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ABSTRACT

Nowadays, the critical role of Generation Z in sustainability transformations and their
influence on other generations has garnered significant attention in various industries,
particularly in marketing. This study aims to explain a combined explanatory model of
factors affecting the sustainable consumer behavior of Generation Z using a mixed-methods
approach. In the qualitative phase, library research and snowballing techniques were
employed based on the guidelines of Sandelowski and Barroso to extract research
indicators. The statistical population for this phase consisted of valid scientific articles
aligned with the research objectives. A bibliometric sample of 24 peer-reviewed articles
was selected based on predefined inclusion and exclusion criteria. The interpretive validity
of the study was confirmed according to the guidelines of Sandelowski and Barroso. The
EndNote software was used for storing and managing the articles, and the research
reliability was verified through comparative evaluation using the Critical Appraisal Skills
Program (CASP). In the quantitative phase, field studies were conducted. The research
population consisted of Generation Z students in Tehran, who were selected using
purposive sampling. A total of 361 valid questionnaires were analyzed. Data collection was
performed using a questionnaire, and data analysis was carried out using structural equation
modeling (SEM) via SmartPLS software. For validity assessment, convergent validity and
the Fornell-Larcker criterion were employed. Reliability was measured using Cronbach's
alpha coefficient, which exceeded 0.7 for all dimensions. The results indicated that among
the six identified factors, cultural and social factors ranked first, government sustainability
policies ranked second, sustainable marketing strategies ranked third, psychological factors
ranked fourth, digital technologies ranked fifth, and sustainable lifestyle ranked sixth in
terms of their impact on the sustainable consumer behavior of Generation Z.
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Introduction

Recent scholarship has increasingly emphasized
the centrality of the consumer in achieving
sustainable development goals (Borges et al.,
2024) and has responded to the consequences of
consumerism by shifting the core focus from
production toward consumption (Korkmaz &
Altan, 2023). However, despite this growing
attention, a considerable proportion of consumers
have yet to integrate sustainability into their
behavioral patterns (Wang & Udall, 2023), and the
intensification of consumerism has emerged as a
critical challenge in Iran’s metropolitan areas
(Azizkhani et al., 2021). Within this landscape,
Generation Z—recognized as the largest global
consumer cohort—represents a driving force
shaping the future dynamics of economic, political,
and social systems. In Iran, this generation’s
distinct characteristics and pronounced differences
from other cohorts render it a compelling focus for
both  researchers and policymakers. Their
distinctive political-consumer orientations can
pose substantial challenges to brand management,
potentially leading to diminished brand credibility
or popularity (Seyfi et al., 2023). Despite its
growing relevance, Generation Z has often been
neglected as a focal demographic in contemporary
marketing research (Su et al., 2019).

Methodology

This study employed a sequential exploratory
mixed-methods design. The primary objective was
to propose a conceptual framework for
understanding the factors influencing Generation Z
consumer behavior in the context of sustainability.
In the first phase, a qualitative meta-synthesis
approach—guided by the protocol of Sandelowski
and Barroso (2007)—was applied to identify
indicators relevant to sustainable consumer
behavior among Generation Z. The bibliographic
sample included 24 high-quality studies meeting
predefined inclusion and exclusion criteria.

The meta-synthesis approach was conducted
following Sandelowski and Barroso’s (2007)
systematic guidelines through seven
comprehensive  stages to extract research
indicators. Stage one involved defining the
research  question: What factors influence
Generation Z’s sustainable consumer behavior?
Stagetwo comprised a systematic literature
review. In the qualitative phase, the dataset
consisted of scientific articles that included the
terms consumer  behavior, sustainability,
sustainable development, and Generation Z in their
titles, abstracts, or keywords. Inclusion criteria
encompassed qualitative research articles related to
the research topic, searched through Google

Scholar, ScienceDirect, Web of Science, and
Scopus databases. The systematic literature review
resulted in identifying 151 articles meeting the
inclusion criteria, with databases searched between
2018 and 2024. Stage three involved evaluation
and selection of appropriate articles through
screening documents based on the relationship
between titles, abstracts, and text content with the
current research objective, resulting in the
exclusion of 127 articles and inclusion of 24
bibliographic samples. Inclusion criteria were used
to determine systematic review boundaries, and
EndNote software was employed for resource
management, storage, and improving descriptive
validity.

Stage four focused on theme extraction where
selected articles were carefully read and
summarized, followed by identification and
extraction of concepts related to the research
objective. Stage five involved analysis and
synthesis of qualitative findings, where following
Sandelowski and Barroso’s approach, qualitative
findings were categorized through inductive
analysis via three coding stages: open, axial, and
selective coding. Thematic analysis initially
employed open coding methods, then extracted
codes were grouped based on semantic similarities
and transformed into themes to reveal specific
patterns through axial coding. Finally, extracted
themes were reviewed and integrated through
selective coding. Stage six comprised quality
control where research reliability was confirmed
through comparative evaluation using the Critical
Appraisal  Skills Programme (2023), which
provides a checklist for assessing the initial quality
of qualitative research studies. According to this
program, articles scoring between 6 and 9 were
considered for final review. Stage seven involved
presenting findings where factors influencing
Generation Z’s sustainable consumer behavior
were identified and presented. Interpretive validity
was confirmed following Sandelowski and
Barroso’s guidelines, with EndNote software
utilized for literature management and enhancing
the rigor of the meta-synthesis process.

In the quantitative phase, a survey research
strategy was adopted. Data were collected via a
structured questionnaire and analyzed using
confirmatory factor analysis within a structural
equation  modeling  framework,  applying
SmartPLS. The target population comprised
Generation Z university students in Tehran,
selected through purposive judgment sampling.
Eligible participants were required to have prior
experience ~ with  sustainable  purchasing,
sustainable consumption, or sustainable disposal
practices. An online questionnaire was distributed
through institutional social media channels across
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five Islamic Azad University branches in Tehran
between December 2024 and January 2025 (6-
week period). Of 430 responses received, 361
valid questionnaires remained after excluding
incomplete entries, satisfying the minimum sample
threshold. Construct reliability was confirmed via
Cronbach’s alpha (=0.7) and composite reliability
(>0.8). Convergent validity was validated with
average variance extracted (AVE >0.5) for all
constructs, while discriminant validity met both
the HTMT (<0.9) and Fornell-Larcker criteria.

Result

In the qualitative phase, analysis of the 24 selected
sources yielded 87 initial concepts related to the
sustainable consumer behavior of Generation Z.
Following open coding and expert review by two
independent specialists, these concepts were
distilled into 26 distinct dimensions: social class,
sustainable behavior patterns, health impact, place
of residence, sustainable attitude, motivational
factors, information, sustainability perception,
sustainability —awareness, learning, perceived
consumer effectiveness, beliefs, values, ethics,
social pressure, sustainable product, sustainable
price,  sustainable = promotion,  sustainable
distribution, sustainability education, sustainability
regulations, sustainability support, sustainability
principles monitoring, interactive technologies,
eco-friendly mobile applications, and online social
endorsement. Through axial coding, these 26
dimensions were subsequently aggregated into six
overarching factors that collectively define
sustainable consumer behavior among Generation
Z. This hierarchical structure not only streamlines
the conceptual complexity of the identified
dimensions  but also facilitates  clearer
understanding of the multidimensional nature of
sustainable  consumption patterns in  this
generational cohort.

Confirmatory factor analysis using the partial
least squares (PLS) approach indicated that all
factor loadings exceeded 0.70, demonstrating
strong associations between the measured
indicators and their respective constructs. The path
coefficients revealed that cultural and social
factors exhibited the highest impact on sustainable
consumer behavior among Generation Z. Model
quality was further validated through the
Goodness-of-Fit (GOF) index, calculated using the
square root of the product of average factor
loadings (0.686) and the coefficient of
determination (0.731), which produced a value of
0.708—well above the threshold of 0.36—
signifying an excellent overall model fit. The
structural component of the model was assessed
using both the coefficient of determination (R?)

and predictive relevance (Q?). The R? value was
0.731, with an adjusted R? of 0.726, reflecting high
explanatory power and optimal selection of
independent variables in explaining variations in
Generation Z’s sustainable consumer behavior. All
Q? values were greater than zero, confirming
adequate predictive capability in explaining the
sustainable consumer behavior of Generation Z.
The results of the significance testing through PLS
software output further revealed that all path
coefficients for the six identified factors—
sustainable lifestyle, psychological factors,
cultural-social factors, sustainable marketing
strategies, government sustainability policies, and
digital technologies—were statistically significant,
with p < 0.05 and t-values exceeding the absolute
threshold of 2.0.  Accordingly, all identified
factors exert a statistically significant influence on
the sustainable consumer behavior of Generation
Z.

The study’s results reveal that among the six
key factors influencing Generation Z sustainable
consumer behavior, cultural-social factors hold the
greatest importance, with “social pressure”
emerging as the most decisive element.
Government sustainability policies occupy the
second  rank, where “monitoring the
implementation of sustainability  principles”
represents their most critical component.
Sustainable marketing strategies are ranked third,
with “sustainable place strategy” identified as a
pivotal indicator. Psychological factors follow in
fourth place, with “learning” exerting the greatest
impact among them. Digital technologies are
ranked fifth, where “environment-oriented mobile
applications”—leveraging Generation Z’s native
fluency with digital tools—play a vital role in
sustaining awareness and educating consumers
about sustainable practices. Finally, sustainable
lifestyle occupies the sixth position, with “health
impact” recognized as its most important indicator.
Collectively, these findings suggest that
policymakers,  marketers, and educational
institutions should prioritize cultural-social factors
and government sustainability policies, while also
harnessing the potential of sustainable marketing
and digital technologies, to substantially enhance
the effectiveness of interventions aimed at
promoting Generation Z sustainable consumer
behavior. Producers, with environmentally
compatible production methods, play a prominent
role in Generation Z sustainable purchase
intention. Producers should use environmentally
friendly raw materials and processes with lower
greenhouse gas emissions. Additionally, producers
should ethically employ sustainable marketing
strategies; false claims about product sustainability
can lead to consumer distrust, and this issue can
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result in specific political behavior through
electronic word-of-mouth and prevent the
promotion of sustainable consumer behavior.
Finally, using sustainability labels and providing
honest information about product sustainability
can encourage Generation Z sustainable consumers
to make sustainable purchases. It is also essential
for companies to review their sustainable
distribution strategies.

Conclusions

In recent years, Iran has faced environmental crises
due to resource depletion, particularly a sharp
decline in freshwater reserves. Such crises cause
damage not only to the environment but also to
society and the economy. Changes in Generation Z
consumer behaviors toward purchasing sustainable
products, sustainable consumption practices, and
waste reduction can play an effective role in
mitigating the negative impacts of climate change
and protecting the environment. Generation Z
consumers can challenge the existing situation and
influence the behavior of other consumers as well.
However, various factors can influence driving this
generation of consumers toward sustainable
behavior.

Despite the importance of Generation Z
sustainable consumer behavior, research in recent
marketing trends had largely overlooked
Generation Z. This study, aimed at explaining the
model of factors affecting Generation Z
sustainable consumer behavior using a mixed-
methods approach, attempted to fill this gap and
gather all effective factors in one research. To
understand how these factors influence behavior, a
qualitative analysis of research in this field was
first conducted to identify six factors related to
three stakeholders (policymakers, producers, and
consumers). These factors include cultural-social
factors, marketing strategies, = government
sustainability  policies, digital technologies,
psychological factors, and sustainable lifestyle.
Generation Z sustainable consumer behavior
includes sustainable purchasing, sustainable
consumption, and sustainable disposal. Finally,
these factors were tested and confirmed using
confirmatory structural equation modeling.

Government sustainability policies in four
dimensions:  regulating and  implementing
sustainability  laws, monitoring  sustainable

principles, supporting sustainable production and
consumption, and sustainability education can lead
to promoting Generation Z sustainable consumer
behavior. Educational programs in schools,
universities, and communities can strengthen
individual motivation and sense of responsibility
in this generation. Therefore, there is a need for
sustainability education initiatives such as
participatory educational approaches and project-
based learning at various levels to strengthen
Generation Z  individual motivation and
environmental responsibility. These methods, by
creating practical opportunities for students and
youth, can encourage their role in environmental
protection and help promote Generation Z
sustainable consumer behavior.

In sustainability —matters, Generation Z
consumers are also stakeholders themselves. They
can promote sustainable consumer behavior
through user-generated content and green word-of-
mouth, and awareness-raising through education in
media and their social networks. Cultural and
social pressures can also create conflict between
Generation Z consumer values and social
expectations, which leads to unsustainable
behavior. Therefore, associations and consensus in
the field of sustainability should be created to
develop a sense of belonging to this group in
individuals. Hence, there is a need for more studies
on the impact of psychological mechanisms arising
from social pressures on Generation Z sustainable
consumer behavior to provide more -effective
solutions for reducing these negative -effects.
Additionally, it is recommended that future
research examine the role of local culture and
cultural differences between different regions of
the country in shaping sustainable consumer
behavior and analyze how these factors interact
with social pressures. Furthermore, in future
studies, the potential impact of advances such as
metaverse, virtual reality, and blockchain on
Generation Z consumer behavior patterns and
mindset should be examined. Examining the
transparency and credibility of green product
claims can be facilitated with these technologies.
Addressing these issues in future studies will
contribute to a more comprehensive understanding
of Generation Z sustainable consumer behavior
and its practical implications in various fields.
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Table 2. Discriminant validity
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Fornell-Larcker criterion
SMS SCB SL Sp PF CSC DT
SMS 0.831
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Table 3. Open and axial coding of the extracted data
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(2021); Khalil et al.,
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Elgammal et al, (2024);
Djafarova & Foots, (2022); L5 Lob 5 @bl Sk 5k, slagSl
Williams & Hodges, (2022) &SR PEosint 20 g e
Orea & Forne, (2023); Khalil Sustainable .purchasmg habits; Behavior
et al., (2021); Van Bussel et NON-CONsumerism Patterns (SL2) )
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perceived impact on health
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consumption Psychological
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Williams & Hodges, (2022); Motivation for ethical purchasing ~ Motivational
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2023); Williams Hodges, .. . Information
(2022). Van Bussel et al. Misinformation on  consumer (PF3)

(2022); Chang et al., (2023)

sustainability; need for knowledge;
instilling more knowledge and
information in individuals
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sustainability communities
Kabaja et al, (2023); «plod il Ly (6,550 (Jgmame wloS 5
Tran et al,  (2022); s Jg mmo 3, Slos sl lss J oadady
Djafarova &  Foots, _ )
(2022); Kaur et al, Ac2lsS) chomedncuey (il (Jpae L
(2022); Chang et al, el il gty I
(2023); Elgammal et al., Product ingredients; eco-friendliness; S(lllstamable
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Table 4. Q? and R? Values of the Research Variables

R? R?Adjusted SSO SSE SS; /(s=s,16)
SCB 0.731 0.726 2160.000 1166.104 0.460
SMS 1440.000 752.639 0.477
SL 1440.000 798.378 0.445
SP 1440.000 825.156 0.426
PF 2520.000 1053.991 0.581
CSC 1440.000 726.186 0.495
DT 1080.000 633.390 0.431
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