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ABSTRACT

This study investigates the impact of social media on encouraging environmentally friendly behaviors among
Generation Z individuals in Indonesia. The study specifically examines the influence of social media influencers
and the collaborative production of value. Background: Generation Z exhibits a strong level of involvement with
digital platforms, which significantly impact their environmental consciousness and actions. Prior study
emphasizes the significance of social media in influencing environmentally conscious behaviors, however there
is a lack of extensive investigation on this subject specifically in the Indonesian setting. Methods: A total of 263
respondents provided data using self-administered surveys sent via Line, WhatsApp Group, and Instagram. The
study employed regression analysis to investigate the associations among social media engagement, value co-
creation, and the adoption of sustainable green lifestyles. Finding: The findings suggest that social media has a
substantial impact on individuals' intentions to make environmentally friendly purchases and their level of
awareness regarding environmental issues. Influencers are particularly important in spreading information
about sustainability. Value co-creation promotes active involvement of the community, leading to a stronger
dedication to sustainable practices. Conclusion: These findings offer useful insights for policymakers,
educators, and marketers to effectively employ social media in promoting environmental sustainability in
Indonesia.

KEYWORDS: influencers; social media; sustainable green lifestyles; generation Z; value co-
creation.

1. Introduction

The role of social media in promoting sustainable green lifestyles is significant,
especially among Gen Z, who are highly engaged with digital platforms. Generation Z's
digital nativity and environmental consciousness influence their sustainable lifestyle
choices (Williams et al., 2020). Studies show Gen Z's growing eco-friendly behaviors are
driven by their concern for the environment and desire to make a positive impact (Fromm
& Read, 2018; Seemiller & Grace, 2019). In Indonesia, platforms like Instagram, YouTube,
and TikTok are popular among Gen Z, who seek advice on green practices from social media
influencers (Suwana et al., 2020; Rahman & Taufique, 2021). The Indonesian Gen Z Report
2022 highlights their active incorporation of green practices, such as reducing single-use
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plastics and participating in sustainable fashion. Influencers play a key role in disseminating
sustainability information and encouraging green practices among their followers.

Value co-creation on social media, where users actively participate in content creation
and engagement, enhances sustainable practices by fostering a sense of community and
shared purpose (Smith, 2019). This engagement allows Gen Z to feel more connected and
committed to sustainable lifestyles, acting as contributors to the sustainability discourse
(Prahalad & Ramaswamy, 2004). Social media platforms facilitate this by providing spaces
for sharing experiences, tips, and insights on sustainable living, creating a collective
knowledge base for the community.

On the other hand, there is a dearth of comprehensive research on the effects of value
co-creation and influencers on the sustainable behaviors of Generation Z in Indonesia. As
Huang and Liu (2020) point out, the majority of studies have concentrated their attention
primarily on Western environments. Because of the rapid pace at which social media
technologies and influencer marketing are developing, it is absolutely necessary to do new
research that appropriately reflects the trends that are now occurring.

The goal of this study is to evaluate the impact that social media influencers and value
co-creation play in the sustainable lifestyle choices made by Generation Z in Indonesia. This
is done in order to fill the hole that has been created. In a more precise manner, the research
will focus on environmentally friendly technologies, durable objects, and fashion that is
friendly to the environment. Among the platforms that have been studied are TikTok,
Instagram, Twitter/X, and YouTube, to name a few. The objective of this research is to
analyze the impact that eco-influencers, lifestyle influencers, and celebrity influencers have
on sustainability. This investigation will take into account the social norms that are seen on
social media and in everyday life. The objective of this research is to assess the influence
that individual influencers and user-generated content have on the dissemination of
information on sustainable practices. The results will provide insights that may be exploited
by politicians, educators, and marketers in Indonesia to encourage sustainable habits. These
insights will be provided by the findings.

Thus, the purpose of this study is to respond to the following research questions: How
does the provision of relevant information through social media impact the adoption of a
sustainable green lifestyle among Indonesian Gen Z? To what extent do social media
interactions drive value co-creation behaviors related to green lifestyle adoption among
Indonesian Gen Z? What role do social media influencers play in enhancing the relationship
between social media interactions and value co-creation behaviors in the context of
sustainable green lifestyle adoption among Indonesian Gen Z? How do social norms
influence the effect of value co-creation behaviors on the adoption of a sustainable green
lifestyle among Indonesian Gen Z? What is the mediating effect of value co-creation
behaviors on the relationship between social media contact and the adoption of a
sustainable green lifestyle among Indonesian Gen Z? How do social media influencers'
informational influence and social norms jointly affect the adoption of a sustainable green
lifestyle among Indonesian Gen Z?.

Academic literature has focused on social media engagement due to its widespread
impact on society, emphasizing the need to understand its essential components for
efficient information sharing (Kietzmann et al., 2011). Social media affects consumer
behavior and decision-making, with studies analyzing consumer behavior and sentiment in
product reviews to create consumer-segmented recommendation systems (Sundareswaran
et al, 2022). The importance of social media in shaping consumer behavior is also
highlighted in studies examining workplace social dynamics and motivation (Septiawan &
Masrunik, 2020). Therefore, it is hypothesized that social media is an effective tool for
motivating individuals to adopt a green lifestyle (H1).

Furthermore, the value co-creation on social media, which involves sharing resources
and information, significantly impacts consumer value co-creation and purchase intention
(Rashid et al., 2019; Ge & Gretzel, 2018; Hussain et al., 2022). This leads to the hypothesis
that social media contact positively relates to value co-creation behaviors in sustainable
green lifestyle adoption (H2a), and these behaviors, in turn, positively relate to a sustainable
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green lifestyle (H2b), with value co-creation mediating the relationship between social
media contact and a sustainable green lifestyle (H2c).

Additionally, individual attitudes, social norms, and environmental consciousness
influence the adoption of sustainable green lifestyles, with social norms and networks
promoting sustainable practices (Lee, 2009; Gilg et al., 2005; Cubillas-Para, 2023; Ren et al,,
2022). Social media influencers significantly impact consumer behavior and purchasing
decisions by promoting eco-friendly brands and lifestyles (Lim et al.,, 2017; Arora et al,,
2019; Goodyear et al., 2018). Hence, it is hypothesized that social media influencers can
moderate the relationship between social media contact and value co-creation behaviors
(H3a). Eco-friendliness and sustainability as social norms also play a crucial role in
promoting green behavior, with studies showing that social norms can reduce littering,
promote environmental activities, and influence green consumption (Cialdini et al., 1990;
Do, 2023; Moser, 2015; Sendawula et al.,, 2021). Therefore, it is hypothesized that social
norms can moderate the relationship between value co-creation behaviors and sustainable
green lifestyle adoption (H3b).

Generation Z, born between 1997 and early 2012, is a significant focus due to their
unique qualities and impacts on various social sectors, including their perception of social
media's trustworthiness and its role in their political activity, media consumption, and
consumer habits (Barhate & Dirani, 2021; Alfred & Wong, 2022).

2. Methods

Research methodology This study will employ a quantitative methodology, namely a
descriptive research design. In addition, this study's data collection employs a single cross-
sectional design. The major method for collecting data in this study will involve the use of
online surveys administered through electronic questionnaires. Additional data will be
collected to bolster this study from sources such as books, journals, and related websites.
The method of purposive sampling will be used to obtain samples for this enquiry. The
sample for this study will consist of male and female volunteers between the ages of 18 and
28 who actively engage with social media. The data analysis methodology for this study will
involve three distinct stages: the wording test, the pre-test, and the main test. The pre-test
analysis to determine the validity and reliability of the variables studied will be conducted
using SPSS Statistics, Also SPSS Statistics will conduct the primary test analysis using
regression analysis.

This model follows Li et al. (2022). The model uses six hypotheses from the previous
and current studies. The research model examines how social media influencers and value
co-creation affect green lifestyle adoption. This model examines how social media
knowledge sharing, particularly by influencers, affects people's sustainable behaviour. The
study also explores value co-creation, where customers collaborate with brands and
influencers to spread the message and adopt sustainability. The research examined how
social media can help people adopt sustainable lifestyles and what makes it more effective.

HI

H2e

H2a H2b

i . , s Sustainable Green Purchase
Social Media Contact Value Co-Creation

Lifestyle

Social Media Influencers Social Norms

Fig. 2. Research Model
Adopted and modified from: Li et al, (2024)

JANE. 2024, VOLUME 1, ISSUE 1 https://journal-iasssf.com/index.php/JANE


https://journal-iasssf.com/index.php/jane

Suryaputra et al. (2024) 48

Self-reported data from Generation Z who participated in social media information
sharing are gathered through online surveys and questionnaires. Respondents determine
their answers using Likert scale to systematically measure and quantify customer opinions
and intentions.

For this research, the data is gathered online via a survey disseminated through
Google Form. The questionnaire is designed with statements offered on a Likert scale that
spans from 1 to 7. This scale enables respondents to express their degree of agreement with
the claims. This questionnaire type allows respondents to complete the survey on their own.
Adopting from the main journal reference by Li et al. (2024). Here we classified four
variables, that is Social media information sharing, Green purchase intention, Perceived
green value, Subjective norms

Table 1. Variables Operationalization

Variable Definition Indicator Operational Variables Sources
Social Social Media  SMC1 [ often use social media to find Lietal.
Media Contact information and articles on (2024)
Contact (SMQ) sustainability topics.
(SMQ) pertains to
the frequency SMC2 I frequently see pictures related to
and caliber of sustainability on social media
interactions platforms.
that
individuals SMC3 I regularly watch videos about
engage in sustainability on social media.
Vn\il(;t(}:lliZOCIal SMC4 I listen to audio programs on social
media that focus on sustainability
platforms. .
This includes 1SSUes.
activities SMC5 [ often peruse adverts and booklets
such.as disseminated by the government to
s.he.mng, familiarize myself with our sustainable
liking, . . .
) policy and strategy on social media.
commenting,
and SMC6 I read articles from corporations on
messaging social media to learn about their
(Mangold & sustainability policies and strategies.
Faulds,
2009). SMC7 I read advertisements and pamphlets
from the government on social media
to stay informed about our
sustainability policies and strategies.
SM(C8 I actively monitor the social media
profiles of diverse green lifestyle
organizations, including the UN
Environment Program and
environmental clubs affiliated with
educational institutions.
Value Co- Green VC1 [ utilize social media to exchange new  Lietal.
creation purchase ideas. (2024)
(V@) intention
refers to the VC2 [ utilize social media to share
likelihood informational resources.
thata
consumer V(3 I leverage social media for

would buy a

collaboration and the implementation
of innovative ideas.
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Social
Media
Influencers
(SMlIs)

Social
Norms—
Social
Media
(SNSM)

particular
product as a
result of their
environmenta
I needs Chen
& Chang
(2012).

Perceived
green value is
a critical
factor
influencing
consumers'
green
purchase
intentions. It
refers to the
perceived
value that
consumers
associate
with
environmenta
lly friendly
products.

subjective
norms are
people's
perceptions
of social
pressure
from
significant
individuals to
engageina
certain
conduct or

VC4

VC5

VCé6

SMI1

SMI2

SMI3

SM4

SMI5

SMI6

SNSM1

SNSM2

SNSM3

I feel confident in my ability to control
the factors that influence my decision-
making.

When using social media, I trust my
personal judgment to make decisions.

During my participation on social
media, I feel a high degree of
autonomy.

Li et al.
(2024)

The "quality and professionalism" of
content offered by proponents of
green lifestyles are crucial
characteristics that inspire me to
embrace environmentally-friendly
activities.

I believe that the "frequency and
volume" of content shared by green
lifestyle advocates influence my
decision to follow them.

| feel that proponents of a green
lifestyle should demonstrate
transparency when communicating
their everyday sustainable practices to
their audience.

I find the opinions of green lifestyle
advocates to be "reliable and
trustworthy" when they recommend
green products.

My preference for a green lifestyle
advocate is influenced by their
background knowledge, education
level, personality traits, and personal
values.

The background knowledge, education
level, personality traits, and personal
values of a green lifestyle advocate
play a significant role in determining if
I choose to follow their guidance.

Li et al.
(2024)

My family demonstrates a favorable
disposition towards adopting a
sustainable and environmentally
friendly lifestyle on social media.

My friends demonstrate a favorable
disposition towards adopting an
environmentally friendly and
sustainable lifestyle on social media.

My school/university efficiently
disseminates material on social media
platforms on green education to
augment my understanding.
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Social
Norms—
Daily Life
(SND)

Sustainable
Green
Lifestyle
(SGL)

refrain from
engaging in it.

Social Norms
Daily Life
refer to the
unwritten
rules and
expectations
about
behavior that
are accepted
by members
of a society or
group in their
everyday
activities.

Sustainable
Green
Lifestyle
refers to the
daily
practices and
choices
individuals
make to
minimize
their
environmenta
l impact and
promote
ecological
balance.

SNSM4

SNSM5

SNSM6

SND1

SND2

SND3

SND4

SND5

SGL1

SGL2

SGL3

SGL4

SGL5

SGL6

SGL7

SGL8

Unknown individuals on social media
exhibit a favorable disposition towards
adopting and promoting an
environmentally conscious and
sustainable lifestyle.

My community regularly disseminates
environmentally friendly lifestyle
advice on social media.

My city actively advocates for
sustainable green lifestyles through
social media platforms.

Li et al.
(2024)

My family is supportive of a
sustainable green lifestyle.

My friends are supportive of a
sustainable green lifestyle.

My school/university frequently
provides effective green education to
enhance my knowledge.

My community regularly posts green
leaflets on bulletin boards.

My city has hosted art or industrial
exhibitions focused on sustainable
green lifestyles.

Li et al.
(2024)

I believe that reducing waste and
recycling old items is a quality and
rational way of living.

I dislike using disposable products like
plastic bags, paper cups, and
chopsticks.

[ enjoy participating in
environmentally friendly activities.

I plan to engage in environmentally
friendly activities.

[ always bring my own shopping bag to
the supermarket and consider the
environmental impact.

I consider the environmental impact of
products when making purchases at
the supermarket.

I believe | have a thorough
understanding of the concept of a
sustainable green lifestyle.

I believe I have extensive knowledge
about living a sustainable green
lifestyle.

Source: Processed by Researcher
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In this study, individual and multiple regression analyses are used to examine and
quantify the association between two or more events (Dizikes, 2010). These methods
establish a mathematical connection between independent and dependent variables
(Rubinfeld, 2011), aiming to explain the variability of independent variables on the
dependent variable. This technique assesses the impact of family, peer, and financial
behavior on financial literacy and tests direct relationships between social media contact,
value co-creation, and sustainable green lifestyle adoption. Regression analysis is suited for
examining these relationships due to its capability for clear hypothesis testing and handling
both continuous and categorical predictor variables (Pallant, 2020; Hair et al., 2010).
According to Malhotra (2010), this study utilizes ratio scale data for continuous behavioral
variables and interval scale data for 7-point Likert scale questions, both of which SPSS
regression analysis can effectively handle.

The coefficient of determination, or R Square, measures the extent to which
independent variables contribute to the dependent variable's variability. It ranges from 0 to
1, with higher values indicating that independent variables provide more information for
predicting changes in the dependent variable (Ghozali, 2013). The beta coefficient
determines the impact of each independent variable on the dependent variable, indicating
both the magnitude and direction of the relationship. This measure helps in understanding
the relative relevance of each independent variable and whether its impact is positive or
negative (Ghozali, 2013). Significance and t-value ascertain the statistical significance of
independent variables' impact on the dependent variable. A p-value less than 0.05 or a t-
value exceeding the critical value suggests a statistically significant impact (Smith & Brown,
2022).

3. Results and Discussion

The study presents several hypotheses on the impact of social media on adopting a
sustainable green lifestyle.The first hypothesis posits that social media is an effective tool
for motivating individuals to adopt a green lifestyle. The evidence shown in Table 2
substantiates this hypothesis with a coefficient value of 0.769 and a significance level of
0.000, indicating a statistically significant positive correlation. This finding aligns with
previous research by Li etal. (2024), which also found a positive relationship between social
media engagement and the adoption of a sustainable green lifestyle. Social media has
become a reliable source of information and a platform for active user engagement,
facilitating the dissemination of sustainability information through various mediums,
including written material, audio recordings, visual recordings, and images (Garcia &
Martinez, 2020).

Hypothesis H2a proposes a favorable correlation between social media contact and
value co-creation activities in the adoption of sustainable green lifestyle. The information
shown in Table 2 demonstrates a robust positive connection, with a coefficient value of
0.698 and a significance level of 0.000. This finding aligns with previous research conducted
by Wang and Lee (2023) and Huang et al. (2022), which illustrate that involvement in social
media increases individuals' participation in value co-creation activities and promotes
awareness of environmental concerns. These studies emphasize the vital importance of
social media in facilitating collaborative endeavors that are essential for creating
sustainable green lifestyles.

Hypothesis H2b suggests that there is a positive correlation between value co-creation
practices and a sustainable green lifestyle. The hypothesis is substantiated by the data
provided in Table 2, where the coefficient value of 0.712 and the significance level of 0.000
indicate a robust positive association. This discovery aligns with previous research
conducted by Li etal. (2024), which similarly identified a positive correlation between value
co-creation and the adoption of a sustainable green lifestyle. The findings highlight the
significance of interpersonal interaction in fostering value co-creation activities, which
subsequently promote the adoption of sustainable lifestyles, specifically among consumers
in Indonesia.
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Hypothesis H2c proposes that value co-creation behaviors operate as a mediator
between social media engagement and the adoption of a sustainable green lifestyle. The
Sobel Test yielded a test statistic of 6.757 and a p-value of 0.000, providing strong evidence
in favor of the hypothesis and showing a highly significant mediating effect. The discovery,
in line with Li et al. (2024), emphasizes the crucial significance of value co-creation in the
connection between social media usage and the acceptance of eco-friendly lifestyles. The
research conducted by Garcia and Martinez (2020) and Wang and Lee (2023) demonstrates
that actively participating in value co-creation activities greatly increases the acceptance of
sustainable green lifestyles.

Hypothesis H3a suggests that social media influencers have the ability to control the
relationship between social media interaction and value co-creation practices. Nevertheless,
the data shown in Table 2, which exhibits a coefficient value of -0.173 and a significance level
of 0.008, fails to provide evidence in favor of this hypothesis. This finding is consistent with
the research conducted by Li et al. (2024), indicating that social media influencers have a
minimal impact on enhancing the relationship between social media engagement and the
behaviors of co-creating value. The findings of Garcia and Martinez (2020) and Wang and
Lee (2023) provide additional evidence that supports this conclusion. They suggest that the
impact of social media influencers is constrained and heavily influenced by specific
situations and target demographics.

Hypothesis H3b suggests that social norms can influence the connection between value
co-creation actions and the adoption of a sustainable green lifestyle. The data in Table 2,
which includes coefficient values of -0.103 and -0.138 for the relationship between social
norms and social media, and social norms and daily life, respectively, together with their
associated significance levels of 0.135 and 0.065, does not offer any evidence to support this
hypothesis. The current finding aligns with previous research conducted by Li et al. (2024),
suggesting that social norms do not have a substantial impact on the relationship between
value co-creation and the adoption of a sustainable green lifestyle. Research conducted by
Smith and Thompson (2022) and Brown et al. (2021) indicates that personal environmental
values and beliefs, in conjunction with educational interventions and awareness campaigns,
exert a more significant influence on fostering sustainable behaviors than to relying solely
on societal norms.(Table 2)

Table 2. Hypothesis Testing Result

Hypothesis  Hypothesis Statement Coefficient  Significance  Result

Social media could be an
effective tool for motivating
individuals to adopt a green
lifestyle. As a result, the
H1 pertinent information supplied 0.769 0.000 Supported
to the public via social media
(social media contact, SMC) is
positively related to a
sustainable green lifestyle.

Social media contact is
positively related to the extent of
H2a value co-creation behaviors in 0.698 0.000 Supported
its sustainable green lifestyle
adoption.

Value co-creation behaviors are
H2b positively related to a 0.712 0.000 Supported
sustainable green lifestyle.

JANE. 2024, VOLUME 1, ISSUE 1 https://journal-iasssf.com/index.php/JANE


https://journal-iasssf.com/index.php/jane

Suryaputra et al. (2024) 53

Value co-creation behaviors
mediate the relationship
H2c between this social media 0.188 0.000 Supported
contact and a sustainable green
lifestyle.

Social Media Influencers can

moderate the association

between social media contact

and value co-creation Not

H3a behaviors, strengthening the 0173 0.008 Supported
relationship for
individuals/agents with more
informative influence.
Social Norms can moderate the
relationship between value co-
creation behaviors and (SNSM) (SNSM)

H3b sustainable green lifestyle -0.138 0.065 Not
adoption, such that the relations (SND) (SND) Supported
are stronger for agents, -0.103 0.135

enabling the diffusion of
behavioral norms.

Souces: SPSS Output, Processed by Researcher
4. Conclusions

This study adapts the research model of Li et al. (2024), which evaluated many criteria
that indicate the necessity for additional progress in utilizing social media as a platform for
promoting value co-creation and fostering a sustainable lifestyle. Unlike the last survey,
which specifically examined adults aged 30 and above who were born either abroad or in
China, this research is specifically aimed at Generation Z customers who live in Indonesia.
The aim was to analyze the influence of social media on the promotion of sustainable green
lifestyles among this specific group, with a special emphasis on the contributions of social
media influencers and the development of collaborative value. The study examined many
hypotheses to explore the relationships between social media engagement, value co-
creation, influencers, social norms, and the adoption of sustainable green lifestyles.

The findings unveil numerous crucial revelations. Firstly, social media is a powerful
instrument for promoting sustainable lives, since there is a strong connection between its
usage and the adoption of environmentally friendly habits among Generation Z, which
aligns with prior research findings. Furthermore, engaging actively in social media has a
substantial influence on behaviors associated with the creation of value, as it promotes the
sharing of ideas, resources, and teamwork that are crucial for maintaining a sustainable
lifestyle. Furthermore, there is a clear correlation between the implementation of value co-
creation techniques and the adoption of a sustainable green lifestyle, suggesting that these
activities strengthen dedication to sustainability. Furthermore, the involvement in social
media has an impact on the acceptance of sustainable lifestyles by facilitating the exchange
of values and behaviors that contribute to their construction. Nevertheless, the impact of
social media influencers on this correlation is negligible, and societal conventions, whether
in the digital realm or in real life, do not have a substantial effect on the association between
value co-creation behaviors and the adoption of sustainable lifestyles. This implies that
other factors are more pivotal in encouraging sustainable practices.

Promoting sustainable green lifestyles through social media, particularly among the
Gen Z population in Indonesia, necessitates meticulous consideration of ethical factors. To
maintain credibility and support sustainability initiatives, influencers should prioritize
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transparency and authenticity in their endorsements, thereby preventing the dissemination
of misleading information that may erode confidence. Preserving privacy and safeguarding
data security are of utmost importance, necessitating adherence to ethical standards and
legal regulations in the gathering and processing of personal data to prevent the misuse of
user information. Ensuring equilibrium in the persuasive influence of influencers is vital to
avoid manipulation, enabling customers to make well-informed and autonomous choices.

In order to prevent socio-economic gaps, it is crucial to prioritize equity and
accessibility, thereby ensuring that sustainable products and activities are both inexpensive
and accessible to all demographic groups. It is crucial to have cultural sensitivity, which
involves showing respect for indigenous practices and values while also encouraging
sustainability without forcing a standardized approach. Furthermore, it is important to take
into account the effect on mental well-being, as continuous exposure to idealized
sustainable lifestyles might lead to worry or a sense of inadequacy. Effective ethical
promotion should emphasize tangible and attainable instances, with an emphasis on
advancement rather than flawlessness. Promoting sustainability should be approached as a
steadfast and enduring commitment, ensuring that activities are genuine and enduring.
Open and truthful communication regarding the advantages and difficulties of embracing
an environmentally conscious way of life is essential, as it assists individuals in establishing
practical goals and overcoming possible hurdles.

Employing social media channels to advocate for sustainable green lifestyles,
particularly targeting the Gen Z cohort in Indonesia, has significant ramifications for
sustainability. Social media's widespread usage enables the worldwide dissemination of
information about sustainable practices, thereby promoting environmental awareness
among a diverse and comprehensive audience. This heightened consciousness can lead
individuals to embrace more ecologically conscious behaviors, so reducing their carbon
footprints and promoting sustainable lifestyles. These actions are in line with the objectives
of SDG 12 (Responsible Consumption and Production) and SDG 13 (Climate Action). Active
user participation in generating and sharing sustainability information on social media
facilitates value co-creation, fostering a sense of community and shared purpose. This, in
turn, enhances the acceptability of sustainable techniques. This approach is especially
beneficial for Generation Z, facilitating a more profound sense of connection and dedication
to sustainable living. The interactive nature of social media enables consumers to easily
learn and embrace sustainable practices, as evidenced by several studies highlighting its
influence on consumer behavior towards eco-friendly items. Nevertheless, it is crucial to
address ethical concerns such as the dissemination of false information, deceptive
environmental assertions, and the psychological consequences of continuous exposure to
sustainability-related content. It is essential to verify the accuracy and dependability of
sustainability information shared on social media in order to encourage genuine and long-
lasting sustainable behaviors. In Indonesia, social media has a substantial impact on the
attitudes and actions of Generation Z. Influencers and value co-creation are crucial in
encouraging sustainable lives. To effectively utilize social media in encouraging
environmentally responsible behavior among younger generations and fostering a
sustainable future, it is crucial to tackle ethical concerns and ensure the reliability of
information.

The researcher faced several constraints during the study, impacting the findings
and their generalizability. Firstly, there was a gender imbalance among respondents, with
54.8% being male and 45.2% female, which could affect the study's conclusions.
Additionally, some questions exhibited bias and lack of clarity, potentially leading to
misinterpretations. The reliance on a quantitative approach limited the exploration of
underlying causes and complex personal experiences. The cross-sectional design
constrained the ability to prove causality, and self-reported data via online surveys might
introduce biases like social desirability bias. The study did not focus on specific influencers
or social media platforms, which could have provided more accurate insights. Furthermore,
the questionnaire lacked screening questions to ascertain whether respondents followed
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particular green lifestyle influencers and did not include a detailed explanation of what
constitutes a sustainable green lifestyle, potentially impacting the reliability of responses.

Subsequent investigations should focus on overcoming the constraints of this study
and delve into supplementary domains to further augment comprehension of social media's
influence on fostering sustainable green lifestyles. Conducting longitudinal research would
be especially advantageous for investigating the enduring effects of social media
participation and collaborative value creation on sustainable behaviors. These studies have
the ability to monitor changes in attitudes and behaviors over time, offering a more
complete understanding of how ongoing social media interactions impact the adoption of
environmentally friendly lifestyles (Li et al., 2024). To improve the generalizability of the
findings, it would be beneficial to broaden the research to encompass various age groups
and geographic regions. Further research might explore the impact of social media on
sustainable behaviors in different generations, including Millennials, Generation X, and
Baby Boomers, to determine any variations in social media usage and its influence on
sustainability practices among these generational groups (Barhate & Dirani, 2021).
Additionally, examining the influence of social media on sustainable behaviors in rural and
urban environments, as well as across different cultural contexts, could yield useful insights
into how local factors moderate these impacts (Ren et al., 2022). Employing qualitative
methodologies, such as in-depth interviews and focus groups, can provide a profound
understanding of the motives, obstacles, and experiences of individuals who participate in
sustainable behaviors via social media. Qualitative research has the potential to reveal the
intricate ways social media impacts individual perceptions and behaviors, offering a
comprehensive understanding of the social and psychological processes involved (Smith &
Thompson, 2022). Future research might investigate the narratives and anecdotes users
communicate regarding their environmentally friendly behaviors and examine how these
stories impact their social networks (Martinez, 2020). Utilizing experimental methods
would facilitate the establishment of causality and enhance comprehension of the
mechanisms by which social media impacts sustainable behaviors. Researchers can conduct
experiments to vary elements of social media engagement, such as the nature of the content,
the frequency of posts, or the inclusion of influencer endorsements, to assess their
immediate impact on the adoption of sustainable behavior (Hynes & Wilson, 2016).
Including screening questions in questionnaires to ascertain respondents' adherence to
green lifestyle influencers and providing detailed explanations of sustainable green lifestyle
components are essential. Future studies should also examine how emerging technologies
like AR and VR might improve the engagement and effectiveness of social media campaigns
promoting sustainability (Garcia & Martinez, 2020). Furthermore, it is crucial to analyze the
interaction between social media influencers and other media types, such as traditional
media and peer networks, to comprehend the collective impact on sustainable behavior
adoption (Han & Cheng, 2020). Finally, examining the ethical ramifications and potential
adverse consequences of using social media to advocate for sustainability is crucial. Future
research should explore topics such as misinformation dissemination, deceptive
environmental claims, and the psychological effects of continuous exposure to
sustainability-related material (Baber, 2023). Gaining insight into these obstacles can aid in
formulating conscientious and efficient social media tactics to advance sustainable lives. By
examining these specific areas, future research can expand upon this study to develop a
thorough understanding of how social media can promote sustainable green lifestyles
among various people and in different situations.
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