability serves as a key mediat-
ing mechanism, strengthening the influence of environmental awareness and sustainability-
oriented promotional exposure on green purchase intention. This pattern indicates that
Gen Z consumers in Jakarta are more likely to translate sustainability information into
purchase-oriented behavioral intentions when it is reinforced by credible brand-level sus-
tainability performance. Overall, these findings highlight the importance of embedding
sustainability-centered branding strategies within Indonesia’s public transportation sector
to better engage environmentally conscious young consumers and support a transition
toward sustainable urban mobility.

8. Limitations and Future Work

The scope of this study is constrained by its exclusive focus on Generation Z MRT
Jakarta users, which limits the generalizability of the findings to other demographic groups,
transportation modes, and urban contexts with different socio-cultural and infrastructural
characteristics. Moreover, the cross-sectional, purely quantitative research design limits the
ability to capture temporal dynamics and the deeper psychological mechanisms underlying
sustainability-oriented behavioral intentions. Future research should extend the model
to multiple cities, transportation systems, and demographic cohorts while incorporating
advanced psychological variables and mixed-methods approaches to enrich theoretical
depth and contextual relevance. Longitudinal investigations are also warranted to examine
how sustainability perceptions and green purchase intentions evolve over time in response
to policy innovations, service improvements, and shifts in urban mobility ecosystems.
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Appendix A

Table Al. Variables, Dimensions, and Indicators Used in This Study.

Variable Dimension

Indicators

Statements

Environmentally
Friendly Materials

Use of Renewable
Resources

The MRT uses renewable energy.

The MRT does not use environmentally
friendly materials. *

The use of renewable energy influences
my choice.

Free from Harmful
Substances

The MRT uses materials that are free from
hazardous substances.

The MRT does not prioritize environmentally
safe materials.*

The use of non-hazardous materials increases my
interest in using the MRT.

Product Usage
Efficiency

Energy Efficiency

The MRT uses energy-efficient technology.

The MRT is no more energy-efficient than other
modes of transportation. *

Energy efficiency influences my decision.

Green Product
Awareness

Waste-Free
Operation

The MRT does not generate hazardous waste.
The MRT is not committed to reducing waste. *
Waste management influences my decision.

Consumer Health

Pollution-Free

The MRT is free from air pollution.

The MRT does not reduce air pollution. *
Using the MRT helps protect my health by
reducing pollution.

Safety Certification

The MRT has safety certifications.
The MRT does not meet safety standards. *
Safety certification influences my decision.

Consumer
Value Added

Product Quality
Brand Image
Enhancement

The MRT offers higher quality than other modes
of transportation.

The MRT does not provide good service quality. *
MRT quality influences my decision.

The MRT enhances its brand image through
environmental friendliness.

I do not view the MRT brand positively because
of its lack of environmental concern. *

From my perspective, MRT sustainability
strengthens its brand image.

Regulatory
Compliance

Green Process
Awareness

Environmental
Certification

The MRT holds environmentally

friendly certifications.

The MRT does not comply with

environmental regulations. *

Environmental certification makes me trust the
MRT’s commitment to sustainability.

Environmental
Audit

The MRT conducts regular environmental audits.
The MRT does not conduct environmental audits. *
Environmental audits increase my trust in MRT’s
commitment to sustainability.
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Table Al. Cont.

Variable

Dimension Indicators

Statements

Green Process
Awareness

Carbon Footprint

Green Supply Chain Reduction

The MRT reduces its carbon footprint through
environmentally friendly technology.

The MRT does not implement a green

supply chain. *

Carbon footprint reduction influences

my decision.

Environmentally
Friendly Processes

The MRT ensures its operational processes are
environmentally friendly.

The MRT does not use environmentally
friendly processes. *

Environmentally friendly processes influence
my decision.

Use of Green
Technology

Energy-Efficient
Equipment

The MRT uses energy-efficient equipment.
I am not aware that the MRT uses
energy-efficient equipment. *

I support the MRT’s use of energy-
efficient technology.

Process Innovation

MRT innovation makes me believe the company
cares about the environment.

I am not aware that the MRT uses
environmentally friendly technology. *
Environmentally friendly technology makes the
MRT more sustainable.

Renewable Energy
Use
Energy
Consumption
Reduction

Energy Efficiency

The MRT uses renewable energy.

I am not aware that the MRT uses

renewable energy. *

I'support the MRT in increasing its use of
renewable energy.

Reducing energy consumption increases my
trust that the MRT cares about the environment.
I am not aware that the MRT reduces

energy consumption. *

I'support the MRT in continuously reducing its
energy consumption.

Green Promotion
Exposure

Use of
Environmental
Messages

Green Advertising

MRT advertisements clearly convey
environmental messages.

I am not interested in using the MRT after seeing
sustainability-related advertisements. *

MRT advertising messages influence my
decision to choose the MRT.

Avoidance of
Greenwashing

I believe MRT advertisements are honest and do
not engage in greenwashing.

MRT advertisements do not provide clear
information about sustainability. *

MRT advertisements increase my trust by
avoiding misleading claims.

Green Public
Relations

Sustainability
Report Disclosure

The MRT publishes sustainability

reports openly.

The MRT does not regularly publish
sustainability reports. *

Sustainability reports influence my decision to
use the MRT.

https:/ /doi.org/10.3390/ futuretransp6040155


https://doi.org/10.3390/futuretransp6040155

Future Transp. 2026, 6, 155

16 of 21

Table Al. Cont.

Variable Dimension

Indicators

Statements

Participation in
Environmental
Events

I am interested in participating in MRT
environmental events.

MRT environmental events do not increase

my interest. *

MRT invitations to participate in green activities
influence my decision.

Green Branding

Promotion of
Sustainability
Commitment

The MRT promotes its sustainability
commitment through branding campaigns.

The MRT is not active in promoting
environmental commitment. *

MRT’s sustainability commitment influences my
decision to choose the MRT.

Green Promotion
Exposure

Consistency in
Green Programs

The MRT consistently promotes

green programs.

The MRT does not demonstrate commitment to
green initiatives. *

Consistency in MRT’s green programs increases
my trust.

Green Campaigns

Educational Content
Creation
Engagement with
Environmentally
Concerned
Influencers

MRT educational content helps me understand
the benefits of environmentally

friendly transportation.

After seeing MRT educational content on social
media, I became less interested in using

the MRT. *

MRT educational content attracts my attention
because it is creative and aligned with

Gen Z preferences.

Influencer content about the MRT makes me
aware of the importance of environmentally
friendly transportation.

I am not interested in MRT campaigns that
involve influencers. *

I frequently see environmentally conscious
influencers promoting the MRT.

Economic

Green Brand

Product Innovation

Jakarta MRT continuously innovates to become
more environmentally friendly and efficient.
Jakarta MRT does not offer environmentally
friendly solutions. *

MRT innovations support

Jakarta’s sustainability.

Sustainability

Market
Competitiveness

The MRT is superior to other modes

of transportation.

The MRT is no more efficient than other modes
of transportation. *

MRT innovation makes it more attractive than
other public transportation services.
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Table Al. Cont.

Variable Dimension Indicators Statements
I am satisfied with using the MRT as
an environmentally friendly mode
. Customer of tran.sport.ation. .
Social Sati . My satisfaction does not increase due to the MRT’s
atisfaction . o
support for environmental sustainability. *
The MRT meets my expectations regarding
comfort and sustainability.
The MRT reduces traffic congestion and air
pollution in Jakarta.
Positive Using the MRT does not support
Social Impact social sustainability. *
The MRT improves the quality of life of
Jakarta’s residents.
The MRT is committed to achieving net
zero emissions.
) Net Zero Emissions I do not trust the MRT’s commitment to net
Environmental . .
Commitment Zero emissions. *
The MRT’s emission reduction commitment
Green Brand influences my decision to use its services.
Sustainability I am more interested in using the MRT after
seeing its environmental campaigns.
Environmental MRT environmental campaigns do not influence
Campaigns my decision.*
Sustainability campaigns increase my trust that
the MRT genuinely cares about the environment.
The MRT uses digital technology to
improve accessibility.
I do not find it easy to use the MRT because of its
digital interface. *
Digitalization MRT digitalization increases my interest in using
Adaptation Sustainable the service.
Business Strategies The M.RT has a clf—:‘ar strategy for
8
operational sustainability.
I do not believe the MRT integrates sustainability
into its business strategy. *
MRT’s sustainable business strategy increases
my confidence in using its services.
Jakarta MRT is an environmentally friendly
mode of transportation.
Cognitive Product Knowledge Using the MRT does not help reduce

Green Purchase
Intention

air pollution. *
The MRT uses environmentally
friendly technology.

Product Advantages

The MRT is more efficient than commuter rail
(KRL) and TransJakarta.

The MRT does not offer environmentally friendly
features compared with other modes

of transportation. *

The MRT is more effective in reducing pollution
and saving energy.
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Table Al. Cont.

Variable Dimension Indicators Statements

The MRT encourages my interest in using
environmentally friendly transportation.
Product I do not feel comfortable because the MRT is
Attractiveness environmentally friendly. *
Using the MRT makes me feel positive because it
supports environmental protection.

Emotional

I am satisfied with using the MRT because it is
environmentally friendly.

Using the MRT does not give me satisfaction
because it reduces pollution. *

I am pleased to use the MRT because it helps
preserve the environment.

Usage Satisfaction

I use the MRT because my friends do too.
My friends often discuss the environmental
Community benefits of the MRT, but it does not
Influence influence me. *
Peer influence strongly affects my decision to
choose the MRT.

External

Green Purchase
I use the MRT because many people around me

Intention )
choose it.
. Social trends that show a lack of environmental
Societal Trends
concern encourage me to choose the MRT. *
I am inspired to use the MRT because of the
support and exposure on social media.
I recommend the MRT to others because it is
environmentally friendly.
I will not promote the MRT on social media
because it does not care about the environment. *
Willingness to I tell others .that the MRT supports
Behavioral Recommend agreen envu*onment..
Intention to Reuse If given the opportunity, I wou.ld choose t'he
MRT for its environmentally friendly design.
I do not want to continue using the MRT as part
of an environmentally friendly lifestyle. *
Iintend to use the MRT again because it
supports environmental sustainability.
* Reversed items.
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